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The GSCID strategic development framework 
report consists of three sections.

1) The principles

2) Contextual analysis

3) Project actions



An inspiring, exciting and vibrant learning district that 
supports innovation, research and development whilst 
building strong local partnerships.



GSCID Area

City of Cape Town

Stellenbosch

Western Cape
South Africa

Gauteng

Kwazulu-Natal

A huge human resource 
that offers a lot more than 
a market for cheap beer 
and take-aways

The GSCID area 
includes UCT 
(Africa’s best 
university), CPUT, 
colleges, schools 
and early childhood 
development



Greg Clark states that cities need to compete for 
investment, visitors, talent, events and 
attention. 

The city needs to communicate what it offers.

Geographical spaces can be branded. 

‘Cities with distinctive characteristics, be they 
economic, cultural, environmental or life style, 
will attract the best companies and people.’ 
Visdeloup (2010)



Clark states that the difference between marketing 
and branding is that marketing uses consumer 
wishes as its guiding principle while in the case of 
branding, a chosen vision, mission and identity play 
a role. 

A successful city brand conveys an emotional 
element as well as intangible mood responses to 
being in the environment.

Learning district is inspirational, forward-looking, 
positive and constructive – you feel the possibilities.



• City branding highlights what differentiates a 
city from its competitors.

• A branding identity is the result of 
collaboration and is the shared responsibility 
of all stakeholders.



Stakeholder Learning History Quality spaces
Residents Opportunity for learning at 

UCT; UCT Summer School; 
Theatre, Irma Stern

Heritage walks; Irma Stern 
Museum

Access to mountain and 
river trail; public squares for 
socialising

Students Opportunity for learning at 
UCT, colleges, CPUT; 
emphasis on ideas

Past brought to life with 
information boards and 
heritage orientation walks

Well-designed spaces for 
interaction, discussion, 
Woolsak park

Business Incubators, hubs; bringing 
ideas to the market; advice

Heritage walks bringing 
business to the area

More social interaction in 
public spaces brings more 
people to the 
shops/businesses

Children Schools; theatre; Irma Stern Heritage walks brings past to 
life

Demonstration parks 
teaching about 
sustainability; green parks 
and places to play and ride 
bikes

Elderly Baxter theatre music 
programmes; UCT Summer 
School; never too old to 
learn

History acknowledged; 
events organised e.g. at St 
Paul’s, to celebrate the past

Spaces that are safe to visit 
and in which to socialise



WORKING 
PARTNERSHIPS

Co-design, collaboration 
and co-implementation 
of projects that 
contribute to a shared 
vision.

CLEAR LOCAL IDENTITY

Highlighting the 
strengths to build a 
strong local identity that 
attracts locals and 
visitors to support the 
assets in the area.

QUALITY PUBLIC SPACES

Safe, clean, well 
designed and tree-lined
public spaces with 
comfortable seating and 
public facilities for 
interacting with others.



Shared and lived 
vision  

(building on assets)

Vibrant, mutually supportive
(arts, history, entertainment, 

innovation and learning)

Attractive streets/street life
(events, community life, street 

activity)

Programmed and promoted

(historic trails, signage)

Attractive environment –aesthetics
(flowers, trees, paving, street furniture, housing, natural systems 

enhanced, design and planning framework )

Welcoming public space

(access, managed, maintained, quality finishes)

Clean and safe

Messy, dirty and unsafe 
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The learning 
district:

•Partnerships
•Identity
•Quality





Mowbray

Bold heritage, banks and
braids

Rondebosch

Eateries, education and
energetic student life

Newlands

Sports, schools and

stylish living

Mowbray

Mowbray

Mowbray

Mowbray

Rondebosch

Rondebosch

Rondebosch

Rondebosch

Newlands

Newlands

Newlands

Newlands



STRENGTHS WEAKNESSES

• Rich history
• Good location
• UCT
• Schools
• Active citizens
• Rail/bus/taxi access
• Mountain backdrops
• GSCID
• Liesbeek River
• Diversity

• Perception of danger
• Homelessness
• Lack of well-designed public spaces
• Neglected river due to homeless and 

perceived/real danger
• Neglect of some buildings
• Congestion





“Transform a community, helping 

people harness their creativity”



“Potential to serve as the heart 
of the area”



“Let’s draw inspiration from the 
Greenpoint Urban Park” 



“Create a sense of place 
through partnering with 

artists”



“The olive grove could be designed as a 
quasi-public space”



“A circular walk linking St Paul’s Church to the 
entrance to the Liesbeek Trail Town”



“The area is rich in history, educate the 
community about the past.”



“The Friends of the 
Liesbeek work along the 
river but need help with 

projects”



“Building on the strengths that 
already exist in the area”



“Bravely create a stir and a buzz”



“Be innovative and inject a sense of fun 
into the neighbourhood”



“Thousands of people cycle, walk, run, exercise and 
relax along the streets of Bogota”



“A public space that welcomes 
students wanting to relax or eat 

lunch”



“Food trucks bring an atmosphere of 
fun and relaxation into an area”



“The city of Shanghai converted 500 former 
telephone booths into WiFi hotspots”



“Make signage welcoming 
and understandable.”

\



“People want to connect with 
other living systems.”



• Build a local identity of a learning district

• Build partnerships to co-implement projects that 
support the learning district.

• Create quality public spaces for social interaction 
and community building.

The Strategic Focus is to: 



GSCID to manage a network of networks. To be the single window to the GSCID 
area but to support each separate network so that they are responsible for, and 
take ownership of, the project tasks.

Van Gelder (2008) provides lessons for city brands:

• There is ongoing responsibility and commitment to developing and funding 
the brand.

• GSCID must adapt and welcome new members/partners.

• The strategy must be continuously appraised.

• GSCID must mobilise the community to carry the message and support the 
brand.

• Events, actions and investments must demonstrate the brand.

• GSCID must enable this through the way it is structured and run as an 
organisation.

• Key role for GSCID staff as “brand ambassadors”.


