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Foreword 

For evaluating the impact of the Creative Metropoles project the overall assessment of the project’s different activities was made. The special questionnaire was developed and the cities were expected to express their opinions about different activities and their presumable impact. In particular, the focus was on measurable outcomes which could illustrate the project’s influence in terms of changes in cities policy and administrative practices as well as in private and third sector (CI sector) behaviour.

The questions were presented by the main activities of the project (good practices, study visits, etc.). In addition, the cities were expected to feel free to add all kind of additional information not covered by the questions, but what would highlight the (measurable) outcomes of their activities in the CM project. As well, the cities were asked to present personal comments from the participants who took part in different project’s activities. 
For assessing the impact of the activities one option is to evaluate whether and which kind of changes have taken place. One theoretical concept which helps to explain the different levels of changes is the concept of social innovation. This concept uses the multilevel institution approach in order to understand the scope and deepness of the changes. Specifically speaking, social innovation is defined as transformation, which encompasses regulative, normative as well as cultural changes (Heiskala 2007
). It emphasizes that the actual changes are happening when meanings, everyday practices, social behaviours, etc. are altering (Tuomi 2007
). 

Thus, we may argue that the most valuable outcomes of the project are related to the changes taking place in the practices of the cities. This is when the new knowledge gained from the project has not stayed only in the level of ‘good ideas’ and ‘interesting information’, but has also reached to the changes in the level of actual practices. Summarizing the cities’ evaluations we may distinguish four main broader impacts which indicate also to the changes in real practices:

· Transfer of practices between the cities

· Changed patterns of interaction and knowledge exchange

· Emergence of new activities and initiatives 

· Increased knowledge about creative industries and its policies

In this evaluation report these outcomes are described in more detail.

The summary was prepared by Tallinn University, Estonian Institute for Futures Studies
1. Transfer of the practices                      between the cities

The cities were asked to point out whether and which kinds of practices (amongst the good practices described in the portfolio) they plan to transfer (or have already transferred) into their city. However, as the conditions in every city are different, then it is more likely to speak about transfer of some parts of certain practice or the idea or concept of the practice. The following table presents the practices the cities are considering to transfer (or have already transferred) to their own city.

Table 1. Practices the cities are considering to transfer
	Practices the cities are finding important to transfer to their city 
	Field (according to the topics in the Portfolio)


	The city considering the transfer

	Kulturhuset (Stockholm)
	SPACE: multifunctional space
	Berlin

	Cabel Factory, Arabianranta (Helsinki)
	SPACE: multifunctional space
	Tallinn

	Betahaus (Berlin)
	SPACE: providing space for business enhancement
	Birmingham

	Telefonplan (Stockolm)
	SPACE: providing space for business enhancement
	Birmingham

	Art Factories (Amsterdam)
	SPACE: providing space for business enhancement 
	Birmingham

	Creative business spaces (Birmingham)
	SPACE: providing space for business enhancement
	Vilnius

	Art Factories (Amsterdam)
	SPACE: providing space for business enhancement
	Helsinki

	District22@ (Barcelona)
	SPACE: developing urban districts with CI
	Birmingham

	
	
	

	Creative Incubator (Tallinn)
	ACCESS TO FINANCE: supporting business start-up
	Birmingham

	Creamedia (Barcelona)
	ACCESS TO FINANCE: supporting business start-up
	Tallinn

	Advantage Creative Fund (Birmingham)
	ACCESS TO FINANCE: targeted financing for CI
	Amsterdam

	
	
	

	Helsinki A Paris (Helsinki)
	ENHANCING DEMAND: multitargeted festivals
	Amsterdam

	
	
	

	Charlottenburg campus (Berlin)
	BUSINESS CAPACITY AND INTERNATIONALISATION: developing interdisciplinary cooperation
	Birmingham

	Design Reactor (Berlin)
	BUSINESS CAPACITY AND INTERNATIONALISATION: developing interdisciplinary cooperation
	Amsterdam

	Design Reactor (Berlin)
	BUSINESS CAPACITY AND INTERNATIONALISATION: developing interdisciplinary cooperation
	Tallinn

	Turning talent into business (Amsterdam)
	BUSINESS CAPACITY AND INTERNATIONALISATION: developing interdisciplinary cooperation
	Vilnius

	Catalunya Film Commission (Barcelona)
	BUSINESS CAPACITY AND INTERNATIONALISATION: cluster promotion to business enhancement
	Tallinn

	Mälardalen Film Pool (Stockholm)
	BUSINESS CAPACITY AND INTERNATIONALISATION: cluster promotion to business enhancement
	Tallinn

	Creative Amsterdam (Amsterdam)
	BUSINESS CAPACITY AND INTERNATIONALISATION: coordinating actors and activities
	Helsinki

	Creative Amsterdam: Don’t Do It Yourself (Amsterdam)
	BUSINESS CAPACITY AND INTERNATIONALISATION: coordinating actors and activities
	Oslo

	Plan for the Arts (Amsterdam)
	BUSINESS CAPACITY AND INTERNATIONALISATION: coordinating actors and activities
	Helsinki


As seen from Table 1 the good practices that the cities found to be most important in terms of transferring to their own city covered all the four broad topics described in the portfolio: Access to finance, Business capacity and Internationalisation of CI, Enhancing demand and Developing space and creative city districts. Still, majority of the good practices highlighted belong to the field of:

(a) ‘Development of spaces for Creative Industries and Creative City districts’ – here especially different practices in the field of providing space for business enhancement were highlighted: Betahaus (Berlin), Telefonplan (Stockholm), Art Factories (Amsterdam) and Creative business spaces (Birmingham). Also other types of good practices related to space development were highlighted: Kulturhuset (Stockholm), Cable Factory and Arabianranta (Helsinki), 22@Barcelona (Barcelona);

(b) ‘Business capacity and internationalisation’ and especially its focus on developing interdisciplinary cooperation and the practices such as Design Reactor (Berlin), Charlottenburg campus (Berlin) and Turning talent into business (Amsterdam). In addition, the cities pointed also to cluster promotion activities such as Catalunya Film Commission (Barcelona) and Mälardalen Film Pool (Stockholm); and also coordinating actors and activities such as: Creative Amsterdam (Amsterdam); Plan for the Arts (Amsterdam).

From the field of ‘Access to finance’ the following good practices were highlighted: Creative Incubator (Tallinn); Creamedia (Barcelona); Advantage Creative Fund (Birmingham). Among the practices related to ‘Enhancing demand’ only one good practice was mentioned – “Helsinki A Paris”.

In general the pattern of (intended) transfer also matches with the cities’ own understanding of their most good practices of creative industries. When asking the cities which practices they consider most important, then first and foremost the cities explained that they pointed out those which: (a) on the one hand facilitate networking and knowledge exchange of different parties; and (b) relate to space development: (physical) regeneration of urban areas or development of spaces for CI activities and actors. As seen from Table 2, the practices partly also coincide with those the other cities consider transferring to their own cities. What is interesting and where lies the biggest difference compared to the pattern of transfer, is that the cities themselves value considerably more their practices which relate to enhancing demand of CI.

Table 2. Good practices the cities consider most important
	Good practice
	Field (according to the topics in the Portfolio)

	VC Fund Kreativwirtschaft (Berlin)
	ACCESS TO FINANCE: targeted financing for CI

	Creative Incubator (Tallinn)
	ACCESS TO FINANCE: supporting business start-up

	
	

	Red light in Fashion and Turning talent into business (Amsterdam)
	BUSINESS CAPACITY AND INTERNATIONALISATION: developing interdisciplinary cooperation

	
	

	Festivals (Brilliantly Birmingham) (Birmingham)
	ENHANCING DEMAND: multitargeted festivals

	The Copernicus Science Centre (Warsaw)
	ENHANCING DEMAND: Using CI for enhancing city attractivenesss

	Festivals (Brilliantly Birmingham) (Birmingham)
	ENHANCING DEMAND: multitargeted festivals

	The Copernicus Science Centre (Warsaw)
	ENHANCING DEMAND: Using CI for enhancing city attractivenesss

	Tallinn Music Week (Tallinn)
	ENHANCING DEMAND: multitargeted festivals

	Festivals (Saint Casmir’s Fair) (Vilnius)
	ENHANCING DEMAND: multitargeted festivals

	
	

	Betahaus Coworking Space (Berlin)
	SPACE: providing space for business enhancement

	The Custard Factory (Birmingham)
	SPACE: providing space for business enhancement

	Creative districts (Praga Południe and Praga Północ) (Warsaw)
	SPACE: developing urban districts with CI

	Arabianranta (Helsinki)
	SPACE: developing urban districts with CI

	Arts Printing – House (APH) (Vilnius)
	SPACE: multifunctional space

	Cable Factory and Suvilahti (Helsinki)
	SPACE: multifunctional space

	Library 10, Helsinki (Helsinki)
	SPACE: multifunctional space

	The Republic of Užupis (Vilnius)
	SPACE: bottom-up creative space development


Considering the cities’ motivation to transfer the practices, then these are basically twofold: on the one hand the cities got inspiration for developing further their already existing practice:

It is planned to make use of the approach from Stockholm’s „Kulturhuset” for a similar Creativity House in Berlin in order to bring different industries together. [BERLIN]

The reason we wanted to transfer this practice because it is in line with the type of activities that we do /.../ [Oslo]

The example case of Amsterdam where integration of CI helps solving social, economical and ethical problems in “Red Light District” /.../ The same strategy was implemented in Vilnius while solving complicated issues of illegal graffiti paintings in the streets /.../ [Vilnius]
On the other hand, the cities’ motivation based on that such kind of practice was missing in their city:

Art Factories Broedplaatsen, the active policy for creating and supporting new spaces for the creative industries is a very good example and it is missing in our city. [Helsinki]

The good practice of Birmingham’s Advantage Creative Fund(ACF) has been used as input for the investment funds of the city of Amsterdam /…/ [Amsterdam]

Plan for the Arts 2009-2012, the cultural policies and allocation structure elaborated in the plan has given us concrete tools and ideas for the development of Helsinki’s subsidy system for arts and culture. [Helsinki]
All in all we may conclude that the pattern of (intended) transfer of practices (based on which cities highlighted which kinds of practices) is diverse. Following the policy models resulted from the research (see the whole report: www.creativemetropoles.eu) it can be claimed that cities were inspired not (only) by those cities’ practices which were close to their development model, but rather from different kind of practices over the whole spectrum. This supports the general understanding of the diversity regarding the development of creative industries that was concluded from the research. 

Based on what cities highlighted and which practices they are considering to transfer, we may claim that the project has fostered knowledge exchange between those cities who belong to the group of more established CI policies and on the other hand, also between the cities of more established CI policies and cities as newcomers (especially from more established CI policies to newcomers). In geographical sense we may say that the practices spread rather over Europe, and not between neighbouring cities. 

In addition, it has to be stressed that at the moment it is also too early to evaluate: the cities argued that the implementation of ideas and practices itself takes time and presumes also political decision making (especially concerning large projects). Furthermore, it was mentioned that the overall attitude towards implementing new initiatives is rather modest due to the difficult economic situation which sets limits to launching new activities. However, the economic downturn made it very important to consider the “value” the CCIs have as a sector economically. As indicated by Birmingham, “it shows the great value of Interreg and the way best practices can be shared between cities when the economic environment is difficult.”
2. Changed patterns of interaction and knowledge exchange 

The Creative Metropoles project enhanced interaction and knowledge exchange especially via two types of activities: Blender events which enhanced networking between different CI sector actors, in particular entrepreneurs; and secondly: study visits which enabled public sector officials, but also private and third sector representatives to get more thorough knowledge about CI supporting practices in different cities.

Blender events

In total 60 entreprenurs took part in different Blender events held in the frame of CM project. Concerning the field of activity most actively the representatives from the field of design have been participating. See Table 3.
Table 3. Participants taken part in Blender events 

	
	Total number of  CI entrepreneurs participating in CM events
	Field of activity 

	Amsterdam
	6
	fashion

product design

advertisement

	Barcelona
	3
	marketing 

industrial design

	Berlin
	6
	product design (2)

fashion design (1)

public relations (1)

space design / collaborative environment (1)

sustainable design (1)

	Birmingham
	9
	publishing (1) 

media (2) 

digital media (3) 

fine arts (1) 

animation (1) 

	Helsinki
	16
	graphic design

fashion desing

interior design

	Oslo
	2
	graphic design,

architecture

	Tallinn
	14
	graphic design (3)

photo printing, photo studio

real estate development for CI

glass design

design management

jewellery design (2)

fashion design

web design

visual marketing, shop environments

	Warsaw
	4
	music and events production

fashion design management

fashion design

architecture

	Total 
	60
	


Referring to one of the organizers of Blender events, Helena Pekkarinen from Diges
, then “the goal of Blender is – in all its simplicity – twofold: 

1) get the entrepreneurs coming from different fields and countries to share ideas and thoughts about creative industries in large, about their specific field and about their individual industries; 

2) give the companies possibility to make new contacts outside their own field and country; 

3) give them the opportunity to train their pitching skills and to get  feedback (both professional but also from their peers i.e. the other entrepreneurs) on how to improve their skills in presenting their own businesses and projects”. 

Regarding the outcomes of the Blender events, then first and foremost it is important to highlight the several follow-up contacts between the entrepreneurs after the events and the strengthening of the cooperation. It has to be stressed that the entire “effect” appears in long term: “this is often happening not directly after the event but in a long term (i.e. companies that participated in last years event might need to take contact with the others in about a year time etc.)” (Helena Pekkarinen). 

The city representatives emphasized the value and importance of Blender events especially in terms of getting new contacts and fostering (international) collaboration:

The idea was great to mix creative entrepreneurs interdisciplinary. It gave the participants from Berlin new insights, opened up different perspectives and thus inspired them with new ideas for their own work. /.../ all 6 Blender participants from Berlin received a lot of input for their own work, exchanged experiences and developed ideas. [BERLIN]

/.../ We saw early on the possibilities for internationalisation of entrepreneurs through the project who would then spread the word back into the city and with policy makers. /.../ Blender was a good way to highlight best practices with SMEs and to enable them to start to think about internationalisation. Some have since developed direct links with entrepreneurs in other cities. [BIRMINGHAM]

The blender (co-creation) is a good method to get to know potential (business)partners on an international level. /…/ All the Amsterdam participants enjoyed the blender, because of the diversity of people and disciplines. The blender (co-creation) is a good method to get to know potential (business)partners on an international level. [Amsterdam]

The entrepreneurs found the events useful in many ways. One of the feedback was about the fact that most of the events are directed to specific brances and this time it was very good to meet entrepreneurs from other ci brances as well. The pitching exercises that were provided got also positive feedback.The fact that the participants came from all CM cities created a true European atmosphere to the events. For the city developers it was important to see the variety of different business models and companies. That helped in the development of the support measures targeted to ci. [Helsinki]
Also a few partnership contacts made during the visit to the Ford’s Helsinki headquarters in Hernesaari, as project partners form ClusNet joined the event. Possible partners cooperation contacts with Vilnius clusters (Užupis Creative Cluster and the Cluster of “Sustainable city” (Darnus miestas) made. The expert also participated in ClusNet seminar for Forum Virium Helsinki – Cooperation Cluster of Digital Services (www.forumvirium.fi) and made contacts with Minna Maarttola (Economic Development Agency City of Helsinki) for knowledge sharing from ClusNet and possible future integration of Vilnius Clusters in to the new projects. For this agreed on meeting in Lyon (ClusNet Final seminar) 13 - 14 October 2011. Vilnius cases discussed with Grand Lyon project manager Per Justesen also, some useful guidelines for further Clusters development received. [Vilnius]

Feasible results of Blender events is cooperation between the City and 1 Blender participant, who is responsible now for promotion of the City internet platform for creative sector. Another Blender participant now cooperates closely with the City as a coordinator of preparation of Warsaw’s application for the Capital of Culture 2016 competition. [Warsaw]
The positive feedback came also from the entrepreneurs participated in these events: 

“It is surprising to see how many similarities you have with each other even when everybody has a different background and culture.” (Entrepreneur from Amsterdam)

“It’s very nice to have the opportunity to build up an international network and meet people who speak the same language”. (Entrepreneur from Amsterdam)

„Blender was certainly useful and mind-broadening. We communicated a lot and learned how to present ourselves and our companies, how to work in team. After the event in Stockholm, I have been in contact with Vidmantas Tomkus from Lithuania. Our fields of activity are quite different, so finally we still could not find the right form for cooperation. Our company does not use so much drawing programmes and 3D offered by Vidmantas. However, the contact is there. There is also a group formed in Facebook to share the contacts.” Anne-Liis Leht (glass studio Annkris-Glass) (Tallinn)

„I have had correspondence to Enrique Frisancho from TAMBAKUNDA Innodesign (Barcelona). We have shared some information about the photography equipment. Similar events like Blender are useful to raise awareness about other companies, including local Estonian companies, I can cooperate in future. “ Indrek Gutmann (photo studio Pildilabor, www.pildilabor.ee) (Tallinn)
“The whole experience was great, maybe a bit too short to truly connect with the attendees and detect synergies among us.” Mariona López, 2Creativo.net (Barcelona)

“The Blender event was interesting as a a networking concept and as a creative exercise, though too focussed on creativity per-se. A more business oriented event could be more profitable for companies and creative professionals.” Enrique Frisancho, TAMBAKUNDA founder (Barcelona)

“Meeting international players and different experts in the same field from different markets and countries is really inspiring and useful, as it is always about the human touch and common experience when you start developing new ideas and build trust to each other. The meetings in CM in Helsinki for me were of this kind”. (Entrepreneur from Vilnius)

“It was a unique possibility to meet experts from different cultural and social background in one place. The atmosphere of friendly and open communication, combining and sharing experience, knowledge and common creative thinking, leads to building better tomorrow to all of us”. Vytautas Ratkevičius (the Sheriff of Užupis, Užupis Creative Cluster Facilitator) (Vilnius)
Despite of only short contact-time in the Blender, we may already talk about actual tangible results developed out from the Blender events. These relate to carrying out joint projects, becoming a business partner, giving guest lectures, workshops in the university, launching of new projects, etc. Quoting the city representatives: 


1 entrepreneur form Warsaw has had tangible effects of their participation in Blender. One person, who went to Tallinn, established cooperation with a Latvian young fashion designer. Later they met again in Tallinn for a two-day consultation visit. /.../ [Warsaw]

Cooperation between Amsterdam and Stockholm: Studio Jux (sustainable fashion design) and DEM collective became business partner after the blender in Stockholm. [Amsterdam]

Cooperation between Amsterdam and Barcelona: Edenforst (communication & events agency) had an assignment from a company Barcelona after the Blender Tallinn. [Amsterdam]

„After the Blender event I contacted Jenny Moberg from Helsinki. She is a design agent and runs her own company called 0.7 design, bringing talented Finnish designers to Asian markets. So I invited her to the Estonian Academy of Arts to present her activities and experiences and I have also distributed her contacts to local handicraft designers. /.../ There was also an idea to send some students to Helsinki to take the trainings Jenny has taken to become a design agent. “ Kristjan Mändmaa (graphic designer at Bummi, lecturer in Estonian Academy of Arts) [Tallinn]
CI facilitation and innovation management expert Mr. Vytautas Ratkevičius participated in Blender event in Berlin in June 2009. He had useful conversations with the experts and transformed the ideas and knowledge shared in the conference in the further projects developed in Vilnius. Following the presentation and recommendations of Dr. David Nordfors (Executive Director of VINNOVA Stanford Research Centre of Innovation Journalism, Stanford University) regarding media influence on CI development the project EKO BANGA (ECO WAVE) HUB has been developed in Vilnius in September 2009. The project aimed to develop CI and eco community incubator and HUB, and it was started by creating the eco media centre which bought together printed and online media channels in the Eco Hub. This approach led to the success of the project education and media campaign as the participants (journalists) were personally integrated in the education and cultural – creative activities of the project. Combining resources in such a way there were about 500 events, education seminars, and publicity actions made during the year with a goal of transforming existing habits, developing new values and forming awareness in the field of ECO. It became one of the biggest social education and media campaigns in these years. [Vilnius]

The networking between the companies seemed to result (according to the organisers from Diges) into direct actions and links between the companies. The fact that the participants themselves opened a Facebook group after the Stockholm event to keep in touch with each other is a clear proof of that. [Helsinki]
The overall opinion of the Blender events was very positive. Blender events gained plenty of positive feedback from both the city representatives and also from the entrepreneurs. As one city representative commented Blender was seen as “a ‘bonus’ in the [CM] project” (Birmingham). We may claim that networking events were highly valued, and based on the experience from CM project it can be also recommended as one of the important tools for developing creative industries. However it was also claimed that in the future these kind of events would benefit from more clearer focus, and on the other hand, to strenghten also the link between entrepreneurs and public sector representatives.

Study visits
Altogether 76 people took part of the study visits, including 53 public sector officials and 27 private and third sector representatives. The table 4 shows the participants by each of the partner city. 

Table 4. Participants taken part in the study visits
	
	Total number of people taken part of study visits
	Including public sector officials
	Including private and third sector representatives 

	Amsterdam
	5
	2: policy makers from Economic affairs and Arts& Culture department
	3: business people from the digital media (internet, mobile, video, gaming) and culture sector

	Barcelona
	3
	1: Director of International Promotion / Catalan! Arts, Catalan Institute for the Cultural Industries (ICIC)
	2: curators of the FADFest

	Berlin
	8
	7: two representatives from Dep. for Economics, one from Dep. for Urban Planning, one from Dep. for Cultural Affairs and three from Borough office.
	1 (third sector representative)

	Birmingham
	8
	4: Wolverhampton Economic Development Department, Birmingham, Digital Birmingham and Science City; head of Birmingham Institute of Art & Design
	4: head of Light House; head of support for digital cluster AWM, the marketing manager for Fazeley Studios and the MD of Substrakt, a leading digital SME

	Helsinki
	8
	7: three city representatives from the Helsinki City Planning Department; two city officials (one from the Economic department and one from the Cultural department) as well as two political members / decision makers from the Culture and Library Board of Helsinki.
	1: representative from Culminatum Innovation Ltd

	Oslo 
	12
	11
	1 third sector representative (chairman of the Oslo Culture Network board)

	Tallinn
	14
	8: two representatives from Tallinn City Enterprise Board, two from Tallinn City Planning Department, three from Tallinn Business Incubators and one from Tallinn Cultural Heritage Department
	6: one representative from Estonian Design Centre, one from Tallinn Culture Cauldron, one from Telliskivi Creative Campus, one from OÜ Annkris-Glass, two from OÜ GM  Jewellery Design

	Vilnius 
	10
	9: advisor to the Mayor; Deputy Director of Vilnius City Municipal Government Administration; Deputy Director of Leagal Affears Department; Director of Assets Department; Deputy Director of Urban development Department; Head of Culture and Art Division; Head of Public Relation and Marketing Division; Chief Officer of Tourism Division and Chief Officer of Culture Division
	1: varchitect of ME „Vilnius Plan“

	Warsaw
	8
	6: Director and deputy director of European Fund Department, deputy director of Culture Department, deputy director of Architecture and Urban Planning Department, Deputy mayor of the Centre district, City Mayor’s advisor on social issues
	2: owner of a co-working place, architect and owner of a co-working space

	Total
	76
	
	


The aim of study visits was to get a clearer understanding about the structure of CI support system in chosen cities, to meet some players in the field, to get to know well-functioning examples of supporting CI, share experiences, get new ideas and contacts for future networking. 

The experience of CM project shows that in general there were two arguments which determined the choice of the city for study visit. On the one hand, the cities with overall long experience and established practices in developing creative industries were favoured. On the other hand, the cities chose these cities where were such kinds of practices and experiences they wanted to develop or initiate in their own city. 

Amsterdam was the most visited city in the frame of the CM project. Altogether the representatives from 7 partner cities went there for study visit: Berlin, Birmingham, Warsaw, Tallinn, Vilnius, Helsinki and Oslo. The cities described following explanations for choosing Amsterdam:   

Amsterdam was chosen because it belongs to the leading creative hubs in Europe. Amsterdam’s creative sector is known to be strong in entrepreneurship and innovation. [BERLIN]

The main attraction [in Amsterdam] was the digital festival – Picnic, as well as the support for the visual arts. We felt Amsterdam would give us insights into leading edge global practice in both these strategic aspects. [BIRMINGHAM]

In case of Amsterdam it was the governance, politics and tactics and creative districts /…/. [Warsaw]

Amsterdam was chosen because of its more established CI policies, where creative industries are approached and supported as a whole, including also more focused areas. This city has a long tradition to support CI and provide a range of different support mechanisms and activities for that. [Tallinn]

In Amsterdam Vilnius expected to get acquainted with resilient integration of CI support into other sectors, role of the most important actors in the support system on regional, municipal and third part level, intercultural cooperation; “soft” services provided by the city to small and micro CI enterprises – tutoring, consulting, establishing the enterprises (e.g. Syntens; Streetlab; CCAA); city promotional activities stimulating demand for CI among local and international customers; social cohesion and cultural qualities if urban spaces. [Vilnius]

Concerning Amsterdam, the size of the city is approximately similar to Helsinki. It seemed highly interesting to make comparisons with the cities’ activities especially in city planning in the shore areas as well as in the development of the creative industries and its funding schemes. [Helsinki]
Besides Amsterdam, the next most visited cities were Berlin and Birmingham. Berlin was visited by Birmingham, Amsterdam, Tallinn and Oslo. The reasons for choosing Berlin, the following explanations were given:

We wanted to see the policy processes and systems supporting the growth of creativity in Berlin. We felt that the city had grown its creative brand from small beginnings and felt this could also be said of Birmingham although the context is different. We took two policy makers/practitioners to Berlin. [Birmingham]

Berlin supports initiatives that are coming (bottom-up approach) from the CI itself. We wanted to know (strategic) and see (operational) how the city of Berlin supports these initiatives and what the effects/result were. [Amsterdam]
Berlin was chosen because of its more established CI policies, where creative industries are approached and supported as a whole, including also more focused areas. This city has a long tradition to support CI and provide a range of different support mechanisms and activities for that. [Tallinn]

Birmingham was visited by Amsterdam, Tallinn, Vilnius and Oslo. The reasons for choosing these cities were explained as follows:

Birmingham, and the UK, have a lot of experience in developing and implementing creative industries policies on a regional level. To learn from, and to get inspired by, the combination of interaction with experienced policymakers, the meetings with other actors (including SMEs) at various sites and projects throughout Birmingham. Especially on the development of creative spaces and the role of creative industries in urban regeneration. [AMSTERDAM]
Birmingham was chosen because of its more established CI policies, where creative industries are approached and supported as a whole, including also more focused areas. This city has a long tradition to support CI and provide a range of different support mechanisms and activities for that. It was an extra visit also to participate with some companies from Tallinn Creative Incubator in the festival Brilliantly Birmingham. [Tallinn]

Birmingham was selected because of the fact, that here developed support system is oriented towards certain specific CI measures, i.e., network building, providing information and marketing services, which are innovative for Vilnius and differ from the traditional financial and methodological support forms provided to small businesses, e.g.: Business Link or Creative Lounchpad; Knowledge Transfer Partnership; Creative Networks; Advantage West Midlands Cluster Strategy; Advantage Creative Fund. Vilnius were interested in rating scheme “% for art” for public and private development objects, public spaces for cultural activities in de-industrialized areas or buildings at large extent. [Vilnius]
Warsaw and Helsinki made study visits also to Oslo. Warsaw explained that they were mostly interested in the business support of CI: “In case of Oslo, there were incubators, business support and city development” [Warsaw]. Helsinki explained its interest via the similar size to the Oslo: “, the size of the city is approximately similar to Helsinki.  It seemed highly interesting to make comparisons with the cities’ activities especially in city planning in the shore areas as well as in the development of the creative industries and its funding schemes.” [Helsinki]
In addition, Berlin chose also Barcelona, because “it belongs to the leading creative hubs in Europe. Barcelona is known for its successful urban development which makes the city an attractive, creative place. We expected to learn most from these to cities and their policies, instruments and strategies.” [BERLIN]

Barcelona highlighted the study visit to Helsinki by claiming that the special interest was getting to know how “the creative and cultural activities and industries [are developed] through urban development projects”. Barcelona chose also Stockholm for attending to the Stockholm Design Week and to get to know the design-related activities: The objective of this study visit was to see and learn in first-hand their communication structure and strategy, in order to be adapted and applied to the events they organize”.

Regarding the outcomes of the study visits, the cities emphasized especially the three types of benefits:

· Stimulation of cooperation, establishing contacts, networking. Referring to Helsinki representative: “It was really useful to have the possibility to network with colleagues from partner cities and discuss and compare with them relevant issues on CI policies and projects on a broad European scale.” [Helsinki] The importance of enhancement of cooperation between local stakeholders and different departments was also highlighted: “Joint visits to other cities are an excellent opportunity also to enhance cooperation between local stakeholders and different departments (which does not happen very often “at home”)“ [Tallinn]. Similarily was claimed by Berlin: „the CM project and its conferences and study visits enabled a closer cooperation and exchange among the different Senate Departments – especially the Dep. for Economics, Dep. for Urban Planning and Dep. for Cultural Affairs – but also with the borough offices, stakeholders/networks/institutions from the creative industries and with key creative entrepreneurs”. [Berlin]

· Evolvment of discussions on policy structures and strategies. Birmingham stressed that they „spent time comparing how the cities were organised to support the CCIs. This enabled us to think about how Birmingham and Wolverhampton can develop with their many layers of CCI representation and a policy environment where cut backs in public sector support are an on-going feature. The Study Visit discussions allowed us some thinking time to consider structures”. Vilnius pointed out the gained “knowledge on city marketing strategies and examples forming a stronger identity of Vilnius city and making it more recognizable in international level; as well the solutions and strategic development of relations between creative industries, business sector and education system; and business incubation and CI clustering strategies”. By Barcelona the ‘peer-to-peer exchange information’ was highlighted: “The possibility to know in first-hand the strategies behind the designing of policies. Also, this format gives to the participants to the study visit the possibility to ask for relevant elements that in other formats won’t be possible to get”.
· Getting to know the concrete practices and initiatives. The representatives of Helsinki claimed that they got „great examples from the following issues: funding support and plans for CI; city planning in port areas and development of CI activities in these new areas; development of the possibilities of cruise tourism; creation and promotion of new spaces and working environment for the CI”. Amsterdam highlighted the cases of BetaHaus and District Campus Charlottenburg from Berlin study visit and the regeneration of creative spaces from Birmingham study visit which they had the chance to get to know more thoroughly. 

Similarly to Blender events the overall evaluation of the study visits was positive. The cities found the study visits very useful and valued the opportunities to receive new ideas and get more thorough knowledge about different creative industries’ practices. Quoting the city representatives, then Berlin representative pointed out that the “study visits were a great tool to receive interesting insights and new ideas for the work”. Helsinki representative emphasized that “the study visits were really useful and concrete and that we believe that their influence will be long-lasting”.

To sum up, the impact of different activities of CM project was many-sided. This was illustratively described by Tallinn city representative: 

“There is a lot I have learned from all the project events I have participated: 1) new contacts to use in everyday work in creative incubator, based on the example of Birmingham study visit and Brilliantly Birmingham festival – how to organize field trips and participation in exhibitions. Now we plan similar visits also to Barcelona and maybe to Berlin; 2) information and knowledge about the initiatives and activities to support CI in the cities (Brilliantly Birmingham, Mercedes Benz Fashion Week in Berlin); 3) information about the CI support structure (Berlin, Birmingham, Amsterdam), which is a great help to evaluate our own activities. I believe that our support mechanisms in Tallinn are also quite good, but the local market is small and not financially sound; 4) new opportunities for our incubator companies to B2B; 5) catalogue of the products of companies in creative incubator, supported by the CM project – I hope this will be a tradition for joint marketing and internationalization; 6) creative seminar in Tallinn supported by CM project – awareness raising, information and contacts; 7) information about the role of city planning and how it influences the raise of creative class.” Anu Lõhmus (manager of Tallinn Business Incubators, www.esa.ee) 

3. Emergence of new activities                         and initiatives 

The new knowledge gained in the frame of the Creative Metropoles project has lead to several new initiatives in the cities. In this section we describe these new activities by each partner city; in general these new activities can be divided into two: developing strategy documents for CI and/or carrying out studies; and secondly, launching new projects and other initiatives.

Amsterdam 

	New initiatives

· Amsterdam policymakers liked Berlin’s Design Reaktor idea and its interdisciplinary way of thinking. At the moment Amsterdam is experimenting with open data from government and soon they will try this for creating public furniture. In this experiment they are focusing on the co-creation process (government and the CI entrepreneurs).

· Amsterdam also plans to implement Berlin’s BetaHaus concept in the next coming years.

· Birmingham’s practices and experiences in the field of redevelopment of an industrial building done by artists themselves was also highlighted. This good example of user-driven regeneration through artists was an extra motivation to proceed with a project application (to apply for national funding), aimed at up-scaling the economic impact of similar artists-driven developments in Amsterdam. The application, also written in an open source manner, is under consideration at the Ministry of Economic Affairs.

· Amsterdam also decided to join with the new INTREGG 4B project called Cross Innovation with 7 of the 11 partners from the CM network.



	Development of strategy documents

Input from the cities of the Creative Metropoles Network (reports, documents, discussions) is fruitful for the ongoing development of this policy-area; in particular the Economic Development Board Amsterdam. 




Barcelona

	New initiatives

Some of the communication and logistics strategy elements from the Stockholm Design will be incorporated in the future events organized by the FAD. 



	Carrying out studies 

· Study 1. Knowledge Urban Maps Powerbook 2010 (KUM): Study designed to identify and describe in a set of city maps where are being developed the knowledge intensive economic activities. This economic activity is grouped according to three groups of indicators: Creativeness, Science and technology and Hightech patents. This study has allowed us to identify the knowledge based activities from a geographical perspective.
· Study 2. Barcelona Creative Metropoles: This study has been designed with the objective to describe the current situation of the city in the following topics: creativeness, innovative economic activities and the knowledge-related industries that are located in Barcelona. Some of the inputs are the sectorial studies created in the framework of the Creative Metropoles Project and the KUM . This study has been designed not to be just a descriptive instrument, but mainly, a document where are collected proposals and recommendations to continue boosting Barcelona as a Creative Metropoles.




Berlin

	New initiatives

In result of the strategy plan developed in the frame of the CM project we initiated and funded the set up of a travelling exhibition called "ID Berlin | Industrial Design Competence" with selected exhibits which show the potential of design for industry and innovative product development. More info here: http://www.id-berlin.info/


	Development of strategy documents

Based on a potential analysis, we have developed a strategy for the design sector in Berlin, including an action plan. The strategy respectively action plan is in the final stage of being discussed in a co-creation process with stakeholders from the design sector and will be published soon.


 Birmingham

	New initiatives

· ‘Cross Innovation’ – the need to develop ideas and products across the sectors came out as a key learning point from the CM project. Cross-innovation is where creativity meets other sectors in the local economy and where there are benefits from co-operation. Examples are computer games and education; digital applications and open data approaches from the public sector; visual arts and health care. Birmingham led a consortia of cities, helped to develop a new project idea and then bid into the latest round the Interreg IVC in support of this approach. This approach also links other sectors in the local economy to the CCIs and internationalises these developments.

· Niche responses - Gamer Camp – this is a specific response to the needs of the computer gaming sector. We saw good examples of sector specific responses to CCI niches in CM. We think it’s important to differentiate as a city.

· Enterprise development – support for new enterprises in the CCIs – evidenced in Tallinn, Amsterdam and Stockholm. Mixture of specific spaces for new enterprises and support approaches involving facilitation (pedagogies). This for us is a key aspect of public intervention, particularly within the economic circumstances. Support for knowledge economy and new jobs remains a critical issue.



	Development of strategy documents

· Wolverhampton Creative City District Plan has been the key outcome for Birmingham. This took the form a literature review of previous plans, developing a research focus consisting of 5 focus groups, gathering opinions, analysing responses and then developing a plan for Wolverhampton.

· The need for the CM approach was evident in the poor take-up of previous plans for the city and the intention was to use the CM process to reflect on city strategy. This was successfully achieved – given the feedback received locally and in the CM dissemination event in Helsinki. The CCD Plan will be formally presented to Wolverhampton policy makers and Stakeholders in the summer.




Helsinki 

	New initiatives

Helsinki claimed that „ it is too early to name any concrete projects”. But at the same time asserted that “the collaboration and networking on the local, regional and international level has increased and tightened and this will definitely lead in the future to new projects. Especially the following examples were found very useful:

· Amsterdam Broedplatseen ideology, a very good example on the promotion and creation of new spaces for the creative industries, pop-up activity; 

· Concrete ideas for Helsinki’s port and cruise tourism development, how to develop creative businesses there as well as services to inhabitants;

· The support to artists, entrepreneurs and freelancers by developing for instance incubators, funding schemes and suitable working environments.  



	Development of strategy documents

· City of Helsinki Business Development Strategy update 2011:The strategy’s actions related to ci support were influenced by CM project. The importance of the cross sectoral work between the various different departments of the city was one of the key elements that we realised during the CM project
· City of Helsinki Culture Strategy for the years 2012-2017:The strategy is at the moment being finalized and it will be approved by the City Council in autumn 2011. The CM project and the comprehensive research have influenced the actions outlined in the strategy and for instance the development of various funding schemes and new spaces for the creative field are included as priorities.




Tallinn

	New initiatives

· On-line tool for marketing and internationalization of creative companies was developed – Creative Incubator Catalogues in 3 languages (Estonian, English and Russian), which introduces the companies in Tallinn Creative Incubator and their products/services, and which one can show everywhere being on-line (http://issuu.com/loomeinkubaator/docs/esakataloog_eng_web2011). It was highly appreciated by the companies in the incubator, so second edition was issued for 2011, including new tenants. 

· As a follow-up of the study on creative industries in Northern-Tallinn, couple of workshops have been carried out, to start with the concrete actions: online platform for interactive-interdisciplinary networks; more concrete cooperation with the universities; renewal of the area’s urban space. The work continues.

· Based on the results of the project, Tallinn plans to draw up and CI support programme by using experiences and best practices of other cities;

· There is a plan for follow-up project of Creative Metropoles to focus on interdisciplinary cooperation and cross-innovation. The application has been submitted to INTRERREG IVC programme on the 1st of April. Tallinn is interested to take part on the follow-up, to enhance cooperation between companies and universities on local level.

· In addition Tallinn found useful Berlin’s experience in having a special body (like ProjektZukunft) and is concidering at least some kind of steering committee/advisory board to discuss and also later on monitor activities undertaken towards supporting CI. So far it has been done in a more informal way. 
· Also the best practice which will be probably implemented soon is the form of renting out creative spaces. One of our private-owned creative districts – Telliskivi Loomelinnak – is planning to introduce the concept of Betahaus to its tenants and attract new people by offering space more flexible way.
· Tallinn was also inspired from Birmingham experience which provided an excellent example how bottom-up initiatives can be supported and further developed. There are several examples which could be introduced to our creative hotspots. If the national and local financing of CI would be also similar as in Birmingham (existence of different funds) many initiatives would flourish. 


	Development of strategy documents

Tallinn plans to draw up and CI support programme by using experiences and best practices of other cities. A draft document is currently compiled, which needs to be discussed with our local partners related to development of CI. The main focus will be on cooperation, joint actions, support mechanisms etc.



	Carrying out studies 

The Study on creative industries in Northern-Tallinn was carried out. The results of the study will be taking into account by compiling a comprehensive plan for city district Northern-Tallinn, as city officials have been involved to the project.




Vilnius 

	New initiatives

· Cooperation with Dighbeth district and the Republic of Užupis. As Vilnius now is actively developing two new projects – creative areas – „Newtown Revolution“, in Naujamiestis district and „Architectural Park“, in the historic Vilnius place, near Vilnia river. Dighbeth could share their experiences, information, human resources as well as specific projects and could help to develop those two districts into two strong CI areas in Vilnius;

· Cooperation between Amsterdam’s RedLight Fashion and Vilnius’s fashion festival „Mados Infekcija“, fashion festival „ArMada“ and Vilnius Art Academy. Fashion festival „Mados Infekcija“ (in Vilnius) is the biggest fashion event in Lithuania. Every year organizers of „Mados Infekcija“ invites several fashion designers from abroad to participate in this fashion festival. Every year this festival could organize a separate section presenting the RedLight Fashion designers or their work. RedLight Fashion could allow to organize a part of fashion festival „Mados Infekcija“ in the Red Light District. Talking about the decrease of social exclusion, when organizing „Mados Infekcija“ in Amsterdam, intimate services providing girls could be hired as models presenting collections of the participating designers of fashion festival „Mados Infekcija“.

Another fashion festival taking place in Vilnius is „ArMada“. It is taking place in one of the most visited places in Vilnius – the square of Town Hall. In similar principles as offered in collaboration with fashion festival „Mados Infekcija“, we suggest to collaborate with the organizers of fashion festival „ArMada“ exchanging information and human resources, projects and facilitation. 

In collaboration with Vilnius Art Academy, student and lecturer exchange from Lithuania could be arranged. Students could present their works and lecturers could share their knowledge and experience with young Dutch designers in various lectures and workshops.

· Vilnius got inspired from IAmsterdam.com example. Iamsterdam.com is not only an official Amsterdam website for residents and visitors, guests from abroad, but also it is the unique city brand, important part of city marketing, providing Amsterdam with a strong identity and making it recognizable in international level. Vilnius city aims to strengthen its identity. Currently a new city development strategy is prepared. In collaboration with the marketing specialists, who created Iamsterdam.com brand and are carrying out city marketing, we see an opportunity to optimize a new Vilnius strategy, which would help to make Vilnius a more recognizable in international level, to form a stronger identity.

· Vilnius has joined with the follow-up international project INTERREG IVC being inspired by fruitful work and good cooperation with the CM project partners. The application of the project Cross-Innovation was submitted by the city of Birmingham to the INTERREG IVC program last call. 

	Development of strategy documents

In the year 2010 The Map of Vilnius Creative Industries have been accomplished and adopted by the city of Vilnius. This document focuses on the economic potential of the Creative Industries companies. Authors analyzed the concentration of Creative Industries companies and their employees, the capacity of enterprise clusterization, comparing ratio of exports and imports, assessment of financial turnover, analysis of financial resources, conducted a survey of Creative Industries companies, in order to assess the main barriers of the whole work, determined the geographical distribution of the urban area and performed the economic, social and cultural benefit analysis of creative education in Vilnius universities. This document has been developed employing knowledge, good practice and study visits’ experience of Creative Metropoles project. 




Warsaw

	New initiatives

· Development of a new internet platform for the local creative sector – in progress.

· Implementation possibilities for the creative district action plan – interest of the administration of Praga Północ district, for which plan for supporting the CI was developed, to realize one of projects from the report and to include recommendations from the report in the strategy for the district.

· Cooperation between City’s European Funds Department and Culture Department regarding program and services of City funded Creativity Centre (to be opened in mid 2011).

· Warsaw got also inspired from the experience gained from Oslo study visit – 0047 project – where co-working space was combined with artistic events. The negotiations to transfer this practice have already started.

	Development of strategy documents

As a result of the project, the report “Supporting creative industries in Praga Północ – guidelines for development of an action plan” was developed.




4. Increased knowledge about creative industries and its policies

Due to the active dissemination of CM project activities, different results and organization of events during the CM project we may argue that the project has increased the general knowledge about creative industries and its policies in the project partner cities. The cities used several tools and mediums for dissemination.   

Numerous blogs, articles and other type of writings have been published by different partner cities. The cities have also actively used social media tools for disseminating CM project activities and results:

· Birmingham described the work where 30 web designers/developers spent on one day in developing a DIY website for the city council. The BCC website had taken years to commission and to develop and the BCC DIY entrepreneurs showed the need to communicate in an agile way with citizens inputting their needs to the site and demonstrating the need for dialogue and responsiveness between policy makers and citizens. In addition Birmingham wrote two blogs around creativity and CM project; 
· Tallinn has been constantly presenting the activities and outcomes related to the CM project in the national portal of CI – Creative Estonia (www.looveesti.ee) and one the website of City of Tallinn (www.tallinn.ee), and distributed in the newsletters and Facebook pages of partners (Creative Estonia, Estonian Ministry of Culture (http://loomemajandus.edicypages.com/), Tallinn Business Incubators (www.esa.ee), Estonian Design Centre (www.disainikeskus.ee); 

· Amsterdam has written altogether 20 articles and 4 newsletter items in the frame of the CM project, including reflecting the results of the CM project and the research results, introducing different CM project related events, good practices etc.;
· Helsinki has also prepared numerous blogs and other writing related to the project were published;
· Regarding Bareclona after a study visit in Stockholm FADF representatives created the blog: http//:designonwhite.posterous.com/. In addition the Barcelona Activa website has a description of the project as well as a permanent link to the Creative Metropoles website;
· Vilnius has published some articles related to new trends and goals set out by city of Vilnius towards the development of creative industries in daily newspaper “Vilniaus diena”. One article described new tendencies in conversion process of desolated industrial buildings via forming positive creative environment for young artists. Experience of similar creative spaces examples in Creative Metropoles project partners’ cities were described in article. Other article presented Amsterdam and Birmingham experience in city marketing and building of creative spaces, learned during the study visits in that cities. In addition, a half a dozen of articles were published on official Vilnius internet site, influenced with experience and lessons learned from different event and study visits that took part during Creative Metropoles project. 

In addition, in Tallinn the Creative Metropoles project was presented in a video clip made by Estonian biggest public television channel ETV. The clip can be found here: http://www.siseministeerium.ee/loomeinimesed. Birmingham hosted also a specific event on 13/4/11 on Open Data and how the growth of social media has impacted upon policy, how data at the grassroots can be utilised to make policy making more “visible”. Representatives from Vilnius attended the Birmingham event. There was also a live twitter feed at the event.
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