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Cities of all sizes are actively engaged in developing various urban infrastructure projects. A common strategy used in larger North American cities is employing arena-anchored urban development projects, where a professional sports team is used as an anchor tenant of a sports facility to generate development in the city. One means of relocating economic activity is to increase visitation to the desired redevelopment area. In this paper we used the visitor economy as a lens to explore how arena-anchored projects and the professional sports teams that play there fit into a local city's tourism economy. To conduct this study, a multi case study design was used to draw data from two cities: Columbus, Ohio, and Detroit, Michigan. Interviews were goal directed and conducted in person with leaders in Columbus (n = 9) and Detroit (n = 10), and inductive and deductive approaches to coding were undertaken in the form of content analysis. The results indicate that growing the visitor economy through arena anchored urban development relies on planned placemaking via the strategic approach of bundling diverse amenities together. These findings provide valuable feedback to those cities considering arena development projects, and how the arenas may be combined with other civic amenities to undergird the local visitor economy.
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INTRODUCTION

Cities and regions of all sizes globally are actively engaged in developing and building various urban infrastructure including amenities such as museums, convention centers, and sports and entertainment facilities (Rosentraub, 2010). A common strategy used in larger North American cities, is employing arena-anchored development projects, where a professional sports team is used as an anchor tenant of a facility to generate greater development in the city. These development projects remain prominent in urban redevelopment planning for many cities, and have had both their supporters and detractors. There are several rationales that city leaders and business leaders provide for the use of public funds to build new sports facilities and attract professional sport teams, such as economic and community development, improving quality of life of residents, and tourism (Baade and Matheson, 2004; Chalip, 2006; Misener and Schulenkorf, 2016). However, it is largely viewed as a contested practice as independent academic research largely debunked the purported economic benefits of hosting teams decades ago (Quirk, 1987; Crompton, 1995; Baade, 1996; Coates and Humphreys, 2008). Despite such concerns, cities continue to allocate public funds and build facilities, often as part of comprehensive downtown (re)development efforts, in an attempt to relocate economic activity back to the city core (Mason, 2016).

One rationale for investing is to increase visitation to the redevelopment area; in this paper, the visitor economy is used as a lens to specifically explore how arena-anchored urban development projects and the professional sports teams that play there fit into a local city's tourism economy. At the core of the visitor economy is the assumption that economic activity comes from various types of visitors (Reddy, 2006). The visitor economy is a broad term that recognizes the economic activity of all visitors to a destination, such as business travelers, those visiting friends and family members, students, and people attending sporting and cultural events (Hristov, 2015). It also considers all the elements that make a destination successful in terms of visitation. This includes the natural environment; heritage, culture, and iconic buildings; retail, sport, leisure, and cultural facilities; restaurants and hotels; transportation and parking; the services that make the place clean, safe, and welcoming; and the infrastructure that make it an accessible place to visit while shaping its sense of place (Reddy, 2006).

Sense of place, and its anticipated outcome of placemaking (Aravot, 2002) is conceptualized by several academic disciplines. Placemaking in urban studies has shifted from focusing on the physical elements of projects (Day, 1992) to a democratic intervention between all stakeholders (Shibley et al., 2003). Placemaking is viewed as a process and a means to an end; the end being the creation of quality places (Wyckoff, 2014). It is how a cultural group marks its values, perceptions, memories, and traditions on a geographic space and offers meaning to the landscape (Coates and Seamon, 1984; Othman et al., 2013). It should also be understood from both organic and planned perspectives and as an essential part of tourism destination development (Lew, 2017). While organic placemaking evolves from local, bottom-up initiatives, planned placemaking is a top-down approach that contains modern, predictable, and contrived features, designed for mass tourism consumption (Lew, 2017). It is also the most common approach used in arena anchored urban development projects. Lew (2017) reasoned that for planned placemaking to create a convincing sense of place, there must also be some space for the evolution of organic placemaking to occur.

Moreover, Richards and Duif (2019) proposed that planned placemaking only works effectively if three elements are combined with equal stakeholder support. These elements include: (1) the tangible and intangible resources available (i.e., capital, land, human, or infrastructure), (2) the meanings linking people and stakeholders with the places they live in (i.e., symbols, identity markers, values, memories, or traditions), and (3) the creative and innovative use of resources and meanings that capture the public's attention (i.e., narratives, storytelling, branding). The third element of planned placemaking may be an important device for cities to increase their competitive advantage amongst other cities (Barney, 1991).

City leaders may perceive the strategic approach of bundling a diverse amenity mix as a means to successful planned placemaking. Natural and constructed amenities that are planned in proximity to one another may contribute to placemaking as well as bridge other amenities or nearby neighborhoods as part of this amenity mix. Natural physical amenities can consist of water, climate, humidity, environmental attractiveness, while constructed amenities can consist of museums, convention centers, coffee shops, juice bars, and research libraries (Clark, 2004). City and business leaders may perceive and advocate for the bundling of amenities near one another as the key to successful arena anchored development and broader urban re(development). There is limited research to support strategically bundling amenities for successful outcomes, therefore we draw from the existing research on the bundling of sport events, tourism, heritage, and hospitality products. For instance, Chalip and McGuirty (2004) reasoned an effective way to incorporate sport events more strategically into the host destination's broader tourism product and service mix, is to bundle sport event components with the host's current attractions via a “mixed bundling strategy” (p. 267). Meanwhile, Xu et al. (2016) investigated event bundling strategies from the perspective of various event stakeholders, illustrating that attendees' perceived experiences were enriched by attending multiple events over the course of one trip. In addition, Huang et al. (2016) contended that rural communities have shown to improve secondary attractions and diversify their tourism product by bundling heritage attractions with non-heritage activities (Huang et al., 2016). This research has informed this study as we sought to understand how planned placemaking via a mixed bundling strategy can be essential to developing the visitor economy. More specifically, this study investigated how stakeholders in two North American cities – Detroit, Michigan and Columbus, Ohio – utilize conceptualizations of placemaking to develop their broad visitor economy via arena-anchored urban development initiatives. These two cases represent examples of existing comprehensive development projects that have had varying degrees of success, in cities not extensively viewed as tourism destinations.



METHOD

To conduct this study, a multi case study design (Eisenhardt, 1989) was used to draw data from two cities: Columbus, Ohio and Detroit, Michigan. For more context, the city of Columbus is the 14th largest city in the United States and continues to be the fastest growing Midwest city (US Census Bureau, 2020a) in contrast to other major cities in Ohio such as Cleveland and Cincinnati. The Columbus Arena District is widely regarded as a success story for sports- facility anchored urban development. For example, Columbus' amenities strategy was found in the discourse surrounding the construction of a new arena-anchored district in Edmonton, Canada (Sant et al., 2019), acknowledging Columbus as a successful exemplar of integrated urban development comprising of commercial, residential, hospitality, and entertainment development in a mid-sized city (Rosentraub, 2014). However, despite Columbus' perceived success, it is difficult to attribute increased land values, intangible benefits and increased economic activity solely to a specific facility or sports team; as a result, there is still skepticism associated with sports facility-anchored development projects within the academic community (Propheter, 2019).

Meanwhile, Detroit provides an interesting site to explore sports facilities and urban development since it remains one of the most blighted cities in North America despite recent attempts to revitalize its downtown core. While the city of Detroit is the 27th largest city in the United States and the largest city in the state of Michigan, it has had a consistently declining population for the past decade (US Census Bureau, 2020b). Detroit was known for its major role in the global automobile industry but has moved to other strategic options to sustain the local economy (Galster, 2012). The recent arena-anchored development District Detroit is a sports and entertainment development anchored by Little Caesars Arena, a multi-sport facility that opened in 2017. While the Columbus Arena District is praised, District Detroit has been criticized for gentrification that disproportionately affects Detroit's African American population, as well as delayed plans on proposed residential and hotel development, and historic buildings restoration (Pinho and Shea, 2019; Graham et al., 2021).

Nine interviews with nine individuals were conducted in Detroit in December 2018, while nine interviews with thirteen individuals were conducted in Columbus in February 2019. Prior to conducting semi structured interviews (Merriam, 1988) participants were recruited by researching prominent leaders in Detroit and Columbus online and sending introductory letters via email. In other words, interviewees were sought who would likely espouse and express the kinds of narratives associated with their respective cities and arena projects of interest to this study. A snowball sampling technique (Goodman, 1961) was used after initial interviews, as respondents were asked to identity other actors with whom they were linked to Rowley (1997).

Table 1 presents the characteristics – such as job title and the sector of work – for each subject that participated in this study, which included local civic leaders, business stakeholders, journalists, city and county administrators, facility operators, an urban planner, academic consultants, and executives with the local chamber of commerce and sports commissions.


Table 1. Participant characteristics.
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In person interviews lasted approximately 1 h and were guided by semi structured interview questions. The Detroit interviews produced 215 single spaced pages of transcribed interview text and the Columbus interviews produced 230 single spaced pages. Once the interviews were transcribed, participants were emailed transcripts and provided an opportunity to request omission of specific text.

Data were coded using a form of content analysis, which is comprised of a systematic, theory-driven approach to texts, examining both latent and manifest content (Mayring, 2000). Through an adapted method of analysis derived from both Mayring (2000) and Denis et al. (2001), both inductive and deductive approaches to coding were undertaken.



RESULTS

The results of this study indicate that city stakeholders assert that advancing and growing the visitor economy through arena-anchored urban development relies on planned placemaking via one explicit strategy, which is the approach to bundling a variety of unique amenities in proximity together. This reveals that sport and professional sports teams are not central to placemaking but are the anchor amenity that attracts other desirable amenities and their visitors. Results from the data analysis will be presented in more detail below, followed by a discussion and the implications of the results.


Detroit, Michigan

In Detroit, a Non-Profit (1) official shared the significance of how diverse amenities entice visitors to the downtown core, stating:

So again.....attracting more conventions, more visitors, more bodies down to the downtown which is good for the restaurants, it's great for the hotels and we've got a hotel boom going on. You know the old fire house was converted into a new hotel.

While a city official (3) discussed the need to contain development in close proximity to one another as a means to attract people to visit, work and live in the District, arguing:

Beyond that what my hope is, is that it is going to create a framework where, I don't know how familiar you are with the arena neighborhood itself but it's a 40-square block neighborhood that's contained within the quote, unquote District. But the neighborhoods surrounding that need additional development, too. So I think the hope is that with the progressive development of The District that the neighborhoods surrounding The District also will start to see more investment because there is going to be this additional kind of corridor now where more people will be living and working.

In addition, a senior tourism/hospitality manager discussed how the District was a leisure destination that has attracted and integrated various restaurant amenities:

Whoever would've thought that we'd be a you know, a leisure destination, but with all of the buzz and the conversation changing about Detroit, we've had so many people that have really come to experience it and find out what's going on, you know we've had over 100 restaurants that have opened over the last 3 years.

Finally, a city official (1) refereed to “commercial corridors” whereby neighborhoods are revitalized via a mixed amenity bundling strategy, explaining:

We're definitely seeing some good things happen in the neighborhoods and we're seeing developers that are willing to take more of a risk in neighborhoods than they were certainly 10 years ago and even 5 years ago, but we have a lot of work to do within Detroit neighborhoods both from an affordable housing standpoint and also in the revitalization of our smaller commercial corridors.



Columbus, Ohio

Meanwhile in Columbus similar sentiments were expressed. One city official (5) articulated how bridging amenities and neighborhoods together is mutually beneficial for all stakeholders:

We're sitting in the Convention Center now and the Convention Center is sandwiched between the arena district and the Short North Arts District and so it makes this center competitive, that adjacency and proximity, that walkability is what we call it makes it attractive to conferences and trade shows and conventions that rotate around the region and rotate around North America. And so it is the entertainment, the restaurants, the bars, the shopping opportunities in both the Arts District and the Arena District that contribute to the success of the convention, tourism, and trade, and visitor economy here. It's symbiotic.

This same city official (5) conveyed the significance of revitalizing a contaminated brownfield with a sports arena as the anchor and catalyst for economic growth, stating:

....here the arena which is now 20 years old did in fact spark growth and development of an arena district surrounding it, a mixed-use district of residential and commercial and entertainment, lots of jobs, lots of property value created, a lot of economic activity created and it has anchored that. The master developer refers to it as a mixed-use district masquerading as a sports and entertainment district. It has succeeded in anchoring a site that was formerly a brown site, brown field, formerly a penitentiary, which was with lots of contamination and lots of ugly history associated with it. It blocked the central business district from growth and development and so its removal and replacement with the arena and the arena district that surrounded it has succeeded in keeping the urban core healthy and growing.

Furthermore, a non-profit administrator (1) shared the potential benefits of bundling amenities in close proximity to one another as safety, cleanliness, walkability, and restaurant variety, stating:

I'm really proud of the density of the walkability so you're not just walking up one street where there's 30 restaurants but, you know, there's really a hundred restaurants of varying price points and I think people still feel very safe. I'm not saying we wouldn't have a mishap here and there but by and large we're known for the safety piece of it, the cleanliness, and the fact that there's such a variety, so there really is, you wanna go to a sports bar? Great, do you wanna go to a French restaurant? Sure. So I think what I love about it best is that people have so many options and they come here and they really can sort of personalize their stay.

A senior level urban planner elaborated on the way Nationwide arena anchored other inimitable amenities that not only bridged the downtown core to an neighborhood called the Short North, but also strengthened the arts community, restaurant scene, and Columbus' city national brand, arguing:

…so the Short North, if you go research it, the New York Times did an article, it's been a few years back now, where they said the Short North is the single best homegrown arts community in the country and at the time we had more galleries in there but as rents have gone up the only thing that can pay the rents are the restaurants and so it's become like a restaurant mecca now but yeah so we started to get some real positive publicity, like unsolicited. So the New York Times articles and it just kept building and I think it was largely the Arena District put it on the map, got a lot of ink for that.... the Arena District was really the big bang that was the origin of that.



Strategic Approach to Bundling Amenities

Respondents in Columbus commonly referred to their bundling strategy in relation to the public-private partnership called The Columbus Way. For example, one city administrator (4) contended:

You'll hear some talk about, I don't know if in the research you've come across this phrase The Columbus Way where we're doing public-private partnerships and it really does come down to basically shared values. You know shared belief that the government and the private sector aren't adversarial. That what's good for one is good for the other, so long as you're focused on inclusion, quality of life, and strong governments.

While a senior level urban planner in Columbus reasoned every city has unique features that must be considered when developing and implementing a strategy for urban planning, stating:

....every city's got its own levers that you have to pull but you have to figure'em out what the levers are and then what becomes critical is you have to know the order to pull'em and that's trickier. So it takes a strategy and I can't say that we set out with a strategy but I would say that Columbus, as the strategy became apparent they didn't deviate from it… Which is one reason they're teaching a course in Harvard on it.

This defined strategy to building amenities did not emerge in the Detroit data as it did in Columbus, yet it was found that respondents in Detroit considered the importance of future narratives in relation to District Detroit and their broader downtown redevelopment plans.




DISCUSSION

The results of this study reveal city stakeholders feel that planned placemaking via bundling amenities may be essential to developing the visitor economy in urban centers when it concerns arena and stadium projects. As such, this paper illuminates new understandings of how North American cities and their stakeholders may employ planned placemaking to develop their broad visitor economy via arena-anchored urban development initiatives.

First, professional sports teams are not viewed as the central feature of placemaking to city stakeholders but rather viewed as the anchor that can initiate placemaking through attracting other amenities to the area, and their visitors. Analysis suggests that other, intangible benefits, are secondary to the goal of tourism and economic development. This is illustrated through the description of multi-visitation strategies through a diverse amenity mix, including corporate and leisure travel, sport and international tourism, youth sport travel, experiential tourism, niche tourism (i.e., stadium specific travel), as well as resident/local visitation.

The results also show the extent to which the development of arena districts is a strategy cities and local stakeholders utilize to increase visitation in various forms under an umbrella of creating economic impact. In Columbus, respondents suggested their strategy was informed by their public-private partnership called The Columbus Way, which is described as shared values of community stewardship and progress (Columbus Partnership, 2021). This finding illustrates that for the respondents in Columbus, this partnership was crucial for the placemaking success of the Columbus Arena District. While their amenities bundling approach may have evolved organically to where it is now it is a deliberate strategic approach, it may be unique to Columbus making it a complicated process for other cities to adopt.

That being said, other cities referring to the success of Columbus to support their own arena anchored development plans can observe that Columbus does not possess any tangible and unique competitive advantages that contribute to placemaking, in comparison to the placemaking success that a city such as Barcelona has had since hosting the 1992 Olympic Games (Mansilla and Milano, 2019). One reason why Columbus may have had success in developing this amenities bundling approach is that it was not battling against a negative brand image. Meanwhile, post-industrial cities like Detroit are attempting to reinvent their city brand as it was once known for its major role in the global automobile industry. This may mean that placemaking strategies may be more difficult for these latter cities.

Finally, respondents in each city highlighted the importance of meeting high quality-of-life indicators for both the residents and the visitors to the region. This challenges existing literature that contends tourism development is independent of the interest of residents (Eisinger, 2000). This finding contributes to the existing research on the visitor economy by presenting the new understanding that city stakeholders today are planning for - and seeking out - projects that will improve quality of life of both the visitors and residents.

By examining cases of various degrees of success and stages of completion, this paper provides valuable feedback to those cities considering arena development projects in their respective cities, and how the arenas may be combined with other civic amenities to undergird the local visitor economy. The success of arena districts appears to rest on the multi-faceted approach of planned placemaking via bundling a variety of leisure, sport, and entertainment amenities in a concentrated area. Therefore, cities looking to use arenas or stadiums to anchor further urban development should consider their resource and stakeholder capacities and needs to complete such a project successfully.



DATA AVAILABILITY STATEMENT

The original contributions presented in the study are included in the article/supplementary material, further inquiries can be directed to the corresponding author/s.



ETHICS STATEMENT

The studies involving human participants were reviewed and approved by the University of Alberta Research Ethics Office. The patients/participants provided their written informed consent to participate in this study.



AUTHOR CONTRIBUTIONS

DM, TB, and RT collected the data. TB analyzed the data. TB and DM wrote the article. All authors contributed to the article and approved the submitted version.



FUNDING

This work was supported by Social Sciences and Humanities Research Council (SSHRC) Insight Grant: #435-2015-0985.



REFERENCES

 Aravot, I. (2002). Back to phenomenological placemaking. J. Urban Des. 7, 201–212. doi: 10.1080/1357480022000012230


 Baade, R. A. (1996). Professional sports as catalyst for metropolitan economic development. J. Urban Affairs 18, 1–17. doi: 10.1111/j.1467-9906.1996.tb00361.x


 Baade, R. A., and Matheson, V. A. (2004). The quest for the cup, assessing the economic impact of the World Cup. Reg. Stud. 38, 343–354. doi: 10.1080/03434002000213888


 Barney, J. (1991). Firm resources and sustained competitive advantage. J. Manage. 17, 99–120. doi: 10.1177/014920639101700108

 Chalip, L. (2006). Towards social leverage of sport events. J. Sport Tour. 11, 109–127. doi: 10.1080/14775080601155126


 Chalip, L., and McGuirty, J. (2004). Bundling sport events with the host destination. J. Sport Tour. 9, 267–282. doi: 10.1080/1477508042000320241


 Clark, T. N. (2004). Urban amenities, Lakes, operas, and juice bars: Do they drive development? in Clark TN, editor. The City as an Entertainment Machine. Amsterdam: Elsevier. p. 104–140.


 Coates, D., and Humphreys, B. (2008). Do economists reach a conclusion on subsidies for sports franchises, stadiums, and mega-events? Econ. J. Watch 5, 294–315.


 Coates, G. J., and Seamon, D. (1984). Toward a phenomenology of place and place-making: Interpreting landscape, lifeworld and aesthetics. Oz 6, 6–9. doi: 10.4148/2378-5853.1074


 Columbus Partnership. (2021). Columbus Way. Available online at: http://columbuspartnership.com/columbusway (accessed March 13, 2022).


 Crompton, J. L. (1995). Economic impact analysis of sports facilities and events: eleven sources of misapplication. J. Sport Manage. 9, 14–35. doi: 10.1123/jsm.9.1.14


 Day, L. L. (1992). Placemaking by design, Fitting a large new building into a historic district. Environ. Behav. 24, 326–346. doi: 10.1177/0013916592243003


 Denis, J. L., Lamothe, L., and Langley, A. (2001). The dynamics of collective leadership and strategic change in pluralistic organisations. Acad. Manage. J. 4, 809–837. doi: 10.5465/3069417


 Eisenhardt, K. M. (1989). Building theories from case study research. Acad. Manage. Rev. 14, 532–550. doi: 10.2307/258557


 Eisinger, P. (2000). The politics of bread and circuses: building the city for the visitor class. Urban Affairs Rev. 35, 316–333. doi: 10.1177/107808740003500302


 Galster, G. (2012). Driving Detroit: The Quest for Respect in the Motor City. Philadelphia: Penn Press. p. 320. doi: 10.9783/9780812206463


 Goodman, L. A. (1961). Snowball sampling. Ann. Mathem. Stat. 32, 148–170. doi: 10.1214/aoms/1177705148


 Graham, R., Ehlenz, M. M., and Han, A. T. (2021). Professional sports venues as catalysts for revitalization? Perspectives from industry experts. J. Urban Affairs. 1–9. doi: 10.1080/07352166.2021.2002698


 Hristov, D. (2015). Tourism versus the visitor economy and the shifting landscape of destination management. Tourismos: an international multidisciplinary. J. Tour. 10, 219–234.


 Huang, W., Beeco, J. A., Hallo, J. C., and Norman, W. C. (2016). Bundling attractions for rural tourism development. J. Sustain. Tour. 2, 1387–1402. doi: 10.1080/09669582.2015.1115510


 Lew, A. A. (2017). Tourism planning and place making, place-making or placemaking? Tour. Geograph. 19, 448–466. doi: 10.1080/14616688.2017.1282007


 Mansilla, J. A., and Milano, C. (2019). Becoming centre, tourism placemaking and space production in two neighborhoods in Barcelona. Tour. Geograp. 1–22. doi: 10.1080/14616688.2019.1571097


 Mason, D. S. (2016). Sport facilities, urban infrastructure, and quality of life: rationalizing arena-anchored development in North American cities. Sport Entertain. Rev. 2, 63–69


 Mayring, P. (2000). Qualitative content analysis. Qualitative Social Research. 1. Available online at: http://www.qualitative-research.net/index.php/fqs/article/view/1089/2385 (accessed January 9, 2022).


 Merriam, S. B. (1988). Case Study Research in Education: A Qualitative Approach. California: Jossey-Bass.


 Misener, L., and Schulenkorf, N. (2016). Rethinking the social value of sport events through an Asset-Based Community Development (ABCD) perspective. J. Sport Manage. 30, 329–340. doi: 10.1123/jsm.2015-0203


 Othman, S., Nishimura, Y., and Kubota, A. (2013). Memory association in place making: a review. Procedia— Soc. Behav. Sci. 85, 554–563. doi: 10.1016/j.sbspro.2013.08.384


 Pinho, K., and Shea, B. (2019). Is the District Detroit delivering? Residential portion of entertainment district lags. Crain's Detroit Bus. 35, 1.


 Propheter, G. (2019). Do professional sport franchise owners overpromise and underdeliver the public? Lessons from Brooklyn's Barclays Center. Int. J. Public Sector Manage. 32, 80–101. doi: 10.1108/IJPSM-01-2018-0002


 Quirk, J. P. (1987). The Quirk study: A close look at the two proposals. St. Louis Post Disp. 18, 5i−8i.


 Reddy, P. (2006). Understanding the visitor economy, Insights from NRDA. Available online at: http://culturehive.co.uk/wp-content/uploads/2013/04/Understanding-the-Visitor-Economy.pdf (accessed March 18, 2022).


 Richards, G., and Duif, L. (2019). Small Cities With Big Dreams: Creative Placemaking and Brand Strategies. New York NY: Routledge. p. 268. doi: 10.4324/9781351201193


 Rosentraub, M. S. (2010). Major League Winners: Using Sports and Cultural Centers as Tools for Economic Development. New York NY: CRC Press. p. 304. doi: 10.1201/9781439801628


 Rosentraub, M. S. (2014). Reversing Urban Decline: Why and How Sports, Entertainment, and Culture Turn Cities Into Major League Winners. New York: CRC Press. p. 413. doi: 10.1201/b17249


 Rowley, T. J. (1997). Moving beyond dyadic ties: A network theory of stakeholder influences. Acad. Manage. Rev. 22, 887–910. doi: 10.5465/amr.1997.9711022107


 Sant, S. L., Mason, D. S., and Chen, C. (2019). ‘Second-tier outpost'? Negative civic image and urban infrastructure development. Cities. 87, 238–46. doi: 10.1016/j.cities.2018.10.006


 Shibley, R. G., Schneekloth, L., and Hovey, B. (2003). Constituting the public realm of a region: placemaking in the bi-national Niagaras. J. Arch. Educ. 1, 28. doi: 10.1162/104648803322336566


 US Census Bureau (2020a). QuickFacts Columbus City. Available online at: https://www.census.gov/quickfacts/columbuscityohio (accessed March 15, 2022).


 US Census Bureau (2020b). QuickFacts Detroit City. Available online at: https://www.census.gov/quickfacts/detroitcitymichigan (accessed March 15, 2022).


 Wyckoff, M. A. (2014). Definition of placemaking, Four different types. MSU Land Policy Institute, Planning and Zoning News. Available online at: http://www.canr.msu.edu/uploads/375/65814/4typesplacemaking_pzn_wyckoff_january2014.pdf (accessed April 1, 2022).


 Xu, Y., Wong, I. A., and Tan, X. S. (2016). Exploring event bundling: the strategy and its impacts. Tour. Manage. 52, 455–467. doi: 10.1016/j.tourman.2015.07.014


Conflict of Interest: The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.

Publisher's Note: All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.

Copyright © 2022 Barry, Mason and Trzonkowski. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.



OPS/xhtml/Nav.xhtml




Contents





		Cover



		Arena-Anchored Urban Development Projects and the Visitor Economy



		Introduction



		Method



		Results



		Detroit, Michigan



		Columbus, Ohio



		Strategic Approach to Bundling Amenities







		Discussion



		Data Availability Statement



		Ethics Statement



		Author Contributions



		Funding



		References

















OPS/images/cover.jpg
, frontiers | Frontiers in Sports and Active Living

Arena-Anchored Urban Development
Projects and the Visitor Economy





OPS/images/fspor-04-912926-t001.jpg
Job title and organization

City of Columbus

Executive Director, Frankiin County Convention
Facilities Authority

President and CEO, Columbus Chamber of
Commerce

Director, Franklin County Economic and
Development Department

Business Editor, The Columbus Dispatch
Gity Hall Reporter, The Columbus Dispatch

Executive Director, Greater Columbus Sport
‘Commission

Director of Public Relations, Experience Columbus

Director of Events, Greater Columbus Sports
Commission

Director of Marketing, Greater Columbus Sports
Commission
City Auditor, Gity of Columbus

Director, Department of Development, Gity of
Columbus

Vice President, Planning, Architecture and Real
Estate, The Ohio State University

Associate Vice President of Business Advancement,
The Ohio State University

City of Detroit

Chief of Staff, Detroit Economic Growth Corporation
Chief Financial Officer and Executive Vice President
of Administration, Detroit Economic Growth
Corporation

Director of the Detroit Sports Commission

Director for the Department of Civi Rights, Inclusion,
and Opportunity, City of Detroit

Vice President of Sales, Marketing, and Sports for
the Detroit Metro Convention and Visitors Bureau

Projects Reporter and past Business Writer for the
Detroit News:

Elected Council representative of District 6, City
Council

Professor at University of Michigan

Dean at the Mike litch School of Business at Wayne
State University

Field of work

Gity administration 5
Gity administration 1
City administration 2

Journalismyprint media 1
Journalismy/print media 2
Non-profit 1

Tourism/hospitality
Non-profit 2

Non-profit 3

Gity administration 3
City administration 4

Urban planning

Facilty management and
operation

Gity administration 1
Non-profit 1

Non-profit 2
Gity administration 2
Tourism/hospitality
Journalismyprint media
Gity administration 3

Academia 1
Academia 2









OPS/images/crossmark.jpg
©

2

i

|





OPS/images/logo.jpg
' frontiers | Frontiers in Sports and Active Living





