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Surprisingly little work has examined the role of city marketing in the development and promotion of
gated communities. Here, I examine how the municipal government of Guaynabo, Puerto Rico reshaped
the town’s spaces, facilitating the emergence of gated communities beginning in the 1980s and contin-
uing today. I argue that, during the last decades, city marketing has been used as a tool by the munici-
pality to attract people who are of a higher socioeconomic class. Here, it is suggested that city
marketing is an important factor to consider when analyzing the emergence and proliferation of gated
communities. Moreover, the gated communities literature will benefit from examining the role of munic-
ipalities in seeking an explanation for this growing urban reality.

� 2011 Elsevier Ltd. All rights reserved.
Introduction

During the late 1980s and early 1990s, gated communities be-
gan to proliferate. In Puerto Rico, gated communities have in-
creased since the enactment of Law 21 in 1987, which allows for
the legal gating of existing neighborhoods in the country. However,
despite the increase in gating, little attention has been paid to
understanding how gated communities influence the lives of Puer-
to Ricans or how the Puerto Rican experience fits within the gated
community literature. Unlike other regions, Puerto Rico has devel-
oped a robust culture of gating that has been influenced by Puerto
Rico’s colonial status. Here, I argue that in Guaynabo, Puerto Rico,
gated community developers and the municipality have worked
together to develop a city marketing campaign that prominently
features the use of the English language and aims to Americanize
the city.

The following article will review and challenge current explana-
tions and characteristics of gated communities. To support these
challenges, I will present the case of Guaynabo and describe how
city marketing has been a driving force behind the recent develop-
ment of gated communities in Puerto Rico. I propose that the mu-
nicipal government is an active facilitator of gated communities
through its collaborative efforts with developers and by making
use of a city marketing campaign. The role of city marketing as a
promoter of gated communities is proposed as a contribution to
the gated community literature.
ll rights reserved.
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A brief history of Guaynabo and Puerto Rico

Puerto Rico is an island located at the eastern end of the Carib-
bean, the smallest of the Greater Antilles. The Spanish arrived in
Puerto Rico on November 19, 1493, and the first colonial settlement
was Caparra (located in present day Guaynabo), which was estab-
lished in 1508. With the support of the Spanish Crown, Caparra
was deserted for a new settlement in 1521; today’s Old San Juan
(Rodríguez Villanueva, 1984). Guaynabo was established as a per-
manent town in 1768 and, because of its proximity to the capital city,
it assisted the emerging city of San Juan with food and goods (Rogrí-
guez Villanueva, 1987). Monte Edén (Mount Eden) in Guaynabo pro-
vided a contrast, desired by many residents of San Juan who looked
to escape the urban confinement by retreating to Guaynabo’s coun-
tryside during the 19th century (Quiles Rodríguez, 2003). In 1898,
Puerto Rico was no longer under Spanish control as a result of the
Spanish-Cuban-American War. During a naval invasion that started
in Guánica, Puerto Rico became the American territory it is today.

The twentieth century was a period of great urban change in
Puerto Rico. By the mid 20th century, in order to meet the needs
of Puerto Rico’s growing middle class, urban sprawl emerged as a
result of the construction of urbanizaciones (subdivisions) and res-
idenciales públicos (public housing) (Safa, 1974). The dominant ur-
ban design, featuring a town square with a church and a city hall
that existed during the Spanish colonial period, was abandoned
for a decentralized urban model similar to what is seen in the Uni-
ted States. During this time of industrialization, Guaynabo saw a
significant emergence of urbanizaciones as a result of its proximity
to San Juan. Suchville, a gated community established in the 1930s
in Guaynabo, is thought to be the first gated community in Puerto
Rico (Rodríguez Juliá, 2008).

http://dx.doi.org/10.1016/j.cities.2011.05.009
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Puerto Rico’s Spanish, and now American, colonial history pro-
vides an important context for understanding how language has
impacted the development of cities across the island. English (the
language of the second and current colonial power) started to ap-
pear in everyday life in the late 19th and early 20th centuries
through a process of Americanization led by the invading forces.
However, Spanish remains the predominant language used in
everyday affairs. Although there are examples of Americanization
throughout Puerto Rico’s history, Guaynabo’s city marketing cam-
paign is a more recent example of an attempt to Americanize the
city.
Gated communities globally and in Guaynabo

Around the world, gated communities have emerged for a vari-
ety of reasons. Researchers investigating gated communities have
used several approaches and identified a number of reasons for
gating. Categories of gated communities have been developed
and include: (1) lifestyle communities, (2) prestige communities,
and (3) security zone communities (Blakely & Snyder, 1997). Life-
style communities are typically located in suburban areas and ca-
ter to those seeking a particular lifestyle (e.g., golf communities).
Prestige communities, on the other hand, lack the recreational
amenities of the lifestyle community, but are distinguished from
other residential areas because they feature gates for protection.
Security-zone communities occur in strictly urban contexts and
arise in response to the fear of crime. In security-zone communi-
ties, gates were usually not envisioned as part of the original de-
sign. Of these categories of gated communities, prestige and
security-zone communities are the most common in Guaynabo.

Other investigations related to the recent surge in gated com-
munities globally have examined: homogeneity within gated com-
munities (Low, 2003), how economic globalization and local
institutional changes influence the rise of foreign gated communi-
ties (Wu & Webber, 2004), crime rates within these communities
(Wilson-Doenges, 2000), how fear of crime leads people to gate
up (Caldeira, 2001; Coy & Pöhler, 2002), the stability of property
values within gated communities (LaCour-Little & Malpezzi,
2001), how local governments contribute to the existence of these
communities (McKenzie, 2003; Thuillier, 2003), the importance of
categorizing the physical forms (i.e. the type of gate or barrier) of
gated communities (Grant & Mittelsteadt, 2004), the social sustain-
ability of gated communities (Bagaeen & Uduku, 2010), and how
some gated communities are club realms (Webster, 2001, 2002;
Glasze, 2005). The vast majority of the literature examining gated
communities has focused on exploring the mechanisms of enclo-
sure and the reasons individuals choose to live in gated communi-
ties. Little work, to date, has investigated the role that municipal
city marketing can play in promoting gated communities.

Similar to what Low (2003) found within gated communities in
the United States, new gated communities within Guaynabo ap-
pear to cater to a homogenous class of people seeking prestige
and a sense of security. Previous work has examined how some
gated communities are club realms, allowing residents to enjoy
amenities and services exclusive to their community (Webster,
2001, 2002; Glasze, 2005). The amenities in the prestige communi-
ties are minimal and typically include small recreation areas (e.g.,
pool, basketball court, playground), private security, and private
trash collection. These minimal amenities make it difficult to think
of Guaynabo’s gated communities as being amenity-driven
endeavors. However, regardless of the amenities, prestige is still
valued and the fear of crime is still a considerable factor.

An increased fear of crime has led people to seek the security
and homogeneity of a gated residence. During the 1980s, the public
experienced an increasing awareness of crime as a result of
increasing unemployment and the transition to a post-industrial
economy. At this time, media and news descriptions of violent
crimes also contributed to a heightened sense of crime for Puerto
Ricans (García-Ellín, 2009). From 1980 to 2005, violent crime rates
increased in both Puerto Rico and in the United States, and
although Puerto Rico reported lower annual violent crimes than
the United States, crimes resulting in death were greater in Puerto
Rico (Godoy, 2008). The increase in crime-related deaths likely
brought about a new awareness of crime that legitimized the in-
crease in gated communities in Puerto Rico (García-Ellín, 2009).
For example, in interviews with high-ranking officers of the Policía
Municipal de Guaynabo (Guaynabo Municipal Police), Suárez Car-
rasquillo (2009) found that residents of several non-gated commu-
nities requested increased patrolling and assistance in gating their
neighborhoods in hopes of reducing crime.

Previously, Damstra (2001) argued that the state, notably local
governments, favors gated communities because the developer pays
the housing infrastructure and the cost is passed onto the homebu-
yer. In addition, citizens often form private neighborhood associa-
tions because local governments are unable to preserve property
values or provide the desired level of services (McKenzie, 1994; Nel-
son, 2005). For example, in Malibu, California, a group of residents
hired a private security company to keep non-residents off a public
beach (Broad Beach), ultimately resulting in the privatization of a
previously public space (Low, 2006). In a similar vein, several
authors have suggested that neoliberalism, or the privatization of
government and public space, has impacted the development of
gated communities (McKenzie, 2005; Rosen & Razin, 2009). For
example, in the city of Las Vegas, Bonanza Village, a previously
non-gated community, was recently required by the municipality
to become a privately governed residential community with a home-
owner association (McKenzie, 2005). According to this account,
developers, local governments and homebuyers drive the process
of privatizing communities following a neoliberal logic (McKenzie,
2005). The increase of gated communities as a result of neoliberal
policies is not exclusive to the United States. For example, Israel
has also experienced an increase in the number of gated communi-
ties due to similar global trends in public policy (Rosen & Razin,
2009). In a recent report, García-Ellín (2009) describes how gated
communities in the San Juan Metropolitan Area have led to the priv-
atization of previously public spaces. Similarly, in Guaynabo, the
municipality has served as an ally to private investors in residential
housing by investing in infrastructure (e.g., roads, beautification
projects, etc.) in these areas. These examples of restrictive urban
planning and policies have transformed the public landscape in
Puerto Rico, limiting access to public spaces.

In the 1980s, Guaynabo’s economy and everyday life were in a
process of transition and the people of Guaynabo were beginning
to gate their existing communities by blockading streets. At that
time, the local government and politicians embraced this change
in ways that continue to influence Guaynabo today (Suárez Car-
rasquillo, 2009). Then, during the 1990s, a new municipal adminis-
tration not only promoted gated communities, but also made it an
integral part of its urban policy (Suárez Carrasquillo, 2009). Capital-
izing on the increased fear of crime, desire to be protected from
crime, and increased interest in prestigious living, the municipality
of Guaynabo began a city marketing campaign that resulted in an
Americanized, gentrified, and gated Guaynabo, resulting in the
transformation of ‘‘Guaynabo’’ to ‘‘Guaynabo City’’ (Suárez Car-
rasquillo, 2009). Although there are other accounts describing how
and why gated communities have arisen within the Caribbean
(e.g., Mycoo, 2006), and how global, political, and economic factors
have facilitated the local development of gated communities (Genis�,
2007), here, I argue that the rise of gated communities within Guayn-
abo is unique in that gating has coincided with a government-led city
marketing campaign.



Fig. 1. Photograph of a street sign denoting Guaynabo’s city limit. Source: Carlos A.
Suárez Carrasquillo.
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Methods

Sources utilized here include semi-structured interviews with
the municipal elite and a member of the Junta de Planificación
(Planning Board of Puerto Rico), conducted in 2006, and content
analyses of municipal reports, planning board information, news-
paper reports, and the US Census. These sources represent multiple
layers of administration and life in Puerto Rico, including the Fed-
eral (US Census), the State (The Planning Board of Puerto Rico), and
the Municipal (Financial and Administrative Activities Report,
interviews, and newspaper reports) governments. One interview
was conducted with a leading municipal advisor on gated commu-
nities, and another interview was conducted with a member of the
Construction-Economics division of the Junta de Planificación. Since
1942, the Junta de Planificación is the state agency in charge of
tracking and promoting development in Puerto Rico. Results are
summarized throughout the text and in Table 1, and current pho-
tos of city marketing examples within Guaynabo are provided in
Figs. 1–7.

Content analyses were conducted on the following documents:
Informe de las Finanzas y Actividades Administrativas (The Financial
and Administrative Activities Report) from the Municipality of
Guaynabo, the ‘‘Selected Statistics of the Construction Industry
2006’’ generated by the Junta de Planificación (Planning Board of
Puerto Rico, 2007), several newspaper articles from El Nuevo Día
(highest audited circulation in Puerto Rico)(El Nuevo Día, 2011);
Audited Circulation Report (2008) retrieved through the ADENDI
digital archive, and to a lesser extent, the US Census.
Defining city marketing

City marketing is a process by which urban activities are fo-
cused on the demands of targeted consumers in order to maximize
the efficient social and economic functioning of the targeted region
Table 1
Gated community housing developments in Guaynabo from 2000 to 2006.

Name of the development Year Classification

Porto Fino 2000 Apartments
Regency Park� 2000 Apartments
Plaza Atiene 2000 Apartments
Condominio El Laurel 2000 Apartments
San Patrick 2000 Apartments
Grand View� 2000 Apartments
Monte Rey 2000 Apartments
Portal de Sofía 2002 Apartments
Meadows Tower� 2002 Apartments
Villas Las Mercedes 2002 Subdivision
Lincoln Park� 2002 Apartments
View Point� 2002 Apartments
Bosque de Torrimar 2002 Apartments
La Villa Garden� 2002 Apartments
Condominio El Laurel 2002 Apartments
Balcones de San Pedro 2002 Apartments
Il Vilagio 2002 Apartments
Palma Real 2004 Subdivision
Balcones de San Pedro 2004 Apartments
Regency Park (tower 1)� 2004 Apartments
Hill View� 2004 Apartments
Mirador las Torres 2006 Apartments
Condominio Dina Plaza 2006 Apartments
Murano Luxury� 2006 Apartments
Hacienda Elena (Phase A) 2006 Apartments
Vista Linda 2006 Apartments
Casa Magna 2006 Apartments
Plaza del Prado 2006 Apartments

Source: Department of Economic and Social Planning, Planning Board of Puerto Rico. O
included. Developments market with an asterisk have English names and unavailable o
or area (Ashworth & Voogd, 1988). It is a tool that cities use to mar-
ket themselves to a particular group or groups of people in order to
attract investors and to promote interest in the city. To attract peo-
ple, cities must also offer a variety of services such as public works
and housing (Seisdedos, 2004). In order to thrive, municipalities
keep in mind how their city is perceived by both citizens and fu-
ture and potential clients. Often, municipalities tend to develop
trademarks or slogans that are meant to give the city a personality
and attempt to draw attention to the city’s trademark (e.g., Suárez
Carrasquillo, 2009).

Recently, marketing within the public sphere has been linked to
public consumption and politics (Ozalp & Zwick, 2008), with a
growing interest in the connection between consumption and the
organization of urban space (Ozalp & Belk, 2009). For example, in
Total number of units Average price (in US dollars)

28 319,000
110 170,000

25 210,000
48 245,000
16 300,000
60 –

142 140,000
130 165,000

32 –
54 400,000

108 –
80 –
64 230,000

274 197,000
48 245,000

100 135,000
20 300,000

180 675,000
100 135,000
198 200,000

80 290,000
256 200,000

80 200,000
196 425,000
250 475,000

12 480,000
48 600,000

100 600,000

nly developments with pricing information or those that are named in English are
r missing information is denoted with a en-dash.



Fig. 2. Photograph of the municipality making use of three slogans. Source: Lisa S.
Scott.

Fig. 3. Photograph of the entrance to Guaynabo’s city hall. Source: Lisa S. Scott.

Fig. 4. Photograph of street signs in English. Source: Lisa S. Scott.

Fig. 5. Photograph of a toy given to children by the municipality of Guaynabo
during the 2009 Christmas season. Source: Carlos A. Suárez Carrasquillo.

Fig. 6. Photograph of the sponsors for Wi-Fi in Guaynabo Centro. Source: Lisa S.
Scott.

Fig. 7. Photograph of the Guaynabo City Flea Market. Source: Lisa S. Scott.
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Toronto, developers are leading the process of attracting customers
by depicting a community where a hipster and bohemian lifestyle
is an amenity (Ozalp & Belk, 2009). Since the 1970s, and the devel-
opment of Late Capitalism, post-Fordism, and Neoliberalism, life-
styles have increasingly become focused on the consumption of
commodities. Recently, it has been suggested that life itself has
turned into a business, where ‘‘everything becomes a commodity’’
(Gorz, 2010, p. 23). Both developers and cities take advantage of
this non-material commodity, the former to sell their develop-
ments, and the latter to attract residents to their municipality.
This market logic is similarly being utilized in Guaynabo, where
municipal policies have paved the way for the real estate business
to boom, and for the local government to benefit from the
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increased tax base and economic activity. During the 1990s, pres-
tige communities became more prevalent in Guaynabo, as the city
marketing campaign grew stronger. For example, as reported in
Caribbean Business, housing developments built in Guaynabo in
the 1990s doubled in price by 2002 (Ruaño, 2002, p. C4).
City marketing in Guaynabo: strategies

The political context of Guaynabo features a strong municipal
government and political stability that has allowed it to launch a
city marketing campaign. Guaynabo can be characterized as a
strong municipal government because of its efficient governing
and effective implementation of policies relative to other munici-
palities in Puerto Rico (Suárez Carrasquillo, 2009). The pro-State-
hood Partido Nuevo Progresista (New Progressive Party) has
provided political stability to the municipality and has been in con-
trol of Guaynabo’s city hall since 1968. In addition, the current
mayor has been in power since the mid 1990s without any signif-
icant electoral opposition. The lack of political contestation by
other parties has allowed the mayor to implement polices related
to space and the marketing of space within the municipality. These
policies have focused on three components. First, the municipality
aims to market its ability to provide good public services (e.g.,
timely and efficient rubbish collection, good recycling programs,
and a professionalized and efficient police force) and to be fiscally
responsible. Second, the municipality has conducted a massive
campaign to incorporate the English language into everyday life
within Guaynabo, resulting in changing the city’s name and the in-
creased use of English throughout the city (e.g., Fig. 1). Finally, the
municipality has increased efforts to attract high-income residents
by supporting the construction of new gated communities within
the city.
1 My translation.
City marketing in Guaynabo: living in an ‘‘exceptional’’ city

Unlike most municipalities in Puerto Rico, Guaynabo functions
autonomously (Municipio Autónomo) and has the capacity to design
and implement clear strategies and policies. In 1991, Puerto Rico
enacted the Ley de Municipios Autónomos (LMA), which was a law
that, among other things, granted municipalities more flexibility
in organizing and making decisions about their own space. During
the interview process, I learned that in 1999, in collaboration with
the Planning Board of Puerto Rico, Guaynabo developed the Plan de
Ordenación Territorial, which allowed them to function autono-
mously and to develop policies about the use of their spaces. In
2000, Guaynabo obtained most of the capacities of an autonomous
municipality, allowing for the ability to market its city in ways that
attracted the real estate industry and potential clients. By the year
2005, the Municipality of Guaynabo achieved the Jerarquía V (Fifth
Hierarchy), which is the highest degree of autonomy possible in
the LMA scale (Rivera Marrero, 2005). With their new municipal
responsibility, Guaynabo created the Oficina de Permisos Urbanísti-
cos y de Ordenamiento Territorial (Office of Urban Permits and Ter-
ritorial Ordinance) in order to assume the planning duties that
were previously held by state agencies in San Juan.

Today, Guaynabo has evolved into a city that enjoys significant
financial resources. According to the 2008 US Census, the average
per capita income for Guaynabo was $20,090, while the average
for Puerto Rico was $10,064(US Census Bureau, 2006–2008b). This
is increased from the 2000 US Census, which reported a per capita
income of $16,287 for Guaynabo’s residents. As the expansion of
the capital city of San Juan occurred, neighboring municipalities,
like Guaynabo, attracted new subdivisions and buyers who had
the interest and economic means to purchase new homes. This
likely contributed to the municipality achieving a high per capita
income in comparison to other municipalities. However, there
are also several other possible factors that set Guaynabo apart from
other adjacent municipalities, such as differences in terrain make-
up (a more hilly region), the presence of a US military base, and/or
the make up of the immigrant population (e.g., post-revolutionary
Cuban immigrants). However, these factors have yet to be empiri-
cally explored. In addition, here I argue that the city marketing
campaign initiated by Guaynabo is also likely to have influenced
the increase in per capita income from 2000 to 2008.

The municipality of Guaynabo has made a concerted effort to
present itself to the public as an efficient and well-managed munic-
ipality. Héctor O’Neill, the Mayor of Guaynabo since 1993, often uses
catchy slogans and phrases to refer to the municipality, such as Ciu-
dad de los Conquistadores (City of the Conquistadores) or Ciudad de
Cinco Estrellas (Five Star City) (see Fig. 2). The former makes reference
to Caparra, the first Spanish settlement in Puerto Rico, which was lo-
cated in today’s Guaynabo. This marketing technique of making use
of significant historical events or symbols has also been used in Chi-
na (Pow & Kong, 2007) and Turkey’s Kemer Country (Genis�, 2007).
For example, in China, real estate advertisements have explicitly
linked famous landmarks associated with elites from the Ming and
Qing dynasties (Pow & Kong, 2007). Similarly, in Turkey, private real
estate developers made use of a 15th century Ottoman aqueduct to
symbolize their new housing development (Genis�, 2007).

A common thread highlighted throughout Guaynabo’s Informe de
las Finanzas y Actividades Administrativas reports (1996–1997, 2001–
2002, and 2002–2003) were the past achievements and future plans
of the municipality, including plans for public works, fiscal responsi-
bility, and the offering of efficient public services. In the 1996–1997
report, the municipality boasts of how, in only 4 years, the current
government was able to increase its income by 49%. According to this
report, these increases were due to profits generated by property
taxes and municipal licenses (patentes municipales; Municipio de
Guaynabo, 1996–1997). They claimed that this places the munici-
pality in a very good position to face the 21st century. In addition,
in 1997, Mayor O’Neill was quoted as saying that the municipality
‘‘. . . collected over $35 million in property taxes, which represents
an increase of $15.7 million over what was collected at the beginning
of my municipal administration in the 1992–1993 fiscal year’’1

(Estrada Resto, 1997).
The 2001–2002 report highlights Guaynabo’s great economic

stability in a time when the government of Puerto Rico faced fiscal
and economic stagnation (e.g., declining construction and reduced
investment) (Municipio de Guaynabo, 2001–2002:20). Property
taxes are reported as Guaynabo’s main source of municipal income.
The 2002–2003 financial reports highlight how revenue from prop-
erty taxes increased from $14,803,203 in 1993 to $39,492,687 in
2003 (Municipio de Guaynabo, 2002–2003:5). The comparison
specifically highlights the increase that has occurred since Mayor
O’Neill started his tenure in Guaynabo.

These yearly reports are one way in which Guaynabo highlights
an efficient municipality with novel amenities relative to neighbor-
ing towns and within the Puerto Rican context. Guaynabo markets
its exceptionalism with the goal of generating a sense of pride in
its residents and an esprit d’ corps amongst its employees. For exam-
ple, employees of Guaynabo are allocated significant resources (e.g.,
new equipment, new public service vehicles, etc.) to do their work
and fuel their sense of belonging as part of this exceptional munici-
pal culture. I contend that Guaynabo’s strategic portrayal of their
municipality in these reports serves as the foundation of a consoli-
dated city marketing strategy. This strategy has led to changes in
the population and an increase in prestigious and expensive gated
communities.
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City marketing in Guaynabo: the institutionalization of the English
language

The use of the English language on public street signs, muni-
cipal buildings, vehicles and uniforms appears to be a concerted
effort by the municipality to portray prestige to the Puerto Rican
public. The municipality has replaced words on street signs and
other public signifiers from Spanish, the native language of the
population, to English. In Puerto Rico, English is the second offi-
cial language but is not used by residents as frequently as Span-
ish. The US Census indicates in its 2006–2008 American
Community Survey Estimates for the Puerto Rico Community
that 95.2% of people 5 years and older primarily speak Spanish
in the home (US Census Bureau, 2006–2008a). The mayor has
claimed that the purpose of incorporating English in city signs
is to familiarize residents with the language and to aid tourists
and visitors who do not speak Spanish (Alvarado León, 2009).
However, a popular thought is that these changes respond to
the ideological preferences of a municipal administration that
favors Puerto Rico joining the United States as the 51st State.2

The paradox of the display of English in public space and the
use of Spanish in the home is emblematic of Puerto Rico’s colonial
status.

Examples of changes made within Guaynabo include switching
the ‘‘Policía Municipal de Guaynabo’’ to the ‘‘Guaynabo City Police’’
in 1999, and altering the police car doors to feature the English motto
‘‘Protect, serve, and maintain our quality of life’’ in 2008. When Ghi-
gliotty and Cordero interviewed the mayor on this matter, he stated
that it was his idea to label the police cars in English, but downplayed
the situation, saying ‘‘that is not important’’,3 and suggested that
Guaynabo has among its residents an English speaking community
(Ghigliotty & Cordero, 1999). By 2003, a newspaper article made open
reference to how Guaynabo is now commonly known by its new name
‘‘Guaynabo City’’ (Rodríguez Cotto, 2003). In this same report, when
asked why street signs are in English, the mayor indicated, ‘‘That is
not important. I had them made in English since they are federally
funded and people have liked them’’4,5. In addition, the signs welcom-
ing people to the city have morphed from ‘‘Bienvenidos a la Ciudad de
los Conquistadores’’ (translated to Welcome to the City of Conquerors)
to ‘‘Guaynabo City Limit’’ and the ‘‘Casa Alcaldía’’ is now ‘‘City Hall’’ (see
Fig. 3). Moreover, the stop signs have changed from what is typical in
Puerto Rico, ‘‘Pare,’’ to ‘‘Stop,’’ and several other traffic signs were
changed from Spanish to English (see Fig. 4). In the year 2009, the left
or right turn only lanes changed from ‘‘Solo’’ to ‘‘Only.’’ Moreover,
when municipal employees were asked by a journalist about who
had ordered this change, they responded that the municipal Departa-
mento to Obras Públicas (Public Works Department) had placed this or-
der (Alvarado León, 2009). The municipality has also targeted the
everyday lives of its residents. For example, toys given to youth during
the traditional Christmas gift handout in 2009 read and featured an
image of Guaynabo City Hall (see Fig. 5).

At the same time, the municipality increased its use of English
2 Support for this view comes from a recent interview with Spanish literature
professor and community activist, Dr. Ortiz-Lugo, where she described the ‘‘eccen-
tricity’’ of using the English language in everyday life, within Guaynabo, as one o
several attempts to promote a pro-Statehood political goal in Puerto Rico (Ortiz-Lugo
2011).

3 My translation.
4 My translation.
5 In 1999, the Mayor argued that he ordered the patrol cars to be labeled in English

However, in 2003, he claimed that the English labels occurred by accident. O’Neil
suggested that the municipality bought the patrols in the United States and to their
surprise the doors read ‘‘Guaynabo City Police’’. He also suggested that although the
naming started as an accident, the name eventually grew on the community, serving
as a source of pride that set Guaynabo apart (Rodríguez Cotto, 2003). Despite this
inconsistency, the end result is that the patrols have continuously been labeled in
English since 1999.
f
,

.
l

in public spaces, and English names and phrases increased within
both public and private spaces, including gated communities,
resulting in a new residential profile. Table 1 illustrates how, con-
sistent with the increased use of English by the municipality, there
is also an increased use of English in recent gated community
developments (see names denoted in Table 1 with an asterisks).
Many of the names chosen for these communities denote prestige
in partial or total English (e.g., Murano Luxury, Regency Park).
However, other languages are also used for names of these com-
munities (e.g., Italian names: Porto Fino and Il Villagio). In addition,
when Spanish is used, the names make reference to prestigious
neighborhoods in Guaynabo (e.g., Torrimar) or places of regal con-
notation (e.g., Monte Rey, Palma Real). I argue that these names are
not accidental and that similar to the municipality’s city marketing
campaign, they seek to convey prestige.

City marketing in Guaynabo: a new residential profile

The municipality has used city marketing in an attempt to
homogenize the residential profile of Guaynabo. Previously, it has
been suggested that one reason residents are attracted to gated
communities is because of the homogeneity of their residents
(Low, 2003). The increase in gated communities within Guaynabo
over the last decades has also resulted in an increasingly homoge-
neous residential population comprised of individuals within mid-
dle and upper socioeconomic classes. In an interview with one of
the municipality’s advisors on gated community affairs, I learned
that elected officials in Guaynabo have actively supported gated
communities from 1993 when Mayor O’Neill took office (Suárez
Carrasquillo, 2009).

The strategy of building a more homogenous Guaynabo has not
only been beneficial to the municipal government, but private cap-
ital also has had a vested interest in increased homogeneity. For
example, recently, Mayor O’Neill described the origins of an alli-
ance between his municipal administration and the private hous-
ing sector as beginning shortly after he took office. At this time, a
developer claimed they were having difficulties selling their luxury
villas within a golf community because of the narrow road that led
to the development. In order to rectify this problem, the municipal-
ity agreed to invest approximately $42 million to revamp the road.
The developer contributed only $28 million. The mayor describes
this as the first of municipality’s partnerships with the private sec-
tor (Santana, 2010, p. 47). This use of public money for the benefit
of the private sector is similar to a recently reported pattern of neo-
liberal policies that promote the emergence of gated communities
in Las Vegas (McKenzie, 2005) and Israel (Rosen & Razin, 2009).
This focus on public–private partnerships within Guaynabo started
with housing developments and has expanded to other sectors,
including a recent partnership with WorldNet Telecommunica-
tions, Inc. to provide free Wi-Fi to the downtown area (see
Fig. 6). In Guaynabo, the neoliberal policies of the municipality
have been articulated through the public funding of private
enterprises.

The use of city marketing by the municipality continues to
change the profile of residents in Guaynabo. According to the US
Census 2006–2008 Puerto Rico Community Survey, over 93% of
Puerto Rican homeowners own homes valued less than $300,000.
Table 1 shows the average cost of units within gated communities
built between 2000 and 2006 within Guaynabo. The average cost of
living within one of these new developments is $305,667 (ranges
between $135,000 and $675,000), well above the cost of 93% of
Puerto Rican homes from 2006 to 2008. This evidence suggests that
new-gated communities within Guaynabo are primarily catering to
wealthy residents. Table 1 also shows that the number of units
within these communities varies widely and that the majority of
the units are apartments relative to condominiums or walk-ups.
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For the most part, units with apartments fall under the prestige
classification, whereas the subdivisions are typically lifestyle com-
munities with amenities (e.g., gymnasiums, recreation centers,
pools, etc.).
Conclusion

The case of Guaynabo, Puerto Rico illustrates how government
can play an influential role in promoting gated communities. Dur-
ing the early to mid 1980s, residents of the middle and upper class
mobilized and lobbied with the municipality and Puerto Rican leg-
islators in order to obtain support for gating their communities. At
the same time, other communities took matters into their own
hands and began to erect blockades without government consent.
These events prompted the eventual passing of Law 21 in 1987,
which legitimized and standardized the gating process. A decade
later, under a new municipal administration, gated communities
are thriving within Guaynabo’s culture, where new developments
are marketed to those seeking prestige and lifestyle living. Not only
were new developments built with gates, but gating also occurred
within existing neighborhoods and public housing in Guaynabo.

By the turn of the new century, the municipal government
achieved administrative autonomy, allowing it more latitude to
implement policies related to urban planning. City marketing
was a tool used by the municipality to change the perception of
Guaynabo. ‘‘Guaynabo City’’ now caters to middle- to high-income
residents, resulting in the homogenization of its people and spaces.
The pervasiveness of these efforts has normalized the usage of
‘‘Guaynabo City’’ in a variety of ways within Puerto Rican popular
culture. Examples include newspaper headlines reporting Guayn-
abo City abre la pluma de los millones (Guaynabo City begins spend-
ing spree) (Martínez, 2010), the creation of a new and trendy
magazine entitled ‘‘G City Magazine,’’ the opening of the ‘‘Guayn-
abo City Flea Market’’ (see Fig. 7), and the musical satire Estoy en
bici en Guaynabo City (Riding my bike in Guaynabo City) by the
group Los Niños Estelares.6

The municipality’s increased use of the English language (in a
Spanish speaking country) in public spaces as well as efforts to
provide efficient public service can also be seen as a form of city
marketing. Now Guaynabo is perceived as an enjoyable place
where public services and government operate efficiently, provid-
ing a quality of life exclusive to this Puerto Rican municipality.
Other municipalities in Puerto Rico have now emulated Guaynab-
o’s city marketing campaign. In 2009, the newly elected mayor of
Guayama, Glorimari Jaime, proposed to rename city streets and
plazas in English, emulating the recent changes in Guaynabo
(Cortés Chico, 2009). Jaime argued that the move was an attempt
to attract American tourists and to motivate Puerto Ricans to learn
the English language. Other municipalities have also followed suit
(e.g., Aguadilla, San Juan). Future investigations of this trend
should consider whether or not these changes are cosmetic or
whether they are indicative of a deeper cultural and urban
transformation.

The findings reported here are consistent with several previous
investigations highlighting the importance of marketing in the pro-
liferation of gated communities (Genis�, 2007; Pow & Kong, 2007)
and the influence of government led initiatives (McKenzie, 2005).
In this article, I have argued that Guaynabo has had an active policy
of supporting gated communities that helps portray a particular
marketed vision of Guaynabo. In addition, this analysis suggests
6 This song depicts through great sarcasm and wit Guaynabo’s transition to a more
gentrified municipality with an increase in gated communities and the use of the
English language. The author thanks former student Nina Rodríguez Quirós for
directing me to this song.
that city marketing is an important factor to consider when analyz-
ing the emergence and proliferation of gated communities.

In Guaynabo, city marketing is one of the methods employed by
the municipality to attract a specific residential profile. A sense of
prestige is promoted throughout the municipality by, among other
things, referring to Guaynabo as a ‘‘Five Star City’’ and widespread
use of the English language on signs and buildings. The municipal-
ity has also assisted developers in an effort to build expensive res-
idential communities within Guaynabo. Understanding the factors
that contribute of the rise and proliferation of gated communities
in Guaynabo can inform our understanding of gated communities
more generally. Specifically, future work in other regions should
examine the role of the municipal government in the proliferation
of these enclaves.

The colonial context of Puerto Rico likely contributed to the nat-
ure of Guaynabo’s city marketing campaign. The use of the English
language is the cornerstone of this campaign and is emblematic of
the Puerto Rican colonial reality, where it is understood by many
that the use of the English language confers a sense of prestige.
This is exemplified by the English names given to new develop-
ments in Guaynabo (see Table 1). This is relevant because within
Puerto Rico, there are contentious political debates over language
and efforts of Americanization that have been promoted by some
and resisted by others since 1898.

This investigation of Guaynabo contributes to the gated com-
munity literature by addressing the relevance of a city marketing
campaign by a municipality, and the uniqueness of having this
campaign within a colonial setting. To date, the gated community
literature has been remiss in considering these elements as influ-
ential. Additionally, it will be important for future research to com-
paratively examine the role of city marketing in the emergence of
gated communities in other municipalities in Puerto Rico. Since
crime, prestige, gentrification, property values, tax collection and
income differences are not exclusive to Puerto Rico, or the Carib-
bean, I propose that city marketing should be considered within
the gated community literature beyond the Caribbean shores.
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