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The creative city is a city able to generate economies of innovation, culture, research and artistic
production, and strengthen its own identity capital. Looking at the experiences of creative cities, it may
be observed that they revolve around the design, promotion and activation of urban areas established due
to their particular local characteristics. Those areas become creative clusters as a result of economic and
structural innovation, which is related to the execution of innovative projects achieved with the help of
local development strategies based on the economy of excellence and territorial qualities. The most mature
experiences of creative cities show us two types of creative clusters: cultural, which are created around
activities such as fine arts, music, cinema, architecture and design, and whose initiation is encouraged and
planned by local administration; and events, whose development stems from the organisation of major
events or different kinds of recreational and cultural manifestations. Starting from such premises, this
paper aims to explore the concept of creative cities and the main factors conditioning creativity in cities.
These topics are addressed most directly in the literature review, with two case studies deepening
understanding of the pragmatic strategies and processes underlying redevelopments within creative city
framework. The two examples of creative urban projects concern Arabianranta in Helsinki, for the events
cluster framework and HafenCity in Hamburg, for the cultural cluster framework. These cases inform a
more sustainable version of creative city that is anchored in local history and identity, local economic
nourishment and participation in redevelopment process and emphasise this endeavour as a process, thus
incorporating risk and uncertainty.

Keywords: urban sustainability; creative urban regeneration; waterfront renewal; social renewal; eco-
nomic development; innovation; place identity; attractivity; participation

1. Premises create employment and new occupations as well
The concept of the ‘creative city’ (Florida 2002, as economic development, constitutes the trigger
2005) has its origin in the research into reasons of a process of evolution of the territorial system
why several cities have become more attractive and of all socml.actors and, at the same time, a
and competitive in recent decades. Such cities process of creation of a network of culturally
seem to have worked on how to improve the sustainable development (Hall 1998; Evans 2001;
interaction between urban regeneration, economic Neil 20()_4?~_ Indeed, a type of approaqh pased on
development and social renewal in order to the acquisition of the cultural heritage in its mean-
achieve more comprehensive development of the ing of creative resource represents a substantial
city (Carta 2004). The cultural resource, if appro- change in the. management of a territory because
priately inserted inside a suitable plan able to rather than being viewed as a commodity, ‘cultural
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heritage’, culture is seen as a resource able to offer
added value to the territory (Sepe 2004, 2006). In
the perspective provided by these approaches, cul-
ture in its broadest sense assumes a decisive role
in constructing a system of interventions where
employment, tourism, and social and sustainable
development becomes the product of the integra-
tion of places, people, economies and traditions
(Scott 2000).

Looking at the experiences of creative cities, it
may be observed that they revolve around the
design, promotion and activation of urban areas
established due to their particular local character-
istics. Those areas become creative clusters, in
accordance with the evolving definition of clusters
which has changed in recent years from the tradi-
tional view, which saw them as containers convey-
ing production flows, to a broader definition which
identifies new features, directly related to the his-
tory and culture of the areas in question (Caroli
2004). These clusters are a result of economic and
structural innovation, which is related to the
execution of innovative projects achieved with
the help of local development strategies based on
the economy of excellence and territorial qualities
(Mommaas 2004; Roodhouse 2006; Bagwell
2008).

Starting from such premises, the aim of this
paper is to investigate the concept of creative cities
and the main factors conditioning creativity in
cities. Two examples of creative clusters — in
Helsinki and Hamburg — are illustrated. These
examples were chosen because they are related to
city projects which, starting from the regeneration
of waterfronts, are changing the urban image in
different ways, recovering entire areas of the city
for residential, cultural and service uses. During
the operations of urban transformation, particular
attention was taken to achieve the right balance
between place identity and innovation, attractivity
and sustainability of the interventions, and urban
policies and participation.

The study was part of a wider research project
entitled ‘The transformations of the contemporary
city: analysis and design of the place identity for
the sustainable enhancement of Cultural Heritage’,

coordinated by the author, carried out in the con-
text of the research programme ‘Innovation and
competitivity in the global economy’, in develop-
ment by the Institute of Service Industry Research
of the National Research Council. In particular, the
study presented in this paper is related to the
identification of the best practices of urban regen-
eration in Europe, which will be dealt with in
Section 4 devoted to methodology.

We choose the cases of Helsinki and Hamburg,
each related to one kind of cluster. These two
operations of urban transformation illustrate both
how to obtain a proper balance between place
identity and innovation, attractivity and sustain-
ability of intervention, ensuring the involvement
of the population, and how the socio-cultural con-
texts affect the type of creative regeneration that is
undertaken.

The paper, which presents both theoretical and
practical aspects, is organised as follows: Section
2 shows the main factors which determine creative
urban change; Section 3 shows the new policies to
be activated in order to obtain creative regenera-
tion; Section 4 illustrates the methodology;
Section 5 illustrates two emblematic case studies;
Section 6 draws the conclusions.

2. Factors determining creative urban change

The first two elements which were identified as
fundamental in creative urban transformation are
place identity and innovation. Although at a first
glance they could seem quite different, if suitably
mixed they actually constitute the main factor of
success. As the cases of Helsinki and Hamburg —
which respectively started their regeneration from
the history of the place and the maritime identity —
will show, recognising the value of place identity
as a fundamental component in implementing
urban change serves as a reference point both in
terms of society’s wishes and in safeguarding and
constructing the sustainable urban image (Carter
et al. 1993; Castells 1997). Built heritage narra-
tives facilitate the creation and enhancement of
national identities by ‘denoting particular places
as centres of collective cultural consciousness’
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(Graham 1998). Cities have to find out how to
reduce the risks inherent in the tendency of con-
temporary urban societies to fall back on their
heritage and roots as they face up to an identity
crisis. In this respect, innovation in urban space
design represents an opportunity to construct an
identity of places and give international scope to
the urban form of European cities (Massey & Jess
1995; Gospodini 2004).

The creative city is a city able to generate
economies of innovation, cultures, research and
artistic production, strengthening its own identity
capital. It is a question not only of boosting the
economies of culture but also producing new
economies, starting from cultural capital, which
is seen as an element of the maximum expression
of place identity — both tangible and intangible —
and forming a system together with other urban
capital (Hague & Jenkins 2005; Carta 2007).

Culture is a resource that occupies a pivotal
role in socio-economic development. Indeed, the
industry of culture covers a set of activities, such
as cultural heritage services, fundamental to
launch a country’s economy. Florida (2002) has
observed the relationship which exists between
changes in the capitalist mode of production — in
particular, those occurring at the urban scale
including clusters of high-tech firms, the dissemi-
nation of leisure activities and urban economic
networks — and changes in terms of identities of
the actors involved. He argues that the more attrac-
tive cities are able to seem to the creative class of
workers and managers in the various sectors of
economy such as art, design, fashion and
advanced technologies services, the greater are
the chances that those cities can successfully face
the challenges of competition among cities
imposed by globalisation (Keivani & Mattingly
2007). Indeed, creativity is found not only in the
typical characteristics of the entrepreneurial spirit
but also in forms such as the spread of behaviour
that is favourable to cultural exchange as well as
the enhancement of lifestyle diversity.

One must also consider who are the promoters
and beneficiaries of the creative city to prevent
disadvantaged players being considered less

influential in urban regeneration and, in general,
in the success of the desired transformation. The
most successful urban regeneration projects are
those where there is a strong involvement of
local pre-existing identity and where recovery of
the sense of place, history and belonging to the
local community is expected (Comunian & Sacco
2006; Sepe, 2013a, 2013b). In this way, the crea-
tive city recognises complexity and addresses the
spatial, physical and land use conditions which
help people to think and act with their imagination
and live the city as a satisfying experience.

Attractivity and sustainability are the second
pair of factors for which, although in apparent
contrast, a proper balance assures the success of
the creative process and results on the territory. In
both the case studies which will be presented, the
respect of the environment was interpreted as an
occasion of development and improvement of
liveability of the places, such as the creation of
specific public spaces, the particular way of shap-
ing the vegetation, and so on. As the literature
shows us, the experiences of creative cities can
lead to the promotion of areas of cities which base
their competitiveness on local peculiarities related
to the value of the ‘city brand’ and also highlight
the possibility of guiding evolution of urban sys-
tems in the city (Anholt 2011). Such city areas
become true creative clusters as a result of inno-
vative economic and structural initiatives, imple-
mented within appropriate local development
strategies based on territorial quality and excel-
lence (Caroli 2004).

The formation of creative clusters must be
accompanied by the construction of lines of action
to make the factors of development, enabled by
the cluster, consistent with the identity and sus-
tainable growth of the city (Nijkamp & Perrels
1994; Richards 1996; Sacco & Tavano Blessi
2005). Creative resources are usually more sus-
tainable than physical ones: monuments and
museums are inevitably subject to degradation,
while creative resources are constantly renewable.
Furthermore, creativity is more mobile, because it
does not depend on concentration of cultural
resources and can be produced anywhere.
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Furthermore, the development of a creative cluster
has to be considered alongside sustainable devel-
opment in the economic, social and environmental
sense (Ferilli & Pedrini 2007; Keivani 2010), con-
ditions which are equally important and interde-
pendent for the sustainability of cultural resources.

The economic sustainability of culture as a
resource depends on a complex system of balances
and social actors which may become decoupled as
a result of an overly instrumental attitude towards
the economic potential of culture (Zukin 1995;
Comunian & Sacco 2006). Although culture and
cultural institutions have benefited from the recog-
nition of its social and economic value, it must be
borne in mind that when public policies primarily
focus on the potential of developing culture, the
result is a gradual loss of attention towards intrin-
sic motivation of the production and consumption
of culture; particular emphasis is laid on its eco-
nomic benefits. As Comunian and Sacco argue,
the risk of this type of operation is to conclude
that ‘all that is creative is good’, relegating to
second place the quality of projects and initiatives.

Thus, economic sustainability can be defined
as ‘the ability to generate income, profits and work
within a system of equal opportunities for all the
elements of society, inside a model which
enhances and increases land resources, and
furthermore does not produce a collapse of the
same in quantity or quality’ (Ferilli & Pedrini
2007). The characteristics of territory, seen as a
complex system where tangible and intangible
cultural resources become elements of a chain of
added value, assume a key role in developing the
local system. In this way the cluster, starting from
the elements of territory and their enhancement
and promotion, will be economically sustainable
in the long term.

Social sustainability is the ‘ability to ensure
welfare conditions and growth opportunities equi-
tably distributed in society’ (Ferilli & Pedrini
2007). Setting up a development model based on
enhancing culture fosters social regeneration in the
area, generating in people a perception of belong-
ing, an increase in the social capital, the change in
place image and an increase in the level of

education. Cultural production and use perform
functions of generation and dissemination of crea-
tive thinking. Furthermore, this use provides tools
for the growth of individual opportunities by creat-
ing a process for socially sustainable development.
With respect to environmental sustainability,
the area should be understood in its various histor-
ical and cultural values, and in its tangible and
intangible capital. Territory is characterised by
both types of capital and its identity cannot be
considered separately from them. However, even
if the consequences of resource depletion on the
nature of territory are known, depletion of intan-
gible capital is less evident, although just as
important. It is therefore necessary to create a
close relationship between production systems
and central areas, so that companies interact in
processes which generate value for the territory.

3. New polices
3.1. Urban policies and participation

The creation of suitable urban policies represents a
fundamental element which enables the process of
transformation to start. Participation, which has to
be activated from the initial stages of the process,
assures — as in the cases of HafenCity and
Arabianranta — the good development of the project.
Changes in the city can be seen in the strong role of
culture and in the processes of social empowerment.
Indeed, the engine of social change is no longer
technology, but how you live, work and play, and
the places where these activities take place.

The creation of an urban environment which
encourages setting up innovative activities
requires, at the local level, the construction of a
specialised production system and the establish-
ment of an urban environment which can support
the testing of consensual practice of regional gov-
ernment (Scott 2006). In order to obtain this goal,
new alternative strategies and urban policies
should be considered. Traditional policies of
urban renewal, mainly based on combating social
exclusion and building physical constructions,
must change. Indeed, cities are not just buildings



24 M. Sepe

and material structures, but also people, networks
and intangible elements, such as memory, history,
social relationships, emotional experiences and
cultural identities. Indeed, the city is an organism;
each element is inextricably interwoven and plan-
ning is based on how people feel the city from an
emotional and psychological point of view. Its
guiding principle is place-making rather than
urban development (Landry 2008). The transfor-
mation of cities has been accompanied by changes
in the urban design and planning tools, modifying
those already existing and creating new ones.
These tools must be suited to interpreting new
processes and should not be guided by market
forces.

The competitive factors of the city can be
identified in three Cs (Carta 2007): Culture,
Communication and Cooperation, all identifiable
within the projects which will be presented.
Culture is the primary factor of urban creativity.
It indicates, in particular, cultural identity, which
has its origins in history, and projects its image
into the future. Communication — and so participa-
tion — is the ability of cities to inform and involve
their inhabitants and various users in real time.
Communication technologies have the potential
to contribute to reducing travel, abating pollution,
decentralising services and siting central services
suitably. Cooperation is the ability of cities to
explicitly accept the differences between inhabi-
tants and between different parts of city, and to
hold together the various components, in order to
steer them towards communal objectives and
results. Culture, communication and cooperation
are therefore the resources which the creative city
offers city administrators, planners and designers,
the fundamental elements with which to generate
innovation and quality.

The creative city is moving from a city where
the creative class attracts new economies to cities
where the creative class generates new economies,
producing new identities and new geographies
based on culture, arts, knowledge, communication
and cooperation. The object is to nourish creativity
within the city, to produce a creative class from
inside rather than attract one from outside. In this

framework, there is the creative milieu, intended
as a place, which may correspond to the whole
city or to a part thereof and which contains the
characteristics necessary for generating a flow of
creative ideas and innovations (e.g. the Cultural
district created in Arabianranta and the creative
industries in the Speicherstadt district of
HafenCity).

3.2. Urban waterfront regeneration and
creative clusters

Among the projects of urban transformation in
development in Europe, the renewals of urban
waterfronts are part of a series of complex creative
operations currently under way in many cities
(Sepe 2009). The main aim of these operations is
to promote urban areas owing their competitive-
ness to distinctive local features with ‘symbol-
city’ value, devoting special attention to opportu-
nities to guide the evolution of urban systems
(Florida 2002; Carta 2007). Indeed, the enhance-
ment of urban waterfronts is increasingly becom-
ing a starting point for implementing innovative
urban redevelopment strategies which involve not
only the waterfront but also the whole urban area
(Guala 2002).

The most mature experiences of creative cities
show us two types of creative clusters (Caroli
2004; Carta 2007). The first are the cultural clus-
ters, which are created around activities such as
fine arts, music, cinema, architectural works and
design, and whose initiation is encouraged and
planned by local administration. The second is
the cluster of events, whose development stems
from the organisation of great events or different
kinds of recreational and cultural manifestations.
Public support for the cultural cluster obtained in
the start—up phase provides credibility for cultural
investment to the project and allows visibility at
the international level. In this case, the territorial
policies must be devoted to creating the social and
economic conditions to develop an urban environ-
ment that attracts actors interested in the cultural
arena. At the same time, these policies should be
devoted to promoting the cultural activities which



International Journal of Urban Sustainable Development 25

already exist, organising events and cultural man-
ifestations or building the infrastructure necessary
to link them (Roche 2000). The Ciudad of
Valencia, HafenCity in Hamburg, Lyon
Confluence in Lyon, Bordeaux Les deux Rives in
Bordeaux (Sepe 2010b; Martone & Sepe 2012),
the Baltic of Newcastle, and the Albert Docks and
the Tate of Liverpool are some examples, which,
together with the City of Art, represent extensive
cultural clusters. On the other hand, the clusters of
events include the Expos (Sevilla 1992, Hannover
2000, Zaragoza 2008, etc..), the Venice Biennali,
the European Capital of Culture (Helsinki, 2000;
Marseille 2013, etc...) (Sepe 2010a) and the
Olympic Games (Athens 2008, London 2012,
etc...). Such gatherings are based on activities
which are related to leisure and are bound together
by the importance that the city gains in connection
to these events. Indeed, organisation and realisa-
tion of the events concentrate firms, sponsors,
users and tourists, which — in turn — influence the
city brand. The manufacturing and services
‘machine’ which is built around the event is active
throughout the year, while the event has a limited
duration.

To enable a cluster of urban creativity, a sys-
tem of governance must be created to support the
network of players who cooperate with the objec-
tive both of enhancing the new resources as well
as those already existing, and contributing to
embedding the results in the territory. In this
way, the danger is avoided that the positive effect
which these operations have throughout the year
could be lost at the conclusion of the event. Thus,
the cluster should serve to transform the intangible
energies connected to culture, art and leisure, into
financial, productive and social resources both for
the host city and the surrounding area, which may
in turn transform them into structural resources
(Landry 2000; Anholt 2007).

4. Methodology

The case studies reported in the paper are part of a
broader research project entitled ‘The transforma-
tions of the contemporary city: analysis and design

of the place identity for the sustainable enhance-
ment of Cultural Heritage’, coordinated by the
author, carried out in the context of the research
programme ‘ Innovation and competitivity in the
global economy’, in development by the Institute
of Service Industry Research of the National
Research Council.

The objective of the study is threefold: the
research of new methodologies is aimed at identi-
fying and designing the identity resources in
emblematic areas of urban transformation; the
identification of best practices of urban regenera-
tion, mainly based on waterfront recovering and
the creation of guide lines for sustainable urban
regenerations. In particular, the study presented in
this paper is related to the identification of the best
practices of urban regeneration in Europe.

The research involved reading the specialised
bibliography featuring regeneration projects, quan-
titative and qualitative secondary and primary qua-
litative data and using keywords to retrieve data
not available in the works consulted. It also
involved carrying out on-site inspections with
photographic documentation, meeting participants
in the process and gathering specific materials.

Each of the cases has been treated as a separate
case (Yin 1984; Van Winden et al. 2012). After
reviewing the scientific literature, this has been
associated with quantitative and qualitative sec-
ondary data collected from: database concerning
population, labour, economy, creative industries,
tourism; the official websites of the respective
regeneration programmes, from local magazine
articles and press releases.

The primary qualitative data were collected
through interviews with actors involved in the
process and with users of the site in order to
understand their satisfaction concerning the
regeneration.

The cases were chosen with the purpose of
obtaining a broad framework of new generation
projects and identifying generalisable issues com-
mon to all cases (Van Winden ef al. 2012). To this
end, as explained below, the first organisation of
the cases was carried out with respect to the start
engine of the project: major cultural attractions,
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environmental policies, major events. The general
themes which were considered common to all the
programs include: urban projects — in turn subdi-
vided in subthemes -, socio- economic regenera-
tion and participation.

It was decided that the case studies concerning
the whole research should focus on medium-sized
cities in Europe where the regeneration process
has meant redefining the identity not only of that
particular place but of the city as a whole. This
was the case of the Abandoibarra river in Bilbao,
the new waterfront of Barcelona, the area between
the old El Portillo station and the new Delicias
station in Zaragoza, HafenCity in Hamburg —
reported in the paper-, the new Liverpool water-
front, Arabianranta in Helsinki — reported in the
paper, the old port in Genoa, Marseille
Euromediterranée in Marseille, Lyon Confluence
in Lyon, Bordeaux Les deux Rives in Bordeaux.

As a first step [in selecting the two case stu-
dies] the cases were divided up according to the
project’s underlying motivation: great cultural
poles, environmental policies, major events.

The cultural poles comprise buildings with a
cultural use — museums, concert halls, aquariums,
etc. — which become landmarks for the territory
and are, in general, designed by internationally
renowned architects. Such projects ensure that
the part of the city undergoing regeneration gains
in appeal and contribute to increasing the area’s
economic value. Probably one of the most suc-
cessful examples in Europe is the Guggenheim
Museum, Bilbao, designed by Frank Gehry,
which helped to transform Bilbao’s principal voca-
tion from business to art. In the case of HafenCity
in Hamburg, as we shall see in the next section,
the Elbphilharmonie by Herzog & de Meuron is
only one of the landmarks: there are a number of
other initiatives which contribute to the area’s
appeal and success.

Major events constitute another important fac-
tor in starting up a regeneration process, both for
the financing they generate and for the interna-
tional fame associated with the event. Many regen-
eration projects have begun from an international
event: one emblematic example is Barcelona,

where the 1992 Olympics were followed up by
the 2004 Cultural Forum. Together they changed
the face of the city’s coastal area, giving new
vitality to various areas including the Ramblas.
In many cases, the success of the event gives
credibility to the local authorities and ensures sub-
sequent funding. The case of Arabianranta in
Helsinki, as we shall see, is linked to the event
Helsinki: European cultural capital, with the asso-
ciated themes of culture, innovation and multime-
dia resources, all factors of interest in the
realisation of Arabianranta.

Environmental policies characterise many of
the current regeneration projects in Europe and
are practically a trait d’union. In some cases,
however, attention to the environment and land-
scape becomes the prime feature, as in the French
cases, where policies have long focused on the
landscape also in social and economic terms. In
this perspective, the cases of Bordeaux and Lyon
are emblematic for their combination of urban and
landscape projects to ensure a greater sustainabil-
ity for the area in question and the city.

In all the case studies, materials have been
gathered in order to verify urban projects, socio-
economic regeneration and participation. The
urban project is an important element in the pro-
cess because it represents the objective physical
transformation involved. The methodology used
identifies the various phases, features, scheduled
implementation times, objectives and measures
adopted. The surface area of the operation and
the designated uses in percentage terms — residen-
tial, public spaces, buildings for culture, vegeta-
tion — constitute an important factor in assessing
the urban sustainability. It is useful to collect plans
on the territorial scale which lie behind the pro-
jects, guidelines and strategic orientations. The
investigation also seeks to identify the issues
encountered and the state of advancement.
Furthermore, the information on the urban projects
can be extended by analysing three aspects of the
area surrounding the city: geography, historical
evolution, projected image and new identity.

The phases of the urban projects are closely
linked to their financing and socio-economic
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regeneration. The public and private financing
received for each project phase is registered,
together with the institutions involved and the
company set up to oversee the investments. In
general, this company coincides with the institu-
tion that creates and manages the web portal con-
taining the principal information on the project
(Bilbao Ria 2000; HafenCity Hamburg, etc.). In
addition, the research identifies the population
sizes (original and planned) for the area, the num-
ber of jobs (original and planned), number of new
residences, social policies put in place (rent sub-
sidies, use of local knowhow in constructing dis-
tricts, as in the case of Arabianranta), sectorial
employment, new creative industries, cultural and
creative districts.

Participation is another fundamental factor
investigated. For the transformation process to be
achieved with success, consultation with the var-
ious categories of stakeholders must be held from
the outset and at each stage. The investigation
looked at ad hoc or national legislation, prelimin-
ary and mid-term consultations, listening modal-
ities, results of consultations and contribution to
the construction process, newsletters, conmunica-
tion modalities, any ad hoc logos, etc.

While it was easy to acquire information about
the initial phases, for the progress of a project it
was necessary to rely on newsletters and websites.
In some cases, such as Arabianranta, participation
was the key element, and indeed the objective of
the transformation project, as will be seen below.
Similarly, the idea of Hamburg maritime city came
from the local administration and could count
from the outset on the consensus of the popula-
tion. Some countries, such as France, have put in
place legislation which regulates the whole listen-
ing process and safeguards its application.

5. The case studies
5.1. The Arabianranta Project in Helsinki
5.1.1. The start engines

The opportunity provided by an European Capital
of Culture is to enhance, develop or transform its

own cultural identity and gain international visibi-
lity. The proposed Arabianranta regeneration, in
the framework of the cluster of events, although
begun at least 10 years before, experienced most
visibility in 2000 and beyond on the occasion of
Helsinki European Capital of Culture. Helsinki is
a city of about 600,000 inhabitants and the capital
of Finland. In 2000, in addition to being desig-
nated European Capital of Culture, it also cele-
brated its 450th anniversary. The specific theme
for the European City of Culture for 1998-2000
focused on the impact of society on urban devel-
opment, while the topics for the anniversary were
knowledge, technology and future. In the late
1990s, Helsinki strove to become a European
model for the city, in terms of variety, quality
and efficiency of services.

The project for the area of Arabianranta, based
on integrating environmental regeneration of the
waterfront, the creation of mixed-use housing and
of a cluster for the arts within a ‘third-generation
park’, can be considered as part of the broader
objective of Helsinki for innovation and experi-
mentation. The elements that inspired and guided
the whole operation are based on the identity and
nature of the place, social diversity, creativity and
innovation.

5.1.2. History and environment in the urban
transformation

The origin of the Arabianranta area lies in the
Bronze and Iron Age. The name Arabia or rather
‘Arabian ja Kaanaan maa’ (the land of Arabia and
Canaan) was given at a time — presumably before
the eighteenth century —, when the area was con-
sidered far from the city centre.

The Arabianranta project covers an area of
305,000 m? originally occupied by the Arabia
ceramics factory founded in 1874. Indeed, the
beginning of industrial activity in Helsinki is
essentially related to Arabianranta, where in the
1800s the first water-power station and water
refinery was built close to the Vanhakapunki tor-
rent (Wwww. www.arabianranta.fi).
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Figure 1. Arabianranta, residential blocks (from: http://www.arabianranta.fi).

The project area is built around a park along
the shoreline (Figure 1), which stretches from
Sornainen to the mouth of the Vantaanjoki river
(Somervuo  2007; Camerata 2008). The
Department of Urban Planning of the City of
Helsinki started planning the area in the 1990s.
The design is by Maisemasuunnittelu Hemgérd
landscape planning office and the estimated costs
of construction are 21€/m. The plan was designed
in agreement with the municipal administration by
Pekka Pakkala and Mikael Sundman. Construction
started in 2000, with a completion date in 2013.

The authors designed the area as a set of
residential blocks around courtyards, with one
side open towards the coastal park in order to
allow the building to be wholly integrated with
the landscape. To meet the concerns of the local
community — which is one of the main objectives
of the project — about a sustainable impact of the
interventions, the designers decided to make a 1:1
scale model of the corners of buildings and place
them in the area in order to study the effects in
loco and to collect suggestions from residents.

The urban planning tradition in Finland mainly
plays upon differences, an aspect that Sundman
wished to take into particular account and conso-
lidate. Realisation of the common courts was
therefore conceived as a set of independent lots
which, remaining the property of Arabian Palvelu

Oy, could not be privatised by the construction
companies. Suitable public spaces were created
in order to improve the liveability of the inhabi-
tants and visitors alike.

An element to be stressed is that the apart-
ments targeted users and uses of various kinds,
not only flats to be rented and sold at market
prices, but also homes sold under the Hitas sys-
tem, which guarantees — on the basis of a preli-
minary agreement between the City and the
builder — the final sale price of houses built on
public land. Furthermore, in Arabianranta there are
loft buildings, Plus Koti (Plus Home) homes for
groups with special needs such as Loppukiri (com-
munity housing for active elderly people),
Képytikka (residence for mentally disabled juve-
niles) and MS-Talo (MS House) (for people with
MS) (www. www.arabianranta.fi).

5.1.3.  Innovation and creativity in the Cultural
District

The themes of knowledge, technology and the
future established by the Helsinki European
Capital of Culture have been achieved by building,
along with other infrastructures, an experimental
fibre-optic broadband network. The Art and
Design City Helsinki Ltd company was founded
to manage the project. The network is designed to
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allow the construction of low-cost connection ser-
vices to residents, cultural institutions and
businesses.

To ensure proper implementation of this opera-
tion, guidelines have been drawn up by the Art
and Design City Helsinki Oy — ADC — and the
Department of Public Works to install information
technology in residential buildings, and have been
included in the assessment criteria for the assign-
ment of lots to builders.

Another factor of interest is the construction of
the Cultural District Kumpula-Arabianranta that
includes in itself all the strengths of the project.
The construction of this district is in continuity
with the creation of science parks such as

Otaniemi, Oulu, Tampere and Viikki in recent
years in Finland. The purpose of these parks is to
attract capital to companies wishing to build their
headquarters in areas close to the production of
know-how, and offering opportunities for research
and work as well as residences and services.

The Arabianranta district contains the
University of Art and Design, the Arcada
Polytechnic of Swedish language, the Polytechnic
Stadia with the Pop and Jazz Conservatory and the
Aralis library, and the Kumpula campus. The dis-
trict is based on an image of culture and innova-
tion well grafted onto the historical memory of the
site’s industrial past. This is evoked by the old
factory chimney (Figure 2) familiar to customers

Figure 2. The Arabian old factory chimney (from: http://www.arabianranta.fi).
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Figure 3. Arabianranta, art works in the district (from: http:/www.arabianranta.fi).

of the Iittala factory shop that still produces pot-
tery under the Arabia trademark.

To promote in an integrated manner the pre-
sence of art within the site, the plan envisages that
1-2% of construction costs are reserved for the
creation of art works to be included in the district
during the construction process. An Artistic
Director coordinates the integration of artists,
architects and engineers for the creation of sculp-
tures, installations, ceramics and photographs in
the residential blocks (Figure 3).

5.1.4. The socio-economic regeneration and
participation

As the description of the case has shown, the
cultural identity of the neighbourhood has not
been imposed from the top nor has it developed
as a spontaneous process. The Administration has
started to work from the place and its history,
specific planning rules have been studied, and
appropriate policies have been adopted which
have been helpful as well as acting as an incentive
to creativity (Camerata 2008). In 2006, 50% of
homes were new and from that date all dwellings
were equipped with an Ethernet network for free.
In Arabianranta live most of the 7000 workers,
10,000 residents and 6000 students, which were

foreseen in 2013, with the objective to realise a
community which is as mixed and inclusive as
possible, able to combine Finish and foreign stu-
dents, workers, artists, researchers and residents
with different social backgrounds (Vilhena Da
Cunha & Selada 2009).

A Social Impact Assessment was carried out
by the Helsinki city planning department for
Arabianranta. The SIA report analyses different
factors, including the social-demography, the
social status and the place identity before and
after the project (Table 1). As reported by
Sairinen and Kumpulainen (2006), ‘although the
area has historically had a fairly low social status
as a working class district, the status has improved
slowly since the 1970s. Gentrification has been
especially strong in the idyllic wooden house
areas. (...) The main social objectives in building
Arabianranta were to maintain and create a versa-
tile social and housing structure, to create a posi-
tive image for the whole area, to cater for weak
population groups and to provide adequate ser-
vices’. Furthermore, although ‘an emphasis on
private housing could have led to high property
prices due to the closeness of both the city centre
and the sea, with the construction of different
kinds of housing, people with different means
have the possibility to live in the area (...) and all
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Table 1. The social dimensions of urban waterfront planning (from: Sairinen & Kumpulainen 2006).

Resources and
identity

— Main characteristics and strengths of the area
— Opinions of the environmental, cultural or historic values

— Significance to the visual, social, and cultural identity (city image, community identity)

Social status
— Role of social/private housing

— For whom (social, age or ethnic groups) are the housing and service areas planned and built?

— Segregation and/or gentrification processes

Access and — Are the waterfront areas accessible to the public?
activities — What kinds of activities are possible? ‘Water dependency’
— Easy or difficult approach to waterfront?
— Traffic and parking questions; waterfront routes
Waterfront — Presence of water (sea, lake, river, etc.)
experience

— Restorative experiences, importance of visual messages, physical touch, tastes, voices, moving

in the space, sense of transition as identification

residential buildings, city-subsidized or private,
have the same high quality’.

Considerable attention has been paid to
communication and the care and enjoyment of
public spaces, conceived not only as places for
physical interaction but also for virtual commu-
nication. One of the clearest manifestations of
this operation, communication and integration
between the plan and the residents is the
Helsinki Virtual Village, the local web managed
by the ADC, which contains, thanks to a
10 Mb connection — included in the cost of
building (condominio) —, an open area and an
intranet area which is managed by real estate
companies.

Community members can access an ‘ubiqui-
tous’ system using cell phones, digital television
and personal computers. The network is realised
with the collaboration between ITC companies
including Nokia, Ericsson, Matsushita, Psion,
Motorola and Sonera. Most of the residents are
newcomers to the area and are interested in meet-
ing and building social networks with the other
neighbourhoods (Shaw 2001).

The presence of art in the form of entertain-
ment and viewed as a form of neighbourhood
bonding is also ensured through events of applied
theatre organised by the Faculty of Culture of
Stadia Polytechnic. These events aim to raise
awareness on common problems to the residents
and how to face them, and the opportunities to

influence social policy (Ilmonen & Kunzmann
2007).

5.2. The Hafencity Project in Hamburg

5.2.1.  The influence of history and the start
engine

History has played a fundamental role in the plan-
ning of HafenCity district. Although only a partial
reconversion of the harbour warehouses is envi-
saged, the project is restoring the maritime voca-
tion of the historical city and is strictly connected
with the city. Hamburg is Germany’s main port
and one of the major European ports. In the first
half of the thirteenth century, the town joined the
Hanseatic League and Hamburg played a key role
in the League. In the first half of the nineteenth
century, the South American states became impor-
tant commercial partners of Hamburg’s shipping
companies and merchants. The harbour’s cargo
volume increased until the construction of the
city’s first modern port basin, Sandtorhafen,
became indispensable, built between 1863 and
1866. In the course of the nineteenth century, the
port evolved into the current HafenCity. Other port
basins were built in the wake of Sandtorhafen,
namely, Grasbrookhafen (1872-81), Magdeburger
Hafen (1872), Brooktorhafen (1880) and
Baakenhafen (1887). To protect the port structures
from flooding, the low marshes were gradually



32 M. Sepe

Figure 4. HafenCity, The Speicherstadt warehouse quarter (Photo by the author).

raised to 4-5 m above sea level. Great Fires and
the World Wars caused many episodes of destruc-
tion in the port. Reconstruction began after 1945,
and this entailed a significant growth in freight
traffic.

Traces of the history are present in different
places of the Hafencity area. The Speicherstadt
warehouse (Figure 4) plays an important role,
acting as an entrance and a joining element.
With its impressive brick facade — left almost
unchanged — the old warehouse is listed as a
historic monument and is due to become a
Unesco World Heritage Site in 2014. The
Speicherstadt now has different purposes. Not
only museums and traditional goods storage, but
also new functions were established to serve as a
bridge between the old and the renovated image.
These include those involved in the art and culture
sectors as well as multimedia agencies and crea-
tive business.

The old harbour basins with their buildings
represent for HafenCity another important ele-
ment in the recovering of its place identity. The

quay walls and the tracts of water constitute a
place of attraction for both locals and visitors.
The historical buildings which were retained,
including the Speicherstadt as a whole, the
Elbphilharmonie Concert Hall on the rooftop of
Kaispeicher A, the International Maritime
Museum in Kaispeicher B and the old Port
Authority building, have become the landmarks
of HafenCity.

The tangible identity has been enhanced
together with the immaterial heritage of traditions
which are being revived and reinterpreted in var-
ious ways, as in the case of the Sandtorhafen
basin, where traditional steamships, sailing ships
and cranes have been reconstructed (HafenCity
Hamburg 2010).

5.2.2. The process of urban transformation:
mixed use, public spaces and sustainability

The Hafencity project was approved in 1998 after
an idea competition that saw the victory of eight
studies, one for each of eight macro-areas singled
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Figure 5. Development status diagram as of October 2013 (Illustration: Michael KorolSource: HafenCity Hamburg

GmbH).

out. The aim of the project is to allow the city
centre to expand and, at the same time, integrate
with the port beyond the Elbe, which for decades
has been increasingly relegated in the southern-
most part of the town. The 155 hectares project
area is subdivided into eight main areas (Figure 5).

The land which is available for development of
housing residences is subject to competitive pro-
cedures. The offer price is fixed before the start of
the tender process. After the decision for a bidder,
architectural competitions take place (Clark et al.
2010).

Three important aspects are planned: mixed
use, public spaces and sustainability (Table 2).

Mixed use is achieved by devoting 3% of the
available land area to advertisement, 8% to cul-
ture, science and education, 33% to habitation
(about 5500 apartments for 12,000 people are
planned) and 56% to services, tertiary and tour-
ism. Thirty five percent of the surface will be
occupied by buildings, 25% by streets and trans-
portation infrastructure and 36% by public spaces
and private spaces accessible to the public. Only

4% of private spaces will not be accessible to the
public (HafenCity Hamburg 2004, 2006, 2010;
Hamburg Port Authority 2006; Tzortzis 2006;
Falk 2008; Cavallari 2009; www.waterfrontcom-
munitiesproject.org). Access to private spaces,
especially where the most friction may occur
between visitors, residents and people who
work in the area, has been defined by an agree-
ment guaranteeing and regulating their use by the
public. Except for the promenades, the streets
and parks are between 7.50 and 8.00 m above
the water level. This has created a new topogra-
phy for the area, one that enhances its ‘port
ambiance’ (Breckner 2009).

The starting point in the building of HafenCity
was the Am Sandtorkai quarter, where the first
residential and office buildings were erected. The
choice of this neighbourhood was determined by
its position between the Speicherstadt warehouse
district and Sandtorhafen, the nineteenth-century
port basin. The buildings erected here are isolated
from one another to provide them with an exclu-
sive view of the city centre and the harbour. The
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Table 2. Key performance indicators for HafenCity Hamburg GmbH since project inception (from: Clark Huxley
Mountford, 2010).

Theme

(initiative) Tangible impact Intangible impact

Investment < For EUR 1.53 billion of public funding, HafenCity * High visibility of the project in the
leverage Hamburg GmbH has managed to leverage EUR 5.5 international arena.

billion of private sector investment. * Improved quality of urban space.

High- * 20% of HafenCity’s space will be developed as open e« Serve as public encounter spaces due to
quality areas, and public access rights exist for an additional different character and allow for a high
public 20%. 34 hectares of water surface will be used to a degree of social integration.
space certain extent as well (HafenCity Hamburg GmbH,

2008).

* A range of waterfront urban spaces has been open
since autumn 2007: Marco Polo Terraces, Vasco da
Gama Plaza and Dalmannkai Promenades. They were
joined by the Tall Ship Harbour in autumn 2008.
Large pontoons form a floating walkway over the
water, with permanent moorings for about 20 historic
tall ships and steamers (HafenCity Hamburg GmbH,
2009).

Linkages * Construction of the new U4 underground railway line ¢ Opening up the development
with the is of extreme importance, as its two stops opportunities in the Speicherstadt area
City -Uberseequartier and HafenCity University - will and the southern inner city. Pushing
Centre provide the connecting link to Hamburg’s also competition to improve existing

underground and urban railway network.

buildings.

* Socially and economically integrating
lower profile urban quarters via
employment opportunities and new traffic
links.

only structures extending beyond the waterfront
and the partially roofed promenade are the moored
barges. The new buildings, erected only a few
blocks away from the brick warehouses — which
still house the stores of Oriental carpet merchants,
as they have ever since the nineteenth century —,
were planned so as to harmonise with the histor-
ical buildings of the Speicherstadt.

On the other side of the Sandtorhafen is the
Dalmannkai quarter, presently nearing completion.
A total of 1300 people have already moved here.
Dalmannkai houses the soon to be completed
Elbphilarmonie Concert Hall, the result of an
industrial reconversion project carried out by
Herzog & de Meuron. The structure, shaped like
a boat sail, will house a concert hall, a hotel, a
conference centre, a delicatessen and several resi-
dential units.

The new Dalmannkai quarter is the most het-
erogeneous area of all of HafenCity, and has
become a meeting point for residents, workers
and visitors. A broad range of residential units,
all facing the water, but differing in size, location
and architecture, meet different needs. They range
from luxury apartments — including, for example,
some designed by Philippe Stark — to middle-
priced ones. There are private apartments for sale
at prices from 3000 € to 3800 € per square meter
as well as reasonably priced ones available for
rent. This variety is the result of an offer policy
based on small-scale competitions to keep plan-
ning quality high.

Sandtopark, situated between Sandttorhafen
and Uberseequartier, is an integral part of the
plan for the open spaces west of HafenCity. It
was planned by the EMBT studio in Barcelona
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Figure 6. HafenCity, the magellan terraces (Photo by the author).

with materials and features matching those of the
surrounding spaces and buildings, contributing to
the project’s sustainability. The EMBT studio also
planned Sandtopark’s two squares, the Magellan
Terraces (Figure 6) at the end of Sandtorhafen and
the Marco Polo Terraces at the end of
Grasbrookhafen. Here, promenades and pedestrian
paths run at different heights, alternating with
green spaces and open spaces providing access to
the wharves and the water (Breckner 2009).

On the south side of the area, at Elbtorquartier,
is building Kaispeicher B, the oldest warehouse
of HafenCity, now converted into a museum of
navigation. A university for the study of architec-
ture and the development of metropolises, the
HafenCity  Universitit fiir Baukunst und
Metropolenentwicklung, is currently being
planned on the banks of the Elbe running along
the quarter.

The core of HafenCity is the Uberseequartier.
This is a mixed function neighbourhood extending
over 7.9 hectares. A projected 40,000 visitors will
eventually come here daily through the new cruise
terminal located on the neighbourhood’s

waterfront. The Uberseequartier extends parallel
to Magdeburger Hafen. It is planned to develop
towards the Elbe, connecting with the develop-
ment in course elsewhere along the banks of the
river. The objective is to make this part of the city
people-friendly and connected to the historical
city, a place where one can live, shop and have
access to recreational and cultural opportunities.
To this end, very detailed guidelines were set
regarding buildings and their uses, and space
distribution.

Finally, many buildings, including
Katharinenschule primary school, the Spiegel
group publishing building, the HafenCity
University building, the Commercial Centre build-
ing and the NIDUS joint venture building,
obtained the Ecolabel certification contributing to
the sustainability of interventions.

5.2.3.  The socio-economic regeneration and
participation process

The socio-economic and participation processes
are closely interwoven in HafenCity. The
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implementation of the master plan for HafenCity
was preceded by a declaration of the strategic
interest of the waterfront for the development of
the Hamburg community.

To complement the master plan, a number of
detail plans were drawn up, including a transport
plan, a land-use plan, a plan for green areas and an
evacuation plan in case of flooding.

The first stage focused on water as the element
around which the town’s economy was intended to
develop. This was followed by a stage when, as
the shipyards declined, the city began to gravitate
towards the opposite side — that is, towards the
port, the waterfront and the river — and expand
towards new sectors. In the subsequent stage, the
growth of tourism played a fundamental role in the
formulation of strategies to redefine the port sys-
tem. Finally, there was a communication stage, in
which a public debate was launched on the subject
of the redesigning of the port. The local commu-
nity was involved through exhibitions, lectures,
competitions and publications.

This approaches to citizen participation
include: ‘active involvement of citizens, authori-
ties and different committees during the develop-
ment process with the purpose of this was to
generate confidence, political involvement and
to implement the notion of self-help and self-
responsibility; use of the already established
Advisory Board for Urban development, which
includes representatives of both formally consti-
tuted groups and institutions and informal, as
well as ad hoc groups from different neighbour-
hoods, and has been working since 1994; setting
up of an onsite office mechanism for close coop-
eration among all levels of government involved
in the strategic development programme, includ-
ing the Senate of Hamburg; organization of
national and international conferences and work-
shops with a variety of focus themes’ (Smith &
Garcia Ferrari 2012).

In the present stage, Hamburg is promoting an
urban development based on new projects and
investments aiming at high urban and architectural
quality. The ongoing projects strive to combine
new buildings with architectural quality, urban

and environmental sustainability and marketing,
communication and consensus.

The building of HafenCity is projected to
increase the surface of the original Medieval city
by 40% in 20 years. The 155 hectares of the
Medieval city’s overall area comprise one third
water and two thirds land. It is expected that
12,000 of the city’s residents will have moved to
HafenCity by 2020. The area’s cultural structures
are projected to eventually draw about 3 million
visitors a year. The project — whose entire costs are
roughly €7 billion — is expected to stimulate the
creation of 20,000 new jobs in the service sector
(Carta 2007). The investment from the public sec-
tor — about €1.53 billion — is being matched by
that from the private sector (about €5.5 billion).
Many multi-nationals are relocating their company
to HafenCity using, beyond new efficient office
spaces, specific high HafenCity standards such as
sustainability and public spaces to create positive
externalities (Clark et al. 2010).

The whole operation is coordinated by a lim-
ited liability private company, HafenCity Hamburg
GmbH, owned by the Free Hanseatic City of
Hamburg, which manages relations between the
public and the private sector. The company’s prin-
cipal functions are making available, developing,
commercialising and  selling the land.
Furthermore, the company is responsible for com-
munication, public relations, event management,
advertising and the promotion of artistic events
on the site, carried out also through a web site
which documents the different stages and activities
of the project.

Furthermore, as affirmed by the HafenCity
Hamburg GmbH CEO  Jirgen  Bruns-
Berentelg, ‘Urban quality is characterised not just
by physical quality, appeal or attractiveness of the
place, but also inclusivity and diversity and its
sustainability and mix. It should be open and
accessible to lots of people’ (Clark et al. 2010)
(Table 3).

The construction of a suitable website has
represented a necessary step in order to allow the
participation of the project in international
networking.
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Table 3. Social institutions and networks from www.hafencity.com/in (Clark et al. 2010).

Formal institutions

Networks/communication

Clubs/associations

Expanding the cohesive
capacity

1. Elementary school
HafenCity (4m

1. Nachbarschafistreff

— Monthly events with external guests in

Face-to-face informal institutions

1. Stértebeker SV Sports Club
— Sports club for HafenCity and old/new

Sandorpark) the common room at Bergedorf-Bille city.
— Morning and afternoon Foundation. — Using the gym of Katharinenkirche school
classes and, from 2009, Katharinenschule school
— Serving as a community in HafenCity.
centre.

— Opening Spring 2009.

2. Day-care facility for 2. Anwohnerstammtisch
children located in
elementary school

— Also open on Saturdays
and in emergencies.

— Pilot project.

— Opening spring 2009.

restaurant.

3. Briicke — Ecumencial
Forum (with Laurentius
Convent)

— Start-up project at
Kaiserkai; recently
launched.

identity generation.

4. Stadthaushotel 4. HafenCity-News.de

HafenCity — District magazine
— Hotel and catering 5. HafenCityben.de
services. — Discussion forum

— 40 workplaces for people 6. Am-Keiserdai.net
with a handicap.

— Opening 2010.

— Communication projects.

— Monthly regulars’ table at Kaiser’s

3. Poldergemeinschaft Sandtorkai
— Digital networks/delocalised place

2. Kunstkompanie HafenCity e.V.
— Art projects and musical concerts in
HafenCity.

3. Sponsoring committee for
Katharinenschule school in HafenCity

— Platform for Bergedorf-Bille residents.

7. Quartier magazine (Published by

Elbe and Flut Vertag)
8. Public cultural events

6. Conclusions

This paper has illustrated the main factors which
condition the creative city and two emblematic
case studies of creative urban regeneration,
namely Helsinki contextualised in the cluster of
events and Hamburg in relation to the cultural
clusters. In particular, the two case studies are
related to the regeneration of urban waterfronts,
which are increasingly becoming a starting point

for implementing creative urban redevelopment
strategies.

The restoration of an urban waterfront requires
the integration of a complex system of actors,
norms, processes and plans at different scales,
and an equally complex time planning. If this is
not combined with a strong and clear strategic
vision of the city, and, especially, a shared one —
at all levels —, one runs the risk of achieving only
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partial and unsatisfactory results that will not last
through time. An important factor in a waterfront
area is the diversification of activities, which need
to be integrated into urban life cycles. The area
must house public buildings such as universities,
museums, etc. This allows its continuous use and
full integration into the city, with a consequent
increase of satisfaction for residents, visitors and
tourists.

In the case of Arabianranta, many ingredients
were used that seem to have had positive effects,
from controlling the pressure of the real estate
market to the promotion of activities not focused
solely on consumption, from the involvement of
architects and artists to the inclusion of local
socio-cultural capital diversity. The balanced mix
of historical memory and technological innovation
seem to have already attracted many residents and
students and created the workplaces, which were
foreseen by the project.

Important factors of success are provided by
creating the identity of the neighbourhood started
from the place and its history, constructing the
most suitable urban policies and strategies, and
involving students and residents in many ways
and occasions such as the Helsinki virtual village
portal.

Arabianranta, constituting a new relevant
urban pole and promoting an urban space of qual-
ity, developed a new centrality in Helsinki, far
from the ‘suburb feeling’. Furthermore, enhanced
the digital connectivity of the area with new
broadband solutions, associated with digital plat-
form in each building, it allowed the development
of sense of community both in the building and in
the whole area. A new figure of ‘e-moderator’ has
emerged with a function of ‘broker and gatekeeper
of sociability’, facilitating the development of
Living Lab experiments and allowing new activ-
ities in the area which in turn lead to social inno-
vation for Arabianranta. And also from a social
point of view, this is a case of successful regen-
eration as regards the integrated planning: ‘it hosts
a mix of social, ethnical and age groups in differ-
ent housing schemes integrated in a location of
growing charisma’. The process of developing of

the area have helped the capacity of local govern-
ment to institutionalise cooperation and integration
between different kinds of partnerships such as
developers, universities, firms and transversal
departments such as planning, transport and eco-
nomic  development departments.  Finally,
Arabianranta ‘showed the need to develop com-
munication plans and the importance of establish-
ing dedicated entities and public-private structures
to monitor the development of large projects over-
time (ADC). Many of the lessons of Arabianranta
are nowadays being used and considered in new
thematic area based developments in other city
locations’ (Van Winden et al. 2012).

In the case of HafenCity, in order to restore the
maritime identity and determine the most adequate
strategies for urban renewal, the planners’ starting
point was the place itself and its history. The
theme of water is central for the whole waterfront
project and the economy has developed around it
to create new productive sectors. The citizens have
been involved in the project ever since its earliest
stages, to make sure that this new piece of the city
would fulfil the wishes of the collectivity. Many
cultural activities are being organised the whole
year round to create a feeling of community
among residents as well as attract visitors
(Richards & Wilson 2006; Kagan & Hahn 2010).

HafenCity has been catalysing the interest of
the locals, many of whom have already moved
there from other areas in Hamburg, and attracting
the curiosity of tourists, who come to see the new
planned areas. It is still early, however, to make a
final assessment of the success of the operation
and determine whether the right balance has been
struck between economic interest, social well-
being and respect for the area’s historical identity.

An important role in the project is the commu-
nication and marketing process which ensured the
establishment of the regional and international
awareness of the investment opportunities in
HafenCity. Furthermore, the sustainability of the
interventions is also certified by Ecolabel which
were obtained for many buildings and surrounding
spaces and by the ecological system of mobility.
The introduction of this certificate has also
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enhanced the attractiveness of the project to
investors.

Another important factor of success is repre-
sented by the ‘development sequencing’:
‘HafenCity was developed as a completely new
urban district on the basis of a concept which
delivered integrated urban quarters one-by-one in
a strongly time-wise and co-ordinated process.
This means that private investors can rely on
their development being situated in an integrated
urban environment and functioning quarter very
soon after its completion’ (Clark et al. 2010).
HafenCity Hamburg GmbH is playing a funda-
mental role in this sense, through the provision
of public investments in infrastructures of mobility
and public space which guarantee high quality.

Furthermore, private investments have oper-
ated in a ‘risk-aware’ manner allowing in this
present period of financial crisis that the project’s
business model remains solid through some mea-
sures: ‘the project is financed and supported by a
diverse range of partners; the development is
divided into small segments which can be devel-
oped sequentially when finance is available; and
the development is mixed use’ (Clark et al. 2010).

For the time being, what we can say is that the
area is proving attractive and is recreating a strong
bond between the city and its waterfront and har-
bour, partly thanks to architectures evoking ship
shapes, the ferries crossing HafenCity to show the
new skyline to visitors, the promenades on the
jetties of Sandtorhafen with its historical sailing
ships and the residential buildings and entertain-
ment facilities overlooking the harbour.
Furthermore, the Speicherstadt district is due to
be listed as a UNESCO World Heritage Site in
2014.

As stressed in the more recent studies on the
subject, planners should be aware that urban
development based merely on physical and mate-
rial aspects, disregarding intangible culture, threa-
tens to produce repetitive places that fall an easy
prey to globalisation. To support local identities
and enhance the distinctiveness of a place, the
accent must be placed on art and culture. The
efforts to complete the project areas should thus

be based on integrated strategies addressing differ-
ent aspects of the city at different levels. For a
successful long-term urban and cultural renewal
benefiting all who frequent the area, it is important
to constantly involve the population and consoli-
date place identity, while taking care to ensure the
economic, social and environmental sustainability
of the project.

In the two cases, it is important during the
period of project completion not to place too
much stress on tourist development where the
term ‘cultural’ is an instrument rather than a qual-
ity; for sustainable development, a real engine of
change, the ‘cultural’ element must offer quality to
tourism not vice versa (Smith 2007). The more
value is given to the local cultural peculiarities —
such as cultural heritage and place identity — the
more the operation of urban regeneration may be
embedded within the local fabric and be attractive
for residents and visitors.

Finally, as Landry (2006, p.10) affirms: ‘To
survive well, bigger cities must play on varied
stages — from immediately local, through the
regional and national, to the widest global plat-
form. These mixed targets, goals and audiences
each demand something different. Often they pull
and stretch in diverging directions. (...) Working
on different scales and complexity is hard: the
challenge is to coalesce, align and unify this diver-
sity so the resulting city feels coherent and can
operate consistently’.
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