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Abstract:

Purpose
The purpose of the research is to study how bottom-up planning strategies and place branding at the scale of the district, neighborhood and urban spaces can use existing cultural events and materiality. The research explores design methods that create a framework for participation of current cultures that define a city’s places.

Approach
The research approach connects ideas in literature in place branding and architecture, analyzes city planning methods, interviews city planners and uses academic design research at the scale of urban spaces.  The paper defines bottom-up place branding and compares it to top-down strategies demonstrating how these ideas operate particularly in the 22@ information activities district in Barcelona.

Findings
The findings suggest that bottom-up planning is an open-ended, systematic approach to place branding rooted in the ethos of a place that identifies local conditions, uses a material affect, and considers scales of time and human experience. 

Research limitations / Social implications
The concepts are limited by differences of scale from the urban space up to the scale of the regional plan. The implications of cooperation of private developers and city developers across these political scales, i.e. local town halls, city, regional and private development objectives, can protect an authentic place brand by integrating social patterns of workers, residents and visitors in a place. 

Value
The strategies suggest a specific sensitivity to protection and systems approach for districts such as the 22@ district that wish to find methods that sustainably enhance an existing identity.
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Purpose / Introduction
It is useful in conceptualizing the branding of places to identify (1) what planning approaches are adapted and how they provide connectivity (2) how these planning approaches recognize and support existing cultural features and (3) how they strengthen newly emergent local identities. The branding of places can be approached in various ways, including through top-down planning that demolishes larger expanses of cities or generally ignores newly emergent identities in them or through bottom-up planning that retains urban infrastructure by selectively protecting the small scale building fabric. Bottom-up planning makes it possible for interventions as frameworks in neighborhoods to enhance existing cultural activities by supporting fine-grained material and small-scaled spatial opportunities tuned to networks of pedestrian scaled activities. 

The case of 22@ in Poblenou exemplifies this theoretical stance that planning does not need to occur top down but may provide a guiding force for culture to shift and emerge by establishing guidelines and a framework upon which small scale materiality provides the connectivity of the district.  This planning method differs from the tabula rasa top-down urban planning of the Olympic Village in 1992 that demolished large expanses of the city, forever severing past place and Barcelona branding. The planning of 22@ protects the small and medium sized historic industrial fabric with connective, block by block guidelines including new strategies to provide public spaces for changes in food culture that are critical to an adaptive place brand in Barcelona and Catalan culture. 

Can a strategy of connectivity depend on material and cultural features to weave public spaces together at the scale of pedestrian neighborhoods and what is the method of such a strategy?  Design solutions that study cultural events and materiality in 22@ Poblenou demonstrate how a strategy of an emerging information district may use the foundations of a small-scaled industrial past to allow the existing place brand to evolve, connecting the new emergent culture with an underpinning of existing culture.  It provides evidence that a strategy of material protection and bottom-up connectivity can provide a foundation for place branding in a neighborhood and a city.  
Design/Method/Approach
1.1 Defining bottom-up planning: What planning approaches are adapted and how they provide connectivity? 

A key criterion for urban planning and place branding is the ability to enhance the existing ethos of a place and to provide open-endedness for that ethos to evolve.  How do we design frameworks for this open-ended participation to occur?  How do we create dynamic urban places and allow them to evolve? 

It is 2:15am on August 20th at Carrer de Verdì in the hillside neighborhood of Gràcia in Barcelona.  Overhead are hung hundreds of illuminated forms that resemble yellow and orange bee hives but also plants or hanging fruit.  The objects are hand made from reused egg crates and recycled bottles. The streets are never more crowded with residents and visitors who socialize, eat, drink and dance together.  The features of this blocks theme give way to other themes at other blocks dispersed across the neighborhood.
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Figure 1.1  Festes de Gràcia, Barcelona: Blocks as frameworks for participation

Les Festes de Gràcia in Barcelona is an event that uses an annual summertime festival to connect spaces and people. The agglomeration of small non-continuous streets creates an organization of spaces calibrated to human scale, that becomes the place for new themes each year representing changes in cultural identity of neighbors of all ages coming together: many weeks before the festival to plan, collect materials and fabricate decorations; days before the festival to install and during the five days of the cultural event activating the installations.  Visitors and residents move from street to street among approximately fifty decorated blocks to experience a diversity of values that change each year.  One is struck by the plurality of ideas, execution and celebration that emerges from the local residents upward and is supported by the city of Barcelona and the local town hall of the neighborhood of Gràcia.  The event, its memory and its anticipation, becomes the organizing brand of the neighborhood throughout the year. 
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Figure 1.2  Festes de Gràcia, Barcelona: Blocks as frameworks for participation

Urban planning strategies seek methods of organization that create connectivity: a literal connectivity of human interaction in space that addresses scale of space and a cultural connectivity across time and place of generations of citizens.  Some of these strategies like Les Festes de Gràcia have emerged from a grass roots movement from bottom-up approaches and inherently manifest a plurality of collective values using small scale materiality that is a texture of how a given set of people sees life.
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Figure 1.3  Festes de Gràcia, Barcelona: Blocks as frameworks for participation
It is clear from a number of place branding and architectural theorists that place branding should enhance an existing condition from the bottom-up, at the scale of the country, region, city, district, neighborhood and urban space.  Consider that ‘the important thing to realize about branding a country is that it must be an amplification of what it is already there and not a fabrication’ (Gilmore, 284).  Anna Klingmann adds that place making from the ‘inside-out’ is successful when  ‘architects, urban planners, and politicians should recognize architecture as an engine to reveal and accelerate a city’s inherent potentials’ (253).  These ideas of place branding from the bottom-up allow a genuine ethos of identity to evolve with the current culture of their time.   

The example of Gràcia demonstrates the definition of bottom-up planning to connect the fine-grained materials chosen by local residents with an organizational system that is calibrated to the scale of social interactions that define a neighborhood street.  It is dispersed and non-hierarchical as philosopher Manual De Landa describes a meshwork that is self-organizing and Jane Jacobs describes as elements of an evolvable ecosystem (De Landa, 263) (Jacobs, 265).  Traditional urban planning is top-down, drawn from a kilometer about the earth; connecting nodes and giving fixed hierarchy and connections to places.  The alternative strategy of bottom-up planning as described above organizationally is non-prescriptive across blocks and relies on inherently local differences to be manifested in materiality that is controlled by local agents- residents, workers and visitors. 
1.2. How do these planning approaches recognize and support existing cultural features?  How do they allow emergence of current local identity? 

Bottom-up planning approaches that provide guidelines are open-ended to allow texture at the smallest scale, enhancing an inherent quality of a place.  The identification and protection of city texture via details and sensory experience can play an import role in how we recognize and remember a unique place (Vitiello and Willcocks). Jane Jacobs idea of a ‘negative feedback’ may be seen as the forces of development that entirely remove layers of un-designed culture that have built up over many years.  This cultural texture may be the distinctive features of historic buildings.  From the perspective of short-term private development it may be more desirable to manufacture identity rather than work with the existing physical cultural meaning of a place- that may or may not be the desirable brand for their future development.  City planners need to balance short-term goals of facilitating private development while the long-term goals of supporting a place’s emergent self-design from the ‘inside-out.’  These physical features have a specific cultural meaning via a place and time.

Specific cultural features may include music festivals, food culture, harvest holidays and other cultural holidays specific to a place.  In Barcelona these include Primavera Sound, Sonar, calçot vegetable harvest, cosecha grape harvest, annual holidays, St. Jordi’s Day (similar to St. Valentine’s but men receive books and women receive roses), and Temps de les Flores in Girona.  Food markets, structured and open aired in plazas, also provide a structure to understand shifts in food culture.  Only within the last ten years do Argentine cuts of beef appear in the market along with quinoa, sushi cuts of fish and prepared foods. In the physical architectural detail we see histories of use and cultural craft (details used in literature and cinema): 13th Century merchant class houses of Calle Montcada (Catedral del Mar), houses in the San Gervasi and Sarria outskirts (La Sombra del Viento), details of the Plaza del Duc de Medinaceli (“Todo Sobre Mi Madre”) and Gaudi’s signature modernista details (Woody Allen’s “Vicky Christina Barcelona”).  In Barcelona local neighborhood identities owe much to previously unincorporated city halls that maintain links to previously autonomously residential and industrial uses.  In the 22@ district distinctive modernista multi-family dwellings exist before regulation prohibited residential use in the 22a zone.  Both cultural events and existing materials provide changing cultural conditions that need not be manufactured but ‘events’ identified and mapped in time and space (Tschumi, 139). In Spain and Catalunya in particular where social interaction is prevalent in outdoor public spaces, these spaces operate as frameworks to support the experience and understanding of events. 
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Figures 1.4  Temps de Flors, Girona: Cultural events
Ignoring bottom-up may leave a place void of local identity.  Under socialist mayor Pacual Maragall (1982-1997) and city architect Oriol Bohigas, Barcelona engaged in one of the most effective uncovering and enhancing of existing culture and rebranding of a city in modern history.  Following the death of dictator Francisco Franco in 1975 and a new Spanish constitution in 1978 giving more autonomy to cultural regions through the country, the Barcelona city planners embarked on a period of improving small neighborhood spaces to touch the lives of many citizens on their ways home from work- a bottom-up approach known as the Lapiz de Oro (Golden Pencil). Planning was used as a vehicle to awaken the branding of Catalan culture from the bottom-up within the smallest urban spaces of Barcelona (Moix).
However, in 1988 this shifted to a more hastened top-down Catalan nationalistic plan to redevelop the disused waterfront rail yard.  The 1992 Summer Olympics would be the event that served as a platform for regional Catalan nationalism and place branding that lay the groundwork for the next regional industry- tourism.  Gaudi and modernisme was an unearthed texture that supported this brand.  The waterfront urban renewal served Catalan regional infrastructure needs and the local neighborhood. An example of largely top-down planning, the Olympic Village was built over a demolished area along the waterfront leaving little traces of past culture except a number of industrial smoke stacks.  The Olympic Village was successful in the short-term to open the waterfront of Barcelona and Catalunya to the sea, making this visible in person as well as on television screens across the world tuned in to watch the games.  Shortly after the games were over until today the new neighborhood lacks the experiential quality of being connected across time to multiple eras of Barcelona culture- Brand Barcelona.  Unfamiliar to gridded cities like Barcelona or New York, the Olympic Village planning breaks from other Barcelona planning strategies by utilizing superblocks that break the ‘order’ of the grid (Koolhaas). Its axial hierarchies from top-down large scale planning of the city, reinforcing structures of previous rail lines and a new Americanized air conditioned shopping mall that serves as the food market for the area, all break from traditions of Brand Barcelona. A visitor is unsure they are located in Barcelona at all.  Identity of the industrial past, previous modernista construction and self-organized favela constructions were lost forever. Planners achieved the short-term image at the regional scale of Catalunya rather than serve the long-term neighborhood scale by patiently providing a framework for culture to evolve, the same planners that so successfully and patiently utilized the Lapiz de Oro bottom-up approach just years earlier.

The identification and support of existing cultural features is a valuable aspect of bottom-up planning but requires long-term planning providing the necessary time to allow local forces to define the ethos of a place from the bottom up.
1.3. How bottom-up approaches strengthen newly emergent local identities

Culture and use in districts and neighborhoods change over time, industrial use adapting to changes in technology and flows of imports and export driven activities (Jacobs 255).   The size of facilities may change from multiple and whole blocks to smaller scaled uses of individual lots within a block.  The formal change of use from industrial to residential use in a district necessitates infrastructure changes in the very fabric of the urban ecology including: public open space including parks, playgrounds and pedestrian passages; supportive commercial uses; institutional uses such as schools, community centers, public health facilities, emergency services, and government administrative centers; and connective infrastructure including metro, regional rail, bicycle lanes, vehicle parking and utility access.  How do these changes in use support emergent local identities of both residents and business activities?
The 22@ district demonstrates how a city’s place branding strategy may work with a bottom-up planning strategy that necessarily investigates how to regenerate a new urban ecology with current business and residential activities.  The area was originally developed in the 18th Century nearby fishing village of Icaria (present day Poblenou) as a center of agrarian, textile and manufacturing.  As these uses shifted to other areas of the city, the area fell into disuse until 2000 when the 22@ plan began with the purpose to diversify the tourism economy of Barcelona and Catalunya to include information activities.  22@ director Miquel Barceló wrote La Ciutat Digital about information activities districts in post-industrial neighborhoods around the world such as New York’s Silicon Alley at the height of the dot com bubble of the late 1990’s (211). The 22@ plan would link emerging technologies within a pedestrian scaled neighborhood’s post-industrial infrastructure (Ajuntament de Barcelona, 30).  The plan is focused on a strategy of identity and branding as well as abstract urban planning and business planning.  Unlike the more top-down planning approach of the Olympic Village, 22@ organizers conceived of a bottom-up strategy for each individual block that: proscribed new use minimums of 10% residential, 10% institutional, 10% open space and 22@ information activities; protected moderniste built fabric and immediately repurposed industrial warehouses enhance the existing trend of design offices in the area using richly textured wood, steel, brick and Catalan mosaic tile as a background for their uniquely Catalan design culture (22@ Barcelona.com).  No overall hierarchy between the uses of these blocks was prescribed, centralized or axial open spaces.  
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Figures 1.5   22@ Poblenou: Modernisme as framework for new information technology and design uses.

The example of 22@ demonstrates how a bottom-up approach enhances an existing meshwork through protection of distinctive existing materiality (modernisme) and used in artists’ lofts and music venues. Concentrations of design, telecommunication, energy and bio-medical uses were designated as per already existing concentrations.  ‘It remains crucial for architects to consider the latent potential of local institutions in local situations in order to create the multiplicity necessary to maintain a balance between a city’s origin and its potential for growth’ states Anna Klingmann in Brandscapes (251). New industrial or business uses were not ‘manufactured’ but evolved to meet the new industry: information technology and design, allowing Brand Barcelona to evolve into the 21st century.  
Open-endedness

Bottom-up approaches to planning strengthen newly emergent local identities by maintaining an open-endedness of design that highlights rather than covers up newly emergent differences, urban mutations that allow urban ecologies to evolve.  The Highline in New York City was a piece of urban infrastructure that through neglect provided a platform for natural ecosystems to occur in the urban context of Manhattan, what it’s Landscape Architect James Corner refers to as a ‘framework’ that ‘propagates organizations’ for anthropological and natural systems to adapt over time (Corner, 2).  Architecture theorist Stan Allen explains the need for an organizational system with precise and adaptive units that allows for ‘not yet realized relationships’ (Allen, p. 23.16).  In the field of public art cities such as Porto, Phoenix, Vancouver and San Francisco have recently commissioned sculptures that evoke open-ended dialogues of identity that the artist Janet Echelman and design architect Philip Speranza intentionally layered into the design so that the subjective understanding of existing values is enhanced rather than manufactured.

Bottom-up approaches in planning allow place branding to adapt and evolve over time.  These approaches require the construction of open-ended frameworks for the participation of inhabitants to evolve over time.

Design Method: Bottom-up planning at the scale of urban design that supports the evolution of current cultural identity within a city’s overall place branding strategy 

2.1 Conceptual Design Method

The block by block organizational method at the scale of district to prescribe minimum uses does not alone explain an approach to using materiality and cultural events as a connective tissue within an urban ecology that support changes in cultural identity. The second part of this paper will explain a method of the planning approach that operates in urban spaces from the smallest scale upward as a bottom-up approach to planning a district.  The method works at the scale of urban design and architectural interventions and is intended to be open-ended for the participation of inhabitants in the predicted emergence of neighborhoods in the district. 

2.2 Applying Design Method
The bottom-up planning approach requires both an open-ended organization to enhance an existing condition and synthesis of a real-scale material framework over which cultural events and existing material may be understood.  The following outline of architectural scaled design procedures explains this method:

Documentation:  Scaled drawings of district, neighborhood and urban space use patterns.
Analysis:  Identify patterns of use.

Mapping:  Drawing existing cultural events in space, material and time collages.

Generative diagram:  Drawing a language of relationships of conditions and time as a design tool.
Project objective:  1. Identifying a cultural condition to support, why it is important and who does it serve; 2. What is the affect for people to understand this cultural condition, abstractly explore three conditions of this affect; and 3. Choose a material assembly that will support people experiencing the affect and carefully calibrate one operation of variation within that material assembly as a way of controlling the conditions of the affect. 

2.3 Three examples of urban design frameworks for participation within 22@

The method was tested in the Life, City, Adaptation: Barcelona Urban Design Program, in conversation with the 22@ Barcelona planning department to assist in developing a finer grained approach to planning in the district that enhances existing cultural identity to support a dynamic urban ecology.  Among concerns the 22@ district planners identified today is the need to integrate the currently different brands of business and residential activities.  How can a bottom-up planning approach help create one integrated place brand for the 22@ district?

Sound Attenuation @22: Ida Yazdi

Student Ida Yazdi identified the existing patterns of musical events in the 22@ district and in Catalunya, namely the Temps de le Flors festival in Girona, the Festes de Gràcia and the music festivals of Primavera Sound and SONAR.  Research of sound and public space led her to a TED talk given by David Byrnes titled, “Music to Fit the Space” where Byrnes questions whether musical artists adapt their genre of music to the types of acoustical settings that they play. Ms. Yazdi’s proposal would explore how to catalog the conditions of the affect of sound attenuation at musical events and using a limited palette of vegetation as a material that would calibrate sound attenuation.  
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Figure 1.6  Sound Attenuation @22; Ida Yazdi; Life, City, Adaptation: Barcelona, 22@ Poblenou
The ability to carve out and adapt the vegetation became an opportunity to craft a collection of small spaces by the local design and media offices/studios.  By looking at the growth cycle of the vegetation over the year, the need for it to be grown, designed, used for the music festival and then re-grown, provided an opportunity for interactions of people, namely residents and local business practices, that would otherwise not occur.  The project does not specify the exact types of venues and vegetations for any given space but provides a variety of possibilities that are uniquely crafted to sound attenuation.  

The students are encouraged to develop a generative diagram as a means of mapping out the time and texture of this affect.  The important aspect of generative this material affect is its ability to engage people through the operative experience of the space.  Time is calibrated to either time of day, week, and year or across several years.  While the identification of a multitude of existing cultural events is done, this does not limit future possibilities of scenarios to these but attempts to find patterns that are existent in the studied place.  Out of this often emerges a type of event or scenario that is grounded in the values and cultural craft of that place and time.
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Figure 1.7   Sound Attenuation @22; Ida Yazdi; Life, City, Adaptation: Barcelona, 22@ Poblenou
Inter@ct 22: Anton Mazyrko

In addition to periodic cultural events other students used the program of food culture as a way to provide a connective tissue in the district based on culture and materiality.  Anton Mazyrko focused on the possibilities of a public food market network proposed a relationship between design, media and telecommunication activities of particular concentration within his area of linked open spaces and local foods.  Local businesses would take turns and choose various locations to design the interface of information using light as a material effect to provide connections between farmers, vendors and people using the market to purchase food.
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Figure 1.8   Inter@ct 22; Anton Mazyrko; Life, City, Adaptation: Barcelona, Food Market Network 22@
The author intends for the work to enhance feedback loops present today via digital media identifies a fee energy flow that existing at the site and in today’s society.  It also identifies the interest in local foods that is seen in dialogue between the collective open food market format in Barcelona and the increasing number of supermarkets in the city and district.  The city of Barcelona has forty-two public food markets but the author asked the question of what a public food market should be in the 22@ district in the year 2011 and the future.  How can the culture of information technology support the existing place brand of food culture and values of food that make up the ethos of Catalan culture?
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Figure 1.9  Inter@ct 22; Anton Mazyrko; Life, City, Adaptation: Barcelona, Food Market Network 22@
The affect of the project is informing though the material medium of light.  The proposal visualizes live information is not a physical architecture nor the actual place of food but most importantly it provides the City of Barcelona and the 22@ district planning office with the programming analysis that a public food market could be a framework for new ideas of programming today and tomorrow’s Barcelona, connecting physical presence and the opportunities of the virtual presence to make connections between residents and business activities in the 22@ district.  
Market Communication @22, Jose Estrada 

A second project interested to create a public food market network to create a connective meshwork within the 10% open spaces within the blocks of the 22@ district used the physical space as a place of communication for the community.  Jose Estrada used the affects social interactions of harvesting, exchanging and consuming local foods.  This designer focused on a different perspective of the opportunities that a new public food market might address for the 22@ district today.  

Barcelona and Spain has a traditional lunch time between 2pm and 4pm giving people time to return home, prepare lunch, and eat lunch as the longest and most complete meal of the day, have a twenty minute siesta and then return to work.  Current commuting patterns especially in the 22@ district make this cultural event increasingly more difficult.  What can be noticed in the 22@ district are many workers eating on improvised eating areas such as low walls and eating from plastic food containers within a one hour period of time.  This was especially noticed in the study area of the plaza adjacent to Barcelona Televisio at Carrer de Badajoz.
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Figure 1.10  Market Communication; Jose Estrada; Life, City, Adaptation: Barcelona, Food Market Network 22@
The project’s purpose was thusly to provide a framework for this new food culture to occur more comfortably and also provide an open-ended identity for the network of otherwise isolated open spaces within the Cerdà blocks for this neighborhood study.   The framework of galvanized growing trellises would bring together residents tending the growing areas and workers, and would visualize the seasonal accessibility of local foods.  It seeks to affect people in a public space in a way that is open-ended through a generative process that is more a framework for cultural phenomenon over time than a single-handed top-down design. 
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Figure 1.11  Market Communication; Jose Estrada; Life, City, Adaptation: Barcelona, Food Market Network 22@
3.1 Findings:  Bottom-up planning as open-ended and requiring long-term local goals.
Bottom-up planning approaches support the emergence of existing place branding over time and as open-ended methods require time, reassessment and the participation of people. Simon Anholt’s idea that place branding may enhance an existing identity if it is to successfully provide a unique understanding of place supports this conceptual work (Anholt 2005, 117).  If the method of creating frameworks for participation is to be followed one should understand that creation from the bottom-up implies a new way of creating an experience similar to Vitiello and Willcock’s assessment of Kevin Lynch’s idea of experiencing the city as a series of sensory affects (254).

Rather than prescribing top-down instances of design strategies for places, we can look to more systematic methods that are built from the bottom up.  These systems, if inclusive of local inputs of culture and materiality, will provide an emergence of possibilities that are not completely predictable (Allen).  These open-ended systems, frameworks as I have previously called them, are formulated by identifying local culture and considering scenarios of events in time and space that act as a storyboard of the life of a city. As the Highline Park New York City landscape architect and theorist James Corner suggests, “Life scientists will tell you that a resilient system must be both robust and open”  (1).  It is essential that some features of this open-ended system are existing, rooting the place brand in a way that is not external or manufactured.  As demonstrated in the contrasting example of regional planning for the Olympic Village, the difference with 22@ is the ability to wait for the long-term development to occur by local users from the bottom-up.
4.1 Political and Market driven Limits: Slowness of space and time

The research is limited in its evaluation of top-down political and economic impact on bottom-up planning approaches.  What truly drives a city’s intention with place branding in mind?  The city must balance the long-term interested of its citizens with short-term politic equity and create an economically effective short-term method of development at the scale of the region, city, district and neighborhoods.  Place branding objectives may inherently conflict between these scales of space and time.  

The 1992 Olympic Village planning was an example of a strategy that served a region but may not have served the long-term purpose for the immediate neighborhood.  While bottom-up planning attempts to build up a brand from the bottom, in the case of Brand Barcelona attentive to design and social behaviors, there is no assurance that these will be the bottom-up cultural identities or social behaviors that meet the branding image that local businesses wish to have for that property.  What happened to the working class residents living in favelas, other residents and industries not related to the new information activities of the 22@ district?  Was their displacement via gentrification and economic redevelopment, ethically and ecologically necessary and are the city’s efforts with social housing and public amenities enough to create a balanced place of Brand Barcelona’s city for the people?
This example above suggests the need to be comprehensive in documenting the existing cultural identity of a place to address the equity of a brand to it place (Anholt 2003, 22).  One must also ask how objective that assessment is regarding the stakeholders of the redevelopment, including both the city and private developers, and what timeline is available to assure the most robust and bottom-up community planning possible that respond to local ethos. 
5.1 Value 
Bottom-up planning approaches are valuable tools for place branding stakeholders including governments, business developers, urban planners and architects.   The example of 22@ demonstrates how long-term collaboration between the city, the 22@ planning office and urban designers can build a place branding method that operates at the city scale of blocks and also at the urban design scale of detail and materials.  The 22@ ten year analysis identified repositioning in the guidelines.   It suggests that bottom-up planning process requires long-term care and periodic re-evaluation (Ajuntamant de Barcelona). The limits and pressures of encouraging private development in difficult economic times suggest that place branding methods will need to listen to social, economic and political concerns adaptively over time.   What makes place branding from the bottom-up valuable is not only the systematic response to existing local culture but also the open-endedness that allows that brand to evolve over time. The urban design projects of the Life, City, Adaptation: Barcelona program suggest that a minimal infrastructure could evoke local culture and stimulate the participation of two groups of people that exist at the site.  
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Figure 1.12  Framework + Participation = Life

From the bottom-up planning approaches and place branding comes the ability to pass along values from generation to generation without drastically changing the ethos of the culture.  In Barcelona, Catalan culture is more than a local story, it is an invaluable place brand.  

“Anem a casa, la mare,¨ says a fair skinned, Catalan five year old girl at the beach to her foreign born parent.  Like the open-ended bottom-up planning and place branding strategy discussed in this paper the Catalan’s are eager for new citizens to learn Catalan, allowing the evolution of specific social patterns while creating a clear unity of one advanced branding that Simon Anholt suggests ‘define a nation of people’ (Anholt 2003).
Works Cited

(2010), 22@ Barcelona: 10 Years of Urban Renewal, Ajuntamant de Barcelona, Barcelona.
Allen, S. (1999), “Field Conditions,” Points and Lines, Princeton Architectural Press, New York, NY.
Anholt, S. (2003), Brand New Justice, How Branding Places and Products can Help the Developing World, Elsevier Butterworth-Heinemann, Waltham, MA.

Anholt, S (2005), “Some important distinctions in place branding,” Place Branding Vol. 1, 2, pg. 116–121, Henry Stewart Publications, London
Barcelo, M. (2001), La Ciutat Digital, Pacte Industrial de la Regio Metropolitana de Barcelona, Beta Editorial

Bohigas, O. (1980); Buchanan, Peter; Magnago Lampugnani, Vittorio; Barcelona: City and Architecture, Barcelona
Bohigas, O. (2004), Contra la incontinencia urbana, Reconsideracio Moral de l’Arquitectura i la Ciutat, Insitut d’Edicions de la Diputacio de Barcelona, Barcelona
Byrnes, D. (2010), “Playing the Building”, TED

Gilmore, F. (2002), “A Country - Can it be repositioned? Spain - the success story of country branding,” Henry Stewart Publications, Brand Management Vol 9, No 4-5, 281-293.
Jacobs, J. (2001),  The Nature of Economies, Random House, New York, NY.
Jacobs, J. (1969), The Economies of Cities, Vintage Books, New York, NY.
Klingmann, A. (2007), Brandscapes: Architecture in the Experience Economy, MIT Press

Koolhaas, R. (1994), Delirious, Monacelli, New York, NY.
de Landa, M. (2000), A Thousand Years of Nonlinear History, Zone Books, MIT Press, Cambridge, MA.
Moix, L. (1994), La Ciutat de los Arquitectos: Lapiz de Oro, Editorial Anagrama

Tschumi, B. (1996), Architecture and Disjunction, MIT Press, Cambridge, MA.
Vitiello, R. and Willcocks, M. (2006), “The Difference is in the Detail,” Place Branding Vol. 2, 3, 248-262.
