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Renewal through Culture? The Role of
Museums in the Renewal of Industrial
Regions in Europe

MARTIN HEIDENREICH* & BEATRIZ PLAZA**

*Department of Social Sciences, School of Education and Social Sciences, Carl von Ossietzky University of
Oldenburg, Oldenburg 26111, Germany, **Faculty of Economics, University of the Basque Country UPV/
EHU, Bilbao 48015, Spain

ABSTRACT Bilbao has become a role model for the regeneration of declining urban and industrial
regions. The debate on the so-called Bilbao effect showed that rundown industrial cities and regions
might profit from culture-based development strategies, even if successful urban regeneration cannot
be induced by only one flagship project without an appropriate local and regional context. Based on
the comparative analysis of six, in general recently founded, museums in five countries (Guggenheim
Museum Bilbao; Louvre in Lens; Centre Pompidou in Metz; Istanbul Modern Art Museum; Museum
Folkwang in Essen; Museum of Natural History in Florence), the authors of this special issue discuss
the role of these museums in building the image and the attractiveness of their local and regional
environment, the cross-fertilization of ideas and the integration of a region in global circuits
and networks. Museums can play an important role in building up “social capital”, creating
networks between different professionals, groups, sectors and segments of society, bridging
diverse social backgrounds, lowering coordinating costs for individuals and businesses, and
increasing the capacity of firms to reconnect.

Since the opening of the Guggenheim Museum in Bilbao in 1997, Bilbao has become a
role model for the regeneration of declining urban and industrial regions (Plaza, 2006,
2008). The so-called “Bilbao effect” refers to the use of a flagship building (e.g.
a museum, an opera, a concert hall, a theatre) characterized by an iconic architecture
and designed by a leading “star architect” as a means for the culture-driven revitalization
of a rundown city or region into an attractive, nationally and internationally visible
location for tourism, business or cultural and creative industries (CCIs). Other examples
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of this effect include the Groninger Museum (1994) by Alessandro Mendini, the Imperial
War Museum North in Manchester (2002) by David Libeskind and the Museum of
Contemporary Art Kiasma in Helsinki (1998) by Steven Holl, and most recently the
Louvre Lens, which the New York Times classified as one of the 46 places worldwide to
go in 2013:

Lens, an industrial town in the Pas-de-Calais region of northern France, is aiming to
become the next Bilbao. The first step in such a transformation happened on Decem-
ber 2012, when a branch of the Louvre opened on what had been a former hilltop
mine yard. The 50-acre site, which was abandoned in the 1960s, now has gardens
and hangar-like exhibition spaces designed by the Japanese architectural firm
Sanaa. (New York Times, 2013)

The phrase “Bilbao effect” first of all neglects the fact that the revitalization of Bilbao was
inspired not only by national policies (Council of Europe, 1991; Urfalino, 1996), but also
by the example of other cities, such as the regeneration of Glasgow after its year as the
European City of Culture in 1990 or the urban regeneration of Barcelona before the
1992 Olympic Games. The transformation of Salerno, Groningen, Tallinn, Dublin or
Liverpool to cities of culture and tourism could also be mentioned (Sklair, 2005; Cooke,
2008). Secondly, the focus on the Guggenheim museum designed by Frank Gehry as a
paradigmatic case for a “catalytic project” ignores the fact that the renewal of Bilbao is
not limited to this museum. The new metro system designed by Norman Foster, a new
airport terminal designed by Santiago Calatrava or the Euskalduna Jauregia Bilbao Con-
ference and Music Centre by Federico Soriano and Dolores Palacios have also contributed
to the architecture-driven redesign of the city. A single museum will thus hardly form the
basis for a local cultural cluster: “A creative city cannot be founded like a cathedral in the
desert: it needs to be linked to and be part of an existing cultural environment.” (Pratt,
2008, p. 35). Thirdly, even more unlikely is a regional regeneration process driven by a
single flagship project. In the case of Bilbao, the transformation of industrial spaces into
spaces for leisure and accommodation, the completion of the sewage system or the restor-
ation of the river Nervion and, last but not least, the armistice with the ETA might have
been at least as important for urban renewal as the construction of a spectacular building.
These manifold sources of the renewal of Bilbao weaken any unidimensional explanations
of a uniquely culture-driven phenomenon. Fourthly, in other locations, revitalization strat-
egies based on flagship cultural investments have failed, did not bring about the desired
economic, symbolic, social or cognitive effects (Evans, 2005, 2009) or also led to
unwanted effects such as gentrification and urban segregation. Often cultural flagships
are “isolated and exclusive spaces that are designed to serve visitors over residents and
that are divorced from any public planning process.” (Grodach, 2010, p. 354).

In conclusion, in the debate on the so-called “Bilbao effect”, it has become clear that
culturally driven urban renewal is not a particularity of Bilbao, the development of a crea-
tive city will not be the result of a single “catalytic project”, successful urban regeneration
cannot be induced only by one flagship building without an appropriate local and regional
context, and finally that even successful strategies of cultural regeneration may have unin-
tended and unwanted effects for the local population.

These results of the debate on the so-called “Bilbao effect” show that the relationship
between “catalytic” cultural flagship projects and urban regeneration has to be discussed
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in a more complex perspective. The question of how major cultural investments affect a
regional economy cannot be answered by assuming automatic trickling down or spillover
effects. Even if the debate on the “Bilbao effect” has convincingly demonstrated that
rundown industrial cities and regions might profit from culture-based development strat-
egies, the concrete mechanisms of this effect are not clear. The question still remains open
as to how flagship cultural projects translate into new urban images, identities, networks
and even value-creation potential in CCI, which are an important source of employment
in Europe (KEA European Affairs, 2006).”> Empirically, capital cities and other large
urban areas such as London, Paris, Milan or Amsterdam are focal points of the creative
and cultural industries in Europe (Power & Nielsén, 2010). However, this does not
exclude the possibility that formerly industrial towns can develop cultural quarters and
creative industries.

A useful basis, which is paradoxical only at first glance, for reflecting on the economic
impact of cultural institutions is the assumption that just like museums, theatres and
operas, and works of art are characterized by cultural, non-economic and non-political
logics. The aim of museums is not to maximize benefits, voters or even the number of visi-
tors. In general, cultural artefacts are generated, used and transmitted relatively autono-
mously from their potential economic or political functions. Alberto Giacometti, Pina
Bausch, Joseph Beuys and other artists have created their oeuvres without the primary
concern of making money or contributing to economic growth and prosperity. Artists
and also museums that store artistic oeuvres are only successful to the extent that they
are able to function according to an own artistic logic. This is also true when culture is
used for the reproduction of social inequalities. Culture can legitimate class differences
only when it is not the direct expression of economic capital (Bourdieu, 1984).
However, it is the—more and more wished-for—contribution of cultural facilities and
events to creating “creative” environments (Florida, 2005) and their effects on image,
identity and social attributions of a space (Kunzmann, 2004) that give them an economic
connotation that translates into city attractiveness and indirect value in an increasing
global competition for talent, investments and knowledge.

The starting point for our analysis of museums was inspired by innovation research.
Similar to the autonomy of the artistic or cultural sphere, inventions—or more generally
scientific and technological advancements—are also characterized by a different logic
from innovations, which take place in the economic sphere. For Schumpeter, the differ-
ence between inventions and innovations was the origin of innovation theory.® While inno-
vations are characterized by their economic success,” inventions belong to the realm of
science and technology. Empirically, however, it was always clear that individual inven-
tions and organized, systematic research and development activities (R&D) had a major
impact on the innovativeness of companies, branches, regions or nations. Innovation
research therefore did not respect the warning of Schumpeter and carefully analysed
how inventions are transformed into innovations (for example in industrial R&D depart-
ments, by linear or recursive or triple-helix innovation processes or in institutionally
embedded regional, sectoral or national innovation systems and the corresponding techno-
logical trajectories; cf. Fagerberg et al., 2005). In this way, innovation research was able to
analyse the societal forms which facilitated the interactions of science, technology and
innovation. Organizational, regional or national worlds characterized by different forms
of proximity facilitated processes of reciprocal learning between scientific, technological
and economic logics.
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In a similar vein, the starting point for analysing the economic role of culture (and
especially museums) is the distinctiveness of cultural and economic logics. Such an
analytical separation allows the question to be raised as to how these apparently comple-
tely different logics may interact with each other, since empirically such a relationship can
be expected. On the one hand museums of modern art generally require huge amounts of
money for their construction and operation, while on the other hand spectacular buildings
and flagship projects may contribute to the economic revitalization of depressed regions
and quarters, for example as shown by the Guggenheim museum in Bilbao. Therefore,
we analyse the role of culture and more specifically museums, in the economic regener-
ation of a city or a region according to the following three dimensions. Museums can:

(1) improve the image and the attractiveness of a region for local elites, the local popu-
lation and for external visitors.

(2) contribute to the cross-fertilization of ideas and can thus fulfil a catalytic function for
the development of new CCls and jobs (not only but also through cross-sector spil-
lovers as well)

(3) help to improve the attractiveness and business environment of a city/region through
enhancing its international embeddedness.

The first contribution of a museum to the revitalization of a region is the result of its social
and symbolic role, which refers to the role of culture as part of collective consumption. In
the second case, culture is an important feature of the local and regional production
process (Scott, 2006, p. 10). Both in the consumptive and in the productive dimensions,
networks are essential at the local, regional, national and global levels, especially
between the cultural, the political and the economic spheres. These two dimensions will
be analysed in the following.

First of all, the societal function of museums is not limited to their economic or political
functions. They are part of the cultural memory of humanity because they store and con-
serve ordered and classified objects. The International Council of Museums defines a
museum as

a non-profit, permanent institution in the service of society and its development,
open to the public, which acquires, conserves, researches, communicates and exhi-
bits the tangible and intangible heritage of humanity and its environment for the pur-
poses of education, study and enjoyment.’

A classical aspect of this “service of society” is the role of culture as means of distinction
especially for local elites:

Taste classifies, and it classifies the classifier. Social subjects, classified by their
classifications, distinguish themselves by the distinctions they make, between the
beautiful and the ugly, the distinguished and the vulgar, in which their position in
the objective classifications is expressed or betrayed. (Bourdieu, 1984, p. 6)

Museums are an important place for these practices of social distinction, since via spon-
soring events they may become a meeting place for the local elite.
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However, museums are not only a place for local elites, as shown by the high number of
visitors, especially for exhibitions, annual museum nights and other events or the sales of
museum shops. The consumption of cultural goods is a distinctive feature of new social
classes especially in the service sector (Featherstone, 1991; Horkheimer & Adorno,
2002). A vibrant cultural atmosphere plays an important role in the attractiveness of a
city, especially for high-skilled employees, which Florida (2002) refers to as the creative
class:

(C)ultural amenities (in the guise of museums, art galleries, concert halls, multifa-
ceted entertainment districts, and so on) are almost always present in some abun-
dance; and the visible form of the city is generally dominated by up-scale

streetscapes, expensive shopping facilities, and well-appointed residential enclaves.
(Scott, 2006, p. 4)

Le Gales (1999) observes that “(m)ost cities are involved in the mobilization of culture as a
strategic resource to create local identities and images (for instance, through urban projects
and festivals)”.

The role of culture is not only important for the urban population, but also for tourists,
business travellers and other visitors. Cultural attractions, such as nationally or interna-
tionally visible exhibitions, concerts or plays, also increase the appeal of a town for exter-
nal visitors and may thus support its development as a tourist target.

It can be observed that cultural institutions such as museums contribute to the image and
the attractiveness of a city both for local elites and inhabitants and for external visitors if
they offer stimulating cultural events—in the case of museums permanent collections of
well-known and new, often provocative artists and high-rank exhibitions. In this dimen-
sion, culture is an important collective good consumed especially by local elites, skilled
employees and external visitors.

Even if cultural consumption is basically an individual activity, social networks may
also play an important role in this dimension. This is especially true for the role of
museums in the reproduction of social elites. Given the limitations of public expendi-
tures for culture, particular activities such as acquisitions of new objects, spectacular
exhibitions, the restoration of a museum or even the construction of new buildings
often require additional funding from external, in general private, sources. Such sponsor-
ing activities are an important foundation for regional social networks. In addition, cul-
tural institutions are also an important labour market for qualified employees and firms.
Therefore, a high density of cultural institutions contributes to professional networks and
to networks with educational institutions. Last but not least, the construction and main-
tenance of major cultural institutions are often so demanding and expensive that net-
works between politics and culture at the local, regional, national and sometimes even
global levels are essential for financing the construction and operational costs of
museums.

The second previously mentioned dimension refers to the productive dimension of
culture. Cultural investments such as museums may support the development of creative
cities, which are characterized by CClIs (Scott, 2006). A starting point for such an unusual
role of museums is the observation that objects in a museum may serve as boundary
objects in research and communication. Taking the example of a natural history research
museum, Star and Griesemer (1989, p. 393) observe that these objects:
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are both plastic enough to adapt to local needs and the constraints of the several
parties employing them, yet robust enough to maintain a common identity across
sites (...) The creation and management of boundary objects is a key process in
developing and maintaining coherence across intersecting social worlds.

In this way, museums may thus serve as “bridging institutions” which facilitate
cooperation in spite of the heterogeneity of different points of reference and logics, for
example through close collaboration with regional universities and research institutions.
In addition, museums are important clients for innovative technologies.6 Therefore,
close collaboration with companies that develop the technologies for new forms of com-
munication (audio-guides, applications for smartphones), security, illumination, acclimat-
ization, presentation, ticketing, visitor management and conservation may open up new
innovation and business opportunities.

Florida (2002, 2005) chooses a somewhat different argument to explain why cultural
institutions enhance the innovativeness of urban milieus. Besides talent and technology,
openness and diversity (tolerance) are essential conditions for creativity and innovative-
ness. Following a “Jacobian” line of reasoning, Florida (2005, p. 27) conceives cities as
“cauldrons of diversity and difference, creativity and innovation”. Cultural experiences
in a pleasant, stimulating environment may contribute to the innovativeness of regions
by facilitating cognitive openness. Creative and diversified urban milieus may thus facili-
tate the exchange of tacit knowledge, contributing to the innovativeness of territorially
concentrated CClIs. The economic role of culture thus mainly consists in its contribution
to diversity and the avoidance of lock-in effects which are so important in older industrial
regions: “The presence of a significant bohemian concentration signals a regional environ-
ment or milieu that reflects an underlying openness to innovation and creativity. This
milieu is both open to and attractive to other talented and creative individuals” (Florida,
2002, p. 56). Lazzeretti (2011) describes this as cross-fertilization:

Culture may promote a cross-fertilization among apparently far-off and dissimilar
sectors (...) Culture creates a sort of strategic openness which fuels dialogue and
conversation, sets up creative environments inside firms and other contexts, and
thus provides the conditions for change (...) culture plays an important ‘bridging’

function as it connects concepts, places and paradigms from different backgrounds.
(p. 352)

Cross-sector spillovers are present not only among creative industries, but more impor-
tantly between creative and non-creative industries. The so-called related variety synergies
support the idea that these inter-sector knowledge spillovers are more powerful when firms
(sectors) are related along the value chain (Asheim et al., 2007). These synergies are even
a main element in the new “smart specialization strategies”, promoted by DG REGIO as
the backbone of the future European Cohesion Policy (McCann & Ortega Argilés, 2013).
Museums therefore play an important role in the economy because they offer employment
opportunities for qualified personnel, because they are challenging customers for innova-
tive technologies and because they contribute to an innovative regional atmosphere.

If cultural institutions play a productive role in the local economy, then local, regional,
national and global networks are also crucial. These networks can facilitate the exchange
of competences, mutual learning and the collaboration of producers. A typical example of
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these types of networks in the field of cultural production is project networks (cf. Sydow &
Staber, 2002), which often rely on “innovative milieus” (Crevoisier, 2004, p. 377). These
networks are highly concentrated in urban regions (Scott, 2006). Organizational, insti-
tutional and cognitive proximity of regionally agglomerated cultural producers and
actors facilitates interactive learning (Boschma, 2005). In spite of, or even due to, the glo-
balization of economic activities, spatial and social proximity remain a crucial dimension
of innovativeness and creativity. At the same time, cultural production cannot rely only on
local networks, but requires the global production and diffusion of meanings. Local pro-
ducers of culture have to become part of global networks of cultural production and diffu-
sion. This requires important channels for the transfer of cultural products and schemes
across national borders in “international networks of creative partnerships with one
another” (Scott, 2006, p. 13). These networks in the CCIs involve partners with comp-
lementary competences and profiles, suppliers and service providers, public agencies,
schools and universities, business associations and customers.

However, it cannot be assumed that museums, operas, theatres and concert halls will
automatically contribute to the emergence of creative industries. Former factory or port
buildings and other cheap locations have often been more important for the emergence
of start-ups in the CCI industries than museums. This also refers to the different logics
and modes of operation of institutionalized and socially accepted forms of culture and
individual, often disruptive forms of creativity and innovation. Cooke and Lazzeretti
(2008, pp. 1-2) therefore distinguish clearly between CCls, as

the two have totally distinctive modes of production, institutional bases and aesthetic
content (...) Lengthily trained artists, singers, curators and musicians characterize
the former, entrepreneurship bordering upon racketeering characterizes much of
the latter. Their institutional bases in the academy or conservatory followed by
employment as a publicly subsidized specialist contrasts almost entirely with that
in the creative industries, which may have its origins for some in higher education
but for many knowledge means knowing what is “going down on the street”.

As a classical cultural institution par excellence, it is therefore an empirical question if and
what museums really contribute to a creative city. An important indicator would be
the involvement of museums in some kind of regional production network in the
domain of CClIs.

The third previously mentioned dimension refers to the capacity of museums to facilitate
connections to global specialized circuits and networks. Cultural entities, like museums,
can connect highly particular, specialized global/national/local circuits that criss-cross
the world and connect specific groups of cities (Sassen, 2010). These circuits vary enor-
mously. Some are specialized and some are not; some are local; some are regional and
some are global. In other words, cultural industries bridge not only networks in the
generic sense of the word, but more importantly they can bridge highly specialized cir-
cuits. Museums and ‘“high-level culture” institutions connect physical/material circuits
and their prestige can open access to Signature Architects (Pritzer prized circuit). They
are customers for knowledge-intensive business services (e.g. signature architects) and
advanced technologies (Plaza, 2008; Plaza er al., in press). Museums connect with high
gastronomy circuits like Michelin star chefs. Branded museums connect with (attract)
the big international tourism flows, airlines, hotel chains and/or premium fashion
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brands. In addition, “high-level cultural” institutions, like fashion shows, are important yet
informal arenas for social networking, especially among the educated population and for
strategies of social distinction (Bourdieu, 1984). They may also contribute to the attrac-
tiveness of a region for members of transnational classes (Sklair, 2005).

In the same line, CCIs can also connect apparently dissimilar regions and cities, for
example, bringing together old industrialized cities like Bilbao with global nodes
(New York) through the Guggenheim brand. A cultural and creative brand’s value lies
in its ability to make a city visible and to generate economic activity. Brand image
plays an important role in facilitating development and innovation processes. In our post-
modern globalized world, economic regeneration is as much about image as investment
and production. This is also because investment and production depend on place image
(Plaza et al., 2013). Images facilitate the process of simplifying and organizing infor-
mation, thus enabling people to choose the locations of their various urban experiences
(economic activities). Another important factor in this context is the easier attraction of
creative talent and highly qualified professionals by cultural nodes, as suggested by
Florida (2002, 2005).

Moreover, cultural industries produce images, and the New Media has the potential to
simultaneously fuel both image reproduction and image demand. Online media (online
press, blogging, Facebook, Twitter or Flickr) aid in the long-run branding power of cul-
tural infrastructures and events. The critical accumulation of these positive images sup-
poses a break with an industrial past and the start of a new economic trajectory; they
may improve the reputation of a region. Like a brand, art is representational (Schroeder,
2005) and can add value to businesses and regional economies. Brands and culture are both
“representational texts”. While the reading of these texts partly depends on how their pro-
ducers create them, meaning also depends on how consumers receive and interact with
them. Meaning is constantly reworked through social and cognitive processes. This diver-
sity, or “multivocacity”, of meaning allows a brand to resonate with a broader audience,
which heightens brand visibility and makes a place more valuable. Culture-led brands’
semiotic constructs can signal a wide spectrum of meanings. Cultural iconic assets gener-
ate more brand associations and symbolic dimensions than non-cultural brands. Cultural
brands are not just managerially constructed; they are also socially constructed (Potts
et al., 2008), and brand meaning is subjective to collective cognitive processes of consu-
mers. Part of realizing the brand value of a cultural asset depends on understanding what
drives these cognitive connections in their marketplace, perhaps contributing to breaking
up path dependencies and lock-in effects, something which is especially important in old-
industrial regions. In other words, culture might be an ideal remedy against the risks of
regional lock-in effects (Grabher, 1993).

In conclusion, cultural institutions and events can play an essential role in the regener-
ation of regions in at least three dimensions: they are an important crystallization point for
social (tangible and intangible) networks and regional identities; they may facilitate the
recombination of knowledge and thus contribute to an innovative milieu (Camagni,
2001; Crevoisier, 2004); and they can break up reputation-related path dependencies, rein-
forcing positive change. Cultural institutions may play a consumptive, a productive and an
internationalization role for the local economy (Table 1). In the first case, museums are a
focal point for social networks of local elites, an attractive place for the local population
and especially for qualified employees, a point of reference for the symbolic representation
of a town and an attractive target for tourists. In these ways, prestigious museums and
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Table 1. Consumptive and productive contributions of museums to urban regeneration

processes
Contributions of Insertion in global
museums to urban Productive specialized circuits and
attractiveness role of culture city networks
Social Social role for local Museums as part of networks ~ Short-cut in connecting
elites of cultural production and with people and
diffusion institutions
Symbolic/ Attractive place to live  Cross-fertilization of ideas Museums as
cognitive for the local Cross-sector spillovers gatekeepers for
population accessing
specialized circuits
Economic Attraction of external Museums as demanding and Museums add brand
visitors innovative customers and as value and reputation
Contribution to value employer for cultural
increase of former professions

brownfield areas

prestigious exhibitions may contribute to changing the image of a formerly old industrial
town to a modern, open “‘cultural city” that is attractive for its inhabitants and external visi-
tors. In the second case, museums and other cultural institutions may enhance the openness
and tolerance of a city and contribute to the cross-fertilization of ideas by functioning as
boundary objects between different disciplines, professions and societal subsystems. In
addition, they may be part of local, regional and national networks in which
museums—as employers of qualified personnel and demanding customers—stimulate
innovations and become an important point of reference for local artists, designers and
other artistic and cultural professions, but also for service providers and technology-
based companies, professional schools, political agencies and customers. Finally, in a
third dimension, museums might help to insert cities or regions into new or enhanced
global networks of specialized circuits, giving them direct access to valuable people or
institutions that otherwise would never have been possible. In this sense, museums act
as gatekeepers to specialized circuits of knowledge, finance or advanced services. Further-
more, museums can add to brand value and reputation to reinforce the attractiveness of
their home region.

The following articles were initially inspired by the question of whether the previously
described “Bilbao effect” can also be observed in other regions. However, as discussed
earlier, this question is misleading because such an effect cannot be observed even in
Bilbao. The following articles therefore discuss how and to what extent museums contrib-
ute to urban and regional regeneration within the consumptive and productive dimensions
previously explained. They are based on the systematic comparison of the creation or
renewal of museums of modern art in Spain, France, Italy, Germany and Turkey
(Table 2). On the basis of interviews and publicly available statistics and reports, the
authors have analysed the networks in which the decisions on the creation or renewal of
these museums have been taken. In addition, the local, national and international networks
in which the museums are embedded after opening for the public have been analysed. With
the exception of Istanbul, we have chosen museums in former industrial regions outside



Table 2. Main characteristics of the analysed museums and their local and regional context

Louvre Lens

Pompidou Metz

Folkwang Essen

Istanbul Museum of
Modern Art

Museum of
Natural History of
University of
Florence

Guggenheim
Bilbao

2003. Opening:
2012

Starting year of the
project

Goal of the project

national
institutions;
service to the
public
Costs of the project (a) €150 m;
(a) construction; (b) €15 m
(b) yearly
operating costs)
Promoters
Internal (not clear)
management
structure
Level of decision National
making

Decentralization of

1999 (officially
2003). Opening:
2010

Decentralization of
national

institutions; service

to the public

(a) €69 m;
(b) €125 m

Former mayor of
Metz; president of
CP

Relative autonomy
towards Paris

National (depending
on cooperation
with local/regional
actors)

2006. Opening 2009

New “cultural”
image for an old
industrial region

(a) €55 m (new
building);
(b) €8 m

Heads of the local
cultural and
buildings
departments;
director of the
museum

Total autonomy
(stand-alone
museum)

Local
(organizational)

1987; Opening:
2004

Symbolic support
for the EU
accession;
meeting place for
social elites

(a) €6.5 m
(transformation
of the warehouse
into museum)

Eczacibasi holding

Total autonomy

Local and national

1775 foundation
1984 opening
with the recent
structure
Urban renewal
and social
enhancement

1992. Opening:
1997

International
branding

€154 m (1997)
of which
€85 m for the
building

Guggenheim
Foundation
New York,
Basque region

Strongly
dependent on
HQ

Global and
regional

Local
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Architect(s)

Exhibition space

Visitors
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the classical sites of high culture. These museums have been established or redesigned in
order to improve the image of the region and to increase its attractiveness for the popu-
lation, for local elites, for external visitors and for companies. The authors analyse the con-
tribution of these museums to the local economy (for example tourism, but also the local
CCIs). The Basque Country, the Ruhr area, the Lorraine and Northern France fit into this
description because these four regions have been dominated for decades and sometimes
even centuries by the coal, steel and metal working industries. Florence and Istanbul do
not fit entirely into this picture, but even in these different environments the museums con-
veyed a message of renewal. In the case of Istanbul—the capital of three huge empires (the
Roman, the Byzantine and the Ottoman Empires) situated between Asia and Europe,
representing the culture, commercial, corporate and financial centre of Turkey—the cre-
ation of modern art museums is aimed at the expression and symbolization of the
modern, western and European identity of Turkey—also in contrast to more traditional
or Islamic conceptions of the urban identity. In Florence, the centre of “Rinascimento”,
the Museum of Natural History, is quite distinct from the classical museums in the
Tuscan city and seeks to provide stimulus for creativity and education. Therefore, these
latter cases are interesting studies of the partially diverging role of museums in global
cities in contrast to formerly industrial regions, which have a much lower rank in global
networks of communication, prestige, tourism and attractiveness.

Taking the example of the Guggenheim Museum Bilbao (GMB), Beatriz Plaza and
Silke N. Haarich analyse the interdependence between the local and global embedded-
ness of this museum. On the one hand, the GMB is clearly linked to the local traditions,
values and culture of Bilbao and its institutions and policies. On the other hand, the GMB
was part of the global network of the Guggenheim Foundation from the beginning and
strived to become a globally visible destination for visitors. The authors demonstrate the
branding effect of the GMB on the attractionfor tourists. This case study convincingly
demonstrates the mutual reinforcement of regional embeddedness and global networks,
placing it at the centre of the success of the urban and economic renewal around the
GMB.

Guy Baudelle analyses the construction of the New Louvre in a small, old-industrialized
town in northern France, whose main advantage is that it can be reached by a direct and
quick train journey in one hour from Paris. This case study shows that at least in the first
instance, the overwhelming cultural reputation of the Louvre is a success factor, even if it
decides to construct a museum in the Arabian Desert or a deserted rustbelt region with no
cultural tradition at all. Prestigious architects will accept the order; a touristic infrastruc-
ture (hotels, organized travels, restaurants ...) will emerge, national and international tour-
ists will arrive in incredibly high numbers, a previously entirely unknown place will
become a cultural hot spot recommended by the New York Times. However, even this “cul-
tural superpower” or “cathedral in the desert” strategy, which resembles the mission-
oriented innovation strategy of French firms in other domains (trains, computers,
nuclear power plants, supersonic planes ...), may fail in the medium term if the regional
and national actors do not succeed in creating links with its local and regional environ-
ment. For example, by creating links to Lille, the European Capital of Culture in 2004,
or by exploiting and emphasizing the cultural heritage of the region which was shaped
by the First World War and the coal and mining industry. Also in this case, a top-down
strategy should therefore be complemented by a network strategy in order to create a
“regional cultural system” in the sense of Cooke (2004). Currently, such attempts at
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creating links to its regional environment and embedding the new museum seem to be
completely absent.

Gerhard Krauss analyses the process of creation and the regional impact of a second
Centre Pompidou in Metz (CPM). Starting from the hypothesis that the future success
of the project depends on its social embeddedness, his analysis focuses on the way in
which the realization of the project results from a coincidence of cultural, pedagogic, pol-
itical and economic motives through the multiple interaction of different types of actors
across different spatial levels, giving rise to the formation of a new strategic action
field. The article studies the coalition building and development of supporting networks
around the CPM, the impact of the so-called French cultural exception and the correspond-
ing public model of cultural activities, and the difficult relationship between the Centre
Pompidou in Paris and in Metz. It finally discusses the possible role of the CPM in the
local innovation system and as an institution which gathers the economic elite and stimu-
lates the formation of new actor coalitions and innovation networks.

Jean-Francois Polo analyses the creation of the Istanbul Modern Art Museum (IM) in
the context of the transformation of Istanbul into both a European and global city. A
specificity of contemporary cultural policy of Turkey is the overarching importance of
private investments. The IM is also the result of a private initiative of a large industrial
group and a wealthy family—however supported by the party in power. The principal
reason for this and similar public—private collaborations are the symbolic benefits that
contemporary art provides for the Turkish economic elites and for the country, which
strives to be perceived as modern, developed and European. From Istanbul Modern
Museum to Istanbul European Capital of Culture 2010, cultural investments are a
means of strengthening an international image in the context of the membership nego-
tiations of Turkey to the European Union. A contribution to urban regeneration is
almost absent in Istanbul’s museums.

Martin Heidenreich discusses the contribution of the refurbished Museum Folkwang to
the regeneration of the Ruhr Area and identifies four different contributions of such a cul-
tural investment: (1) the direct economic effects of such an investment; (2) the social func-
tions of a cultural institution which often serves as a point of contact for local and regional
elites; (3) the symbolic functions as an expression of a new regional identity; (4) the cog-
nitive functions. Taking the example of the renovation of Museum Folkwang, it can be
demonstrated that a “Bilbao effect” was not intended and did not take place. The
museum, however, is contributing to the emergence of an integrated cultural district
and a different image of the town, serving as a meeting place and point of identification
for local elites and companies.

Luciana Lazzeretti and Francesco Capone analyse the role of the Museum of Natural
History in Florence as a focal point for mostly local networks. Based on an analysis of
the networks around temporary exhibitions and other events between 2000 and 2012,
the authors show that the museum has contributed to the diffusion of scientific knowledge
and education as well as to a close relationship with the citizenship and the territory.

Museums can play an important role in building up “social capital”, creating networks
between different professionals, groups, sectors and segments of society, bridging diverse
social backgrounds, lowering coordinating costs for individuals and businesses, and
increasing the capacity of firms to reconnect (Lorenzen, 2007). In this sense, museums
can play a critical role as innovation facilitators, as can be observed in the articles
presented in this volume.
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Notes

1. Sklair (2005) links the role of iconic architecture, which he defines “as buildings and spaces that are (1)
famous for professional architects and/or the public at large and (2) have special symbolic/aesthetic sig-
nificance attached to them”, to the interests of an increasingly global consumption of architectural culture
in globalizing cities and the interests of consumerist fractions of the transnational capitalist class. Current
examples of so-called “star architects” are Daniel Libeskind, Norman Foster, Zaha Hadid, Herzog and de
Meuron, Steven Holl, Frank Gehry, Rem Koolhaas or other winners of the Pritzker Architecture Prize.

2. In Europe, it has been estimated that already 6.6 million people or 2.7% of the European labour force are
employed in these industries (Power & Nielsén, 2010), which are based on “individual creativity, skill and
talent and which have a potential for wealth and job creation through the generation and exploitation of
intellectual property” (DCMS, 2001, p. 4).

3. “It is entirely immaterial whether an innovation implies scientific novelty or not. Although most inno-
vations can be traced to some conquest in the realm of either theoretical or practical knowledge, there
are many which cannot. Innovation is possible without anything we should identify as invention and
invention does not necessarily induce innovation, but produces of itself no economically relevant
effect at all. The economic phenomena which we observe in the special case in which innovation and
invention coincide do not differ from those we observe in cases in which preexisting knowledge is
made use of.” (Schumpeter, 1939, p. 84).

4. Edquist (2001, p. 219) defines them as “new creations of economic significance of a material or intangible
kind. They may be brand new but are more often new combinations of existing elements”.

5. (http://icom.museum; accessed 5 October 2012).

6. The “International Trade Fair for Museum and Exhibition Technology” focus in its biennial conferences
on “Museum Architecture, Building, Security, Environmental and Climate Technology, Fittings and Sce-
nography, Visitor Service, Guidance Services, Ticketing, Audio, Lighting, Multimedia, Interactive
Systems, Museum Education, Storage and Archiving, Data Management as well as Research and Knowl-
edge Transfer in a Digital World.” (www.mutec.de/en; accessed on 18 January 2013).
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