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16 cities :
Amsterdam (NL)
Bari (I)
Birmingham (UK)
Brno (C2)
Budapest (H)
Donostia - San Sebastian
(E)
Evomos -Thessaloniki (GR)
Gijon (E)
Helsinki (FIN)
Katowice (PL)
Lille Métropole (F)
Manchester (UK)
Maribor (SLO)
Naples (I)
Velenje (SLO)
Vilnius (LT)

*




Origins and rationale :

» exchanges carried out within « Eurocities »

» a shared « feeling » - but few common references - of the
important impact of cultural factors in the effectiveness of urban
regeneration processes

* local surveys done in many cities : if situations and
opportunities can strongly differ, economic social and physical
aspects of cultural activities show a number of similarities
between European cities.

* limited recognition from the national & European authorities of
the real importance of the cultural dimension of urban
(re)development strategies

=> seizing the opportunity provided by URBACT




Background:

» Whatever their differences, European cities are faced with the
same challenges of innovation, competitiveness and
attractiveness

o cultural activities & “creative industries ” are already integrated
parts of the regeneration strategies  of many European cities.

* limited support so far from national governments and the EU

o cultural policies are too often only understood as instruments
helping increase the attractiveness  of cities

» whereas they have much more to offer : improving self esteem,
sense of “belonging”, development of creativity, new jobs ,...




the network itself :

Project submitted and approved within the first call for
proposals (June 2003)

3 years of exchange: from October 2003 to December 2006

Cities represented mainly by local officers, but also politicians
and cultural players

More than 250 participants in total who have brought their
experience and expertise

Thematic experts associated to the network in order to monitor
and facilitate the exchanges
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About Culture : * > *

Various possible definitions of Culture ;
the network focused on :

Cultural activities:
visual arts,
performing arts,
litterature,
heritage,
medias...etc

Creative industries:
arts, crafts & heritage,
architecture, design, fashion,
medias & events,
creative services to business.

Good and services with a strong meaning
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A broad exchange of experiences :* * *

For practical reasons 4 main approaches considered in
interaction, each of them delt with by a specific expert,
with various backgrounds :

Economic development : Paul Rutten (NL)
Physical regeneration : Jordi Pascual (E)
Social cohesion : Jean Hurstel (F)
Integrated approach : Charles Landry (UK)

An exchange process carried out mainly through
thematic seminars, held in the partner cities, with case
study visits and meetings with various local players.




Manchester : Urbis




Manchester :
Museum of Sciences & Technologies




Gijon : El laboral




Helsinki : Kaapelitehdas




Helsinki : Harakka island




Maribor : Pekarna




Maribor : Kibla




Naples : Stazioni del arte




Naples : Coroglio -Bagnoli




Birmingham : Custard factory




Birmingham : St John & Peter Church




San Sebastian : Bahia de Pasala




San Sebastian : E-Donostia




Lille M étropole: La piscine




Lille M étropole : La condition publique




Lille M étropole : La louche d ’or







Achievements

After more than 2 years of extensive exchanges and in spite
of their differences, it is clear that partner cities share

common values and challenges and can draw common
conclusions

Evidence is shown that the cultural dimension is crucial
for the effectiveness of urban regeneration initiat ives &
the competitiveness of cities

Detailed presentation of the network achievements in made
in 6 documents :

- 4 thematic reports (Eng./Fr.)
- 1 conclusions & recommendations report (10 languages)

- 1 compendium of more than 80 case studies (Eng.) with
summaries (Eng./Fr.)
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A strong economic development activit\# * *

Cultural activities and creative industries are alr eady
providing wealth and quality jobs  and bring thus some
appropriate answers to developments challenges in regional
economies.

Publishing industry Bari,...

Music : Manchester, Katowice,...

Crafts : Birmingham, Vilnius, ...

Events : Brno, Lille,...

Visual arts : Amsterdam,Helsinki,Naples,Maribor...
Cinema : San Sebastian, Gijon,...

ICT Lille, Maribor, Manchester, Helsinki...
Fashion : Lille, ...

Education : Evosmos, Velenje,...

& even estate market : Helsinki, Budapest,...
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Creativity boosts the local developmenmd* *
business creation: 8

There is a broad range of possibilities reaping economic
benefits from cultural activities and creative industries

Fostering closer relationships between creative

people/artists, and economic agents to develop a more
innovative thinking (cross-cutting creative milieu)

Value added of culture in mainstream economic
development thanks to clusters mixing cultural and
economic products

Driving role in innovation in the broader economy, and from
the power of the local and regional cultural climate to attract
talent, companies.




Attractiveness:

Culture, art and heritage are vehicles and tools
providing cities with an identity / (better) image.
Increasing attraction for visitors, companies and creative talent.

a creative city is an ecosystem favourable to the
development of creativity: It attracts creative people who

in turn contribute to the ecosystem.

The role of creative people is an important assetf  or the

city’s life : They bring tax potential, cultural demand,
participation into the civic life, tolerance & social mix.

Mobilisation of local resources:
through two “instruments” in particular :

. ICT, which are central to the creative industries

Big events, which are potential catalysts of socio
economic integration and also generate direct
economic activities




On social cohesion

Since the 1960s Culture has changed : no longer the privilege
of upper-class /new forms of culture recognised/ wider

audience/development of new social values.

A vehicle for individual integration :

» confidence & self-esteem

« revealing the creative potential of people

* respect and openness towards other cultures & reduction of
prejudices
education via mutual learning

And for community buiding :

» Sense of belonging to the city
Stimulation of creativity of individuals
new aproaches & new forms of sociability
new forms of participative democracy
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On the physical regeneration : * * *

Inner-city urban regeneration strategies aim at consolidating
the symbolic importance of the centre

The cultural dimension of the regeneration of popular
neighbourhoods cannot be neglected

The quality of physical space/public realm is an important focus
of creative city development

A good urban design is to improve the quality of life

Built heritage renovation is a strong catalyst for the
regeneration process

The presence of creative people tends to acquire a physical
dimension




X e
> >
* Xk
* K ok
* * "%

* o

The need for an Iintegrated approach:* * *

The built environment, life styles and the cultural strategy are
major challenges for the competitivenes of multicultural cities

Cultural activities and cultural industries require specific
facilities and a network of human relationships

A climate of tolerance and a cultural environment are
essential for attracting creative talents

Culture, the arts and the heritage are vehicle to and of the
cities’ identity

A cultural milieu is made and nutured by the different aspects
of the city life




On public policies

Direct effects of cultural activities are clearly|  ess
important than indirect ones - a cultural environment is
essential for creativity to innerve the local socie Y

Cultural policies need to be solid for a fruitful i~ nteraction
with social, economic and environmental ones

Cultural strategies have to be developed locally ; cities
have to identify their local assets

There is no « one-size-fits -all » strategic model
The role of governments is in funding but also in

providing the necessary preconditions for a cultura
sector to develop

Cultural players/ profesionnals are to be recognised as
major urban players




All documents produced by the URBACT Culture networ k are availab le on request at:
Agence de développement et d’urbanisme de Lille Métropole
- 299, Boulevard de Leeds - Espace International - 59777 Euralille — FRANCE

Photographs: cities of Amsterdam (NL), Bari (IT ), Birmingham (UK), Brno (CZ), Budapest (HU), Evosmos ( GR),
Gijon (ES), Helsinki (FI), Katowice (PL), Manchester  (UK), Maribor (SI), Napoli (IT ), Donosita -San Seb  astian

(ES), Velenje (SI), Vilnus (LT)
& Lille Métropole Communauté urbaine (FR) / Agence de d  éveloppement et d’'urbanisme de Lille Métropole













