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Abstract —Creativity is strongly linked with the social and cultural dimensions of place defining new forms of landscapes, mainly
transformed and articulated through culture. The role of senses is also considered significant in the way the generated landscape is
shaped and perceived. Hence, creativity and senses play a crucial role in shaping landscapes. In addition, place marketing and place
branding aim at the generation of a strong place identity that stem from its landscape, referring not only to the physical characteristics
of the place, but also to the meaning and the relations between places and people. In this paper, the notions of creativity, sensory
landscape/sensoryscape and place marketing are discussed and combined, through a literature review. The purpose of the paper isto
include both sensory and creative dimensions as part of the research into place marketing and place branding procedures. The paper
states that creativity is a central organizing principle of landscape that provides distinctiveness to the place and along with the
stimulation of senses can lead to a creative sensory landscape emerging from the interaction between creativity displayed in the
landscape and its sensoryscape. The author s conclude that these landscapes could lead to the discovery of a new place identity through
the process of place marketing and place branding and hence, a new a form of identity branding.

Keywords — Creativity; landscape; senses; place idgnplace marketing; place branding; creative semgdranding.

I. INTRODUCTION literature review. The aim of the paper is to inguboth
sensory and creative dimensions as part of tharesento
place marketing and place branding procedures. The
originality of this paper lies in the fact thaistthe first time
the concepts of creativity and landscape have belkated
and approached through the perspective of sensesén to
investigate if these two concepts combined couldbdish a

unique place identity.

During the past decades, creativity has been aiatruc
factor in the discussion of places’ development, ({], [3],
[4], [5], [6], [7]). Creativity in terms of cultutgporoduction
had a major impact on landscape ([8], [9], [10])
transforming it in various ways. The role of sen&ealso
considered significant in the way the generateddaape is
shaped and perceived ([11], [12], [13], [14], [1B16], [17],

[18]). Furthermore, the identity of a place whidbras from
its landscape is managed and articulated througitepl
marketing and place branding procedures ([19],,[221]).
In this paper, creativity, sensory landscapes/sgasapes
and place marketing are discussed and combinealjghra

The paper attempts to answer two main questiond: a)
creativity can contribute to the sensory perceptioi
landscape, and b) whether creative sensoryscapss th
emerge from the interaction between sensory lapdsead
the creative characteristics or activities thasegr occur in
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the place may contribute to place marketing anccepla
branding procedures leading to a new form of idegnti
branding.

Currently, places compete with each other promoting
their distinctive characteristics and their compiaea
advantages in order to increase their attractivemeshe
external environment ([19], [20]). Cultural prodioct and
specifically creativity which is an important facta place’s
economy and promotion ([4], [5], [7], [22]), is paof the
place’s distinctiveness which is related to langsca
determining place’s identity and development. Place
marketing and branding as significant tools thainpote
place’s identity have been only recently associatét all
senses [23]. This research gap in the literatumabooed
with the gap in the relation between creativity amhses
and the latest increased interest in the sensomgepton
and shaping of landscape [24] were the motivatfonghis
review. The attempt to propose a new form of idgnti
branding inspired by the creative elements and tiedation
with the sensory landscape should be essentialh& t
academic community as it could provide the reakseof
place and hence its most authentic identity.

The paper is divided into five sections. After the
introduction, the second section examines the noti®
creativity and its spatial footprint. The third Sen
discusses the concept of landscape and investightes
importance of human perception and sensory effe¢dhé
formulation of the sense of a place. The fourthisacaims
to link the elements of creativity, landscape ardce
marketing in the light of senses and place idenfite final
section pulls together the conclusions that arisenfthe
preceding review.

Il. CREATIVITY AND PLACE

Creativity has long been discussed within various
disciplines, such as psychology, philosophy, soggl
education, economics, anthropology and cognitivenses.

It is considered as a prevalent sociocultural paxathat
derives from, and affects, all aspects of, socty cultural
evidence [25] given that it could lead to the prctehn of
novel results that contribute to economic developme
However, creativity can have various meanings, dejpg
on the scope of the study, and as mentioned in [pé}e
are few confluence approaches that examine crbatinat
from a strict point of view. Particularly, the ‘iastment
theory’ that [26] presents, highlights the impodarof the
environment, amongst others (intellectual ability,

knowledge, styles of thinking, personality, motiga), as a
crucial factor that fosters creativity.

During the past decades, creativity has spread as a
‘friendly virus’ in urban studies as well, with ‘fture as a
backpack’ [27]. There has been a rising tendengyatds
embodying creativity in the study of urban econarémd
urban geography, incorporating relevant parameterthe
making of urban space, all expressed mostly throtigh
seminal works of [1] and [2]. These theories hathajor
impact on the research agenda of urban studiewelsas
on the urban policy agendas. Nevertheless, créatigis not
yet been properly incorporated into urban policisisice
negative judgments that come from the academiratitee
review have persistently been overlooked ([28]])29

Criticism refers largely to Florida's theory of the
creative class, accusing it of being elitist, segvneo-liberal
interests and politics, and contributing to geidaifion and
social eclecticism ([30], [31], [32], [33], [34]35], [36]) as
well as the creative class’s factors for spatiabifity and
residence ([37], [38]). Even Florida in his lastoko[39]
acknowledged severe issues, such as gentrification,
unaffordability, segregation and inequality thabsa in
urban centers. However, creativity is considered aas
concept that concerns the whole of the society, @mtda
particular class, from the citizen to the leadimfoes of a
place and refers to human synergies in governamce a
planning. As in [40] argued, the inhabitants are oy the
observant but also the creative activators of tixam space.
Thus, a ‘creative milieu’ is being formed, an eowiment
that can act as a magnet in order to promote human
interaction [41].

The complexity that is expressed through the netioh
creativity, creative milieu, etc. is apparent imnts of the
vague definitions of the concepts ([42], [43], [44hnother
element also demonstrates this ambiguity: the todi of
indexes used and suggested by several organizagiohkc
bodies, academics and practitioners. Reference
demonstrates that a way to ‘catch a city’ is to soea it, so
creativity has been a prosperous field for furtiséudy.
Reference [46] displays and categorizes lists ef niost
prominent indexes whose basic differentiationstaeeplace
images and the scale of their impact, as well as th
directional meaning of creativity. Most of them aefto
elements such as the cultural production, creatwel
cultural industries funding, diversity, participati and
technology, leading to the conclusion that they largely
referring to the measurement of the size and impathe
creative markets. Nonetheless, there are indexes more

[45]
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holistic, covering domains that constitute the arlbaalm,
flirting with the quality of urban life and enhangithe roles
and the relations amongst the people involved, raoitable
for potential ‘creative milieus’ [47].

Although creativity was mostly integrated for thasp
decades in urban theories and urban policy ageiitdhas
been long associated with the notion of place anddcape,
breeding the symbolic/cognitive landscape and
landscape of the new cultural economy, mainly ficmnsed
and articulated through culture [8]. The physicaida
symbolic landscape is constantly changing due eatority
derived from the actors of a place (residents, preds and
visitors) and the cultural economy that is devetbp€he
expressed creativity in the landscape is considienpdrtant
as it can apply not only in urban areas but inlrores as
well. As such, creativity is not strictly assocthtevith
technology industries or innovation but it can disolinked
with the sense of place arising from the lands¢apg

the

I1l. LANDSCAPETHROUGHSENSES

Over the years, the notion of landscape has been
associated with a wide range of disciplines (espggaphy,
anthropology, ecology, planning, etc.), which gasderm a
variety of meanings. According to the European Isaage
Convention [48], the most formal definition of lawdpe is
the ‘area, as perceived by people, whose charattre
result of the action and interaction of natural/andhuman
factors’. According to this definition, landscaysea specific
geographical area in which people act (physicadldaape),
the image of this area, and its elaboration throtngheyes
and mind of its observer (symbolic landscape). thep
words, landscape is a construct of spirit and celtuhich
reflects natural procedures and cultural changdseanlves
through space and time [49].

Thus, the concept of landscape is arrived at thrahg
interaction of the concepts of place and peopledkaape is
a place where both the actual/objective data (wleigist
regardless of whether or how they are perceivegdnple)
as well as the subjective data (the meanings armkpgons
that are created after the reconstruction of intdde from
people) coexist. The objective and subjective efemare
completely interdependent, as the landscape isesulp
continuous shaping by humans ([49], [50], [51],][983],
[54], [55)).

A review of a place always starts with the aestheti
judgment of its observer ([51], [53]). People péreea
place through their ideology, experience, beliatssthetics,
intentions and objectives. The mental and psychcébg

state of the observer, the conceptual and philasaph
considerations of the time, the fashion and thecres
conditions of place (e.g. light, motion, distanseason and
time) also play an important role in the perceptioh
landscape ([56], [57], [58]). However, above alkople
experience landscape in a multi-sensory way, usiiy
sight, hearing, smell, taste and touch, derivimganizing
and interpreting information received from the eomiment,
as an inherently natural instinct ([14], [15], [1617], [18],
[59]). Landscape is the observer's imagination esed
over sense data; the embodied practice/experienca i
place, constructed through the use of all sense$ an
developed though time ([11], [60], [61]).

The ‘formative experience’ of the landscape, they wa
that people perceive its image, comes mainly frdma t
landscape representations that emerge in everyigagard
not by the ‘stay experience’ in it [62]. It is nehough to
observe a static image of a place in order to perce
landscape as a whole. The observer has to walktin s
using all of his/her senses, connecting the elesnefithe
place in order to create its internal image, theaiaf its
spirit ([63], [64], [65], [66]). The elements ofdlplace act
as ‘signs’, disturbing the unity of the experienst its
observer and activating his/her memory ([67], [68]he
process of perception contains the natural andumallt
dimensions of the place, which are filtered by ative and
collective memories [69].

The most important element of a landscape is the
‘stimmung’ [68] /‘genius loci’ [70] or sense of ma [71]
which is the atmosphere created in a place as nigue
element that can be synthesized from all of itseats [16].
The atmosphere is not a fact that exists from the, dbut
something that is created from human actions, sp@aus
or otherwise. Thus, the term ‘atmosphere’ embradiethe
sensory experiences that people can have in a pl&ie
[13]. This phenomenological approach between peapte
place reveals ‘how senses of self and landscaptgether
made and communicated, in and through lived expeeie
([72], [73]). Without this active process that takplace
between the observer and the place, there is nisdape.

Concluding, all senses are engaged in the perceptid
comprehension of a place, providing equally impurta
information about it and therefore about its lamgee Thus,
every landscape has visual, sound, smell, tastet@nch
feature, and hence is a sensory landscape [74] or
sensoryscape which exists only through human pgarep
of the general environment of a place. Although tmos
researchers mainly investigate landscape as a lvisua
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phenomenon and with emphasis on the visual/material
qualities of the place [23], new cultural geograghkave
focused on nonmaterial landscapes and their req@Esms
([75], [76], [77], [78], [79], [80Q]). In the liter@re, a range of
different terms have been used, such as soundgtiagte
developed by [81]) and smellscape (first developeB2]),
which are place related and give a different dirmango
landscape research. In the most recent bibliography
phenomenological approaches have reinforced theosgn
elements in shaping landscape [24].

IV. PLACE MARKETING, CREATIVITY , LANDSCAPEAND
IDENTITY

In the globalized world of the 2Icentury, and after the
emergence of the new knowledge surrounding urban
economies, the need for places to have their own
distinctiveness in order to be competitive led &wvrforms
of strategic planning. Place marketing is consideas the
appropriate process through which to achieve urban
development using various tools ([19], [20], [2183],
[84]). Place marketing is defined as a long-termcpss or
strategy of interrelated actions and measures deroto
maintain or increase the attractiveness of a fiacspecific
population groups ([85], [86], [87]), and as in ]88
mentioned, the application of place marketing hagnb
associated with local economic development and the
promotion of investment activities of a place irder to
identify and support its image in the external emwviment.

As Reference [89] notes, place marketing passedi ¢
many phases, from promotional advertisements toabent
stage of place branding procedure. During the doluof
place marketing strategy, all these phases aimetheat
generation of a strong place brand identity ([991], [92],
[93]). The concept of identity entails the notioms
uniqueness and continuity, so place identity referthose
characteristics that guarantee a place’s distiantgs and
its continuity in time [94]. Reference [91] refets the
identity of a place as its character, which is Hase history
and is constantly changing according to the cirdantes.
Thus, place identity not only refers to the phykica
characteristics of the place, but also to the nmepaind the
relations between places and people. As Referefibg |
mentions, the identity of a place is created ‘tigloua
complex system of interactions between the indizidand
the collective, between the physical and the noysighl,
between the functional and the emotional, betwesn t
internal and the external, and between the orgdrare the
random’.

The above definition of the creation of a placéeritity
seems to correspond to the concept of landscapehyas
mentioned earlier, is not only a natural but alsmeial and
cultural construction formed though everyday human
actions ([78], [96], [97], [98], [99], [100]) compmg of
time-culture layers with different characteristicluenced
by the ‘human perceptions and undertakings thatecand
go as the cultural evolves through time’ [10]. Ither
words, landscape is not only a selective obsematiba
specified geographical area according to the iddiai style
of each observer, but also an attempt to approheh t
internal identity of a place which is multiply clyad, both
by the emotional background of the observer and the
historical context of the place ([54], [69], [7180], [101],
[102], [103]). Thus, landscape functions as a sifplace,
representing its identity, and plays a leading riolethe
projection of a place’s meanings and symbolizafjd4],
[105]).

Although there is a close relation between landscapl
place identity, there is no such relation betwesmd$cape
and place marketing/branding. Reference [106] sripjtbat
‘few studies have developed a theory to address the
possibilities of the competitive representation of
geographical space through landscape, especialtiiein..
context of place branding’. However, landscape gae a
positive meaning to a place, and hence a competitiv
advantage that can be used as a tool in place tiragkend
place branding procedures.

In addition, the visual emphasis in place marketng
place branding is a reality, as in landscape rebear
Although the dominance of the visual is not suipgsbut
indicative of how people ‘primarily navigate andnsame
space and place’ [23], other (non-visual) sense® teeen
largely ignored. Medway [23] was the first who geatly
examined the role of smell, taste and touch in elac
marketing, proving that the analysis of all sensesld
deliver a more holistic experience of place anderoff
‘different but equally important information andnstli ...,
which could provide a real point of difference ielated
place marketing effort’ [107].

Concerning the concept of creativity and its relatto
place marketing and place branding procedurestaniqus
decade, place marketing and place branding hadoagst
relationship with the creative city discourse tetgmmed
from the evolution of cultural place branding, atitk
connection that creativity displayed in places haith
cultural industries and institutions, cultural esgsion and
consumption ([30], [89], [108]). This resulted hetstruggle
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for and adoption of the ‘creative city’ label, whientailed
the attraction of creative and cultural industriesgative
class, festivals, tourism, etc. into cities. Theera aim of
the places was to construct a creative environnmenotder
to attract people and businesses which could leadteally
to urban development. In this process, not onlydhand
‘soft’ factors define the creative workforce’s atttion but
also personal networks, i.e. local social connestirelated
to people’s life courses ([21], [37], [38]).

In reality, all public and human activities are the
resources of a creative identity generated in @eplall
these activities are also part of the relationsfgpveen the
people and the place, which form the landscapehef t
region. ‘The landscape is the basis on which caltig
created, but also part of the already formed caltur
background of a region’ [109]. Consequently, if the
landscape is perceived as a living organism thatives
constantly through culture and time, creativitystsongly
linked to this evolution, stemming from the humapital,
and engaging with both social and cultural contexts
Furthermore, as stated above, people create medhijos
with places and therefore landscapes, using seraspgcts
([110], [111]). Thus, a place’s creative identitanc be
defined as the sensory expressions of cultural aadtive
activities that its inhabitants produce, and ttecelsupports,
along with the culture, tradition and collective mey of
the place [112] i.e. its creative landscape. Thisefflected
clearly through cultural expressions, social syiergnd the
citizens’ participation.

Concluding, the expression of culture and creatiuit
human-space interactions defines landscapes ([Bl], [
[113], [114]). Thus, creativity could become thental
organizing principle of landscape, providing value,
character, distinctiveness and authenticity toplaee. The
creative sensoryscape could define the sense oé @ad
lead to the discovery of a new place identity tigtouhe
process of place marketing and place branding andd) a
new a form of identity branding; the creative sepso
branding.

V. CONCLUSION

In this paper, the basic notions of creative place,
landscape and their sensory implications were exagnand
synthesized through a literature review, in an napte to
study approaches that stem from, and concludénénbasic
distinctive characteristics of a place that cootit its
identity.

Creativity plays a major role in urban developmarthe
contemporary world ([1], [5], [9], [27], [32], [13p It is
connected with culture, but more recently creativis
linked to the participation of citizens and the qass of
inclusive place making. Conversely to the ‘creatoity’
label that large urban centers have pursued, basstly on
the development of the creative industries andattraction
of the creative class, more holistic strategiesehaéeen
suggested that combine approaches promoting place
identity. However, smaller areas can also be a @hthis
creativity flow, since the most important componeet the
human capital, induces place’s creativity.

The creative identity of a place is generated byitblic
and human activities, which are also part of itassey
landscape. Thus, creativity is strongly connectéth \the
sensory qualities of a place. Therefore, comingtiacthe
guestions presented in the introduction, the answethe
first question is that creative activities can uulokedly
influence the sensory perception of landscape pkaee’s
creative identity is related to culture, an evidaspect in the
formation and perception of landscape. In other dspr
creativity can contribute to the creation of a sepscape,
providing a newly-emerged, unique and authenti@atore
sensory identity for the place. Further field reshacould
clarify if there is a difference in the degree bé tpresence
of creativity in urban and rural landscapes affegtsenses
and therefore the perception of landscape, howtigeea
identity applies in different landscapes contribgtito its
sensory transformation, and whether a more specific
connection exists between certain senses and \drgati
criteria that emerge in a landscape, based ongiméon that
human activities and place interventions changesémsory
qualities of a place.

Concerning the second question, the answer isthieat
most appropriate means to give prominence to thatiee
sensory identity in a landscape are place markedsind
place branding. Lately they have been engaged rimee
inclusive way of planning, with a social and cuétur
approach. While place marketing has been signifigan
concerned with creativity in places, the sensorgraach
has not been adequately integrated, neither inryhear in
practice. Due to the direct association betweermtistiey
and the sensory perception of a place, it is cenedl that
the development of a creative sensory identityughoplace
marketing and place branding constitutes a fieldh \strong
potential.

Concluding, ‘creative sensory milieus’ could emerge
from the interaction between creativity displayadpiaces
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and sensorycapes. Hence, a new form of place brgndi
could be proposed including the formation and pridomoof
the so-called creative sensory identity of a plattracting
specific target groups and featuring its most autfhe
identity.
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