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TRANS FORMATION:TRANS FORMATION:

It is a matter of 

life 
or death
for many communities…
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”Attractice Places”
as ”Corner stones ”?

It is not:
”just moving paper 
round, 
going to conferences 
and making pretty 
drawings”.

TRANS IN FORM  Regional Development
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WHAT MAKES A PLACE WHAT MAKES A PLACE 
ATTRACTIVE?ATTRACTIVE?
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The 
”Cafe latte”

indicator
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WHAT MAKES A PLACE ATTRACTIVE?WHAT MAKES A PLACE ATTRACTIVE?

5 - Senses
1. See
2. Smell
3. Hear
4. Touch
5. Taste
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See ? –
Is this town Trakai
ugly or beautiful?
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Beautiful
Trakai

§ A historic city and lake 
resort. 

§ Because of its proximity 
to Vilnius 28 km west, 
Trakai is a popular tourist 
destination.

§ The town is inhabited by 
5,406 people. 

(Wikipedia)
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But where are WE now?But where are WE now?

Why isn’t THIS 
our view and 
focus 

from this new 
hotel/conference 
centre?
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What location who contribute 
to more life in the town?

?

?
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What location who contribute 
to more life in the town?

?

?

?
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Redevelop areas used for car parking
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Redevelop areas used for car parking
- For people
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Sometimes you must rebuild Sometimes you must rebuild –– oror
remove empty or ugly buildingsremove empty or ugly buildings



Side 
17

This place smells bad!This place smells bad!
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HEAR:
One in five Europeans is regularly exposed to 
sound levels at night that could significantly 
damage health.
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Hearing the Hearing the ””Whisper of NatureWhisper of Nature””??
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Touch - and Taste : 
freedom of choice
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Touch - and Taste
Informal Meeting places:
Indoors and outdoors
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””Cafe latte FactorCafe latte Factor””::
Creating Living Environments for PeopleCreating Living Environments for People

Arendal Torv: 1982 Arendal Torv: 1983
Huvestad & Fuller-Gee MNLA
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5 values:5 values:
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WHAT MAKES A PLACE ATTRACTIVE?WHAT MAKES A PLACE ATTRACTIVE?

5 - Values
1. Self (me)
2. Friends (you)
3. Family (them)
4. Job (us)
5. Safety/security 
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One in four 
Norwegians 
suffer 
from cronic 
loneliness
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1 in 2 who live 
alone, are 
devorced or 
separated 
suffer from 
cronic 
loneliness
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223 die in traffic accidents 
550 kill themselves - each year
And more young people than ever before.

Norway 2009

LONELINESS KILLS.
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We need other people We need other people ––
We need GOOD friendsWe need GOOD friends
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And And 
Informal Informal 
places to places to 
meet your meet your 
friendsfriends
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The gThe goal of urban planning:

To create an attractive, To create an attractive, 
““sustainable communysustainable communy””
where people want to live and where people want to live and 
work,  work,  
now now --
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To create an attractive, To create an attractive, 
““sustainable communysustainable communy””
where people want to live and where people want to live and 
work,  work,  
now now -- and in the futureand in the future
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The gThe goal of urban planning:

To create an To create an attractiveattractive , , 
““sustainable communysustainable communy””
where people want to live and where people want to live and 
work,  work,  
now now -- and in the futureand in the future
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Alytus, Lithuania
From 70 to 60 thousand 
innhabitants

Attractivity: The ChallengeAttractivity: The Challenge

In many 
European 
countries 
urban areas 
are magnets 
that attract 
young people 
from villages, 
smaller towns 
and rural 
districts.
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NotoddenNotodden
NorwayNorway

F Young people 
are still moving 
away
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Siauliai,Siauliai,
LithuaniaLithuania
Opportunities for Opportunities for 
improvement?improvement?
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ŠŠIAULIAI IAULIAI –– ”” The Sunshine CityThe Sunshine City ””
Population 129 000 Population 129 000 
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ŠŠIAULIAI IAULIAI –– ”” The Sunshine CityThe Sunshine City ””
Population 129 000 Population 129 000 –– but but 
decreasing quickly decreasing quickly 
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ŠŠiauliai City is a regional centre of iauliai City is a regional centre of 
culture and scienceculture and science
Ø The people with their experience in electronics, metal 

processing, construction and other industry branches 
remain the city’s greatest asset 

Ø There are over 70 institutions of education in Šiauliai:
Šiauliai University opened in 1997. A Music 
Conservatoire, 3 Colleges, Vocational Education and 
Training Centre in the city.

Ø Šiauliai is one of the major cultural centres in 
Lithuania .



Side 
41

ŠŠIAULIAI IAULIAI 
A city with 
historical 
and modern 
buildings



Side 
42

Demographic characteristics of Demographic characteristics of ŠŠiauliai iauliai 

Ø In the period of 2001-2008 the official number 
of Šiauliai city population 
decreased by approx. 5%.

Ø Population of Children decreased by 13%.

http://www.siauliai.lt/investicijos/index.php?lang=en
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People move away from 
a town, region or country 
due to it’s 
LOSS - or LACK 
of Attractiveness



Side 
44

No work
No play
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Attractivity:Attractivity:
The 5 most important issues:The 5 most important issues:

1. Location. 
2. Location..
3. Location. 
4. Location.
5…… Location
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Attractivity:Attractivity:
The 5 most important issues:The 5 most important issues:

1. Location. 
2. Location..
3. Location. 
4. Location.
5…… Location
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Attractivity:Attractivity:
The 5 most important issues:The 5 most important issues:

1. Education - schools.
2. Employment. 
3. Career prospects. 
4. Social environment - relatives, friends 

and romantic partners.
5. Infrastructure, culture, sport, housing, 

airport, roads, bus and railway. 
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FREEDOM TO FREEDOM TO 
MOVEMOVE

Berlin 1989

For the first time 
ever a huge amount 
of people have the 
freedom and 
economic means to 
choose where to 
live.
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HOW TO CREATE HOW TO CREATE 
””ATTRACTIVENESSATTRACTIVENESS””::

MAIN PRINCIPLES AND MAIN PRINCIPLES AND 
INTERNATIONAL EXAMPLESINTERNATIONAL EXAMPLES
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Place MarketingPlace Marketing
Places as productsPlaces as products
1. Know your 

product. What is it 
that your place has 
to offer? 

2. Understand your 
competitors.
What is the unique 
selling point that 
your place can 
offer? 

3. Define your 
customers.
Who are the real 
target groups? 
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Know your product:Know your product:
Why do people choose to live in  Why do people choose to live in  
ugly, boring towns? ugly, boring towns? 
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When you can live in beautiful, When you can live in beautiful, 
exciting and thriving towns?exciting and thriving towns?

Understand your competitors .
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Understand 
Your 
competitors.
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Moscow the fastest growing 
city in Russia
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Half a million Norwegians move Half a million Norwegians move 
each year (4,8 mill population)each year (4,8 mill population)

Ø Finnmark County has lost 16% of its 
population between 1996 and 2006.

Ø Oslo region  has grown by 6% in the 
same period.
- and plans for a growth of 400 000
additional people. 
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Product development:
Oslo Opera House 2008
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Tjuvholmen,Tjuvholmen,
Oslo.Oslo.
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Swimming from your new home in Swimming from your new home in 
the middle of Oslo harbour.the middle of Oslo harbour.
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The 
”Cafe latte”

indicator?
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Define your customers:Define your customers:
Who is the Who is the realreal target audience? target audience? 
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ME?
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The young today ARE different from earlier generations. The young today ARE different from earlier generations. 
They have freedom to choose a life styleThey have freedom to choose a life style

that suits them. More than ever beforethat suits them. More than ever before
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Larvik 18. & 19. september 2008
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What is the biggest decision in What is the biggest decision in 
your life?your life?

Ref: ”Who’s your city?”
Professor Richard Florida 2008
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Education?Education?

Stay single?Stay single?

Get marriedGet married……
(will she have me? Do I want him?(will she have me? Do I want him?

Buy a flat?Buy a flat?

What colour should my car have?What colour should my car have?
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The place you choose to 
live.
It can effect EVERY aspect of your life:
- The income you earn
- The variety in your choice of jobs
- The people you meet
- The friends you make
- The partners you choose
- Your lifestyle – and happiness
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Finding the best place will 
vastly improve every facet 
of you life.

F Choose wisely.

- Ref: ”Who’s your city?”

- Professor Richard Florida 2008
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””We have We have 
all we need all we need 
to solve the to solve the 
problems. problems. 
Apart from Apart from 
political political 
willwill””..

Al GoreAl Gore
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YOUNG PEOPLE LEAVE THEIR YOUNG PEOPLE LEAVE THEIR 
HOME TOWNSHOME TOWNS
LOOKING FOR A BETTER LIFELOOKING FOR A BETTER LIFE
WITH MORE OPPORTUNITIESWITH MORE OPPORTUNITIES
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"Vote With Your Feet" "Vote With Your Feet" 

Ø…it is generally a 
waste of your time to try 
to change your town.
ØYou can get far better 
personal results by 
moving to another town 
that has the qualities 
you are looking for. 
http://www.votewithyourfeet.com/
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”Goodbye, 
Adios,
Ha det !”



Side 
76

…”Goodbye, 
Adios, Ha det !”
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Example: Lillesand, NorwayExample: Lillesand, Norway
Ø One of the best located and beautiful 

coastal towns in Norway. 

Ø 15 mins from the city of Kristiansand

Ø Its population has –and will continue to 
GROW

Ø However -
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764 1364

POPULATION GROWTH 2009 - 2022
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499
5712

483
5986
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More than DOUBLE 
the number of pensionists
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Attractive Places as corner 
stones in regional 
development strategies

Surrounded by 
many small

villages

Regional Town
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An attractive An attractive 
Town Centre Town Centre 
as a as a 
locomotive locomotive 
for regional for regional 
developmentdevelopment

Garden Cities:1902
Ebenezer Howard
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”Locomotives” going forward - or 
”anchors” stopping progress?
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SYNERGI:

Cooperation
(from Greek: 
syn - together, 
erg – to work).
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SynergySynergy

- the effect of the whole is greater than 
the sum of the effects of the individual 
parts. 

In a business application it means that 
teamwork will produce an overall better 
result than if each person was working 
toward the same goal individually.
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1 Bicycle
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”Bike Arch”
by Mark Grieve 

and Ilana Spector

500 Bicycles
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Synergy in Town Planning and 
regional development strategies
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Town Planning ”1960 -2010”?

”Spread and Separate”

Move ALL functions to areas 
outside old town centres

Aizkraukle, Latvia
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Town Planning ”1960 -2010”: 
Spread and Separate
ALL functions outside old town 
centres

Aizkraukle, Latvia
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””Kill, kill, killKill, kill, kill……!!!!!!””
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”Drive, drive, drive…!!!”
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The result?

”Urban Sprawl”
– towns have spread their new 
buildings and functions over 
monofuctional large areas.
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””Beautiful Beautiful –– but deadbut dead””
e.g. Aizkraukle, Latviae.g. Aizkraukle, Latvia
”Beautiful – but dead”
e.g. Aizkraukle, Latvia
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”Beautiful (?) – but dead”
e.g. Grimstad, & Skien,  Norway
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HereHere’’s a nice place to spend an s a nice place to spend an 
afternoon, drink a coffee and meet afternoon, drink a coffee and meet 
your friendsyour friends
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Would you feel safe 
and secure here?
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Safety? ”What you doing here?
You got a problem?”
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Create Meeting Places for everyone
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NEW URBANISM: NEW URBANISM: 
““ Complete CommunitiesComplete Communities””

These contain:
Øhousing, 
Øwork places, 
Øshops, 
Øentertainment, 
Øschools, 
Øparks, and 
Øcivic facilities essential to 

the daily lives of the 
residents
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….all activities within 
easy walking distance 
of each other.

NEW URBANISM: Complete Communities
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ü housing, 
ü work places, 
ü shops, 
ü entertainment, 
ü schools, 
ü parks, 
ü civic facilities
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1. Street
2. Shops and cafés
3. Offices, doctor/dentist etc

4. Housing
5. People

5
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5

1. Street
2. Shops and cafés

3. Offices, doctor/dentist

4. Housing

5. People
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Modern Towns planned Modern Towns planned 
using Compact, Urban using Compact, Urban 
PrinciplesPrinciples

Charter Quay, 
Richmond, London
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5 minute walk to EVERYTHING5 minute walk to EVERYTHING
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5 minutes 5 minutes ––
regardless of which shoes !regardless of which shoes !
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- Neighourhood Size 
should be 400 metres 
from its centre to its 
edge. 

This size allows its 
residents to be within 
a five minute walk of 
many basic needs 
and services.

5 minute walk:5 minute walk:
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Walking Walking 
distance distance 
from home:from home:

GOAL:
For 80% of all 
homes
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A 5 minute:
Walk or bikeride

Not a 
15 minute

car ride
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Creating Attractivity Creating Attractivity -- New Urbanism:New Urbanism:
Guidelines for Growth and Sustainable DevelopmentGuidelines for Growth and Sustainable Development

1. Mix land uses – commercial, 
residential and cultural facilities.

2. Create living, vibrant and 
“walkable” town centres and 
neighborhoods. 

3.  Reinvest in and strengthen 
existing central areas to 
create a strong sense of place 
and identity.
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4. Create attractive 
meetings places for 
everyone that enhance 
mental health and 
happiness.

5. Create a network of 
open space , - a cycle 
and pathway network -
especially near water.

6. Provide regular, reliable 
environmentally safe 
public transportation.
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7. Reuse and redevelop existing 
buildings – and houses - and 
poorly developed land. 

8. Encourage citizen 
participation - especially 
young people - in planning 
decisions.

9. Create housing 
opportunities and choices 
for a range of household 
types, family size and 
incomes -near the centre.
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The right housesThe right houses
on the right siteson the right sites
-- at the right priceat the right price
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Society has changed

More people live alone. 
We live longer -
Many are alone with their 
children. 
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1 person lives 1 person lives 
ALONE in 40 % of ALONE in 40 % of 
all houses in all houses in 
NorwayNorway
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MicroMicro--Mini Mini 
HomeHome
2.65 m cubed 2.65 m cubed 

providing a double bed, 
bathroom, 
lobby, 
dining space for 4-5 
people, 
and state-of-the-art 
entertainment 
technology.
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II--box Houses: Storelva, Tromsbox Houses: Storelva, Tromsøø
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Løvåshagen, Bergen, Norway.
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TRENDS:TRENDS:

Ø Economic activity is also re-concentrating 
into fewer and fewer places around the 
world. 

Ø Some cities are growing bigger - and 
bigger - and bigger. 

Ø Creative people must cluster together in 
order to be productive. 
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Some Towns will grow –
others will continue to die.
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The Town of Arendal, NorwayThe Town of Arendal, Norway

An example of An example of 
TRANSFORMATION TRANSFORMATION 

Social and economic development: Social and economic development: 
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Place Making Place Making –– meeting spacesmeeting spaces

Arendal Torv: 1982 Arendal Torv: 1983
Huvestad & Fuller-Gee MNLA
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Pollen, Arendal 1994Pollen, Arendal 1994
A street with lots of traffic A street with lots of traffic -- BeforeBefore

10 000 cars 
every day.

Through 
the heart

of the town.
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Design & illustration: M.J. Fuller-Gee
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Transformation to a Public SpaceTransformation to a Public Space

BEFORE: Pollen, Arendal 1994 AFTER: Pollen, Arendal 1996

• Create walkable, car-free public spaces. This encourages people to use them.
• Attractive communities have a strong sense of pride for their towns and cities.
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It works also as
A Public Stage

Pollen, Arendal
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30 new flats in  
3rd – 4th floors
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Culture Centre
- and Town Hall

100 new flats
From 28 sqm – 120 sqm
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2002 
Arendal centre – a Bus station
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2004
The New Town Hall and Culture House 
Transformed into a place for people -
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Culture Centre
- and Town Hall

100 new flats
From 28 sqm – 120 sqm
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100 new flats
From 28 sqm –
120 sqm
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23. feb. 2010 138

Arendal: Arendal: 40 701 inhabitants40 701 inhabitants
Population growth Population growth 

2001:        - 6
2002:        - 68
2003:        - 33
2004:     + 206
2005:     + 150
2006:     + 231
2007:     + 644
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23. feb. 2010 139

2001:        - 6
2002:        - 68
2003:        - 33
2004:     + 206
2005:     + 150
2006:     + 231
2007:     + 644
2008:__ + 586

Arendal: Arendal: 40 701 inhabitants40 701 inhabitants
Population growthPopulation growth
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What makes an “attractive place”?
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WHAT MAKES A PLACE ATTRACTIVE?WHAT MAKES A PLACE ATTRACTIVE?

5 - Next Investments
1. Shopping 

centres
2. Industries (land)
3. Houses
4. Public spaces
5. Public buildings
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Synergy – Concentrate your buildings, 
attractions and people
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We know the answers We know the answers –– but but 
something is often stopping ussomething is often stopping us……
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Good luck Good luck –– DO it right !DO it right !


