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1.Introduction 
The theme of creativity and the paradigm of the 
creative city are in vogue. The subject has been 
studied in greater depth since the beginning of 
the millennium, but was pioneered by David 
Yencken when in 1988 he published an article 
on creative cities. From then on, came the best-
known names of urban planners who were able 
to bring this new paradigm to the urban planning 
agenda: Landry (2000), Howkins (2001), Florida 
(2012) and Carta (2007). 

The concept of paradigm is, literally, an example 
that serves as a model. And from this it is un-
derstood that the model can never be copied in 
its entirety, and hence criticism of the weaknes-
ses of the creative city arises (Peck, 2005). 

This paper aims to understand the capacity of 
the city of Lisbon to absorb the creative ideas 
that emerge and revitalize previously degraded 
areas of the city. In this way, the difference 
between creative city and creative project will be 
distinguished through its study in the city of Lis-
bon, with major changes that redefined the so-
cio-economic shape and created dynamics of 
local revitalization, such as Lx Factory, Rua Cor-
de-Rosa and Príncipe Real. The concept of the 
creative city, it is little precise when it comes to 
drawing conclusions about the impacts of each 
project at the level of the surrounding environ-
ment, not existing a schematic approach that 
allows a characterization of the various compo-
nents of a project. Also, this paper aims to clarify 
the concept of creative urban project, based on 
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the projects identified in the city of Lisbon. Th-
rough a more detailed conceptualization, it is 
possible to identify the differences between pro-
jects, opening the possibility of each one to be 
analyzed, characterized and monitored accor-
ding to their specificities. Following this, this re-
flection may also be an important contribution as 
it will be clearer the assess the impacts on its 
surroundings, namely for the definition of public 
policies, which can be adjusted to the needs of 
spaces, people and activities. 

2. Creativity and urbanism 

• About regeneration of cities 

Suburbanization has a major impact on depopu-
lation of city centers by providing greater com-
fort and accessibility, and including large com-
mercial spaces, disrupting traditional commerce. 
Deindustrialization, in the same vein, deepens 
the emptiness of cities, reneging entire neigh-
borhoods at the mercy of obsolescence and 
time. The 2008-2014 economic and financial 
crisis, was both the end and the beginning of 
economic dynamics, but above all the return of 
risk in investing in the main sectors of the urban 
economy. But, as Ascher (2012) points out, “new 
relationships with risk, uncertainty and the future 
largely underpin the success of sustainable de-
velopment issues”. On the other hand, the crisis 
has brought new opportunities within the deve-
lopment agenda. The growing tourist interest, 
and the huge opportunity for investment in the 
most vetted real estate, ensured by tax benefits, 
brought relief from the asphyxiation. This has 
created new opportunities for entrepreneurial 
communities, including the creative class. 

Regeneration policies focus mainly on the revi-
talization of historic centers, commercial and 
residential urbanism, buildings and building 
blocks that have become obsolete, and a grea-
ter concern for the public space (Portas et al., 
2007). Parallel to these policies is, in a symbiotic 
relationship, the creative city, in which its intrin-
sic connection with culture and tourism has al-
lowed, in the case of cities such as Lisbon, the 
use of large abandoned riverside spaces, mostly 
linked to the factory history of the city and the 

revitalization of historic neighborhoods, through 
the recovery of the immense real estate availa-
ble. 

Choay (2000:191-196) distinguishes, a building 
in three classes that differ in the capacity and 
potentiality of urban reuse: the industrial herita-
ge, buildings that have a “construction”. solid, 
sober and easy to maintain, are easily adaptable 
to current usage standards and are suitable for 
multiple (…) uses”; pre-industrial heritage, mo-
numents of earlier eras, exponentially costly in 
their rehabilitation, and serving any function, 
many of them emptied of their historical context 
and kept for the preservation of urban morpho-
logy; and old cities and settlements, historic cen-
ters and neighborhoods that acquire a higher 
status through the image they convey of identity 
and preservation of the old urban values, and at 
the same time integrate into contemporary li-
festyles. 

• Cities and creative projects: concepts and 
considerations 

In the context between development and creati-
vity it is important to define the concept of this 
term. The creativity found in each subject, so-
metimes the result of a talent, sometimes a con-
tinuous learning effort. Creativity is, as Howkins 
(2001), simply the ability to create something 
new, distinguishing creativity as an individual 
quality, which allows the creation of new pro-
ducts, ie creativity as a driver of innovation, in 
an economic and social context, promoted in 
western societies that tend to value scientific 
and technological evolution and competition. 
knowledge, guarantee of copyright in the formu-
lation of patents. 

Eysenck (1999:203) categorizes creativity into 
three variables: cognitive (intelligence, knowled-
ge, skill and talent), environmental (politics, reli-
gion, culture, socioeconomic status and educa-
tion), and of personality (motivation, confidence 
and nonconformity). 

Creativity is further described as adaptable, re-
newable and self-sustaining. As a continuous 
process of creating new products and services, 
creativity makes the urban environment a “re-
newable resource” (Landry, 2000:224), providing 
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mechanisms for evaluating creative projects 
over their lifetime. Thus, cities must meet the 
“cycle of creativity”, composed of the following 
steps: helping people to create ideas and pro-
jects; turn ideas into reality; create networks, 
circulate and publicize ideas and projects; provi-
de support mechanisms (eg cheap lace spaces, 
incubator units and opportunities for exhibitions 
and exhibitions); spread the results around the 
city, build markets and audiences, and discuss 
them so new ideas are created. 

Given this transposition of creativity into cities, 
what then is the creative city? (Table 1) The 
term itself is associated with Yencken (1988), 
who formalized the concept of creative city as a 
city that, in addition to being efficient and fair, 
must promote the creativity of its citizens and 
promote spaces and experiences that should be 
emotionally satisfying. Törnqvist (2011) develo-
ped the concept of “creative milieu”, a space 
that requires four factors for its development: 
information, knowledge, competence and creati-
vity, the latter as the creation of something new, 
result of the three other factors. Landry and Bia-
chini (1995) explain that in order to create a cre-
ative city, it is first necessary to remove obsta-
cles to creativity and then to create the foundati-
ons of a creative cluster. For Florida (2012), one 
of the leading theorists especially linked to the 
concept of “creative class”, the model of econo-
mic development of cities is associated with the 
emergence of a socio-economic class that in-
cludes individuals from cultural areas, technolo-
gical and other professionals linked to the crea-
tive industries. The creative city is one that crea-
tes working and housing conditions for the crea-
tive class, these conditions being summed up in 
technology, talent and tolerance. 

The creativity associated with the development 
of the regions is reflected in the emergence of 
“creative ecosystems” (Selada and Cunha, 
2010:199), which is made up by economy (crea-
tive industries), places (creative territories) and 
talent (creative class); the three inducing a dy-
namic interaction between the resulting types of 
creativity - business, urban and individual.Taking 
the first approach, the UK Government's DCMS, 
first defined the concept of creative industries,  
that are “those industries that have their origins 
in individual creativity, skill and talent, and have 
the potential to generate wealth and employ-
ment through the creation and exploitation of 
intellectual property” (DCMS, 1998: 5). 

Florida (2012) economic development through 
creativity involves much more than just a creati-
ve class that produces. Thus, the three T's of 
economic development in the new paradigm of 
creative cities are more than known, associated 
with the creative class: Technology, Talent, Tole-
rance. 

In association with urban regeneration policies, 
the creative city is a way of circumventing the 
crisis of the historic centers, which does not in-
validate the emergence of other socio-economic 
and housing problems or trends, coinciding with 
creative projects. 

• Cities and creative projects: criticism 

At the turn of the millennium there were already-
criticized the policies that turned historical heri-
tage into a packable and easy-to-consume pro-
duct (Choay, 2000). The criticism regarding the 
consequences of the exploitation of the cultural 
industry as a new urban orientation is based 
mainly on the model conceptualized by the 
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Creative industries Creative cities Creative class

Focus Creative production Creative Milieu Creative consumption

Capital Economical Social and cultural Creative

Creative content Art, media, cinema, design, 
architecture, etc…

Creative spaces, creative 
production

Environment and “cool”

Key-source DCMS (1998) Landry e Bianchini (1995) Florida (2012)

Table 1: Conceptual approaches to creativity in cities 
Source: Richards, 2013:123



authors like Nathan (2005), Peck (2005), True-
man et al. (2008), and Stern and Seifert (2008). 

Perhaps the most mediatic, is gentrification, that 
has the power to redesign central urban areas, 
defining new classes, new trades and new soci-
al experiences. The correlation between cultural 
industry and public investment projects clearly 
points to who the target audience is: tourists, 
congressmen, upper-income residents and su-
burban residents, regular consumers of metro-
politan services (Stern and Seifert, 2008). Lo-
cals, long-term residents, or rather the preser-
vers of everyday activities and traditionally cha-
racteristic of the bustling city life, remain obser-
vers when it is well known that prosperity is in-
trinsically linked to the heterogeneity of the eco-
nomic base. 

Self-employed workers constitute a large part of 
the creative class but clearly demystified by the 
inherent differences of the creative class is de-
veloped, as some have more aptitudes than 
others, and favoring a hierarchy ranging from 
weak creativity to strong intellectual capacity. 

The success of the creative city is generally ba-
sed on the imperative tone with which the spee-
ch is made to mobilize city leaders for what is 
considered the most productive and accepted 
model by the general population. There are only 
two ways: or cities remain in their latent state, 
patiently waiting for the phenomena of urban 
regeneration to emerge punctually, not succum-
bing to creativity as a paradigmatic motto; or 
they become creative, competing long-distance 
for the creative class against the backdrop of a 
globalized war of talent. 

• The worldwide and national network of 
creative cities 

As a result of the request for monitoring of the 
creative industries, it was edited in 2017 of the 
Cultural and Creative Cities Monitor. The main 
purpose of this report is to fill information gaps 
by providing common bases for this sector in 
cities to “support policy makers in identifying 
strengths”, “illuminate and communicate the im-
portance of culture and creativity in improving 
socio-economic perspectives and resilience” , 
and “inspire new approaches and research 

questions to study the role of culture and creati-
vity in cities (Montalto et al., 2017, p. 18). In this 
European evaluation case, the Portuguese cities 
evaluated were Porto, Guimarães and Coimbra, 
and Lisbon. 

The issue of the size of urban centers and their 
relation to creativity is not recent. In 2009, fol-
lowing the second phase of the URBACT pro-
gram, an EU Cohesion Policy instrument co-fi-
nanced by the European Regional Development 
Fund (ERDF) for the integrated urban develop-
ment of European cities, the Creative Clusters 
network was created, precisely in the village of 
Óbidos, leader of the network in its respective 
phase. It aims to involve small and medium-si-
zed European cities in sustainable urban deve-
lopment through the inherent creativity of their 
citizens. Above all, it aims to respond to the 
challenges of initially transferring urban attribu-
tes into smaller creative territories, and from a 
longer-term perspective, of visualizing business 
models linked to the creative industries in an era 
of post-economic crisis without they get a tem-
porary label, as if it were a disposable fashion 
(URBACT, 2011: 2). 

In the intrinsic relationship between creativity 
and culture, namely in the European panorama, 
we highlight some other portuguese municipali-
ties such as Guimarães, Serpa and Paredes, 
which, supported their political agendas in inves-
ting in the industries of this sector. 

3. The World as a Creative Example 

There are several examples of urban projects, 
especially in Europe, where the discipline of 
planning has been more theorized and groun-
ded in decision-making and participatory demo-
cracy, and where subsequent studies lead to 
instruments that can be politically mobilized. 

To better understand the urban intervention mo-
dels of urban projects, Milão (2006:38) develops 
the four subunits that are defined in Portuguese 
legislation, namely: 

- The block and sets of blocks and public spa-
ces; 

- The courtyard, the emptiness, and the interior 
of the blocks; 
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- The street and the urban axes; 

- The building: military barracks, factories, hospi-
tals, palaces, etc… 

There are five examples to be analysed: Temple 
Bar, Dublin; Cardiff Bay, Wales; the Poblenou 
neighborhood in Barcelona; the Arabianranta 
district in Helsinki; and the 50Cinq or Espace 
Cobalt in Toulouse. 

• Temple Bar, Dublin 

Temple Bar’s success comes from it’s state be-
fore revitalization: a twenty-eight-acre abando-
ned area in the center of Dublin, near the river. 

In 1965, the state-owned road transport com-
pany decided to build a new urban terminal the-
re, the first having, following the approval of the 
suggestion in the 1970s, acquired the properties 
and rented them to artists, traders. and other 
agents. The 1980s mark the turnaround that the 
neighborhood had for the gradual revival of the 
commercial and residential business. Residents 
and workers urged municipal authorities to 
rethink the neighborhood development plan in 
an attempt to to adapt it to the existing new dy-
namic (Stafford and Payne, 2004). 

Today, Temple Bar is an icon that appears on 
the Irish capital's tourist itineraries and concen-
trates various cultural organizations. The massi-
ve urban renewal of creative genesis has pro-
moted a decaying neighborhood into a rejuvena-
ted tourist spot, with commercial and cultural life 
day and night, and establishing urban sustaina-
bility through financial independence, guarante-
ed by the constant redefinition of the strategy 
that leads Temple Bar to a continuous success. 

• Cardiff Bay 

Cardiff's urban regeneration process aims at the 
overall development of the area, not just for cre-
ativity. This process also includes the idea of 
environmental sustainability. The development 
of Cardiff as a deindustrialized port has created 
a social, cultural and environmental setting that 
could change the negative perception that the 
inhabitants and tourists had of the industrial city, 
and transform it into the world line of competiti-
on. terms of residential, tourist and investment 
attractiveness. The strategic vision of Cardiff 

Bay is mainly the revitalization of the riverfront, 
with the new administrative center and creative 
industries. 

• Poblenou, Barcelona 

In the urbanistic theme, the city of Barcelona is 
one of the most studied. The factory-built Poble-
nou district is marked by ups and downs. Always 
linked to Barcelona's industrial activity and sup-
ply, Poblenou had its golden years, but also the 
worst in terms of conditions, poverty and eco-
nomic recession. 

The renovation of the Poblenou neighborhood 
aims to ensure that it becomes an “innovative 
urban environment, improving quality of life, in-
frastructure efficiency and sustainability” (Ajun-
tament de Barcelona, 2012:9). According to the 
road plan document, the renovation had to focus 
on three axes: density, diversity and complexity, 
and flexibility. More than a decade after the start 
of this revitalization mega-operation, what 
stands out most is the synergy between public 
and private entities, where the former set the 
basic parameters for renewal with continuous 
results. 

• Arabianranta, Helsinki 

The vision of this neighborhood is clear: “to 
make Arabianranta the main center of art and 
design in the Baltic region” (City of Helsinki, 
2009: 2). In 1873 the Arabia ceramics factory 
was founded becoming one of the largest porce-
lain factories in Europe. A century later, the fac-
tory closed its doors and the municipality deci-
ded to develop the old unoccupied factory areas 
north of the capital. In 1986, the University of Art 
and Design Helsinki was relocated, with go-
vernment permission. 

This regeneration project took into account eco-
nomic, social, and environmental sustainability. 
In social terms, the highlight is the creation of a 
technological network that unites students, resi-
dents and workers in a “wireless infrastructure 
that incorporates the latest services” (City of 
Helsinki, 2009). As for the environment, the plan 
took into account the good location and the me-
ans of communication. The whole project focu-
sed on landscape preservation. Arabianranta's 
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artistic streak is not limited to institutionalized 
promotion alone. 

• Le 50Cinq, Toulouse 

This is a relatively recent project and very little 
studied, located in the city of Toulouse, in a for-
mer industrial hub in the city center. The aban-
donment since the 90’s led to a private agent to 
acquire the properties and rehabilitate them, in 
2014. 

There are two spaces integrated in the 50Cinq. 
Espace Cobalt mixes professional and other 
events for the general public, and Les Ateliers is 
characterized by the existence of containers that 
recreate an urban environment inside the wa-
rehouse, in a markedly industrial aesthetic. The 
creative side of this property also resents the 
production carried out here, which goes through 
the creative industries. The highlight of this in-
ternational example is the rehabilitation of an 
obsolete building in the regional economic 
landscape recreating value and contributing to 
urban regeneration. 

4. Creativity in Lisbon: a contextualization 

The Lisbon Metropolitan Area is the most creati-
ve in the country. The creative economy in the 
Lisbon Metropolitan Area represented, in 2012, 
3.3% of total employment, where 24,500 com-
panies based here generated 63% of gross va-
lue added (Ribeiro et al, 2015). The creative 
sector in Lisbon, in this economic sector alone, 
and compared to the national sector, represents 
42.9% of companies, 47.3% of employment and 
62.9% of gross value added, figures that charac-
terize the centralization of this sector, but which 
indicate the importance that Lisbon has in the 
context of national creativity (Figure 1 and Table 
2). 

Since 2013, the growing contribution of the cul-
tural and creative sector in the portuguese eco-
nomy has been confirmed, representing 3.6% in 
2018, and consistent improvements in other re-
lated indicators, such as apparent labor produc-
tivity GVA (DGAE, 2018). 

The administrative sector quickly seizes on any 
economic model that benefits the urban envi-
ronment it manages. The Town Hall presented in 

2018 a strategic document aimed at taking ad-
vantage of the city's notoriety in the European 
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Figure 1. Localization of Lisbon’s creative urban projects 
Source: Lisbon Municipaly Hall (self elaboration).

Creativity in Lisbon

1956 Calouste Gulbenkian Foundation

1993 Belém Cultural Centre

1993 Culturgest

1994 Galeria Zé dos Bois

1997 Martim Moniz Square

1999 Parque das Nações

2005 Santos Design District

2007 Fábrica do Braço de Prata

2007 Lx Factory

2009 MUDE

2012 Sinel de Cordes Palace

2012 Intendente Square

2013 Embaixada LX (Príncipe Real)

2013 “Pink Street”

2013 Campo de Ourique Market

2013 FabLab Lisboa

2014 Time Out Market

2015 Mouraria Creative Hub

2016 MAAT

2017 Arroios Market

2017 Anjos70

2017 Baldaya Palace

2018 LACS

2019 (?) Beato’s Creative Hub

2020 (?) Desterro’s Hospital

Table 2. Creative urban projects by chronological order 

Fonte: self elaboration.



and global context and making it It is one of the 
best cities to live, work and visit (CML 2018). 
The fourth axis (“Affirming Lisbon as a Global 
City”) there is a reinforcement of the museologi-
cal offer and the repositioning of Lisbon as a 
creative city through the growth of the creative 
industries through its connection between eco-
nomy and culture, as well as the widening of the 
network of spaces, the enhancement of networ-
king, and the support the maker movement, that 
is, people and companies that are dedicated to 
the creation and innovation of products, in a spi-
rit of institutional freedom and self-education. 

5. Proposal for definition of creative urban 
project 

According to the urban projects referred to, and 
taking into account their diversity in terms of ge-
nesis, life span and work focus, it is necessary 
to ensure that the way in which a creative urban 
project can be defined is by setting limits to as 
well as the information acquired is as accurate 
as possible. In order to obtain a definition not 
only based on the basic theory, but also by tho-
se who can best characterize a project, intervi-
ews were conducted. This chapter will portray 
not only the creation of a classification matrix for 
creative urban projects, but also their validation 
by respondents and the final creation of a con-
ceptual matrix defining the creative urban pro-
jects in this study. 

Here is below this list of variables used in the 
characterization of creative urban projects: 

- Initiative type: institutional, civil, business, local 
administration 
- Management model: public, private, public-pri-

vate partnership 
- Target audience: urban tribes, residents, visi-

tors, workers, tourists 
- Value creation basis: knowledge, synergies 

between industries, creative class contact, ur-
ban living 
- Objectives: high culture, urban culture, social 

cohesion, local revitalization, capital creation, 
artistic and cultural production 
- Scale: building, neighborhood, public space 

- Intervention type: new construction, rehabilita-
tion, regeneration 
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Creative urban projects

3 6 8 9 15 20 21 22

Institutional X X

Civil X

Corporate X X X X X

Local administration X X X

Public X X X

Private X X X X

Public-private partnership X

Urban tribes X X

Residents X X X X X X X

Visitors X X X X X X X

Workers X X X

Tourists X X X X X

Consumers (added) X

Knowledge X X X

Synergies between industries X X

Creative classe contact X X X X

Urban living X X X X X

Social inclusion (added) X

High Culture X

Urban culture X X X X

Social cohesion X

Local revitalization X X X X X X X

Capital creation X X

Artistic and cultural 
production

X X X X

MTa (added) X

Building X X X X X X X

Neighborhood X

Public space X X

New construction X

Rehabilitaton X X X X

Regeneration X X X

Temporary X X X

Permanent X X X X X

Table 3. Enterviews results 
Fonte: self elaboration.

Legend: (3) Culturgest; (6) Parque das Nações; (8) Fábrica do 

Braço de Prata; (9) Lx Factory; (15) Campo de Ourique Market; 

(20) Arroios Market; (21) Anjos70; (22) Palácio Baldaya



- Period of existence: temporary, permanent 
• Results 

From the requests were obtained seven results 
of various types of projects, namely: Culturgest, 
Parque das Nações, Fábrica do Braço de Prata, 
Lx Factory, Campo de Ourique Market, Arroios 
Market, Angels70 and Baldaya Palace. In this 
way various forms of creativity are covered, in 
terms of creative spaces, creative industries and 
creative class. From the universe of selected 
projects - 23 already in operation - there was a 
response of 35%, a pleasant value due to the 
difficulty of contact and the availability of res-
pondents. Table 3 shows the result of the inter-
views. In comparison with the conceptual matrix, 
this table shows the existence of new variables, 
added by the interviewees, which increase their 
characterization spectrum (Table 3). 

• Critical appreciation and creation of a ma-
trix proposal 

A generalist analysis of the results shows a ran-
ge of thematic and conceptual approaches, with 
special overlap in projects based on creative 
spaces and the creative class. The creative in-
dustries, on the other hand, have a very linear 
link to creativity and, although easily characteri-
zed, are also the ones from which the answer to 
Jameson (1991) is hardly likely to be answered 
that art (in variable forms) is profitable and cur-
rently tends to have a market approach where 
talent is a source of income. By analyzing the 
various “families” of creative urban projects, it is 
possible to understand similarities and dispariti-
es that favor the creation of a matrix that better 
classifies each one. 

By listing each project already implemented, and 
characterizing them by the themes and their va-
riables, the matrix can be a way of summarizing 
and simplifying each project to its conception of 
creativity. The elaboration of the matrix sought to 
simplify, not only referring to the main characte-
ristics that each project has, as well as the sim-
plification of concepts. 

Future use of the matrix could clearly be adap-
ted, added or reduced, depending on a more 
specific approach to creativity, such as an in-
depth study of the market segment or projects 

using degraded buildings, in a way of explaining 
urban regeneration. 

Starting from the premise of identifying the profi-
le of each project, follows the matrix of creative 
urban projects considered actors and promoters 
of creativity in the city of Lisbon (table 4). 

6. Conclusions 

The main objective proposed for this dissertation 
is the definition of a “creative urban project”, by 
studying creativity, examples in other countries, 
and the reality of the concept of creativity in the 
city of Lisbon, through the historical exploration 
of its models. management projects and certain 
projects that were born over the time analyzed. 

The exploration of international examples inten-
ded to respond to the objective of defining the 
city of Lisbon as creative, by comparing the lar-
gest to the smallest projects. On the other hand, 
she also responded that the best forms of urban 
rehabilitation come from the partnerships 
between the local administration (the land ma-
nager) and the private investors, who have in-
novation and ambition. 

Thus, we can conclude that a creative urban 
project is: 

- a circumscribed and economically diverse terri-
tory, but based on an economy of talent and 
artistic and cultural production; 
- a place of free thought, urban culture and 

source of knowledge; 

- a re-exploration of the cultural identity of the 
places, through their rehabilitation and regene-
ration, giving new uses to the building and re-
creating new cultural experiences; 
- a form of city planning where public life is in-

tensified, within the parameters of cultural 
identity, population heterogeneity and flexibility 
of uses of the urban grid 

The definition of this term contributes to the ex-
tent that public policies and the assessment of 
the project's impact on the environment will ine-
vitably have to be defined, characterized and 
classifiable so that the results are the most illu-
minating. and more beneficial for future policies 
to be taken in the territories, for the people and 
for their activities. 
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