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1. ABOUT
LORD CULTURAL RESOURCES
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The world’s largest cultural professional practice

Founded in 1981 in

response to an emerging

need for specialized

planning services in the on -
museum, cultural and o - ' o
heritage sectors. o vevon °

*2,000 assignments
51 countries on 6 continents
*9 offices worldwide

ean international reputation for @ 9 OFFICES 50 COUNTRIES @ 2000 PROJECTS
sector leadership, innovation

and excellence.
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An international reputation for sector leadership,
Innovation and excellence
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*We share our knowledge in presentations, articles and publications.
*Respect for local adaptation, cultural diversity and collaboration.
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Involved in some of the most ambitious urban
regeneration projects and cultural tourism strategies

Tenth anniversary of the Bilbao Guggenheim
The “Bilbao Effect’: §
from poor port to must-see city &

;}-5_1‘1 "L__ Ladhs

Guggenheim Bilbao Strategic Plan, The Lowry, King Abdulaziz Centre, etc.
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Experience working with premium and luxury brands

Bordeaux Cultural and Tourism Centre, Emile Hermés Museum, LVMH -
Louis Vuitton malletier, Magnum Agency, etc.

Planning Cities Culturally. The Bilbao Effect: 15 Years On 8


Moderador
Notas de la presentación
Hermes: interpretive planning
LVMH: Training in contemporary art market
Bordeaux: Interpretive Planning, Facility and Business Plan, Project Management and Implementation Evaluation. The ecologically sensitive center will be dedicated to wine history and aesthetics for tourists and residents. 
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Why Do Cities Matter in the 21st Century?

URBAN POPULATION IS GROWING by 65 million annually.
Cities = Half of the world’s population.

80% of global GDP.

Urbanization drives global ECONOMIC growth.

Planning Cities Culturally. The Bilbao Effect: 15 Years On 10



PREMIUMIFEST

I Cultural Resources

Urban Power is Shifting East

Source: McKinsey Global Institute Cityscope 1.0

Top 25 Cities 2007 vs. 2025:

—BLUE: Top 25 in both 2007 and 2025
—BLACK: Dropout — included in 2007 but not in 2025
-NEWCOMER: Absent in 2007 but included in 2025
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Cultural Change: The Knowledge Economy

*Our lives have been marked by the geographic shift of the industrial economy
and the growth of the knowledge economy

New Skills, New Residents: The Creative Class
eParticipation and Creation; Not Consumption
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Moderador
Notas de la presentación
A GLOBALLY COMPETITIVE WORK
Environmental concerns
Active Engagement 
Creativity – participation, not consumption


Industrial Economy
Physical strength
Follow orders
Organized
Some problem solving
Memorization
Basic communication
Aggregate	

Knowledge Economy
Intellectual strength
Lead
Individualistic
All problem solving
Improvisation
Great communication
CREATE!
FORCE
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Tourists have New Priorities
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From “Sun and Beach” to “Culture and Premium”

Planning Cities Culturally. The Bilbao Effect: 15 Years On K]


Moderador
Notas de la presentación
Authenticity
The Cultural Tourist

Mention profile of tourist to Bilbao – origin??
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The Challenge of having to Do More with Less

*Context of global recession — and European recession in particular
*City programs, services, infrastructures — under revision

*Need for new revenue streams

sSustainability
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3. Our response:

PLANNING CULTURALLY
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What is a “Premium” City?
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Consumption Perspective? Production Perspective?
« LUXURY focus  Eventful

e Shopping e Diverse

 Passive spectacles e Involving events
 Reactive  Innovative

)
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Moderador
Notas de la presentación
It is a spectrum. Premium is more than Luxury – it is the experience of sth unique (not exclusive).

Example of consumption: Monaco, Dubai
Example of Production: NY, Paris, London
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The Eventful City

h
e

A City with Events

Sectoral

Tactical

A container of events
Competition

Pandering to audiences
Market led

Spectacle

City marketing

The Eventful City

Holistic

Strategic

A generator of events
Cooperation
Provoking publics
Market leader
Involvement

City making
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Moderador
Notas de la presentación
It is not about building new attractions – capital intensive

But offering a good mix of events (sotfware) – local, regional, and international.
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Planning CULTURALLY

Incorporating culture in
planning City—wide. SOCIAL

Four pillars to planning:

—Social: public services,
education;

—Economic: industry, | CUI.TURE

knowledge, leadership;
—Environmental: liveability;

ECONOMIC

—Culture: 1dentity, amenities,
aesthetics, heritage.
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Moderador
Notas de la presentación
It is not about “cultural planning” but about “planning culturally”: putting culture at the centre and planning hollistically. Thinking culturally in all city departments, initiatives, etc.
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I1t"s all about Communities! Engagement, Diversity.
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Notas de la presentación
-The importance of grassroot initiatives. 
- The importance of taking culture to every NEIGHBOURHOOD.
- Involving citizenship.
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4. LESSONS LEARNED
from international cultural planning

Planning Cities Culturally. The Bilbao Effect: 15 Years On 20



PREMIUMFEST

I Cultural Resources

Bilbao: The Bilbao Effect 15 Years On

*Early 1980°s: decaying industry.

*1990°s: Heavy investment in civic
infrastructure (€4.2 billion) lead to new
cultural values.

*Guggenheim Effect:
—Repaid itself after 3 years.
—Creation of + 4,500 jobs.

—Attracts almost 1M visitors, of which
approx. 60% are foreigners.

—Benefits other cultural attractions
and the hospitality sector.

—A model for other cities. There 1s
only one Bilbao.
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Moderador
Notas de la presentación
Brief description of bilbao effect and its success and influence – from Bilbao 1.0 (industrial) to 2.0 (tourist destination) BUT: how to evolve into 3.0 (eventful).

Bilbao is a model based on investment in iconic infrastructure – hardware.

LANDRY: “The city provides 3 useful lesson in creativity: long term thinking, standards of design, and the need to shift values towards openness”.

- Early 1980´s: need to restructure the city´s economy (traditional port, steelmaking industries) -> renew.
- 1990´s: From civic infrastructure to a change in cultural values: new metro, new airport, MGB, Alhondiga refurbishment, Bilbao International Exhibition Centre, etc. Total investment from 1990 to 2005 estimated in €4.2 billion.
- 1997: Guggenheim Effect: 
- it cost $120 million approx. Repaid itself after 3 years.  
- Creation of +4,500 jobs.
- Attracts almost 1M visitors.
Benefits other cultural attractions and the hospitality sector.
A model for other cities, but most of them have failed (lots of examples in Spain, where most cities tried to replicate without success).
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A premium city IS a creative city!
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eImage of the City post—war was “waltz” Opera, city for older people. The focus was
to attract youth — both youthful tourists and local youth — to create a meeting place
(commons) .

*The Museumsquartier (MQ) is a 60,000 m? large; it is the eighth largest cultural
cluster in the world. It includes 7 institutions: art museums, architecture museum, a
children’s museum (Zoom Kindergarten) and children’s theatre.

o[t has contributed to positioning Vienna as a top city in innovation and in livability.
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Moderador
Notas de la presentación
They moved cultural institutions into the historic buildings - ie. the Kunsthalle Wien was turned into a radical contemporary art space - the MUMOK. 

There was negative media reaction after it became known that the expensive public buildings had serious shortcomings regarding barrier-free wheelchair accessibility. Not even the recently constructed buildings (Kunsthalle, MUMOK and Leopold Museum) were able to fulfil the most basic requirements. After many negative reports across the media, and the commitment of handicapped interest groups, the majority of the problems were repaired in the following years.
Another contentious point regarding the initiatives and museums that were included in the area of the MQ is the Public Netbase, an internet provider and sponsor of electronic art and culture programs. Originally located in a part of the MQ, it had to leave during the renovations, but after the construction was completed, it was not able to return to its former premises.

One of the ten largest cultural complexes in the world is being created in the heart of Vienna - The Museums Quartier Wien (MQ). 
At a single locations it offers a cultural experience at a 60.000 square meter. Three building complexes define the site most noticeable where the new Kunsthalle Wien takes a central position together with Halls E + G. Spatially, they form the architectural connection between the other two new buildings, the Leopold Museum (left white cube) and the Museum of Modern Art Ludwig Foundation Vienna (right black cube). 

Examples of successful creative clusters include Museums Quartier, Vienna; South Bank Centre, London; Beijing's Dashanzi Arts District; and Cent Quatre in Paris 

The result – major success – state when it opened.
It has contributed to positioning Vienna as a top city: #5 in innovation and #2 in liveability. 
Number one destination of international congresses and conventions.
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Creative Amsterdam: Coordinating actors & activities

*A ‘one stop shop’ for the creative industries in the Amsterdam Metropolitan Area
offering information, services and activities in a single physical and digital platform.

[t 1s focusing on strengthening alliances within the creative industries, and

stimulating the growth of companies, especially by encouraging exports and cross—
sectoral cooperation.
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Moderador
Notas de la presentación
One of the underlying rationales for Creative Amsterdam is to give an overview of the wide array of services already on offer for the creative industries. As a platform, Creative Amsterdam bundles these services, offered by public (state, provinces and municipalities), not-for-profit and private partners, into a ‘one stop shop for creative industries’. Working with the principle of ‘user-generated content’ Creative Amsterdam is able to offer an (inter) national and metropolitan overview of services for the creative industries, including job opportunities, funding, education, networking, coaching, business-skills training, intellectual property issues, insurance, information on international marketing and so on. The platform not only gives an overview of the services currently on offer, but also of services that are missing. Based on this information, a ‘finance desk’ and a ‘housing tool’, catering for the specific needs of the creative industries have been developed. Another very concrete example of a newly developed service is ‘Don’t Do It Yourself’.

Creative Amsterdam was launched in 2007. In the first two years of its existence Creative Amsterdam established established a firm base, and the activities and services were considered a great resource for the development of the
creative industries. All stakeholders have committed to the continuation of the project until 2012. Currently Creative Amsterdam is focusing on strengthening alliances within the creative industries, and stimulating the growth
of companies, especially by encouraging exports and cross-sectoral cooperation.

Creative Amsterdam’s most important achievement has been the cooperation between the 7 municipalities, the creative industries (Creative Board), public bodies and not-for-profit partners, that has resulted in a ‘one stop shop’ for the creative industries. One of the most important aspects was creating transparency in existing services and filling in the blank spaces, by adding new services on demand.
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Toronto: Eventfulness, large and small scale
Luminato & Subtle Technologies Festival
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e[ .uminato — the largest and best funded multi—arts festival in north America.
*Subtle Technologies Festival — small scale event that aims to catalyze innovation by

bringing together the often—disparate disciplines of arts, sciences/technology, to
critically understand and interpret the impact and convergence of art and science in
the contemporary world.
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Notas de la presentación
Establishes Luminato in 2007 as the largest and best funded multi-arts festival in north America – focused on original 

Established in 1998, The Subtle Technologies Festival is an incorporated registered Canadian charity. It is an arts organization dedicated to catalyzing the development of new emergent practices in  new media art by  investigating the artistic relationships and collaborations between artists and scientists within the realms of art, science and technology.

Held annually each sumer, the festival aims to catalyze innovation by bringing together the often-disparate disciplines of arts, sciences/technology, to critically understand and interpret the impact and convergence of art and science in the contemporary world.

Mission
Subtle Technologies brings people together to promote wonder, incite creativity and spark innovation across disciplines.
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New York: Positioning as an international cultural
tourism destination

eCultural tourism accounts for nearly half of total tourism to NY. Cultural tourists spend
more and stay longer.

*NY branded the city as a cultural events destination after 9/11 to attract foreign tourists.

*Today, cultural tourism accounts for 74% of foreign tourists and generates more than $13
billion in direct spending.

Planning Cities Culturally. The Bilbao Effect: 15 Years On
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Notas de la presentación
Cultural Tourism in New York City Accounts for Nearly Half of Total Tourism.

New York’s use of cultural events to draw in domestic and foreign tourists to revitalize the economy after tourism declined due to 9/11. Cultural tourism draws in tourists who are likely to “go more, do more, spend more,” and are apt to become repeat visitors. Cultural tourism accounts for 38 percent of domestic and 74 percent of foreign tourists to New York and generates more than $13 billion in direct spending. 
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Chicago: Engaging the Community
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Moderador
Notas de la presentación
Description of Chicago project and accomplishments.
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The Bilbao Effect 15 Years On — What Next?

Extend this creativity
todtheicity and the region

3 Recommendations:

*Aim for the Eventful City: Local, Regional and International Events
ePlan Culturally: from “hardware” to “software”

eFngage the Community: from “consumers’ to “creators”.

Planning Cities Culturally. The Bilbao Effect: 15 Years On
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Notas de la presentación
Tourists continue to stay less than 2 nights in Bilbao and City wants to increase their stay. They visit the MGB, eat, and leave. What can be done to retain them longer?  EVENTFUL. 

Extend this creativity to the city and the region: Such as participate in  Wine-making/tasting/active learning, Meet Artists in their studios, Participate in Gastronomy -- cooking classes
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http://www.facebook.com/LordCultural ﬂ @Gail_Lord

Y
http://www.youtube.com/LordCultural @LordCultural

WWW.PREMIUMFEST.COM




	Número de diapositiva 1
	Hola Qué tal
	Número de diapositiva 3
	PLAN DE DESARROLLO
	Número de diapositiva 5
	Número de diapositiva 6
	Número de diapositiva 7
	Número de diapositiva 8
	PLAN DE DESARROLLO
	Número de diapositiva 10
	Número de diapositiva 11
	Número de diapositiva 12
	Número de diapositiva 13
	Número de diapositiva 14
	PLAN DE DESARROLLO
	Número de diapositiva 16
	Número de diapositiva 17
	Número de diapositiva 18
	PLAN DE DESARROLLO
	Número de diapositiva 20
	Número de diapositiva 21
	Número de diapositiva 22
	Número de diapositiva 23
	Número de diapositiva 24
	Número de diapositiva 25
	Número de diapositiva 26
	Número de diapositiva 27
	Número de diapositiva 28
	Número de diapositiva 29

