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1 ABSTRACT

With the current rapid attainment of many citie®imegacities status a generic basis for clastificaf
urban areas could be misleading. This is baset@fatt that many magacities of the world espacthlbse
located in sub-Sahara Africa and South Americaoatg qualified as megacities on the basis of pdpria
only. These cities are among the most deprived whewed from many development indicators. Such
indicators where they rank within the lowest clagglevelopment ladder are imageability, charactetr a
texture of the urban landscape, quality of the mmvhent, standard of living, per capital incomegricy
level, level of infrastructure and social servicesyironmental sanitation amongst others. Lagas,ctse
study city is the leading city in the West Africanbregion in terms of economic vibrancy and popaat
The city built up areas is about 20000 hectarestoth about 52% is residential. While the status ajos
megacity could enhance the global attention andpsginy on the need to upgrade the life support
infrastructure and economy of Lagos, it is the viEwhis paper that, there is need to rebrand Lagasigh
regeneration in order to upgrade it into the rahkegacities particularly of the status and quaditof those

in Europe and the United State of America.

Among the major problems, identified by the papéitaing against the city top profile among gloluties

of megacity status are unsightly environments, higbel of blighted areas and slums, unorganized
commercial areas, invasion of the city streets dap¢he informal sector, recently emerging goodligub
mass transit system, poor state of electricity sygmor sanitation, general lack of open and ratoeal
spaces among others. Therefore, there is urgemt foeestrong political will on city-rebranding thugh
massive urban regeneration strategies in additothé on-going city wide planting and paving, pabli
enlightenment and participation on physical plagnimeavy investment on modern infrastructural fied
especially electricity supply, water supply, goarhds, mass bus transit and railway systems. Minimum
urban design standards should be enforced on gmsloAll these are to prepare the city for acddpta
character and urban image after which there shimaildiche services and products for which the cityhe
known globally. Presently, the only image and idgnof Lagos is her population consisting of grgssl
people in the low income class. A new brand of Isagith very strong and legible character can emerge
through city regeneration especially when the peector is involved.

2 INTRODUCTION

The city is a physical ecological organism evolvthgough the interplay of regulations and entrepuogial
activities. Thus the prospects of the city has gbuaeen difficult to predict despite the abundamicsocio-
economic and physical planning theories, and cdascdie rapidly changing society further complicaeg
attempt to predict the future needs of city dwsllend those who depends on the city services. Kaynat
to present the city for acceptability require tleed to consider alongside the less tangible ecanaocial,
environmental and cultural factors. With the reasarnpetitive nature of demands by city dwellergrehis
need to view the city as a tangible product, tgphekaged, launched, presented and delivered taahe
with emphasis on unique products and servicescasble of providing for mankind.

The packaging of a product is a strategic meanattodicting consumers patronage. This is applicable
tangible and intangible and products such as ss\and goods respectively. The intense global ctitigme
among cities to attract investments and goodwilstranking among prestigious places in the world hbell
for a more creative urban of presenting themsedgegood destination for of residences where theyheae
sense of place and stewardship.

The rapid advancement in technology, politics asmwhemic shifts have made reliance on historicaddgolb

of cities insufficient for them to maintain therghlerto population positions in the global scenlee Dpening
up of the economic front through globalization Ihasken barriers and integrate various parts ofvibdd
into a global economy and global finance systene World is now viewed as a unit on real time on a
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plenary scale. The factors of product are now filtgtrnetionalzed and fully interdependent thraugithe
world (Castells, 1992). The world is fast becoméniorderless entity at all levels of political adisiration
people, goods and services, trades, ideas andriafmm now flow across the borders with ease (Asaju
2002). Urban planning and city images are caugthisdynamics (Oduwaye, 2006). Therefore thereeexd
for more innovative, pragmatic, entrepreneurial padicipatory approaches to present cities inntigt of
these intense competition, in order to enhance thesition and survival.

To achieve this cities will have to use there histd strength, level of modernization, economistth
and potentials, environmental qualities, level eftwgity and equal opportunity policies, investment
potentials, adoption and compliance with the rdliaw political stability among others to carve iahe for
themselves in global reconing as places of attractThis will subsequently determine their desti@yder
cities appears to be in a better position to repgekhemselves to gain high ranking but the bucdenid-
age might cost them a lot to make appreciable &anmound as many of them particularly in developing
countries are ermeshed in poor urban imageabfhigh land use densities, poor state of environeodr
standard of living, low per capital income, poodustrial base, poor unfrastructure and social sesvand
disrespect for the rule of law.

Despite this situation these cities should be regged and presented to the world drawing on thiegngth
such as population, abundance of natural resourbesp labour and urge for development. These dHmmul
incentives that can be organized and presenteuetavorld as what these cities have to offer theldvdro
achieve this paper this present rebranding thraegkneration as a strategy, through which Lagastya
strategically located in sub-Sallara Africa can gesented to the world in order to attract tourestsl
investors to the city, thus enhancing revenue awittifisation of Lagos. The need for regeneratiohagos
is due to the fact that predominantly the builtarpas of the city are weak and dilapidated. Theyaigo
inflicted with many socio-economic, physical andvieonmental problems. Such problems include
conflicting land use, direlic buildings, sick andagidated buildings, unsightly cityscape, high Iding
density, invasion of the informal sector, infrasture failure to non-existence, traffic congestisquatter
settlements and slums, pollution (noise, dust, odand solid waste) and flooding. Sociological (o
include miscreant, crime and juvenile diligencegtay, and poverty.

The first settlers of Lagos were the Aworis in 14&4@d since then the city has grew into about 19000
hectares built-up area with about 18 million pofiakaconsisting of ever 300 ethnic groups and fprers
from all continents of the world. Naturally likeyaarban settlement a cities get order especiallhermist

of dwindling economy, inadequate and poor infragtice, they get more worn down and many areas will
outlive their usefulness, thus they are revigorakedugh urban regeneration in which they are repreed

to be able to cope with new demands and expectatidriban regeneration is not just about fancy Injsl

but more importantly is to create the right ecormrabcial and psychologically acceptable envirornnfien

the people. It is aimed at uplifting hitherto econcally and socially vibrant areas in the city, hvidue
consideration to the strengths and weeknenes® @it

In the case of Lagos the major strengths of the ioitlude the population, variety historical, ecorio,
geographical advantages, political and culturaltdge in Nigeria, the West Africa sub-region andie
African context. Lagos was the former capital og&ia, which was moved to Abuja in 1991. Despiie th
Lagos maintained her economic vibrancy and domi@aas the commercial nerve centre of Nigeria and
West Africa. Due to the global declining economiepomena, Lagos its having her fair share andighis
manifesting in the rapidly declining quality of thé&herto poor environment increase, in crime, ajpde of
infrastructural facilities especially power supplyater and waste management. To regain its deglinin
fortune in the mist of intense global competitionag cities this paper present strategies throughbhathis
can be achieved. The, paper presents the needitjobranding It also delve into the objectives and
components of urban regeneration which are claskifito social, economic, community and environraent
components case studies of city branding are ptedepecially on Johnnnesbury, (South Africa), Nykg
(Swedan) and New York (USA) Current urban regeinmnaefforts by the Lagos State government are
discussed and land use development of Lagos. Aletlwere used an basis of recommendations made
towards rebranding Lagos.

2
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3 THE NEED FOR CITY BRANDING

Increasingly, cities and urban regions compete witier places for attention, investment, visitatsgyppers,
talent, events, and the like Accelerated and iifiedsglobalisation has led to a situation where thain
competition is no longer the city down he roadher town across the bay, but where competitors lacep
(Anholt, 2002). And this global competition is ranger limited to the capital and big cities, it ndirectly
affects all cities and concentrations of urbanemitnts. Abrand is its promise of value, a prortlise needs
to be kept. Places are increasingly getting caoffhguard by unexpected and seemingly suddenssimft
competition and abruptly lose their historic pumpasg their competitive edge, be it economic, sooial
cultural. Branding ensures that places become emdin more competitive. Branding tends to redetfiegr
(places)’ purpose while ensuring that the worldneaabout them for the right and compelling reasons

City branding is a procesor means to distinguisityaon a global level by highlighting what is contously
authentic about a city. It is a promise to the wasbout the essence, character and identity otya ci
(Burgess, 1982). Cities need to brand in ordereteebbp the city in a global context and retainltyalty of
those investing resources in that respective Bitgnding allows for cities to clearly define andtiiguish
themselves from the next. Branding of cities themefhas the power to change perception by higliight
the positive and completely unique features oftwiniorder to attract investors, tourists anddatdbute to
the general morale of a city. City branding howegenot about modelling one city after another gty
brand, it is about tapping into the authenticityaodity and bring that distinctive essence tofifiea global
audience to understand.

Cities are competing for people’s lifestyles, andorder to do this successfully they need to mainsa
strong brand. Dying cities are weak in these aréasinstance, if a city possesses a bad brandamtags
difficult to shake that perception and change mubfpinion about the city. Place have long felt achéo
differentiate themselves from each other, to agkeit individuality in pursuit of various economjaolitical

or socio-psychological objectives. The consciodenapt of governments to shape a specifically-design
place identity and promote it to identified markeisether external or internal is almost as olcciag
government itself. Thus, any consideration of thedhmental geographical idea of sense of place must
include the deliberate creation of such sensesigfirplace marketing. City ‘boosterism’ as descrilvethe
many historical cases in Gold & Ward (1994) and &\d:1998) was not a new idea in the nineteenth cgntu
but a reaction to the growing competition betwelaitgs occasioned by the nationalization and glshtidin

of markets. However it was not until around 20 gesgo that there was a general acceptance thabpoom
(largely treated as synonym for advertising) wagakd activity for public sector management agescie
(Burgess, 1982), and that the systematic applicatib marketing was relevant to collective goals and
practices and thus an essential component of tigly sif places and their management. Equally pdgator
planners have long been prone to the adoption,useeand then consignment to oblivion, of fashiomabl
slogans as a result perhaps of their necessitgrigiece political decision-makers who place a ptambn
novelty, succinctness and simplicity. It is notmiging therefore that despite the appearance sihall
number of publications on the topic of city brarglin the last few years (Ashworth 2001; Hankins60D)
there is a recognisable gap in the literature wibard to the branding process of cities in general
(Hankinson 2001) and real case studies in parti¢diaholt; 2002; Rainisto, 2003). This is in cordtr#o the
increasing evidence in the press that brandinigaat as a concept, is increasingly being apptidddations
(Hankinson, 2001,)

De Chernatony & Dall’Olmo, (1998) identify 12 peespives on the definition of the brand found in the
literature. After a critical examination of thoseergpectives, they suggest that ‘the brand is a
multidimensional construct whereby managers augmeducts or services with values and this fatdia
the process by which consumers confidently receghénd appreciate these values’. The boundaritdgeof
brand construct are, on the one side the activitfethe firm and on the other side the perceptiohthe
consumers. The brand becomes the interface betiivesea two.

4 OBJECTIVES AND COMPONENTS OF URBAN REGENERATION

The basic components of urban regeneration incthdefollowing: community regeneration, economic
regeneration, social regeneration and physicalneg¢ion components. However, these are done &r tod
achieve the following objectives: to build confiden vibrantly and sustainable communte, improve
environmental qualities, create new and efficiamdn®mic activities, improve socio-economic inteignat
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eliminate barriers to resources moblization andiap@equalities. Also regeneration will createasal
cohesion, aesthetically pleasing environment arehjaate infrastructure. The community improve, while
waste of resources will be eliminated, with adheecto the best use of land. Such area hithertavéspwill

be more attractive to investment thus raisingstamdard of life of the people. To achieve all dheve the
aim of any urban regeneration vision should tatgetmost deprived areas, promote partnership igulit
statutory, community, voluntary, private), commitrh¢o long term development of between 7 — 10 years
integrated approach involving community — socigcenomic and physical programmes, focus on results
order to learn from success and not to duplicataré responsive to local circumstances and hanang
linkage with the programme of local authorities.

5 CASE STUDIES

While research works on city branding is scantyepsive literate on product branding exist. Also
considerable case studies of city branding effexists in different parts of the world. Therefotleis paper
presents case studies efforts of city branding wploich it relate these situations to Lagos, the oftfocus

of this paper. Specifically case studies examimedhe paper are on the following cities: Johannesgsbu
(South Africa), Nykoping (Sweden), and New York @)S

The city of Johannesburg decision to brand itsethe late 2001 considered what sort of businesssaor
will most desire and what areas or features, wiltuirn be attractive to them. The city set out tcoupy a
leadership city status in Africa. To achieve thivrand-based investigation to determine how thg cit
presented itself and how it was perceived arouadmbrid was conducted. The findings of the studg wet
positive. In term of infrastructure the city scoréibh, residents were there because of investment
opportunities but the city was full of crime dimdapoor cultural landscape, with no significant Marlass
entertainment. One of the options considered wash&mge the name of the city, possibly to an Africa
name but the research revealed a strong familianitgt affection with this city inform name, Joburg.
However, the report recommended the need for vigealtity sought to reflect the creativity and ¢&oient,

of the city with the flow of the type face (MabuadR007) The Jogurg’s exclamation point, compristhg

be represents Joburg’s famous landmark, the Hillbimver white the logo’s golden point represents th
heritage of Joburg as a gold mining town. The nidentity was introduced on the international stagéhe
World Summit on Sustainable Development in Sept2007.

In the case, the Nykoping, Sweden her new imagdées described as the transformation of a an ongmo
city profile into a clear —cut city brand (Kavaratand Aohworth, 2006). Nykoping was primarily sgbto
serve as resident town for people working in Stotikhin the 1990s, located at a distance of about 75
kilometers from Stockhom. To sustain this, deliberafforts were made to change the outer world’s
perception of Nykoping from a civil servant towntlvan image of a city with living conditions beyowtiat

an average Swedish town offers (Smidt-Jensen, 200@) core qualities of the town are the good life,
sea and limitlessness, all of which are displayeddvertisement in various media such as newspdgers
style magazines and websites for housing and liviiifp a special permanent government department
established to manage the project of selling NykgpiThe city municipality also signed a ten-year co
branding agreement with Ryan Air, in which the ia&l places Nykoping banner on Ryan Air website,
aircraft seat pockets and www.Noykoping.orgis wntbn Ryan aircratt.

New York, USA original strength were on her economind trade strengths which attracted residents and
million of visitors into the city New York has veistrong conflicting vision, of being a monumentél/ c
built on a grand design and a commercial hub lspitintaneously on capitalism and democracy. Théeeearl
1970s recession led to New York decision to prontotgism to help offset a recession during which a
campaign logo “I love NY” was created. At the satime the city authority clamped down on crime all
which led to New York emergency as a good, temgtateities to rebuild their bad brand images.

6 CURRENT REGENERATION AND REBRANDING EFFORTS IN LAGO S

Currently there is imprecedented strong politicdll at improving the image of Lagos from many frent
First is the willingness of government to upgrdlde quality of the environment, improve securitydan
transportation. These are the primary focus ofgihernment and there are visible evidences of pesgin
these areas. Little emphasis are being placedhar otitical areas that could contribute to makiagos an
investment and tourist destination such as powpplguand titling and access to land, reorganzatf
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squatter settlements, slum upgrading, improveménstandard of living, population redistribution, rpe
capital income improvement, improved social seryi@vironmental sanitation, amongst others.

Specifically on the improvement of the environmémére is an on-going citywide landscaping which
involved planting of trees, shrubs, grassing andnga This is mainly along major roads. Also maogads

are under rehabilitation. Ironically the exercismuired the demolition of illegal structures esphyi
commercial areas along these roads. Many organisellets are being demolished in order to improee th
quality of the environment and improve road traffiows as most of these markets are located at road
intersection, and traffic nodes. They are usuatinhated by informal trading activities; thus theg made

of temporary structures.

The level of security in the city has improved dere is are many collaborations between the police
authority, the state government and the privatéose€he community development associations are ials
collaboration with the Nigerian Police an Secuntgtters. The Lagos State government and the oeghnis
private sectors continue to donate vehicles, coniration gadgets and other equipment to assist alieep

All these has enhance the security profile of Lagos

In the areas of infrastructure only improvementha road traffic has been done in the recent tidtber
means of transportation has not witness any meaniilgprovement such as rail and water transpone T
Bus Rapid Transit (BRT) system was introduced atlat years ago in which exclusive road lanes are
earmarked for the BRT buses along major road incttye This hasbrought same level of sanity inte th
public road transport system as many, commuter m@fer to use the BRT buses who hitherto commute
with their private cars. Therefore some levelsgbliovement an road congestion can be observed.

In other areas of infrastructure, no meaningful nonpment can be observed in the recent time. Power
supply is still erratic where it is available whités near non-availability in many areas. Watapy is not
available except in the old winner —city areas. $hb-urban areas depends on private bore-hole atet w
vendors for untreated water supply.

Despite this the Lagos economy has a lot of paikttiserve the Nigeria economy. Lagos is reputdtht/e

the largest stock exchange in West Africa. It haey 000 industries concerns, 10000 commericaluresf
home to most corporation headquarters in Nigerigelecoms and media hub and about 224 vehicles per
Kilometer (Lagos Tradinvest, 2008) Unfortunately tbity is bedeviled with daily water demand gap of
2.5billion 6litres and 3000MW power deficit (Lagbsadeinvest, 2008) The city generate over 65% o¢fi&/a
Added Taxes revenue to the nation, contribute 30%@R, consumes 60% of energy generate 50% of port
revenue and 82% of international air line depagurdl these are indicators of the high rank peofilf
Lagos in the Nigeria context.

Despite the profile at Nigeria context, Lagos $4iff behind at African level and the city will fuitddifficult

to compete for a place at the global level duectodeficiencies in critical areas that could malattractive

as investment and tourist destruction. Areas wihgention will be required in order to bring Lagoso
reconing at the global level will include the fallmg: improvement of power supply, reorganizatidn o
squatter settlements, slum upgrading and stricticgtipn of town planning regulations, improvemaexit
land titling and access to land, creation of empiegt opportunities and encouragement of standard of
living, population redistribution, raising per ctgbiincome, improvement of social services and tgne
environmental sanitation. Lack of all these basieds places Lagos at the low position in globgl mibfile.
However this paper is on rebranding of Lagos thhotegeneration. Therefore the need to repackage the
image of the city through settlement upgradindnésrmain focus of the recommendation of this paper.

7 REGIONAL CONTEXT AND DEVELOPMENT OF LAGOS

Lagos is located in Lagos State, one of the 3@stitat constitute the Federal Republic of Nigdragos
State lies approximately between longitude 20428 Etitude 6022’'N.and 6052’. The state is located
the South-Western part of Nigeria with the southgoandary of the state framed by about 180 kiloenetr
along Atlantic coastline while the northern andteasboundaries are framed by Ogun State (figuardl2).
The Republic of Benin formed the western bound@he state is the smallest state in Nigeria in lareh
with an area of about 358,861 hectares or 357 frs(@ddumosu, 1999). This represents only 0.4 perakent
the entire area of Nigeria. This size accommodabesit 10 percent of the entire140 million approxana
population of the Nigeria. The state is also thestnwbanized in Nigeria (Ayeni, 1979). Only aboupédy
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cent of the state total population live in ruradas. This has serious consequences on land usgngan
the state especially in urban areas. It also hegt gmplication on infrastructure. Ironically extdépr Abuja,
Lagos stands out to be the best served with iméretstral facilities in Nigeria yet it is where tleetacilities
are most inadequate due to the high populationityefifie state is also the most affluent in spitésosmall
size.

Lagos metropolis lies generally on low lands, vatiout 18782 hectares of built-up area. The appratém
population of this area is more than 18 millioneTgrojected average population density of the {upilarea

of Lagos metropolis in about 20,000 people per smkidometre in an emerging African Megacity. Two
dominant religious groups in Lagos are Christiarfsctv constitute, about 54.6%, while the Muslims
constitute about 44.33% (Odumosu, 1999). The belaricl.1% represents the percentage population of
other religious groups.

According to the Master Plan for Metropolitan LagbPML) the urban land use was approximately 172
square kilometres in 1985. (Master Plan for Mettibgo Lagos, 1985). Current land use distributidn o
Lagos shows that residential areas occupied alfifi#t Bectares (52.1%) of the total built-up aretnefcity.

Land Use Land Area Occupied (Hectares) Percentage of Dexedop
Classification

year 1976 2008 1876 2008
Residential 8939 9669 51.9 52.1
Commercial 821 1021 4.8 55
Industrial 1444 1448 8.4 7.8
Institutional and Special Use 2366 2784 13.7 14.0
Open Space and Recreation 453 520 2.6 2.8
Transportation and Circulation 3205 3340 18.6 18.0
Total 17228 18782 1000.00 1000.00

Table 1: Lagos metropolitan area land use strudtut®©85 and projected land use structure by tlae 2608.
Source: Metropolitan Lagos Master plan, (1985) VRg.106 and Authors projection, 2008.

Lagos is not only the leading commercial nerve reeif Nigeria but also that of West Africa. Lagos
metropolis has the potential of becoming the legqdidrican centre of trade. Many areas specifically
earmarked in the 1985 master plan for metropolitagos for commercial development have not been
developed. This has been due to the low level ohemic activities in Nigeria generally. Lagos iggently
characterized by commercial ribbon street developnseich that virtually all high-density areas ame i
chaotic state with indiscriminate mix of commergiaht industry, transport and religious land usgéke
phenomena of chaotic land use mix deserve spdtgdtion in any future regional and master plaresoh

of Lagos. Also, existing commercial places espbciabrkets mainly under local government admintstra

in the city area being expanded without due compkawith appropriate planning regulations suchas c
park requirement, set-backs among others. Exidtidgstrial premises are characterized by sealed up
factories, factories being converted to mere waue® and to religious worship centres especiallyattes.
The few operating factories are not operating dtdapacity. The implication of this is that thenas not
been remarkable industrial land expansion in the ci

Road network in Lagos can be classified into thm@ad types namely the expressways, major artedals
and other roads which serve as access and colleatds. Existing express roads are Ikorodu Roadstévte
Avenue-Agege Motor Road-Abekuta Express Road andpAfDshodi-Oworonsoki Express Road. The
complex network of bridges on the Lagos Lagoon egtwarious parts of the Island to the mainlandhwit
the most important line being Eko Bridge which cettis the Apongbon end of the Island to Apapa, ljora
and Surulere. The carter Bridge links the commeroige of Idumota on the Island to Oyingbo in the
mainland with a length of about 11/2 kilometre. TiHerd Mainland Bridge completed in 1991, is abb0t
kilometres long. It is reputed to be the longegdd® in Africa. It links the Oworonsoki end of theinland

to various parts of the Island of Ikoyi, VictoriacaLagos Islands. The Lagos-lbadan Expressway tisen
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northern boundary of the metropolis. It serveshesrajor link of vehicular traffic out of Lagos tther
parts of the country. Two airports serve Lagos, tslarMuhammed Local and international airports with
both of them located at Ikeja the capital of La§bate. Also two major seaports serve Lagos. Theytts
Apapa Wharf and the Tin Can Island Port. They ath bnked with the Apapa-Oshodi Expressway.

Existing parks and open spaces can be found alagpd Marina which has been blighted by the
construction of hard concrete fly-overs. The beaatfeBar Beach, Lekki, Badagry are areas that shbel
improved. A few recreation grounds and local pdrige been developed in recent times by privatesclub
social and non-governmental organizations and npaivate residential estate developers. These rethewe
efforts should be sustained through sincere govemracilitation effort. There is a renewed effbyt the
current government to improve the landscape gealitif Lagos which has commenced with area wide
planting, paving and placement of landmarks antpfiates in strategic locations within the city.

7.1 ENVIRONMENTAL, SOCIAL AND ETHNIC COMPOSITION CHALLE NGES IN
LAGOS

Physical and environmental challenges in Lagosudelconflicting land uses such as the infiltratafn
commercial land uses on housing as the case irmd-éstvn; compete succession on Allen Avenue and
Awolowo roads; poor aesthetics and unsightly ciys; high building density and high rate of buigdin
collapse and invasion of informal shanties in p&thmareas. Infrastructure problems include narrod an
poorly constructed roads, mostly without provisifam drainage, other environmental problems include
traffic congestion, pollution (noise, atmosphermc avater), flooding and ocean surge etc. theselgmubare
particularly prevalent in areas that are inhabitgdhe poor. Due to the rapid population expansiad rapid
urbanization being witnessed in the metropolis, anpeople, especially the poor inhabit ecologically
vulnerable areas such as ijeh, Amukoko, Makoko aysbothers. Atmospheric pollution is high in Olusos
and Ojota; Ajegunle and Orile are prone to floodimlgile building collapse is high Ketu, ebute Metta,
Ajegunle and Orile. Although the Lagos State PubHkalth Bye law recommends a room occupancy rate of
2 persons per room, as at 2004, occupancy ratgsfian 1.4 in low density Apapa to 3.6 in medium
density Surulere and 8.0 in high density Mushin.

Prevalence of miscreants, crime and juvenile dakngy, ethnic clashes, high population densityitipal
violence, public ignorance and apathy, environmnidmalth crises are common. Environmental healgesr
are quite common in low income areas. High incigeoicsexually transmitted disease were recordeddan
low income settlements of Ipodo-lkeja and Tolu-Ajae (Nwokoro and Okusipe, 2002).

Environmental management challenges include ldgisldottlenecks, technical inadequacies and léck o
appropriate manpower, lack of public participatard corruption, Furthermore, the loopholes in thgds
Use act of 19878 are yet to be revised, closereetdecades later; selective implementation ofutiEan
and Regional Planning Land of 1992, paucity of jeal officers on the field and the inability of
government to remunerate workers adequately. Corntynparticipation is also not fully implemented.
Planing is still basically “for the people”, rathdéran being “with the people”. There is an overtap
functions and activities by all levels of governiseand consequently, friction, conflicts and wastpublic
funds.

Mabogunje (1968) also notes that the diversity tinie composition of Lagos favoured massive
immigration into the city. Odumosu (1999) notest tbhthe estimated 9 million population of the citbe
Yoruba migrants from south-western Nigeria accdant61.31% while the other ethnic groups in Nigeria
constitute 20.96%. People of other West Africanntbas such as Ghana, Sierra-Leon, Liberia, Beninm
Cameroon and other African countries also resideLagos. Citizens of European origin, Russians,
Americans, Germans, Japanese, Indians, and Lebanesgg others also seek residence in Lagos. Ethnic
enclaves had developed in Lagos prior to nationdépendence in 1960. These areas have retained the
identities and have grown to be influential in #teucture of the city politics, religion and socgattling
compositions.

It was also discovered that in some of the corasasnd high density neighbourhoods problems of land
titing and tenure are evident. Most dwellers hare actually squatters and they have settled isetlheeas
for over five decades. Government being aware isf ih reluctant to provide basic technical and aloci
infrastructure in some of these areas as a waystmukage people from consolidating their falsauten
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Therefore many of these areas have deterioratedténtible slums and major urban renewals of total
clearance might be required. In addition many eséhslums are within water catchments areas. Uttiser
complicates development as most of the dwellersuagble to muster the resources to develop such a
difficult terrain to the standard approved by pliagniaw.

Based on its high urbanization rates and denselaiiqn the poverty level in the Lagos Metroposjuite
high. UNDP (2003) estimates that 51% of men and #%omen resident in Lagos live below the poverty
line. Lagos is simply the biggest node in the sjtamin corridor of 70 million people that stretchHesm
Abidjan to Ibadan: probably the biggest continutactprint of urban poverty on earth, (Davis, 200Bhe
urban scattered around the city and are predontinamgaged in informal economic activities which
encompass a wide range of small-scale, largelyeseffioyment activities.

8 RECOMMENDATIONS

despite all the problem of Lagos, the city remdirescommercial hub of Nigeria and the West Africa-s
region. This places a lot of burden on her as &satter on which other urban dwellers from ciiesoss
West Africa will be looking up to as a role mod€he population of the city appears to be a burdemeo
but this can be turned into an asset. Unfortunatetythe city with relatively low standard of livin
significant illiteracy level, low income, apathy sightly environment, high proportion of blightedeas,
squatter settlements and slums, unorganized corahareas and invasion by the informal sector syer0
just emerging acceptable public road transporiesyspoor and erractic power supply, poor sanitajmor
social services, poor water supply and lack of oizgd open and recreational spaces it will be dnillupsk
for any attempt to prop-up and brand the city flabgl acceptability. Despite this difficulties, tihheed to
brand the city for global acceptable level is itaie. If this is not done the city might be h@ssly be left
behind in the global city survival race. This wiltht only negatively affect Nigeria but the wholetioé West
Africa. Therefore deliberate attempts are requiedmprove the image and enhance the city poteitial
contribute meaningfully to regained development.

To achieve this, the regional paper is recommendiagpr regeneration strategies as means of rebrgndi
Lagos to acceptable global reconning. This will anty be achieved through improvement of public and
private neigbourhoods, it will involve a whole lot socio-economic, legal and environmental straegis

all these are interrelated for any meaningful ptglssustainable upgrading to be achieved.

Specifically areas of focus through which Lagoslddae branded to give it leverage to an acceptgloleal
level are outlined and discussed below:

» Sustainable political will

e Creation of unigque brand logo

» Data acquisition

« Establishment of City Branding Management Agency

e Massive Urban Regeneration

e Public Enlightenment on planning standards andrudassign
» Consersus building with the public on areas oft@si

¢ Land titling and access to land.

« Investment on modern infrastructure (commerciahsyrelectricity, water transports, road transport,
rail transport, telecommunication and flood conatl waste management system

¢ Reorganisation of the informal sector.

* Event marketing

» Creation of condusive business climate.
e Co-branding (city-product-service niche)
» Security to life and properties.

* Rule of law and political stability.
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* Funding

As stated earlier, any effort to improve the qyaldind physical image of the city can only be aokiev
intergrated and through due consideration to th@akoeconomic, legal and the quality of informatio
available. The method of packaging and presematfahe end product to the world is also of syate
importance. It is on this note that this paper uises other areas that should be exploited in toderake
far reaching progress in up-grading the profilkafos at the global level.

First is the need to sustain the current politie#ll of the government. In the history of Lagosetl has not
been any government regime that has gone thisofearts the beatification of Lagos than the current
government which came into power about two yeaos ®@gthin the last two years remarkable achievement
has been recorded in uplifting the physical quabty_agos through landscaping, city beautificatiomad
rehabilitation and neighbourhood upgrading throtgad and drainage improvement. Therefore thereésin
to enact laws that will make it mandatory for therent and subsequence government regimes to centin
the face lifting exercise of the physical imagd.afjos. This could involve the establishment of L@ty
Beautification Agency with specific mandatory resgiilities.

The need for the creation of a logo that will enpass the new vision of Lagos is necessary. This wil
present Lagos to the world like any tangible pradhat could be purchased. The launching of th@ log
should be during a major international event pdgsibhedule to take place in Lagos. The forthconfitieA
Youth football competition in Nigeria is such anpoptunity during which Lagos can be branding with a
logo as an event and investment destination tavtiwe world and this should be sustained througtuah
hosting of events of similar status. Hosting oftslamo on popular websites in the internet, adsentient of
the logo on global television and radio statiamsywspapers, magazines, airlines and similar hidbagé
media will go a long way to present Lagos as amstment destruction, thus enhancing the city rexenu
drive from which revenue required for regeneratian be realised.

Currently, the city database is very weak and ratisn the data available are not reliable. Theeetbere is
urgent need for current data acquisition as no mgén solution can be profer without through grsas of
approprixate and reliable data. This is one ofrtisgor weaknesses of the city as most current sffare
based on the experiences of consultants and goeatnagencies. The complexities of the variables
influencing the city growth and potentials cannetrbsolved through mere personal experiences. &ad n
for appropriate date cannot be overemphasized. Gatehshould be developed from basic observati@s un
at the level of neighbourhood, wards, local governtrio the city wide level.

The need for specific agency to undertake the refimg project of Lagos will be required. This camih

form of the establishment of specific agency whasle responsibility will be the rebranding and exem

of projects that will positively sell Lagos to thwrld an investment and event friendly city. Thigacy will

be in charge of city beautification, mobilizatiori mesources required for such exercises, encourage
organizations to support events that will draw pedpm other parts of the world to Lagos. Suchrnese
could include sports cultural activities, tradér,féeauty pogents, conferences, music entertainrmed
home video soaps..

The physical outlook of Lagos and level of infrasture are of utmost importance for the city toabée to
compete with other cities, therefore the need fastainable city upgrading and regeneration is very
important. Presently almost sixty percent of theylation of Lagos are classified an slum dwellésgpbs
Megacity Report, 2006). Lagos slums can be claskifito three types based on their geographicatitme
and historical antecedents. They are slum locatecentral areas with high land values and commilercia
activities strength such as Lagos Island, Oshodingst others. The second category consist of lased
slums on magirnal lands, with the largest numberd e third group consist of water-based slums.
Unfortunately many of the property owners on th&tems, occupy such land on lease with no exping dat
from their original land owners or are squattinggmvernment land. Therefore there is need to psothdse
slum dwellers with secured land titles, so thatythan have access to available financial instrumémt
upgrade their properties and pay appropriate ptppaxes to government which will be used to upgrad
slum conditions. To achieve this their is needdarticipatory planning strategy that will involveet people

in determining the new layout of their areas, piiation of infrastructure and services and thailingness

to contribute to the cost of providing such fam#t
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A major challenges at regeneration in Lagos willthe delimitation of areas designated as in dirsdnaf
regeneration which was officially 42 in 1984, by0B(t has grown into 100 With the identificationareas
where regeneration is urgently required, theredsdnfor public englightment an the planning process
planning standards and acceptable urban desigmlastis) thus a participatory approach involving the
stakeholders should be the model to be adopted.ekenyreasonable the approach adopted, there avill b
need for financial resources for all stakeholdergontribute. Since the people are majorly in poer
income bracket, there is need to organise finame&ituments that can easily be accessible byltime nd
owners in which the land itself can serve an cetldtand building to be constructed on such lamilshbe
able to pay the mortgage loan. This leads to tleel @ rezone lands in slums so that they can accolata
more dwelling units in order to be able to reaérmugh money to pay the mortgage loan used toldebui
improve such properties. Also land owners in bkghtareas and slums should be enlightened and
encouraged to patronize property developers as hlaeg more skillful in property project packing and
management.

In a development involving regeneration a varigtynterrelated issues will be involved and manytteém
will be of priority, therefore there will be need streamline these priority and this can be suéalissione
through consensus building with the public on akdgsriorities so that all parties will be carriatbng and
fulfilled during the course of executing the regatien scheme.

The need for regularization of land titles and makeess to land less cumbersome as this is vemyrien
because land and secured title are required for megningful development. The current level of
infrastructure in Lagos is far below acceptablendtad in visually all areas of infrastructure ramggirom
social and technical infrastructure. Formal madeeias in Lagos are not properly organised and iajufr
them developed organically due to the central asdbhhpositions of them. The condition of there netsk
are complicated due to the emergency of the informarket stands, thus they exhibit high level of
degeneration unsightly landscape, conflicting a@ntis, pollution and spots where miscreants usetheis
base to launch their negative operations. Thenegent need to organise Lagos formal and informekets
and trading streets to fit into the cityscape.

Conclusive business climate should be created ¢towage investors especially foreigners. This shoul
include the improvement and sustainability of thwerent security system. The policy of government on
industrialization and business activities should db&ble and transparent. This should also invohe t

adherent to the rule of law and political stability

The population of about 18 million strength of Lagmuld be turned into an asset an this will prexadpool
of patron to major global events in the city. Effoshould be made to stage events that will atghkodial
attention to Lagos. Such events could be sporigjrail festivals, conference amongst others. Swsfaks
hosting of such events in Lagos will leverage ¢hg among cities with pedigree to host the wotld)s
presenting Lagos as a peaceful, pleasant and eagaibynvibrant city with sound infrastructure.

When all these are put in place, there will beHertneed to co-brand the city with specific sendceand
product for which Laos will carve a niche for itselTo achieve this emphasis should be an quality,
reasonable cost, timely and efficient delivery wéls services or products.

The role of funding cannot be overemphasized, toerethere is need to put in place alternative fugd
windows. This could range from full funding of peojs, events etc by government and her agencies and
various project delivery methods which could in@utie Build-Operate and tranfer methods, Build-Own-
Operate method, accessing funds from the capitakehabond and debt instruments, funds from bikdter
and multilateral development agencies amongst stiMany land based development funding strategias ¢
be employed especially in infrastructure developmiemugh developers exaction and value captuigir
unlocking the hidden values of government acquireased and dormant lands in the city.

Urban regeneration opportunities and rewards testors in Lagos is quite abundant as over 60% gb&a
built-up areas is slighted, and more than 100 lonaire due for regeneration, all road interchangess are
currently occupied with illegal and informal markethile all major road setbacks have been turnem in
commercial corridors. To clean up these locationsl wequire innovative, financially rewarding
development strategies.

However, the need for urgent city-wide regeneratibhagos as established in this paper will requiss|
organised setting, based on skill and ethical ssker this to be achieved this paper suggestsadild for

B
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formal registration of interested corporate outfiith the Corporate Affairs Commission as limitéability
companies with urban regeneration an their soleigctThe activities of such companies should at&o
guided through the formation of urban regeneratissociation, with specific requirements to be Helfi by
members and companies involved in urban regenaradilso there is need to commence formal training a
higher institutions of learning in Nigeria to trgieople on urban regeneration especially atsctmalh as
University of Lagos, Lagos State University, Yaball€ge of Technology and Lagos State Polytechriic al
located in Lagos.

9 CONCLUSION

This paper central theme is on the need to reldragds in the face of her dwindling fortunes. Thotigk is
a global phenomena but the stiff competition amcitigs as they are regional status symbols andsyiakd
for measurement of success and failures of regionghich they are located call for greater reseanth
how cities can repackages themselves to be alslerte this role civilization bestowed on them. Lagank
among the first three Africa cities in terms of pepulation. Despite this the city ironically fsetmost well
developed in terms of infrastructure in Nigeria liststandard of living is very low when viewed ritdhe
global level. As revealed in this paper, the glizion concept has opened up the national andnemts
borders, whereby places are now measured withltdimlgscale Lagos as at the very low rank, in teofns
her economic, social, infrastructure and otherddaah of living and environmental quality indicatémsiong
world twenty sixth negacities in terms of populatishere, Egypt also ranked ninth. All these rasést of
question beging for answers, this paper highlighted social-economic, physical, environmental, uralt
and political problems confronting Lagos and iupon these that the paper present the need faarmeing
Lagos through regeneration an this appears togmessible means through which the city could imprihes
physical structure while it will also be made attinge for the global positioning contest.
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