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ABSTRACT

The effect of globalization is recognized as one of the impetus which is forcing places to
compete globally. Place marketing approach is an alternative for places to attract their
target markets. Review on past literature indicates sustainable competitive concept is a
possible solution to handling problem of place competition. The gap in knowledge
indicated by rare studies on sustainable competitiveness implies the need to identify
factors that describe sustainable competitive places. The sustainable competitive
concept is explained through the assessment of the roles and the relationships among
factors of place sustainability, place competitiveness, place attachment, place
satisfaction, and place loyalty. Conceptual model of sustainable competitive factors
demonstrates the relationships of these factors. Quantitative technique based on samples
of two medium-sized Malaysian cities provides usable data on residents’ perception of
the sustainable competitive factors. Variance based Structural Equation Modeling
reveals the conceptual model’s explanatory power and predictive capability to explain
sustainable competitiveness of places. The findings mark the importance of place
attachment in explaining sustainable competitive places. Economic and social factors are
the main components of place sustainability, and quality of life is the main component
of place competitiveness. The findings reveal place loyalty as the main factor that
influences sustainable competitive place. Inconsistencies in the conclusions of previous
studies suggest that they fail to notice the aspect of attachment as an important predictor
in investigating place - human relationships. Implications of the thesis findings are given

to policymakers.



ACKNOWLEDGEMENTS

The completion of this thesis is made possible through the contribution of many
individuals and institutions. First, | would like to acknowledge the enormous support,
motivation, and encouragement from my supervisor, Professor Christoph Teller. I am
much indebted to him for his excellent guidance with the thesis. | would like to express
my sincere gratitude to my supervisor, Professor Leigh Sparks, for his helpful and useful
guidance with the thesis. My special thanks go to Sharon Deery (Institute for Retail
Studies) and staffs from Division of Marketing, University of Stirling (Neil, Sharon,
Lynne, and Sheila) for their hospitality and assistance during my study. | wish to thank
University Malaysia Sarawak and Ministry of Higher Education for the opportunity to
pursue my study. Thank you also goes to all my friends from the University of Stirling
for the great friendship during my stay in Stirling. | would like to thank Professor
Stephen Page from London Metropolitan University for his early assistance on the
thesis. Last but not least, my sincere thanks go to my husband, Muazamir Jili for his
help, patience, and support during my study; and to my children, Nurin, Hazim, Hakim,
Hafid and Haziq for their love and support. | wish to thank my family; mother, father,
mother in law, father in law, brothers and sisters for their prayers and encouragement.
Special thanks to all who helped me along the way and are not listed here. Lastly, the
journey to complete this thesis was really challenging, but I am grateful that I took this
journey because | now understand the meaning of knowledge; and the purpose of my

quest for further knowledge.



TABLE OF CONTENTS

Page

ADS AT == i
Acknowledgment---- e EE R ii
Table of Contents----=-=se=sememmeme e e \Y
LiSt Of FIQUIES —-=-=---=mmm e oo ---X
List of Tables-----=mnmmmmmm e Xi
CHAPTER 1: INTRODUCTION
1.1 Research Phenomenon----------------- mmmmmmmmmmmmsmmesmsoeseoooeooooooooo- 1
1.2 Problem Statement--------------=------------ mmmmmmmmmmsmsmeeseeeoeoeo- 7
1.3 Aims and OBjeCtiVes----===n=mmmmmmm e 8
1.4  Research QUestiONS=--=-=-=sn=mmmmmmme e e 9
1.5  Research Approach and Contribution of the Study---------------=--=--------- 11
1.6 Theoretical Background------=-=======mmmmmmmm oo 17

1.6.1 Place Attachment Theory------------=-=-=mmmmmmm oo 17

1.6.2 Sustainability Theory-----------=------------ mmmmmmmmmsmsmeeoeoeo 18

1.6.3 Competitiveness Theory--------=-====msmmmmmmmmm oo 18
1.7 Line of Argument and Thesis Structure----- mmmmmmmmmmmmeeeeeeeeee 19
CHAPTER 2: THE CONCEPT OF PLACE MARKETING
2.1 Introduction--- --mmmmemeee mmmmmeeme oo 23
2.2 Place Marketing Concepts and Definitions mmmmmmmemmmee oo 24
2.3 Place Marketing and Segmentation mmmmmmmmm oo 29
2.4 Place Marketing ProCess-=-=-=========nmmmmmmm oo 33
2.5  Place Branding--------========mmmmmmmmmmeeeeeee mmmmmmmmmmmememeeeeeeoeo- 35
2.6 Place Development and Marketing--------=-====-====mmmmmmmmmmmmmmeeooeeeeoe 44
2.7 Place Development and Competitiveness-------=-====-====zmmmmmmmmmmmoemeeeoe 47

2.8  SUMMArY-=-=====n=ssssemnmeememe oo e mmmmmmmmmmmmmemseeeeee 52




CHAPTER 3: THE CONCEPT OF SUSTAINABLE COMPETITIVE PLACES

3.1
3.2
3.3
3.4
3.5

3.6

3.7

3.8

INtrOdUCHION === === oo oo oo oo oo o e 54
Definitions and CONCEPLS---=-========mmmmmmmm oo 56
Cities and Globalization-----=-=======mmmmmmmm oo 60
City Planning and Development-------------- mememmmmemmememeeees 62
Cities and Sustainability----------=-=-==mmmmmm oo 66
3.5.1 Introduction--- memmmmemmeeeeeeeeeeneneeeenes - 66
3.5.2 Sustainable Development------------------ - =-e-mee 67
3.5.3 The Sustainable City------=-=-=-=-=nmnmmmmm oo 70
3.5.4 Sustainable City Development---------------=--mmmmomommmomo oo 72
3.5.5 Indicators and Assessments for Sustainable Cities-------------------- 74
3.5.6 Sustainable City and Place Satisfaction-----------=======-=-m-momemen-- 77
3.5.7 Sustainable City and Place Loyalty-----------=-=-=-=-mmmmmmomemeeae 84
Linking Competitiveness to Place Sustainability oo ee 88
3.6.1 Introduction--- e e 88
3.6.2 Concepts of Competitiveness------=-========m=mmmmmmmmmm oo 88
3.6.3 Competitive Advantage-----------------=------- e 91
3.6.4 Comparative Advantage---------=-=-=======mmmmmmm oo 95
Place Attachment and Sustainable Competitive City-----------=====-=-=------- 96
3.7.1 Introduction--- e e 96
3.7.2 Concepts of Place attachment-------------- e 97
3.7.3 Place Dependence---------==-=n=nmmmmmm o oo e 100
3.7.4  Place ldentity------=-mmmmmm oo oo 102
Summary- mmmmmm e mmm e 106

CHAPTER 4: FACTORS DETERMINING SUSTAINABLE COMPETITIVE

PLACES

4.1  Introduction--- oo 108
4.2  Factors Influencing Sustainable Places-------------=-=--m-mmmmmmmm oo 110
4.3  Factors Influencing Competitive Places----------=-=-=--=-mnmmmmmmmmmemmeemeoe 124
4.4 Choice of Sustainable Competitiveness Factors-------------------------------- 141
45  Dimensions of Place Attachment---------==-=mmmmmmmm oo 143
4.6  Dimensions of Place Satisfaction---------=--=-=nmmmmmmmmmmmoooeoo oo 148

4.7

Dimensions of Place Loyalty------------------------- e 151



4.8  Research Hypotheses and Conceptual Model---------------=-=----mcmmcemumuo 153

4.9  Operationalization of Constructs--------------------- S —— 160
4,10 Malaysia as the Empirical COntext---=---=-======mmmmmmmmmmmoeomooeoeo - 166
4.10.1 Introduction--- e S 166
4.10.2 Sustainable Competitive City Growth and Potential------------------ 167
4.10.3 Place Marketing in Malaysian Contexts-------------=--=-=------- - 171
411 Summary- e e R e 171

CHAPTER 5: METHODOLODY AND RESEARCH APPROACH

51  INtrodUCtiON-----m-mmmmmmem oo oo oo o 173
5.2  Discussion of the Research Problem-------------=-- oo om e 175
5.3  Research Philosophy---------=-=-mmm oo 176
5.4  Research Paradigm------------m-mmmmm e oo 178
5.4.1 Introduction--- e e 178

5.4.2 Positivism Perspective---------------m-m-mmmmm oo 179

5.4.3 Critical Theory Perspective-----------=-=-==-m-mmmmmmmm oo 181

5.4.4 Constructivism Perspective-----------=-=-=-mmmmmmmmmom oo 182

5.4.5 Post-Positivism/Realism Perspective-----------=-=-==-=-msmeemmmoeommeo 183

5.5  Justification of Positivism as Research paradigm------------------------- -184
5.6  Philosophy of Qualitative and Quantitative Research-------------------------- 186
5.7  Research DeSIgN =--=n=-mmmmm e oo oo o e e 191
5.7.1 Introduction--- et 191

5.7.2  Sampling Method--------==-==m s oo 192
5.7.2.1 Target Population------=-======mmmmmmm oo oo 193

5.7.2.2 Sample Unit e e LR e PR e e 194

5.7.2.3 Research Setting -----------==-=-==-mmm oo 196

5.7.2.4 Sample Size --------mmmmm oo 200

5.7.2.5 Procedures for Data Collection ----------------=-=----=-m-meeo-- 202

5.8  Questionnaire Design and Layout-------=-======mmmmmmmm oo 204
5.9 Measurement SCales-------=--=-mmmmmm oo 210
5.10 Reliability and Validity of Measurement Scales------------------=-=--=-=------ 212
5.11 Pretesting of Survey Instrument------------- - 214
5.12 Overview of Data Analysis------------=------------- oo 217
5.12.1 Introduction--- e 217

Vi



5.12.2 Justification for the Use of Partial Least Square----------------------- 218

5.12.3 Assessment of Measurement Model-----------=----=-mmmmmmmmmmm e 222
5.12.4 Assessment of Structural Model------============mmmmmmmmm oo 224
5.13  EthiCS-mmmmmmmmm oo 225
514  SUMMAIY----==-=mmmm oo m oo TR 226

CHAPTER 6: RESULTS AND DISCUSSION

6.1
6.2

6.3

6.2

6.4

INtrodUCHION ======= == m oo 228
Data Collection and Pre-analysis---------- e 229
6.2.1 Introduction--- - e 229
6.2.2 Data Coding and Screening--------=-=-======msmmmmmmmmmmmmmmeeeo - 230
6.2.3 Response Rate-- et ST PR EERER R - 230
6.2.4 Exploratory Factor Analysis------=-========zmmmmmmmmmmmcmeeo e - 231
Descriptive StatistiCs-----=-===mmmmm oo 232
6.3.1 Introduction------ e 232
6.3.2 Sample Characteristics----=-=-=====mmmmmm oo oo 232
6.3.3 General Behaviour Information------------------ e - 234
6.3.3.1 Introduction--- e 234
6.3.3.2 Duration of Living in the City ------=-===mmmmmmmmm e 234
6.3.3.3 Main Reasons for Living in the City-----------=-=-=nemnmnuv- 235
6.3.3.4 Primary Sources of Information Influenced
Choice of Living in the City------=-=-====mmmmmmmmm e 236
6.3.3.5 Favourite Places to be in the City------------==ermeemmmmmeeev 237
6.3.3.6 Interesting Aspects about the City-----------------=----o=-=--- 238
6.3.3.7 Membership to Community Group------------=-=-====-=------ 239
6.3.3.8 Hope of Future City-------------====-mmmmmmm oo 239
6.3.3.9 Willingness to Pay-----=-=-====nmmmmmmm oo 240
Measurement Model Evaluation----=-=-=======smmmmm e 241
6.3.1  INtroduCtion--==-=====mmmmm e 241
6.3.2 Descriptive Statistics for Indicators/Constructs-----------=-=====----- 241
6.3.3 Validation of Reflective Constructs e 242
6.3.4 Validation of Formative Constructs--------=-========mmmmmmmmmemommeoo 244
Assessment of Structural Model----------------- e 247
6.4.1 Introduction--- e 247

vii



6.5
6.6

6.4.2 R ValUg---mmmmemmemmmmmmmmmme e 247

6.4.3 Path Coefficient and T-Value----------------=---=-=-mmm--- - 248
6.4.4 Analysis of Predictive Relevance and Effect Sizes------------------- 251
Discussion of Hypotheses Findings ------- mmmmmmm e 252
SUMIMIAIY === === oo 261

CHAPTER 7: CONCLUSIONS

7.1
7.2

7.3

7.4

Introduction--- e S —— 262
Summary of Research Findings-------=========n=mmmmmmmm oo 263
7.2.1 Introduction--- S —— S — 263
7.2.2 The Influence of Place Attachment---------------- -- 264
7.2.3 The Influence of Sustainable Development-------------------=-------- 265

7.2.4 The Relationships between Place Sustainability

and Place Competitiveness-------- e e 266
6.2.3 Community Awareness---------------- -- mmmmemmeemeeeemeeeeee 267
6.2.4 The Measurement Challenge, Scope, and Approach----------------- 267
Research ContributioNs----=-=-======mm e 269
7.3.1 Introduction--- —memmoeee- m-mmmmemmemmeeeeeeees 269
7.3.2 Theoretical Significance------------=-=-====-==mmemmmmmemm - 269
7.3.2.1 The Development of Sustainable Competitive Concept---- 269
7.3.2.2 The Advancement in Place Attachment Studies------------- 270

7.3.2.3 The Advancement of Place Sustainability
and Place Competitiveness Studies----------=--=-=-==--nnun--- 271
7.3.2.4 The Advancement of Place Satisfaction

and Place Loyalty Studies-------------- et 272

7.3.3 Methodological Significance----------- mmmmmmmmmemmeeeees -274

7.3.3.1 Research Design-----------------=--------- - 274
7.3.3.2 The Development of Sustainable Competitive

Measurement Scales-----=-=-=-=s=s=smsoeomoeomom oo 275

7.3.3.3 Applicability of Statistical Technique-------------=-=--=-==---- 276

Practical Implications------------------ e 277

7.4.1 Introduction--- = e e e o e e e e e e e e 277

7.4.2  Formulation of Marketing Strategies-------=============mmmmmmmmmmmme 277

7.4.3 Sustainable Place Management--------=-=====mmmmmmmmmm oo 279



7.4.4  Knowledge Transfer--------==m-mm oo 279

7.4.5 Planning and Development of Sustainable Competitive Places----- 280

7.4.6 Local Community Education -----------=-==-==mmmmmmmm oo 281
7.5  Research Limitations------------------------- e 282
7.6 Future ReSearch —-------m-mmmmmmm oo 284
7.4  SUMMAIY====-==-====mmmmme e e oo e e e e oo e e e e e e e e e e e e e 288
REFERENCES-----nmmmmmmmmmmmmmmmmm o 291
APPENDICES
Appendix 1 Multicollinearity Testing---------=-==-==-=-=mmmmm oo 326
Appendix 2 PLS Results-------- mememememeemeeenenees e ---330
Appendix 3 PLS ReSUIS 2------m-mmmmm oo oo 332
Appendix 4 Scale Development--------------------- ---- 335
Appendix 5 Functional Key Terms---------=-=--=mmmmmm oo 338
Appendix 6 Sample Questionnaire--------------=-=----------- e --340




Figure 1.1
Figure 1.2
Figure 2.1
Figure 3.1
Figure 3.2
Figure 3.3

Figure 3.4
Figure 4.1
Figure 4.2
Figure 4.3
Figure 4.4
Figure 5.1
Figure 5.2
Figure 6.1
Figure 6.2
Figure 7.1

LIST OF FIGURES

Malaysian Political Map - 13
Structure of the Thesis---=-=-=-==nmmmm oo 22
Organizational Structures of Chapter 2---------------------m-mcomem - 24
Organizational Structures of Chapter 3--------------mmmmmmmmmmememeeee 55
Expectation Continuums in Service Encounter------------------------- 78
Oh’s Model for Service Quality, Customer Value, -------------------- 85
and Customer Satisfaction

Porter’s Diamond Model of Competitive Advantage------------------ 92
Organizational Structure of Chapter 4----------=-=-=-m-mrmmmmmmmmeeeo 110
Conceptual Model of Sustainable Competitive Place----------------- 159
Conceptual Model and Hypotheses--------------=-===-mmmmemmmmemmme - 161
Conceptual Model and Measurement Scales--------------=-==-==-=----- 168
Organizational Structure of Chapter 5----------=-=-=mmrmmmmmmmeee 174
Map of Malaysia-Cities As Research Setting--------------------------- 196
Organizational Structure of Chapter 6----------------=-=-=------m-omo--- 229
Structural Models of Sustainable Competitive Places----------------- 248
Organizational Structure of Chapter 7--------=-=-=mmmmmmmmmmeomeee 263



Table 2.1
Table 2.2
Table 3.1
Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5
Table 4.6
Table 4.7
Table 4.8
Table 4.9
Table 5.1
Table 5.2
Table 5.3
Table 5.4
Table 5.5
Table 5.6
Table 5.7
Table 5.8
Table 5.9
Table 6.1
Table 6.2
Table 6.3
Table 6.4
Table 6.5
Table 6.6
Table 6.7
Table 6.8
Table 6.9
Table 6.10

LIST OF TABLES

Place Marketing Target Markets--------------- e 31
Relevant Environments for Place customers---------------------------- 33
Malaysian National Urban Plan Hierarchy---------------------=-em-o--- 57
UNCSD Second Indicator------=-==-=-========mmmmmmm e oo e -112
Habitat Agenda Sustainability Domains------------=-=-===zmmmmeuevo- 113
Domains of Sustainable Urban Regeneration------------------=--=----- 114

Indicators from Public Participation for Sustainable Community--- 122

IMD Competitiveness Factors for Countries---------------=------------ 125
WEF Global Competitiveness AssesSment----------=--=-==-zzmmnumnuv-- 126
Webster and Muller Urban Competitiveness Assessment------------- 132
Citizen Satisfaction Index Assessment------------------=--------m-m--—- 150
Calculation of the Total Effects---------- e T 160
Philosophical Assumptions according to Paradigms------------------- 187
Quantitative and Qualitative Research Features-Comparison-------- 189
Facts and Figures of Kuching--------=-==-=-===mmmemmmmm oo 198
Facts and Figures of Kota Bharu-------------=-==-==mmemsommm e 199
Proportionate Number of Samples for Each City-------------=-=--=---- 201
Implementation of the Questionnaire Design Principles-------------- 205
Comparison of PLS and CBSEM--------=-mmmmm oo 220
Reliability and Validity for Types of Measurement Model----------- 223
Guidelines for Assessment of Structural Model --- 224
Sample CharacteristiCs------=-=====mmmmm oo oo 233
Duration of Living in the City---------==-==-=mmsmmmmm oo - 234
Main Reasons for Living in the City s 235
Primary SOUICES-----=--===mmmm oo oo oo 236
TIME OUt---mmmmm i m oo e 236
Favourite Places to be in the City---------=--=-==mmommmm e 237
Interesting Aspects of the Cities------------=-==-==-mmmmmmmmmmeee 238
Membership to Community Group----------==-===========smmmemmmmo-- 239
Future City-----mmmmmmmm oo e oo 240

Willingness to Pay--------=-=-=-m=mmmmmmmm oo 240



Table 6.11
Table 6.12
Table 6.13
Table 6.14
Table 6.15

Descriptive Statistics for Indicators/Constructs----------------------- 242

Squared Correlations of Constructs----------=-==-======mnmmmmmmmmmeee- 244
Cross Loading of the Constructs-----------=--=-==-=-==-mocmoemu-—- - 245
Outer Weights for Formative Constructs-------------------------- 246
Total Effects of the Structural Model-------------=-==mmmcmmmm e 251

xii



