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The Cross-Innovation Project is an initiative funded by the European Commission under the Interreg IVC 
program, to promote the value of intersectoral innovation in European cities and regions. Aims to identify and 
share best practices in cross-innovation policies - collaborations that go beyond the limits of a sector, new 
partnerships between the creative industries and traditional sectors to form new knowledge. Unite efforts and 
inspiration, sharing knowledge and finding creative solutions to urban challenges through innovative experi-
ments in the 11 cities that take part in the project: Amsterdam, Berlin, Birmingham, Stockholm, Linz, Plzen, 
Vilnius, Warsaw, Rome, Tallinn and Lisbon.

This blueprint on the creative economy of the city of Lisbon is also inspired by the spirit of cross-innovation 
and an opportunity to identify and encourage the creative potential of the city to spark new ideas as an impulse 
necessary for increased urban competitiveness and sustainability, and for getting creative agents involved in 
finding solutions. If development is also on creativity, creativity is in the city where we can move from vision 
to action, through connection.

http://www.cross-innovation.eu/





PRESENTATION



The presentation of this ‘identity card’ of the creative economy of Lisbon and its sharing and discussion
with the different stakeholders of the city, is born of the Lisbon Municipality’s will to streamline
an open and participatory process, stimulating interaction and action of the creative economy

stakeholders that innovate, create and deliver value.

The creative cluster in Lisbon, its vitality and abundance and value creation, are elements reflected here, 
demonstrating the importance of addressing the strategic sector, with a prospective attitude for the future.

The Greater Lisbon area is the most creative one in Portugal. About 30% of creative employment
and 47% of GVA are generated here by almost 22,000 sector companies.

Lisbon has a very significant set of talents - more than 100 institutions of higher education,
a large number of schools for artistic and creative education. Lisbon annually receives nearly 4,000

Erasmus students, having more than 1800 graduate students in the creative

Lisbon is a tolerant city. Multicultural and transcultural welcoming immigrants and visitors.

and artistic areas in the year 2012.



It is an innovative city with infrastructure and technology excellence.
Telecommunications and broadband present high quality,

necessary for the promotion of a creative cluster.
 

Lisbon is one of the safest cities in Europe, featuring a high quality of living,
mild climate and over 200 days of sunshine per year.

But Lisbon should also be capable of mobilizing the dynamics of its stakeholders around
a strategic vision and common goals. It should become visible, nationally and internationally,
its dynamics and profile as a creative economy and city, assuming its role on a global scale.

This is another step given by the Lisbon Municipality and marking the ambition of this movement,
initiating the mobilization of wills and partners, and contributing to state the city’s potential

as a key agent of the creative economy in Portugal, in Europe and throughout the world.

 Deputy Mayor for
Economy and Innovation

Graça Fonseca
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INTRODUCTION
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This ‘Identity Card’ is the first initiative of the Municipality of Lisbon to mobilize and embody one 
of the most dynamic city clusters with high potential of future growth. It is the result of an active 
partnership with the various stakeholders in the creative sector of the city, incorporating strategic 
projects that make their way and driving desire in attract talent, business and investment, fostering 

economic growth and job creation in the city’s skilled creative economy.
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“In our inter-
dependent contemporary 

world at the start of the 21st cen-
tury we face complex challenges, pola-

rization and inequality within and between 
nations. Development strategies are needed to 

unleash the creative potential of all to respond 
to the far-reaching cultural, economic, social and 
technological shifts that we are living through. In 
this context the concept of ‘the creative and cul-
tural economy’ is growing around the globe as 
the interface between culture, economics and 

technology.”

Shelagh Wright “Mapping the creati-
ve industries: a toolkit”
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Public institutions are in a position to federate and create the condi-
tions for the emergence of creative networks, providing mechanisms 
to enhance the existing, reinforcing the connection of creative talents 
with the business. This movement resulted in the creation and dis-
tribution of synergies, experiences, innovation networks, global and 
regional economic gain for the city.

We are witnessing today, all around Europe, the pursuit of “city ori-
ented” policies that foster the creation of creative qualified jobs, and 
the internationalization support of local businesses aiming at establish-
ing references for global recognition.
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We believe that the city of Lisbon can be a relevant actor in this dy-
namic. The Lisbon Municipality is already present and has an

active role in a wide range of initiatives and programs in the cultural 
and creative city, as an entity that provides space,
streamlines different types of actions and events,

and provides direct or indirect financial incentives to the sector.

However, there is a clear choice in the city of Lisbon to reinforce its 
action in promoting the creative economy of the city.

We are aware that we can go further in creating conditions
that facilitate and encourage the exploration of new motivations,

experiences and innovations in these areas.





CREATIVE INDUSTRIES 
AND CREATIVE ECONOMY
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FROM CREATIVITY TO THE CREATIVE 
ECONOMY

Starting a definition and delimitation of the creative 
industries and what is understood by ‘creative econ-
omy’ in the city, means being able to explain what 
can be accepted as creativity in the urban space and 
why we can label it as an industry or “economy” in 
the city.
What makes us creative? What gives the city its crea-
tive quality? What triggers the emergence of a crea-
tive culture in cities and makes them stand out as ide-
al means of expression and recognition of creativity? 
And what creativity is this? How this is expressed in 
the vitality of the city’s cultural, social and economic 
movement that makes up the cities of today?
The answers, though many are also evident and not 
always immediate.

Creativity can be read as an original or inventive fac-
ulty of finding solutions different and unique com-
pared to new situations and if so, is not exclusive 
to the urban environment, before taking a personal 
dimension (or collective) and manifesting itself in the 
culture and art, industry and business, knowledge 
and scientific research, technology, education, ulti-
mately, in all fields of human activity.

And while this is true, neither is less than the crea-
tive vitality emerges also from trade (social relations, 
cultural networks, economic transactions, the flow of 
information and ideas) and this exchange is denser, 
diverse and potentially closer to the cities.
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There-
fore, to go from creativity 

to creative industries and a creative 
economy is to assume the existence of a 

specific set of activities with expression and de-
pendence on creativity, ideas and new ways of doing 

which for their intrinsic value and the possibility of incor-
porating this value in related activities, become essential to 
economic growth, job creation and generation of new skills, 

wellbeing and development of societies, creating symbolic and 
cultural value but also physical and economic.

Although it may seem intuitively simple to define what con-
stitutes the creative industry, moving to the practical field 

of the activities, leads us to understand the complex-
ity and volatility of the concept of borders in its 

stabilization.
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THE LIMITS OF THE CREATIVE CLUSTER. A proposal.

“The definition of economic activities which constitute “creative” is not a 
simple and stabilized exercise, by deriving conceptual and temporal fluctua-
tions on the very subjective notion of creativity. There are, however, several 
studies and reflections which are now a reference in the elaboration of a 
choice. “
Isabel André e Mário Vale
‘A criatividade Urbana na região de Lisboa’
(on Urban Creativity in the Lisbon area)

“There is no single definition of the creative economy
nor is there a consensus as to the set of knowledge-based

economic activities on which the creative industries are based.”

David Throsby
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In the delimitation now proposed, we analyzed several studies:

The model of Cultural Industries by David Throsby;

The definition of creative industries by UNCTAD
 (United Nations Conference on Trade and Development); 

The 2007 study by Cristina Latoeira and Paulo Carvalho, 
(Creative Industries); 

The work by Augusto Mateus & Associates,
 (the Cultural and Creative Sector in Portugal);

The report prepared by Isabel André and Mário Vale from IGOT-UL
2011.)

10/07/13   15:07

(‘Urban Creativity in the Lisbon area’, 
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Constitutes this last study, the major reference for our current definition of a “creative sector” of Lisbon, not 
only for being one of the latest on this sector (dated 2011) summarizing a delimitation in line with what is 
considered here, but also by its territorial orientation, focusing specifically on the Lisbon and Tagus Valley and 
considering, therefore, their specific features.
For that reason we decided to consider the following core activities, for easier quantification:

Creative Services
Advertising, Architecture, Design (including fashion design);

Cultural Industries
Cinema, Video, Music, Radio and Television, Publishing (books, newspapers, magazines),
Printing and Reproduction (printing in physical media, typographies, printers);

Artistic and Cultural Activities
Artistic and literary creation (including photography, performing arts, crafts, etc.) and cultural heritage.

It should be noted that the core arts and cultural activities is considered the largest scope, containing 
several activities including: arts activities and performances (groups and companies producing and pre-
senting events), activities in support of the performing arts - directors , producers, technical lighting and 
sound, set designers and others - activities of individual artists and restoration of works of art, the explo-
ration of concert halls, retail trade of handicrafts, costume jewelry and art (which includes art galleries), 
the activities of agents and agencies related to the area of show business and fashion, activities related to 
photography and, finally, to the actual teaching of creative and cultural activities.
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WHY CITIES?
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Cities represent today the most favorable space for the development of programs and initiatives that promote 
and act on the creative economy. For various reasons:

 Cities are increasingly strategic stakeholders in the areas of economics, entrepreneurship and innovation. In 
this sense, promotion of projects in the area of the creative economy is increasingly relevant in their strate-
gies for economic and social development.

 Cities have a size and characteristics that allow both thinking strategically, mobilizing partners and ex-
ecuting projects. They are physical organic spaces, constantly changing and moving, populated by people 
and tangible actors, where you can plan and implement projects in the field. It is therefore possible to work 
simultaneously abstract and concrete;

 In cities, it is possible to merge the three vertices of strategic foresight: anticipating and defining a future 
ambition; appropriation and mobilization of stakeholders and the indispensable link with decision-making and 
action.

 Not being the only case, cities are, in fact, the territory where by excellence is possible to increase and 
maximize new ways of doing work in the creative process to exchange ideas and projects.
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WHY LISBON?
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Lisbon is a city that has all the conditions to build the ambition to assume the role as a creative city, not only 
on a national scale, but mostly on a European and global scale.

Lisbon should get a hold of its position as the capital city of a global mega creative region. In 2008, Richard 
Florida identified 40 mega regions around the world, pointing Lisbon as the capital and the economic engine 
of a European mega region, which extends from the Setúbal Peninsula to the Galicia (total population of 9.9 
million people, and product (LRP) 110 billion dollars).

The Greater Lisbon area is the most creative in Portugal. About 30% of employment and 47% of creative VAB 
are generated by 22,000 companies.

Given these quantitative indicators and the mapping of the main cultural and creative actors, Lisbon should be 
visible on an international scale for it’s dynamics, economic profile and as a creative city.

We can say that the city has three T’s that Richard Florida made famous and indispensable to the emergence 
and affirmation of creative cities:
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Talent
The Lisbon area has more than 100 higher education institutions, in which close to 140,000 students are 
enrolled annually, resulting in 30,000 graduates / year. In the creative and artistic areas more than 1800 
students graduate every year. Furthermore, Lisbon has been understood as a city increasingly
attractive for foreign students (in academic year 2010/2011, it hosted almost 4,000 Erasmus students).

Tolerance
Lisbon is a multicultural and transcultural city, welcoming immigrants and visitors; these are factors that 
should also be used to enhance the ability to attract and incorporate talent.

Technology
The Portuguese capital has the technological infrastructure, high quality telecommunications and broadband, 
necessary for the promotion of a creative cluster. At this point, some of the initiatives that the Municipality is 
promoting will help to strengthen this “T”: The LISBON BIG APPS.

Vodafone and iMatch, with support of the City of Lisbon, have launched a contest aimed at the community of 
developers and start-ups, to find, develop and reward the best mobile applications for the city, intended for 
improving the lives of all those who live, work or do tourism.
The European project CitySDK aims at the development of digital services within the city limits on areas of 
mobility and tourism.



33



34

However, these reasons are still not an adequate setting for the distinctive positioning of Lisbon in a global 
economy, where cities increasingly compete for the attraction and retention of businesses, investment and 
talent.

The economic recession and uncertainty that currently presents itself provides, as already observed in the 
past, the redefining and reinventing of man and the concept of work, in the search for new ways and new 
places, while providing innovative perspectives in response to new challenges.

Connecting the urgency to create, with a tendency for social change through creativity, a number of gains 
come forward, that foster economic growth in the city, namely:

New multicultural integration policies
The promotion of Lisbon as a tolerant city in welcoming and integrating people from different cultures.
Pursuing policies that promote quality of life in the city, complemented by the provision of cultural facili-
ties, shops, leisure and bohemian spots, as the liking of the “creative class”, results in the attraction of 
talent and technology leading to economic development of the region.
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Rehabilitation of historic buildings and spaces in obsolete and abandoned areas
The Municipality has been rehabilitating abandoned and degraded urban fabric of the city in order to meet 
the demand of young creative entrepreneurs that privilege them as spaces of choice for workplace. High-
lights include the projected rehabilitation of the Palace Sinel de Cordes for the installation of a creative 
cluster whose main subject will be architecture, the Forno do Tijolo Market a co-working space and a

a network of business incubators in the city.

Promotion of cultural quarters and creative spaces - boosting tourism
Away from the public initiative also stands out private initiative, booming the city with a strong connec-
tion to traditional neighborhoods, such as the LX Factory in Alcântara, the Braço de Prata Factory at Poço 
do Bispo, the Pensão Amor and MusicBox in Cais do Sodré and the Santos Design District in the Santos 
quarter. These examples of spaces connoted as references of a creative movement, bring with them the 
demand for various services, the promotion of street trade and act as centers of tourist attraction in sev-
eral areas of the city, so reborn to a new and dynamic economic reality for now lost.

FabLab already has instaled, and the newly created Start Up Lisbon Tech and Start Up Lisbon Commerce,
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HOW VALUABLE
IS THE CREATIVE

ECONOMY OF LISBON
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To quantify the creative economy of Lisbon, a crossing of various statistical data was made, based on the 
definition given above, achieving an interesting level of disaggregation that explains the dynamics of the
regional economic sector.
In Portugal, the creative sector represents approximately 3.4% of total employment, representing the Gross 
Value Added (GVA) generated about 3% of the Portuguese economy - data from 2009.

2 Data collected by the Division of Studies and Prospective of the Municipality of Lisbon (based on data from INE, 2009).

In the Greater Lisbon the weight of 
the “creative sector” in the labor 
market remains proportional to the 
national data, representing about 
3.3% of workers corresponding 
to 38.287 jobs recorded in 21,859 
companies. Despite this evidence, 
it is noted that 30% of total crea-
tive employment in the country fo-
cus in this region.

THE CREATIVE ECONOMY OF LISBON

38

Para a quantificação da economia criativa da cidade de Lisboa efetuou-se o cruzamento de diversos dados 
estatísticos2 tendo por base a delimitação atrás apresentada, conseguindo-se um nível de desagregação 
interessante, bem explicativo da dinâmica económica regional do sector.
Em Portugal o sector criativo representa aproximadamente 3,4% do emprego total, representando o Valor 
Acrescentado Bruto (VAB) gerado, cerca de 3% do total da economia portuguesa, dados de 2009.

2 Dados reunidos pela Divisão de Estudos e Prospetiva da CML (com base em dados INE de 2009)

Na Grande Lisboa o peso “Setor 
Criativo” no mercado de trabalho 
mantém a proporcionalidade dos 
dados nacionais, representando 
cerca de 3,3% dos trabalhadores 
correspondendo a 38,287 postos 
de trabalho registados em 21,859 
empresas. Apesar desta evidên-
cia, salienta-se o fa to de 30% 
do total do emprego criativo do 
país concentra  nesta região. 

A ECONOMIA CRIATIVA DE LISBOA

Companies Staff Employed GVA Business Volume

Greater LisbonPortugal
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“This concentration 
is exceptional in all respects 

as if compared with the case of 
Madrid or Barcelona, it is clear that
employment levels are less creative

at around 29.3% and 17.9%,
respectively.”

Isabel André, Mário Vale
“Urban Creativity in

the Lisbon area”

39 
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The Greater Lisbon has approximately 47% of total GVA of the creative sector in the country. And the value 
added of this sector in the study area is noted, especially when compared with the percentage of employment 
that exceeds the indices of productivity when faced with the rest of the country. It is important to highlight 
that the activities of advertising, film, video, television program production, sound recording and music pub-
lishing, radio and television and publishing of books, newspapers and other publications, representing 3 / 4 
of GVA in the country.
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“The creative sector has responded favorably to the international crisis of 2008, from notable employment 
gains, with the exception of some sectors of the cultural industries. Because the traditional factors slowing 
production and editing of cultural artifacts reflect the one hand, technological changes of media used as well 
as the sensitivity to manufacturing costs, higher in the region than in the country and in some foreign regions. 
Instead, creative services, and cultural activities increased their weight either in the region or in the country, 
reflecting the importance of the demand for intermediate services that are transversal to the economic activity 
and the rise in demand with higher levels of education and training especially in urban areas “(Isabel André, 
Mário Vale” Urban creativity in the Lisbon region”, 2011).
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30%
of creative employment 

of the country

36%
of national creative 

companies

45%
of creative turnover 

generated



4343 

3,3%
of employment in
Greater Lisbon

38.287
jobs

21.859
companies
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MAPPING THE CREATIVE 
ECONOMY OF LISBON
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The mapping of the creative economy of Lisbon is not intended to serve as a census, but as an exercise in 
order to identify and portray the stakeholders and the most relevant events in the city, making visible and 
intelligible the true dynamics of the creative movement existing in Lisbon.

Agents of this creativity, quarters and ‘creative’ areas, events and happenings taking place throughout the 
year in the city, are some elements presented here that reflect the diversity, density and vitality of this cluster 
in the city.

So far, were mapped and geo-referenced approximately 277 strategic actors in this field, pooled around three 
major creative segments: Creative Services, Cultural Industries, Artistic and Cultural Activities. Being far 
from representing the entire universe of creative agents in the city, this included stakeholders, entities, equi-
pments, events and schools, selected for their dynamics and relevance to the city’s economy. This mapping 
of the creative economy of Lisbon was conducted with the support of a set of entities that over the last few 
years have been studying industries and creative cities: INTELI, Induscria, IGOT-UL.
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The creative industries presented here arise (taking into account the location in the physical space of the city) 
from businesses and organizations that already involve a certain degree of recognition and relevant turnover, 
either within the creative services (architecture, design and advertising ) or of another nature of cultural 
industries such as film, video and music, radio and television or publishing industries.

Over the years, these industries have shifted from the city center to the surrounding areas of the Greater 
Lisbon, due to ease of access roads and the existence of lower costs in the rental of physical spaces. Not 
finding it here geo-referenced, they are mentioned and measured in the remaining document and is part of 
our analysis.

It also stands out the wide range of events happening throughout the year, along with “creative spaces” 
spread around the city - true core binders of creativity - as well as the segment of the Performing Arts which 
includes Theatre, Dance, Music and Cultural Activities Education as relevant in organizing events, workshops 
and training courses in this field of action.

The maps featured offer a first frame of this work on mapping the creative economy of Lisbon.





49



50

A quick look at the density and location maps of the wide range of stakeholders in the city, shows us some 
interesting trends. There is clearly a concentration and proximity in the most central areas, the result of both 
the increased accessibility and the natural appetite of these activities by neighborhoods and locations where 
the dynamics and urban movements are felt more.

The map also reveals the emergence of new hubs binders in areas of the city near the edge of the river, previ-
ously teeming of industrial activity. The axis of Marvila-Poço do Bispo and Santos - Alcântara are two good 
examples, but it is also possible to detect concentrations in areas farther from the center, with the proximity 
between firms and entities linked to more creative industries (mainly music and film), being that activities 
devoted to teaching concentrate equally in most central locations in the city.
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Regarding the large areas considered in this delimitation, is also important to highlight some interesting 
location dynamics, pointing to some concentration of activities while giving clues to how the city has been 
organizing and reorganizing itself around some more ‘creative’ areas.

Noting the relevant concentration densities (and taking into account the following map considers only those) 
one can clearly see the distribution of the different areas of activity for different areas of the city with the 
exception of the central downtown where the very urban morphology influences the concentration and prox-
imity .
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Regarding the creative industries, it is interesting to see how, in addition to the center, they are located in 
areas of lower urban centrality, with some specialization along the axis of the Marquês de Pombal, Avenida 
da República and further north, Alvalade. It should be noted that the city of Lisbon has not only placed in 
a forefront situation in this regard, as it has proved a tremendous push by the multiplicity of stakeholders / 
economic agents involved in this segment.

As a mere example we highlight a series of events in the area of film production, promoted throughout each 
year (IndieLisboa, DocLisboa and MOTELx festivals, for example), or entities such as the portuguese Cinema-
theque or important producers, all located in Lisbon and contributing to the promotion of these industries in 
the city. The creation of the Lisbon Film Commission, an organization dedicated to promoting the city as a 
destination for filming, is the latest initiative promoted in this area, and has also highlighted the ambition of 
the city council in promoting this cultural segment.
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But not only that. Also important musical producers nationwide are located in Lisbon. From the standpoint of 
equipment and spaces for festivals, we highlight the Lisbon Coliseum or the Atlantic Pavilion as bastions and 
facilitators of this sector.

In the area of Media, the vast proliferation of editing newspapers, magazines, books and journals has revealed 
an appreciable momentum despite the current economic crisis.

The market for radio and television continues its consolidation process internally. Noteworthy is the presence 
of channels in the city and the Portuguese Radio and Television itself, as well as major national radio stations. 
Reflecting the dynamics mentioned above, we point out the TV channels with some services located in Lisbon 
or in studios located in neighboring municipalities.
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Regarding the Creative Services, incorporating the Design, Architecture and Advertising, is notorious the 
deployment in different areas of the urban fabric, now more devolved, but following the new ‘breeding areas’ 
in the city. Creativity linked to national culture for its uniqueness, able to generate tangible products with 
market value and who may be born within the many schools and artistic creation scattered throughout the 
urban fabric of the city of Lisbon or in companies that are preferentially in the Santos / Cais do Sodré axis 
and Bairro Alto.

Lisbon is now restructuring its urban socio-economic fabric, through projects and partners in urban re-
generation, as the “Renovar Mouraria” (Renew the Moorish Quarter) and the installation of the Architecture 
Triennale at the Sinel Cordes Palace, conducted by local specificities as the main factor of competitiveness, 
efficient flow of ideas, talent and investment, but also as a way to find new solutions to unresolved urban 
problems.

The current transformation of Lisbon around creative poles, in an articulated fashion, fits well in a commu-
nity engagement process which culminated in the approval of the newest City Master Plan, with a view to 
increasing local relations in the promotion of small creative businesses and architectural preservation, which 
presents high interest for companies and their creative talents.
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A talent that design and advertising also have in their DNA, with the cumulative social and cultural responsi-
bility towards those with whom they communicate. Creativity in design, understood as a collective and cumu-
lative experience, in which visual objects are not the product of individual creative genius, but a contribution 
to a visual and sensory collective environment.

An example of this is the Experimentadesign biennial, or the deployment of a network of FAB LABS (as that 
now coming to life at the Forno do Tijolo, by municipal initiative) intended to democratize the access to inno-
vation and international recognition of the of portuguese design companies. There are more than fifty design 
companies in the most central urban area (downtown Lisbon), who succeeded in recent decades to position 
itself internationally.

The capital also receives, for the third consecutive time, the Eurobest Festival - the biggest festival of adver-
tising, marketing and communications in the world - a firm commitment to position Lisbon on the international 
map of creativity enhancing the attraction of talent in those sectors.

We cannot think of a development strategy and maximization of creative industries, if it does not contemplate 
the incorporation of audiovisual media, starting with television, continuing with the internet and all its deriva-
tives and, therefore, it is essential the articulation of various actors.
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This purpose includes the municipal art galleries, initiatives such as the Lisbon Week and Noites de São Bento 
(Nights of St. Benedict), the opening of artists ateliers and museums in the city, both municipal and all who 
depend on the sphere of the central administration. The approach to new audiences is obvious.

Special attention was given by the municipality to its museums by including them within the scope of the 
municipal enterprise for culture, EGEAC, aiming to improve the promotion of new audiences, with a clear 
increase of activities in educational services.

In a different way, the performing arts, which are the largest part of the cultural metropolis of about thirty 
theaters with ongoing immensely diverse programming, creatively interact with other types of services and 
cultural industries of the city, embracing the new information technologies and appropriation of new spaces, 
which includes for example the FATAL (the biggest national festival for academic theater).
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The city of Lisbon is also the stage each year, and throughout the entire year, of a series of events that place 
it on the map of European creative cities, as a creative and dynamic cultural capital associated with a growing 
trend in the appearance of new events, with an interested, participatory and increasingly international public.

Under the creative services, we emphasize the Lisbon Fashion Week - the main fashion event in Portugal that 
quickly positioned itself as the first professional structure for the presentation of the collections of Portuguese 
fashion designers, or, for the first time in Lisbon, the international event Open House organized by the Lisbon 
Architecture Triennale, an association that aims to investigate, stimulate and promote architecture, particu-
larly that produced by Portuguese authors.
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In the cultural industries, film and music are mostly represented in a wide variety of events and festivals held 
throughout the year. Examples of such international music festivals are Rock in Rio, the Calouste Gulbenkian 
Jazz in August or the Lisbon & Estoril Film Festival. It is noted in the editing segment the Lisbon’s Book Fair 
(two hundred stands, publishers and booksellers who annually present everything from their latest novelties 
to book catalog).

In the Artistic and Cultural Activities we highlight the Alkantara Festival, dedicated to the performing arts, 
held biennially, bringing to the city a diversified range of innovative artistic proposals, representing different 
realities and views on contemporary creation, the ILUSTRARTE, a meeting space and discussion of the best 
international illustration for children, keeping Portugal on the track of the major international events in this 
area; FIMFA - International Puppet Festival and Animated Forms; the Belém Art Fest, a festival with a concept 
that relies on a unique cultural fusion and consists of opening museums at night with concerts, workshops, 
exhibitions and theater, and finally Arte Lisboa - a selection of national and international contemporary, high-
-quality and notorious art galleries, magazines and specialized publications.
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JUL AGO SET OUT NOV DEZ





A CALL FOR ACTION
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To position Lisbon as a creative economy requires a lot of ambition and 
a lot of effort at various levels, involving different stakeholders. It re-

quires the creation of a movement, a dynamic ability to mobilize people 
and institutions around a common strategic vision and goals. Requires 
the co-creation of a strategic long-term programme for the creative 

economy of Lisbon.
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The Lisbon Municipality should mark the ambition of this movement / program and preferably act as a mobi-
lizing agent of wills, federating partners, and as an institution capable of promoting the internationalization of 
the creative economy Lisbon on a global scale.

We believe that the first step of this program, this movement mobilizing the creative economy of Lisbon, 
should focus on efforts to organize, quantify and map what already exists. That’s what we intend to do in this 
paper, attempting to show that Lisbon is, nowadays, a city more creative than most people think.

From a clearer perception of what the city is in terms of its economy and creative segments, it will be easier 
to create the context for mobilizing partners (national and international) and to design and implement projects.

It is emphasized that, although the Lisbon Municipality does not want to assume any leadership role in the 
implementation of projects or initiatives, it has a set of infrastructure projects in the area of creative indus-
tries and should be included in this dynamic and be at the service of the city’s creative economy: the Santa 
Clara pole (Lisbon Architecture Triennal), the FAB LAB and COWORK space at the Forno do Tijolo market, the 
Lisbon Film Commission, as well as participation in the European Cross Innovation Project, or the hosting 
Eurobest Festival, for the 3rd consecutive year, among others.
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Internationalization

 Creative Events

Creative Districts and Territories

New Spaces and Equipment

Creative Entrepreneurship

Residencies and Workshops for Artists

Creative Talent

A CALL FOR ACTION
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Although the strategic priorities of such a program should be defined jointly by partners and stakeholders, we 
present some of the strategic axes that could somehow organize this program:

INTERNATIONALIZATION

Lisbon will have to be able to work the economy and the creative industries as a strategic cluster with high 
potential for growth and internationalization. In this context, institutions that act as promoters of business 
and entrepreneurship in the city, as Invest Lisboa, the Lisbon Start Up incubator, the Lisbon Tourism As-
sociation, and EGEAC, among others, should be strategic partners in order to attract business and talent 
to Lisbon in different segments of the creative industries.

CREATIVE EVENTS: ANCHORS OF COMPETITIVENESS

Promotion of potential synergies between events and projects in the creative and cultural areas, many 
of which are supported and energized by the Lisbon Municipality and have international recognition: Ex-
perimenta Design, Lisbon Architecture Triennal, IndieLisboa, Lisbon & Estoril Film Festival, Arte Lisboa,  
Lisbon Fashion Week, Rock in Rio, Eurobest, to name a few. At these events, relevant institutions in the 
creative and cultural areas come together: MUDE - Museum of Design and Fashion, Calouste Gulbenkian
Foundation, CCB, Culturgest, among others..
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CREATIVE DISTRICTS AND TERRITORIES

Stimulating creative districts and territories in Lisbon. Similar to what was possible to do in successful 
projects such as Lx Factory, Santos Design District or the Braço de Prata Factory, stimulation of creative 
districts and territories will always be a strategic program of Lisbon Creative Economy.
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SPACES AND EQUIPMENT: NEW USES AND FUNCTIONS

Recovery or Reuse of existing equipment or spaces in the city and that being disabled can have new 
features and occupations in different areas of the so-called creative industries. Lisbon has many vacant 
buildings, industrial facilities and empty warehouses that may have a lot of potential for various segments 
of the creative industries (creative workshops / artists, among others)

CREATIVE ENTREPRENEURSHIP

Creative Entrepreneurship is another important axis that can achieve synergies with the strategy of the 
Municipality in the field of Entrepreneurship, where we highlight the Lisbon Start Up Incubator and acce-
lerating of the Lisbon Network Incubators that the Municipality develops in partnership with the different 
incubators in the city.

WORKSHOPS FOR ARTISTS AND RESIDENCES

In close coordination with the axes mentioned above, it will also be important to strengthen the expansion 
of the city spaces for hosting of artists, workshops and residencies. The attractiveness of Lisbon in these 
areas depends, to a large extent, on the creation of strategies and spaces to welcome and integrate talent.
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CREATIVE TALENT

Lisbon has a number of high quality institutions of higher education and training in the cultural and crea-
tive fields (see FBAUL, IADE, ETIC, Faculties of Architecture, National Conservatory of Music, Hot Club 
School, among others). In this area, it will be important to join partners around projects that allow gaining 
scale, insert the city in international networks, internationalize schools and artists and attract talent.

We are deeply convinced that the creative industries are one of the strategic clusters where Lisbon has 
a high potential for future growth and where is possible to create a movement that positions Lisbon as a 
creative city on an international scale.

From the moment that we are able to take joint steps, it is the very organic and co-creative nature of this 
movement and of our ambition, which will constitute the basis for new opportunities and projects that will 
transform the city of Lisbon increasingly creative and innovative.
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ATTACHMENT
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Assuming this vocation and taking into account the essential role that the creative economy can play in urban 
space, in obtaining economic gains arising from its affirmation as a creative “environment” of global refer-
ence, and in the growing attraction of talent and investment for these and other areas of activity related and 
complementary, are already now numerous examples of cities around the world that have taken their creative 
potential and, in very different ways, inspire and influence our work.

INTERNATIONAL PROJECTS FOR CREATIVE CITIES
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The CreateAustin The CreateAustin is a process of cultural planning for the city of Austin, USA, which identi-
fied the creative resources, set goals and made recommendations to reinvigorate the “culture of creativity” in 
the city by the year 2017. It consists of a public / private collaboration, initiated in 2009 by the Division of Cul-
ture and Arts of the Department of Economics of the Austin City Hall (Economic Growth and Re-development 
Services Office, Austin City Hall). This process of cultural planning connected the city of Austin and the crea-
tive community for 16 months, in which more than 500 stakeholders, including creative’s and associations 
participated in , activities aimed at the development of a plan, the management of the wide cultural future of 
Austin signaling resources by identifying issues and formulating recommendations for the future.
(http://austintexas.gov/department/createaustin-cultural-master-plan)

A study entitled “The economic impact of the Creative Sector in Austin - 2012 Update”, states that eco-
nomic activity in this sector in the region showed a higher value of 4.35 billion dollars for the year 2010. 
According to the study, this sector registered an increase of about a third of economic activity, compared to 
2005. Gird only data from 2010, the respective sub-sectors such as music, movies, games and visual arts, 
generated an increase of around 49,000 jobs.
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The Auckland City Council, New Zealand, produced a blueprint for the creative industries of Auckland, 
containing strategies to guide public policies in the creative economic sector, based on the existing strong 
talent pool (2008).
The plan was created with the objective of outlining an agenda for concrete action, whose main goal was to 
turn Auckland into an international economic reference in the creative industries.
(http://eds.aucklandcouncil.govt.nz/develop-a-vibrant-creative- international-city/)

According to data from 2008, the creative sector set up in Auckland employed around 15,991 people, making 
up about 5% of overall employment in the city. The subsectors that contributed most to these data (about 84% 
of jobs in the creative sector of the city), were mainly concentrated in three segments: Design, Publications 
(newspapers, books, periodicals); Radio and Digital Media (TV, film production, video). According to 2008 
data, approximately 6.6% of the city’s GDP was concentrated in the creative sector.
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Commissioned by City of Toronto, Canada, with the aim of underpinning the strategy of this town’s mayor, 
“The Creative City Planning Framework” was prepared by the economic consulting and planning company, 
Authenticity, in 2008.
This plan resulted in a series of action programs, in order to stimulate the economic development within the 
creative sector as well as to modernize the city’s vision, referencing the tools available by public entities, for 
cultural support and development, with the purpose of creating greater integration between creativity and 
the economy.
(http://www.toronto.ca/culture/pdf/creative-city-planning-framework- feb08.pdf)

In this sector of economic activity, and taking into account more recent times, Toronto is one of the regions 
that present a greater expansion, employing more than 100,000 people in its various segments.

In turn, the creative sector promotes and supports the development of other sectors of activity in Toronto, 
such as the financial sector, the ICT sector, the scientific sector, and the food and drinks sector.

In 2009, the amount spent in this city in the field of film production, amounted to 877.84 million Canadian 
dollars, while the Toronto International Film Festival (TIFF) generated an annual economic impact of $ 170 
million Canadian dollars.
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The Creative Cities Amsterdam Area (CCAA) program, in the Netherlands, is an initiative with thirteen 
partners. It includes seven counties, two companies of economic development, the Chamber of Commerce 
and the State. The Amsterdam Innovation Motor and the Innovation Work Group of the Utrecht region are 
responsible for the implementation of this program. (http://www.ccaa.nl/page/57068/nl)

In 2011, twenty-two companies linked to the creative sector established themselves in that metropolitan area, 
some of which were linked to the field of high-technology sports, having moved their facilities from the United 
Kingdom to Amsterdam.
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The Creative City Berlin is an Internet portal that works as a point of contact and presentation for artists 
and people working in the creative industries. Here, information programs on support, training and funding 
are available. A service network for artists and entrepreneurs who already live in Berlin or have just arrived.
The project is supported by the Department of Cultural Affairs in Berlin, in cooperation with the Department 
of Economics of the Senate (Projekt Zukunft). Through interfaces and co-operations, Creative City Berlin is 
connected to agency networks, cultural and creative blogs, as well as the sites of the labor market.
(http://www.creative-city-berlin.de/de/)

In economic terms, and according to 2006 data, there were more than 22,900 companies linked to the sector.
The most representative subsector in terms of number of established companies was linked to the segment 
of the printed media and publications. In that same period, those companies generated a turnover of around
17.5 billion Euros, with highlight on the software and game production sector.
Similarly, the creative sector employed that same year about 160,500 people in Berlin.
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A strategic vision for a co-creative Lisbon for the year 2020.

Our plan for the development of the creative economy in Lisbon.

The Lisbon Municipality undertakes to create a participative and interactive process with a prospective
attitude, a strategic approach, assigning a central role to the stakeholders in the development

of the creative economy of the city of Lisbon.

The Lisbon Municipality is understood as a unifying force and promoter of the cluster dynamics,
an actor in a network of stakeholders in network structures, open and flexible.

Making the creative economy an instrument of innovation, skills, entrepreneurship, urban regeneration, 
to promote cultural and creative spaces, neighborhoods, factors that are increasingly critical to attracting 

investment, companies and people, and contributing to the internationalization of the Lisbon “brand “.

This ‘Identity Card’ of the creative economy of Lisbon is the first step in the co-creation
of an economic development strategy based on creativity and innovation.



This blueprint was drafted and developed by the Mu-
nicipal Directorate of Economics and Innovation-De-
partment of Innovation and Strategic Sectors, with the 
collaboration of different actors in this sector.

We particularly appreciate the collaboration of Manuela 
Carlos, Claudia Silva (ETIC); Luis Serpa (Induscria); 
Mário Vale (IGOT-UL) and Catarina Selada (INTELI).
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