
URBACT CREATIVE CLUSTERS 2008-2011: KEY MESSAGES
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The framework

� URBACT is about cities working together to build solutions to
major urban challenges.

� URBACT works with all parties who have a stake in the city: the
LSG.

� URBACT is a result-oriented European programme: the LAP.
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� The creative driver in local development is also functional outside the context of 
main urban hubs and core cities. 

� It also means to transfer a range of so far considered urban attributes to middle-
sized towns - accessibility, cultural life, tech. facilities, competitive clusters, global 
networking…Big cities are not the only context to fully experi ence the 
contemporary .

� … it should be explored the [real] capacity of the creative issue to impulse a 
leapfrogging in terms of social and economic development for small and midsize 
towns, as well as an opportunity to re-think rural development.

The vision
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The network

A learning-by-interacting itinerary, 2008-2011
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A learning-by-interacting itinerary, 2008-2011
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� Production of a baseline study at the beginning of the process.

� Setting up of Local Support Groups in each of city partners 

� A Local Action Plan for each of the city partners.

� Two major conferences.

� Four thematic workshops.

� Two key study visits.

� Involvement of Mayors and elected people, eg, “The Óbidos Charter”.

� “Open innovation and the city” as hot topic along the process.

� Systematic capitalization of the experience, beyond the URBACT community.

� …/….

The network

A learning-by-interacting itinerary, 2008-2011
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Political engagement
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Political engagement

Political engamentPolitical engagement
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Political engagement
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New format for stakeholders participation: the Local Support Group

LSG Jyväskylä



�8�5�%�$�&�7 �&�&�&�&�U�H�D�W�L�Y�H �&�&�&�&�O�X�V�W�H�U�V���B���•�E�L�G�R�V���-�X�Q�H����������

LSG Hódmez� vásárhely
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LSG Óbidos

LSG Viareggio



Few urban issues deal so deeply with both space [physical dimension] and
economy as creative industries. That is why a number of innovative cities are
creating a sort of meta-projects or local creative ecosystems:

UNDERSTANDING THE PROCESS

• Creative industries within a new cluster reading of the local economy

• Attracting and retaining creative professionals and entrepreneurs

• The space of the creative class: new urban working environments

• Events and cultural agendas as catalysts

• Incubating future talent: creative educational environments at local level

• Governing the local creative ecosystem
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Creative industries within a new cluster reading of the local economy Key messages 01
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Re-thinking local economies in order to:

i) identify and boost new emergent realities, knowle dge and creative-based –
new media clusters in Reggio Emilia and Barnsley, t he wellness cluster in 
Jyväskylä...  

key word is creative industries.

i) promote new growth potential to mature industries  using creative drivers 
like design – dealing with ceramics sector in Hódmez � vásárhely...                             
key words are creative jobs and creative-based busi ness models.

Creative industries within a new cluster reading of the local economy Key messages 01
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�� PackagingPackaging financial,financial, logisticslogistics andand advisoryadvisory supportsupport

measuresmeasures specifically adapted to the creative entrepreneur. Tax reductions

[�¯��̄¯� T̄ax free �•�•�•�• bidos �°�°�°�°], real estate facilities, financial tools covering intang ible assets, venture capital

systems or linkages to business angel networks.

� The concept of alliancesalliances (for innovation, financing and cooperation)

when dealing with emerging and strong clusterized producti ve realities. A
more open and horizontal way of doing things

�� MakingMaking connectionsconnections and creating sensesense ofof ownershipownership of

events and venues through repeated exposure.

Attracting and retaining creative professionals and entrepreneurs Key messages 02
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High collaboration in figurative arts

�����

������	�
�

��
�������
�

�	�������	�

��
��

���������������

����	��������


��������������

���	��������

����������������

Reggio Emilia: making/reinforcing connections… clust ering

Reggio Emilia Cittá Creativa,2008
Creative Research Group, University of Módena and Reggio Emilia

Attracting and retaining creative professionals and entrepreneurs Key messages 02
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Attracting and retaining creative professionals and entrepreneurs

Barnsley: creating sense of ownership = continued en gagement and retention

Key messages 02
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Target?

Handling the scale factor
Source: INTELI, Grupo TASO

There is no a true creative-based 

strategy in local development 

without a specific spatial 

strategy

So, what spatiality for creative-

based city strategies?

From  urban planning to 

architectural design, different 

scales should be considered

The space of the creative class Key messages 03
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� Revitalising deprived areas.

� New roles for the public space: activating meeting points.. . using culture
and creativity to re-activate flat public spaces.

� The continuum private and work life/space in creative profe ssionals.

� Mixing retail/leisure/work/housing?

� Location factors for creative professionals.

� New iconic spaces?, urban fragments of creativity?

The space of the creative class Key messages 03
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� For city centres: re-making Barnsley, Citt �¢�¢�¢�¢ Giardino cultural quarter in
Terni...Buda in Kortrijk.

� For urban peripheries: Reggio Territorio Esteso.

� New central districts: Lutakko area in Jyv �¦�¦�¦�¦skyl �¦�¦�¦�¦.

� The �¯��̄¯� c̄reative space �°�°�°�°beyond the city: �•�•�•�• bidos.

� The non easy coordination with the supra-local scale: Viare ggio-Versilia,
Jyväskylä-Central Finland, Enguera-Caroig, Óbidos-West region.

The space of the creative class Key messages 03
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The space of the creative class Key messages 03

Source: José Martins dos Santos
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� New urban work environments.

� Spaces for interaction. Individuality + community..

� Hybridation, flexibility, experimentation, internation al scope �¹�¹�¹�¹ the idea of
�¯��̄¯� ēxtended workplace �°�°�°�°

� Linking heritage to the contemporary: �¯��̄¯�¯Old ideas can sometimes use new buildings.

New ideas must use old buildings �°�°�°�°. Jane Jacobs, NYC, 1961.

The space of the creative class Key messages 03



�8�5�%�$�&�7 �&�&�&�&�U�H�D�W�L�Y�H �&�&�&�&�O�X�V�W�H�U�V���B���•�E�L�G�R�V���-�X�Q�H����������

Creative-based incubator_ABC_Óbidos_Portugal

The space of the creative class
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Creative-based incubator and business centre

Digital media centre Barnsley_UK
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Thematic business park [carnival]

Parco della Citadella_Viareggio_Italy

The space of the creative class
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Co-working_print centre_Jyväskylä_Finland
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Fab_labs_personal digital manufacturing
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Adding creative uses to conventional business centr es_Kortrijk_Belgium

The space of the creative class
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The rural loft_Óbidos_Portugal

The space of the creative class



�8�5�%�$�&�7 �&�&�&�&�U�H�D�W�L�Y�H �&�&�&�&�O�X�V�W�H�U�V���B���•�E�L�G�R�V���-�X�Q�H����������

“The Civic”_Barnsley_gallery_theatre_workspace_retail
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“low-cost” cultural (alternative) spaces

Velha-a-Branca Estaleiro Cultural
Braga_Portugal

The space of the creative class
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Smart leisure_Va Urma

Bucharest
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� Converging different visions and interests over the creati ve-based facility.

Avoiding elitism in new avant-garde facilities.

� New formats in promoting and managing the creative-based fa cility: private

developments, PPPs [Buda Centre_Kortrijk, CAOS_Terni �¹�¹�¹�¹ ].

� Empowering creative-based strategies within the local bac kground and

potential. Do not imitate any formula.

The space of the creative class Key messages 03
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The space of the creative class Key messages 04

� What kind of cultural policy for cultural entrepreneurs?

� How to promote a risk-friendly creative economy at local lev el?

� Lights and shadows in public cultural marketplaces.

� Re-thinking the big event: new aims, new formats, the post-e vent �¹�¹�¹�¹ scaling

up strategies.
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� Cities with a serious approach in creative economy 

are also developing innovative education systems -

Reggio Emilia, Óbidos, Jyväslylä, Barnsley, 

Hódmez � vásárhely . 

� The Reggio approach in education is the result of 

combining teaching methods, architecture [school 

design], families & children, specialized public 

agencies [Reggio Children], firms... leading to the  

concept of “the educational city”, a local 

ecosystem focused on education . 

That´s open innovation. 

Incubating future talent: creative educational environments at local level Key messages 05
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� Leadership and shared visions.

� Active stakeholder management: co-design of local p ublic 
policies; micro-policies or local project-based agr eements 
combining different visions and expectations.

� Acceptance of some risk: permeability of organizatio ns, 
upsetting hierarchies, networking...”making democrac y works”. 
Case of Kortrijk.

� A re-definition of the concept of power in public p olicies. Elected 
officials usually are afraid to loose grip on the c apacity of decision.

Governing the local creative ecosystem Key messages 06
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� A link in the chain of a creative-based local strategy, not th e starting point.

� What is the creative place?: rhetorics, realities and expec tations.

� Deconstruction and re-building city identity around creat ive-based

narratives- �•�•�•�• bidos Criativa, Re-making Barnsley, Jyv �¦�¦�¦�¦skyl �¦�¦�¦�¦ the human

technology city �¹�¹�¹�¹

� The trend: mixing a unique urban experience with a functiona l business

place.

Governing the local creative ecosystem Key messages 06



�8�5�%�$�&�7 �&�&�&�&�U�H�D�W�L�Y�H �&�&�&�&�O�X�V�W�H�U�V���B���•�E�L�G�R�V���-�X�Q�H����������

Be credible

Miguel Rivas

lead expert for URBACT Creative Clusters


