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Abstract 

The cultural and creative industries constantly gain in importance and an 

increasing number of cities focuses on creativity as a key element in their 

urban development. Apart from creative clusters that evolve within cities, 

cooperation takes place in the form of formal networks among the cities. In 

times of intensified competition between cities with regard to the attraction 

of visitors, working force and investors, it is crucial for them to distinguish 

themselves as a creative place which can be supported by the membership 

in a network for creative cities. The purpose of this paper is therefore to find 

out which benefits the creative cities and their businesses can gain from 

being member of such a network. It further strives to find out which chal-

lenges the cities face in the process of collaborating with each other and 

how the network can strengthen its influence on the members. The 

particular focus lies on the creative field of gastronomy. 

The theoretical framework of this paper indicates that the benefits of a 

creative city network can mainly be summarized in the two categories 

‘sharing’ and ‘branding’. Being a member in a network helps the city obtain 

a broader knowledge on how to achieve sustainable development with the 

help of creative gastronomy and build up a distinctive brand identity. In order 

to extend these categories, empirical data is collected. The methodological 

approach is a case study on the UNESCO Creative City Network (UCCN). 

Sources of data within this case study are primarily qualitative interviews 

with 10 of the 18 gastronomy cities of the UCCN, complemented by a 

document analysis of the cities’ application documents and a review of their 

webpages. 

The empirical data confirms the insights gained from the theoretical review 

and adds the benefits of an improved internal collaboration between the 

various stakeholders, an increased national support for the member cities, 

a risen awareness for the importance of the cultural asset of gastronomy, 

the preservation of culinary traditions, the support of a sustainable 

development and the promotion of a cross-cultural exchange. The member 

cities face the challenge to implement concrete collaborative projects which 

is impeded by cultural differences, the language barrier and differences in 

size. 

Keywords: cultural and creative industries; creative cities; gastronomy; city 

branding; city networks; UNESCO Creative City Network 
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1 Introduction 

1.1 Problem Discussion 

Researchers agree on the fact that, in recent decades, a new kind of econo-

my has evolved. Pine II and Gilmore (1998) call it the experience economy 

which, according to them, is the fourth step of economic offering, the first 

three being commodities, goods and services. Florida (2002) stresses the 

aspect of creativity and holds that “today’s economy is fundamentally a 

Creative Economy” (p. 44). Howkins (2007) agrees by saying that “the 

creative economy will be the dominant economic form in the twenty-first 

century” (p. XIV). Low cost and standardized products are no longer 

sufficient to attract customers but quality, symbolic value and culture are of 

increasing importance (Scott, 2006). This ‘new economy’ consists of 

different branches, one being the cultural and creative industry (Skoglund 

and Jonsson, 2012). 

It is commonly accepted among researchers that the cultural and creative 

industries are of growing importance and contribute to a positive economic 

development (e.g. Hall, 2000; Power, 2003; Pratt, 2010; Rae, 2004; Raffo 

et al., 2000; Skoglund and Jonsson, 2012). It is therefore that, in recent 

years, many cities have adapted the urban strategy to try and become a 

creative city (Hesmondhalgh, 2008; Okano and Samson, 2010; Pratt, 2010; 

Rosi, 2014; Scott, 2006). For city managers, attracting creativity and 

creative businesses is continually increasing in importance. Opportunities 

for branding, job creation and enhancing the city’s image are just some of 

the impacts city managers hope to benefit from. (Lange et al., 2008) 

However, Pratt (2010) warns that creativity should not be seen as a 

panacea for every urban problem. Scott (2006) supports this view by saying 

that creativity cannot simply be imported or promoted but that it has to 

develop organically from within a city which implies that social problems like 

income equality or non-democratic structures have to be fought first. 

Cooperation between businesses and cities within the cultural and creative 

industries takes place primarily in the form of creative clusters and networks. 

The concept of creative clusters is more researched than networks yet 

(Namyślak, 2014) and there are a lot of case studies in different cities such 

as Berlin (Heebels and van Aalst, 2010), Shanghai (O’Connor and Gu, 

2014; Zheng and Chan, 2014), and Vienna (Sinozic and Tödtling, 2015). 

Whereas, this paper will rather focus on formal networks within cultural and 

creative industries. 



2 
 

Networking is a process of sharing knowledge and developing partnerships 

(UCCN, n.d.a). It occurs on a global, continental and national level as well 

as on a micro level, e.g. in urban areas (Namyślak, 2014). Different city 

networks exist (Namyślak, 2014) but the focus of this work will be on the 

UNESCO Creative Cities Network (UCCN) since it is global and specifically 

focuses on creative cities. The network was founded in 2004 to encourage 

cooperation between cities that have identified creativity as a strategic factor 

for sustainable urban development and currently includes 116 cities world-

wide (UCCN, n.d.a). The seven creative fields covered by the network 

include crafts and folk arts, media arts, film, design, gastronomy, literature 

and music (Rosi, 2014). 

The two main advantages that the UCCN at first appearance offers are the 

exchange of information and knowledge among the members, and the 

branding of the city (Pearson and Pearson, 2015). Cities use the UCCN as 

a quality label to attract financial and social benefits and rise in rankings 

(Rosi, 2014). However, due to the novelty of the UCCN, the actual benefits 

cities gain from their membership need further examination and will 

therefore be subject of the analysis in this paper. 

The focus of this paper will lie on the creative field of gastronomy since the 

interest in gastronomy and its potential impact on a destination is constantly 

growing (Khoo and Badarulzaman, 2014). Several authors assert that it can 

be an appropriate tool to enhance a location’s image, thus attracting tourists 

and improving the economic situation (e.g. Bonow and Rytkönen, 2012; 

Henderson, 2009; Khoo and Badarulzaman, 2014; Kivela and Crotts, 2008; 

Nelson, 2015; Sánchez-Cañizares and López-Guzmán, 2012). A further 

aspect that makes gastronomy particularly interesting is that it can be 

especially attractive to regions and cities that have a hard time competing 

for a market share in the tourism market due to a lack of natural, historical 

or architectural attractions. A creative gastronomy sector can help those 

destinations become more attractive. (Kivela and Crotts, 2008; Nelson, 

2015)  

Being a UNESCO Creative City of Gastronomy can help enhance the city’s 

brand image and create economic and social benefits (Pearson and 

Pearson, 2015). Currently, there are 18 cities of gastronomy in the UCCN 

of which ten have only recently in 2015 been awarded the title (UCCN, 

2015). This tendency shows that receiving this label from the UNESCO is 

increasingly desirable for cities. Pearson and Pearson (2015) primarily 

stress the branding function of this network which effectuates that the food 

tourism and cultural events attract more visitors and that the residents are 

more satisfied with their city. They do not mention if the sharing of 
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knowledge and the joint event organization with other creative gastronomy 

cities can also result as benefits from being part of this network. 

The problem discussion indicates that research on networks within cultural 

and creative industries displays some additional knowledge needs. 

Branding and sharing have been mentioned as potential benefits but it is 

not clear to which extent both actually occur and if there are more than 

those. Also, existing research focuses primarily on tourism as the outcome 

of a distinctive gastronomy sector. It is less clear to which extent a creative 

gastronomy can benefit the existing businesses and residents of the cities. 

1.2  Purpose 

This paper has the purpose to add to the research field stressed above and 

to figure out which benefits creative cities with a focus on gastronomy and 

the local businesses can receive from their membership in a network. It is 

to find out if creative cities of gastronomy concentrate more on branding 

their destination by means of being a member of a significant city network 

or if they rather strive to benefit from the network by exchanging knowledge 

and arranging joint activities with other gastronomy cities. The paper also 

aims at examining how networks can affect the member cities and their 

businesses in a stronger and more effective way. 

Thus the paper strives to make a contribution to a more effective networking 

process between gastronomy cities. With the help of this study, members 

might gain insights into benefits a network can provide and how to fully 

exploit those. It might also contribute to a better understanding on the part 

of the organizing unit of the network of how to reach the member cities and 

businesses better and how to influence them more effectively. Furthermore, 

a contribution is made to the theoretical field of the cultural and creative 

industries and the study of gastronomy. 

1.3 Research Questions 

I. Which are the benefits a creative city of gastronomy and its 

businesses can derive from participating in a network?  

II. How can networks increase their impact on the member cities and 

their businesses? 
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2 Theoretical Review 

2.1 Emergence of a ‘New Economy’ 

After the industrialization which can be defined as “a shift from an agrarian 

to an industrial society” that started in the beginning of the 19th century 

(Moore, 2014, p. 740) many researchers claim that now there is another 

shift towards a so-called ‘new economy’.  

In the 20th century, industrial metropolis emerged and grew and the pre-

dominant from of production was mass production using assembly lines as 

invented by Ford which is why this period is also called Fordism (Scott, 

2006). These structures are more and more left behind and we now are in 

an era that is occasionally labelled Post-Fordism (Florida, 2005a). Sectors 

such as neo-artisanal manufacturing, high-technology, business and 

financial services, or cultural goods and services gain in importance (Scott, 

2006; Skoglund and Jonsson, 2012).  

According to Scott (2006), the ‘new economy’ can be described by means 

of three main attributes. First, it is characterized by extended networks of 

firms. That means that the firms are increasingly specialized and therefore 

work closely together with complementary firms. Thus they are capable of 

adapting flexibly to the constantly changing customer expectations. Second, 

the labor markets are fluid and competitive with a lot of freelance or 

temporary work. Third, the goods and services are not expected to be 

standardized and low-cost anymore but instead, the qualitative, symbolic 

and cultural attributes are decisive. 

Pine II and Gilmore (1998) stress the significance of experiences in this new 

form of economy saying that the experience economy is the fourth form of 

economic offering, the first three being commodities, goods and services. 

According to them, it is crucial for businesses to create memorable 

experiences for their customers which includes to find a theme, offer 

memorabilia and engage all five senses. 

An even more formative concept evolved around creativity as suggested by 

Florida (2005a) who states that we are living through an age of “tremendous 

economic and social transformation” (p. 3) which fundamentally changes 

our system of working and living (2005b). According to him, the key driver 

for these changes and future economic growth is creativity which is why he 

calls the new economy ‘creative age’. This view is supported by Landry’s 

(2000) concept of creative cities and by Howkins’ (2007) emphasis on the 

creative economy. Skoglund and Jonsson (2012) state that the cultural and 

creative industries are one branch of the new economy. 
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2.2 Cultural and Creative Industries 

2.2.1 Terminology and Definition 

The term cultural and creative industries is often used in the same context 

as similar concepts such as ‘cultural economy’, ‘creative economy’ or ‘crea-

tive class’ (Gibson and Kong, 2005). ‘Copyright industries’, ‘intellectual 

property industries’, ‘knowledge industries’ and ‘information industries’ are 

further related terms (Garnham, 2005). Also, several authors try to make a 

distinction between cultural industries and creative industries and state that 

there has been a shift from using the term ‘cultural industries’ to using the 

term ‘creative industries’, initiated by the influential Department for Culture, 

Media and Sport of the United Kingdom (Garnham, 2005; Moore, 2014; 

United Nations/UNDP/UNESCO, 2013). Drake (2003) admits that it is not 

clear whether those two terms are interchangeable or not. All that implies 

that it is crucial to find a definition of the term ‘cultural and creative industries’ 

which will be the basis for this paper. The various terms and concepts will 

therefore be briefly introduced in the following section in order to gain a 

thorough understanding of what is included in the cultural and creative 

industries. 

Starting with ‘cultural economy’, which is a frequently used term in human 

geography, there are four main approaches to the definition (Gibson and 

Kong, 2005). The first one is a sectoral approach which defines ‘cultural 

economy’ by means of the sectors that are included. A second approach is 

the labor market approach which sees human manual and intellectual labor 

as the defining feature of cultural economies. The third approach takes 

creativity into account and defines cultural economies as those economies 

where creativity is vital for economic growth. Eventually, according to the 

fourth approach the convergence of formats is the distinguishing 

characteristic of cultural economies. (Gibson and Kong, 2005) However, 

Gibson (2012) agrees that the term is polysemic and cannot be clearly 

defined. Cultural economy is connected to cultural industries in the way that 

cultural industries are the specific sectors of the cultural economy (Gibson, 

2012). 

The term ‘creative economy’ was coined by Howkins in 2001 (United 

Nations/UNDP/UNESCO, 2013). Analogous to cultural economy and 

cultural industries, the creative economy consists of creative industries. 

More precisely, it includes the copyright, patent, trademark and design 

industries (Howkins, 2007). It is still an extremely broad term since it 

comprises 15 industries, among which are not only cultural goods and 

services but also science and games (United Nations/UNDP/UNESCO, 
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2013). The core creative industries according to Howkins (2007) are adver-

tising, architecture, art, crafts, design, fashion, film, music, performing arts, 

publishing, research and development, software, toys and games, TV and 

radio, and video games. 

Since this paper takes a rather narrow perspective with a focus on cities and 

their businesses rather than on an entire economy, the terms which contain 

‘industries’ seem to be more significant.  

The term ‘cultural industry’ was first coined in the 1940s by Adorno and 

Horkheimer in order to stress the commodification of culture (Garnham, 

2005; Moore, 2014). This negative connotation had vanished by the 1980s. 

Instead, it was widely used in academia and politics and cultural industries 

were promoted worldwide by the UNESCO (United Nations/UNDP/ 

UNESCO, 2013). The UNESCO defines the cultural industries as those 

industries that “combine the creation, production and commercialization of 

contents which are intangible and cultural in nature. These contents are 

typically protected by copyright and they can take the form of goods and 

services” (UNESCO n.d.a, p. 3). An important feature of cultural industries 

is that they have a symbolic element at their core. Examples for these 

industries are music, art, fashion and design, writing, and media industries 

(United Nations/UNDP/UNESCO, 2013). Throsby (2010) also stresses the 

symbolic character of cultural goods and services and adds that human 

creativity is needed as input in their production. This shows a first link to the 

creative industries. 

The term ‘creative industries’ first occurred in the national cultural policy of 

Australia in the early 1990s and was reinforced when the British Department 

for Culture, Media and Sport (DCMS) decided to use ‘creative industries’ 

instead of ‘cultural industries’ at the end of the 90s (Moore, 2014; United 

Nations/UNDP/UNESCO, 2013). Moore (2014) identifies four different 

approaches to creative industries. The first one is similar to Gibson’s and 

Kong’s (2005) sectoral approach to cultural economy and implies that 

certain sectors form the creative industries. The second approach is based 

on Florida’s (2002) concept of the ‘creative class’ where certain groups of 

occupations define the creative industries. A third approach refers to Landry 

(2000) and his concept of the ‘creative city’ which sees creative industries 

as vital for urban development. The last approach regards the creative 

industries as a part of the entire economic system and thus reminds of the 

term ‘creative economy’. 

The definition by the DCMS seems to be the most widely used one (e.g. 

Drake, 2003; Henry, 2009; Kong, 2014; Rogerson, 2006; Zheng and Chan, 
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2014) and determines creative industries as those that comprise “activities 

which have their origin in individual creativity, skill and talent, and which 

have the potential for wealth and job creation through the generation and 

exploitation of intellectual property” (DCMS, 2001, p. 5). The key sectors 

identified by the DCMS are “advertising, architecture, the art and antiques 

market, crafts, design, designer fashion, film, interactive leisure software, 

music, the performing arts, publishing, software, and television and radio” 

(p. 5). This enumeration is very similar to the one Howkins (2007) suggests 

(see above). However, the DCMS (2001) also considers other sectors such 

as tourism, museums and galleries, heritage, hospitality and sport as closely 

related to the creative industries. Drake (2003) argues that it would be useful 

to complete the DCMS definition by adding that the output of the creative 

industries has a ‘symbolic’ or ‘expressive value’ which strongly reminds of 

the definition for cultural industries, e.g. by Throsby (2010).  Heebels and 

van Aalst (2010) agree by emphasizing the “high symbolic and aesthetic 

content” (p. 347) of the products and services offered by the creative in-

dustries. Throsby (2010) himself defines creative industries as those 

industries that produce goods and services which “require some reasonably 

significant level of creativity in their manufacture, without necessarily 

satisfying other criteria that would enable them to be labelled ‘cultural’” (p. 

16). Hence, he sees the cultural industries as a subset of creative industries. 

This view is supported by the UNESCO which states that the creative 

industries include among other the goods and services that are produced 

by the cultural industries (United Nations/UNDP/UNESCO, 2013). The 

transition made by the DCMS implies a similar view since the term ‘creative 

industries’ replaces ‘cultural industries’ and is not used additionally. 

Garnham (2005) argues that the reason behind this step is a reference to 

the information society and mentions that the creative industries include the 

computer software sector which was not the case for the cultural industries. 

The same observation was made by Power (2011). It can hence be 

concluded that there are slight differences between cultural and creative 

industries but that in general, creative industries can be defined in a broader 

sense and comprise the cultural industries. 

This paper will use the term ‘cultural and creative industries’ and thus eludes 

the risk to be unclear about which industries it refers to. Skoglund and 

Jonsson (2012) use the definition of the Swedish Knowledge Foundation 

which says that the cultural and creative industries include “creative 

businesses with the main goal of delivering or creating different forms of 

experiences” (p. 184) and can be subdivided into the following different 

sectors: “architecture, computer- and video games, design, film, photo, art, 

literature, market communication, media, fashion, music, gastronomy, 
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theatre/drama, tourism and experience based learning” (p. 184). This list of 

sectors seems to be comprehensive indeed. The UNESCO (n.d.b) has a 

similar perception but stresses the “cultural, artistic or heritage-related 

nature” of the goods and services that are produced, distributed and 

promoted by the cultural and creative industries. Masalin (2015) and Scott 

(2006) further emphasize the project-oriented character of most activities 

within these industries. It is also argued that the cultural and creative 

industries are not only significant because they contribute to economic 

growth but also because they stimulate innovation and change (United 

Nations/UNDP/UNESCO, 2013). Power (2011) and Pratt (2010) come to 

the conclusion that, at every try to find a valid definition of the cultural and 

creative industries, one should always have in mind that they cannot be 

seen as one unified category. While they do have some characteristics in 

common, each of the sectors included also has unique features. However, 

the UNESCO definition seems to be sufficiently comprehensive for the 

purpose of this paper and will therefore be taken as a basis. 

Cultural and creative industries are hence understood as “sectors of 

organised activity whose principal purpose is the production or reproduction, 

promotion, distribution and/or commercialisation of goods, services and 

activities of a cultural, artistic or heritage-related nature” (UNESCO, n.d.b). 

2.2.2 Importance of the Cultural and Creative Industries 

Research clearly agrees on the fact that the cultural and creative industries 

are of growing importance for a sustainable urban development and 

economic growth (e.g. Hall, 2000; Heebels and van Aalst, 2010; Power, 

2003; Pratt, 2010; Rae, 2004; Raffo et al., 2000; Skoglund and Jonsson, 

2012). The concept of the creative city, which will be outlined further in the 

following section, is said to be the solution for a wide range of urban 

problems which is why creativity and the cultural and creative industries are 

increasingly fostered (Lange et al., 2008).  

A report published by Ernst & Young (EY, 2015) underlines these 

assumptions with figures found in the attempt to globally map the cultural 

and creative industries. According to the report, in 2013, the cultural and 

creative industries generated revenues of 2,250 billion US dollar and 

provided 29.5 million jobs worldwide. This corresponds to about 1% of the 

active population. Florida (2005b) provides some numbers for the United 

States saying that around 30% of the workforce work in the creative sector 

which is exceeding the number of traditional blue-collar workers. Boix et al. 

(2014) examines the cultural and creative industries in four European 

countries (Italy, Spain, France and Great Britain) and concludes that they 
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are a relevant source of employment in these countries with shares varying 

between 5 and almost 9%. Power (2003) confirms the importance of the 

cultural industries to employment in the Nordic countries Denmark, Finland, 

Norway and Sweden.  

The cultural and creative industries are represented, albeit not equally, in all 

regions of the world, including Asia-Pacific, Europe, North America, Latin 

America and Caribbean, and Africa and the Middle East (EY, 2015). The 

report further stresses the importance of the digital cultural and creative 

goods for the digital economy. Another factor that makes the cultural and 

creative industries important is that they employ a lot of young people. 

Eventually, the report also states that the cultural and creative industries 

help to make cities more attractive for the citizens since they offer various 

activities that satisfy them and help them to identify with their place of 

residence. 

It can hence be said that the cultural and creative industries seem to play a 

vital role in urban and economic development nowadays and are therefore 

worth to be examined further. 

2.3 Creative Cities 

2.3.1 Emergence of the Concept 

Alongside of the cultural and creative industries, the concept of creative 

cities has evolved in the mid-90s (Černevičiūtė, 2011; Hesmondhalgh, 

2008; Kong, 2014) and as a form of urban revitalization or regeneration, 

many cities have started to make efforts in order to become a creative city 

(Černevičiūtė, 2011; Okano and Samson, 2010; Pratt, 2010; Rogerson, 

2006; Rosi, 2014). While having its origins mainly in Great Britain and the 

United States, the creative cities discourse has spread to many other parts 

of the world such as China or Australia. However, there are also countries 

such as Japan and India which have a rich cultural and creative industry 

(e.g. manga and Bollywood) but do not employ the discourse of the creative 

economy. (Kong, 2014) What is certain, however, is that the concept of 

creative cities is debated a lot in both academic and policy circles (Scott, 

2006). 

2.3.2 Characteristics of Creative Cities 

According to Florida (2005b), cities are “the key economic and social 

organizing units of the creative age” (p. 259) and creativity is key to the 

growth and development of cities as well as of regions and nations (Florida, 

2005a). Cities provide the opportunity to exploit economies of scale, to 

foster innovations and bring them together with investments, and to connect 
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human capital to jobs (Florida, 2005b). Florida (2002) holds that there is a 

positive relationship between the existence of the creative class in cities and 

the economic growth in these cities. 

Given these positive attributes of creative cities it seems reasonable to 

examine which features distinguish them from other cities. Pratt (2010) 

outlines five main themes of creative cities in order to define the concept. 

First, creativity is key to the economic competitiveness of creative cities. 

Second, the concept of creative cities implies that all cities, regions and 

nations should strive to become more creative since the knowledge 

economy, of which the creative economy is a part, is the peak of economic 

development and thus desirable for everyone. Third, Pratt stresses that 

cultural and creative activities do not create economic value in a direct 

manner but rather indirectly e.g. by making cities more attractive for 

investors. Fourth, Pratt considers the creative economy to be more inclusive 

and more focused on humanistic than on capitalistic values. The last theme 

focuses on the skills and resources that are needed to create an outstanding 

creative output. However, Pratt perceives that there is no singular definition 

of creative cities but that the concept has various aspects which are partly 

complementary, partly contradictory. 

Scott (2006) also tries to grasp the concept of creative cities by identifying 

the main economic mechanisms that characterize them. Analogous to the 

‘new economy’ in general, he states that there are extended networks of 

specialized and complementary producers that help to guarantee the 

required flexibility in adapting to the constantly changing customer needs. 

Further, local labor markets tend to evolve in creative cities since the 

creative industries often are labor-intensive. Eventually, Scott identifies 

what he calls the creative field. With the above mentioned network and labor 

market structures it is likely that the creative firms and their works frequently 

come into contact with each other which facilitates to come up with 

innovations and creative ideas. 

Another influential work on creative cities was made by Landry (2011) who 

created a Creative City Index. This index aims at measuring how creative a 

city is via an internal and an external assessment which compares the city 

in question to a prepared list of characteristics a creative place usually has. 

These indicators can be categorized into the ten following groups: “political 

and public framework; distinctiveness, diversity, vitality and expression; 

openness, trust, tolerance and accessibility; entrepreneurship, exploration 

and innovation; strategic leadership, agility and vision; talent and learning 

landscape; communication, connectivity and networking; the place and 

placemaking; liveability and well-being; professionalism and effectiveness” 
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(Landry, 2011, p. 174). Based on these, Landry describes a creative place 

as a place where people can easily exchange ideas, exert their talents and 

experience a wide range of cultural activities. The bureaucratic structures in 

these places tend to be lean and quality staff is attracted easily. It is “vibrant, 

vital and unique” (Landry, 2011, p. 175) and has a rich and diverse culture. 

A creative place frequently hosts event such as festivals and sporting events 

and it is welcoming towards people with different backgrounds. It further is 

a popular place to go for entrepreneurs and the level of innovation and R&D 

is above average. Leaders tend to be dynamic and charismatic and 

speaking foreign languages is not unusual. Learning and knowledge are 

fostered and the quality of life is exceptionally high so that people are usually 

happy to live and work there. 

Florida (2005a) has a similar perspective on creative places and holds that 

creative people do not go to creative places for buildings such as malls or 

sports stadiums but rather for the opportunity to experience an open-minded 

place where they can make high- quality experiences and where they can 

express their creative identities. Decisive are hence distinctive bars, 

restaurants, art galleries or museums that reflect the culture and the quality 

of the place. 

Černevičiūtė (2011) underlines that in a creative city, everyone can 

contribute to the creativity: it is not only those that are directly involved in 

the creative industries but also engineers, scientists or social workers as 

long as they have inventive approaches to problems. The mental 

infrastructure of a city, which includes e.g. the atmosphere or the approach 

to problem solving, can also influence the creative potential (Černevičiūtė, 

2011). 

Creative city policy can take various forms. A common form is the promotion 

of heritage and, as a consequence of that, the promotion of cultural tourism 

(Pratt, 2010). Further initiatives that foster a city’s creativity are e.g. 

festivals, measures of urban regeneration such as the reuse of old industrial 

buildings, sporting events, social inclusion or the membership in networks 

such as the UNESCO creative cities network (Pratt, 2010). 

Among all the positive effects being a creative city has, there are also some 

externalities. Florida (2005a) admits that often the housing prices in creative 

places increase substantially which has the consequence that many artists 

or other people working within the cultural and creative industries cannot 

afford to live there any longer. This phenomenon is called gentrification and 

is researched further in existing literature. Other negative side effects 

concern the ecological impact, a higher level of stress and anxiety and a 
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political polarization. However, Florida is still convinced of the fact that at-

tracting creative human capital is a key factor for a regional advantage and 

fosters economic growth. 

2.3.3 Promoting Creativity 

Okano and Samson (2010) elaborate some recommendations for promoting 

creativity. They point out that the governance in creative cities should not 

be simply top-down but instead take the needs of the different stakeholder 

groups into account in order to guarantee an effective implementation of the 

city branding as creative. They further recommend to find a theme for the 

city or region that distinguishes it from others and that attracts stakeholders 

which reminds of Pine II and Gilmore’s advice to have a common theme for 

a memorable experience.  

Scott (2006) warns that creativity cannot be imported to a city as Florida 

(2002) suggests who says that the mere presence of creative people in 

large concentration will contribute to economic growth. Scott counters that 

statement by saying that first socio-economic problems such as poverty or 

social deprivation need to be fought before the goal of being a creative city 

can be fully achieved. 

According to Pratt (2010), it is crucial to consider the historical context of a 

city when implementing a creative city policy since what is creative in one 

place may not be creative at all in another one. He therefore advises against 

a ‘me-too approach’ and stresses that creativity is not a panacea for every 

urban problem. 

2.4 Creative Clusters 

Creative clusters can be found in many cities and they have a key role in 

urban policies which aim at fostering the economic development by 

branding the city or certain quarters as creative places (Harvey, Howkins 

and Thomas, 2012; Heebels and van Aalst, 2010). Hesmondhalgh (2013) 

defines those clusters as “networks of small knowledge-intensive firms 

generating regional growth by means of an endogenous process” (p. 172). 

A similar but slightly more comprehensive definition is that a creative cluster 

is “a type of urban quarter that has a high concentration of cultural activities 

and creative industry companies with onsite networks that create added 

value” (Zheng and Chan, 2014, p. 9). Clusters are often used as a strategy 

to create surroundings that are promotive for cultural and creative industries 

(Zheng and Chan, 2014) and they are frequently created out of old industrial 

buildings or areas which are then reused and revitalized (Heebels and van 

Aalst, 2010; Zheng and Chan, 2014). 
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Furthermore, it makes sense to distinguish spatial from functional clustering. 

While spatial clustering means that the creative activities are simply located 

geographically close, functional clustering is characterized by substantial 

inter-linkages among the companies which help to foster innovation and 

creative performance. Functional clustering is to be preferred within the cul-

tural and creative industries as networks are crucial for this sector. (Zhang 

and Chan, 2014) This is among others due to the temporality of jobs which 

is common in the creative industry. The clusters can then serve as safe 

havens for firms and workers in a business climate which is featured by 

competitiveness and uncertainty. (Heebels and van Aalst, 2010) 

However, also spatial agglomeration is considered to be important for the 

creative industries by many authors (Drake 2003; Heebels and van Aalst, 

2010). Spatial concentration with small geographic distances between 

creative industries increases face-to-face contact as well as unintentional 

meetings. This then facilitates idea exchange, synergy effects, innovative 

effects as well as informal knowledge exchange and can provide access to 

existing networks which can be of crucial importance especially in the 

starting phase of company. (Heebels and van Aalst, 2010) A high density of 

cultural facilities such as restaurants, cafés or museums is desirable for 

creative entrepreneurs since they can serve as informal meeting places. 

Apart from the social interaction which can result from creative clusters, they 

also offer the opportunity to brand a product and to equip it with a creative 

reputation. (Drake, 2003) 

2.5 Creative Networks 

2.5.1 Networking in General 

The importance of networking in general has been stressed in recent years 

and is considered to be an important factor for economic growth (Camagni 

and Capello, 2004). The reason for that is that technological, but also 

commercial and financial cooperation are increasingly significant given the 

rapid technological changes and innovations. Camagni and Capello (2004) 

define network behavior as “cooperative behavior among individuals, 

corporate or territorial partners” (p. 495). To distinguish networks from 

clusters or milieux, they define networks as “selective and formalized 

linkages among well-defined economic actors and spatial units, trascending 

proximity relationships and taking place at a transterritorial level” (p. 497). 

The main characteristic distinguishing networks from clusters is their 

formalized form. Clusters are rather informal relationships that occur due to 

social cohesion and cultural proximity (Camagni and Capello, 2004).  
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The objectives of network behavior are multiple. Economies of scale and 

scope are to be achieved via a joint use of R&D facilities or production and 

marketing structures. Further, complementary assets are to be available 

quickly and access to the latest innovations is provided within the network. 

Thus, a considerable amount of costs can be saved that would otherwise 

be caused by the maintenance of an internal development department and 

the provision of key inputs through the market.  However, networks also 

have some disadvantages like e.g. the risk that partners might show oppor-

tunistic behavior or that an information asymmetry occurs which benefits 

one partner more than the other. Also, coordination costs are unavoidable. 

(Camagni and Capello, 2004) 

Still, Scott (2006) points out that many firms in creative cities are maintaining 

relationships in international networks with other creative businesses. 

Thereby, they collect ideas, skills and talents from different cultural contexts 

and thus increase the level of creativity (Scott, 2006). 

Since the end of the 90s, the concept of networks has also become 

increasingly popular in regional and urban geography (Camagni and 

Capello, 2004). 

2.5.2 City Networks 

According to Camagni (2002), not only firms compete with each other but 

also countries, regions and cities. Cities constantly try to attract investors 

and visitors, and to extend the external markets for the products they offer 

(Camagni, 2002). However, they are also complementary since they 

exchange specialized products with each other and are not autonomous 

(Scott, 2006).  

Camagni and Capello (2004) therefore conclude that cities “behave like 

collective actors” (p. 502) and interact with each other in new forms that they 

call city networks. They define city networks as “systems of relationships 

and flows, of a mainly horizontal and non-hierarchical nature among 

complementary or similar centers, providing externalities or economies, 

respectively, of specialization/complementarity/spatial division of labor and 

of synergy/cooperation/innovation” (pp. 512/513). They identify three 

different types of city networks. Complementarity networks consist of 

specialized centers which have the objective to provide each other with 

complementary assets. In synergy networks, similar centers cooperate in 

order to attain economies of scale. Innovation networks are more project-

oriented and focus on the successful implementation of innovations. 

Camagni and Capello (2004) further stress that the main reason for network 

behavior is the network surplus which is achieved through scale economies 
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and synergy effects. In the following sections of this paper, these types of 

benefits will be referred to as ‘sharing’. In order for the network surplus to 

occur for the participating cities, they need to show commitment by e.g. 

attending the network meetings, they need to be open-minded towards 

organizational change and towards network behavior. In general, the 

benefits of sharing grow with an increasing degree of connectivity of the city 

to the network and with a higher level of participation. (Camagni and 

Capello, 2004) In the following sections of this paper, these type of benefits 

will be referred to as ‘sharing’. 

However, not all cities behave in the same way when being part of a cities 

network. The different kinds of behavior range from opportunistic behavior 

over explorative and economic efficiency behavior to strategic behavior 

which is considered to result in the largest benefits for the cities (Camagni 

and Capello, 2004). 

Namyślak (2014) applies the concept of city networks to the creative 

industries and states that they are mostly formed by cities with a similar 

creative profile. Networking in the creative industries has the primary 

purpose of exchanging experiences and know-how so that the participating 

cities can improve their own local policies (Namyślak, 2014).  

Networks of creative cities are not very common yet but they do exist. The 

most famous one is the UNESCO Creative Cities Network (UCCN) 

(Namyślak, 2014; Pratt 2010) which was established in 2004 and currently 

comprises 116 member cities that are considered to be creative in one of 

the following seven fields: crafts and folk arts, media arts, film, design, 

gastronomy, literature and music (UCCN, n.d.a). The purpose is to focus on 

creativity as the key element in the member cities’ local social and economic 

development (Namyślak, 2014). The Eurocities network is less clearly 

defined and can be entered by any city in the European Union and the 

European Free Trade Agreement with more than 250,000 inhabitants or of 

high significance for the region. The network comprises seven thematic 

forums of which the culture forum addresses issues belonging to the 

creative industries. However, this is not the main focus of the Eurocities 

network. Namyślak (2014) further mentions the creative cities network of 

Canada which is a national networking initiative with similar goals as the 

UCCN. Of substantial significance, but only similar to a network initiative is 

the competition for the title ‘European Capital of Culture’ which is also 

mentioned by Pratt (2010) as a creative industry policy initiative.  

From observations made on the UCCN, Rosi (2014) concludes that apart 

from the sharing of knowledge and expertise, networks are also used for 
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purposes of branding cities. Especially in the case of such a prestigious 

name like the UNESCO, the label of being part of the network helps to 

improve the cities’ image and thus to attract investments and visitors. 

Pearson and Pearson (2015) add that a city’s social capital can also benefit 

from such a network since the residents become more enthusiastic about 

living in the city. 

It can hence be said that city networks are not very widespread within the 

cultural and creative industries but that they still have the potential to offer 

some benefits in the form of scale economies and synergy effects for the 

member cities.  

2.6 Branding Cities 

The concept of branding has existed for a very long time and a classic brand 

can be defined as “a mark, or ‘identifier’, on a product or service, which 

enables it to be recognized by individuals” (Pearson and Pearson, 2015, p. 

2). Kotler et al. (2013) stress that a brand is the most valuable asset a com-

pany owns and that it reflects what the product or service means to the 

consumer. For the originators of a brand, it is valuable in the sense that it 

creates a certain reputation and thus stimulates purchases in a marketplace 

that is increasingly competitive (Pearson and Pearson, 2015). For the 

audience, a brand helps to decide between various alternatives and to 

assure a certain quality (Blain, Levy and Ritchie, 2005). In order to create a 

brand identity which contributes to a unique position within competitive 

alternatives, a brand possesses both functional and intangible brand 

features (Pearson and Pearson, 2015). 

Until some time ago, research was clearly focused on product brands and 

also in practice, entities such as countries, regions and cities have only 

recently started to try and create their own brand (Blain, Levy and Ritchie, 

2005; Hankinson, 2007; Khoo and Badarulzaman, 2014; Nelson, 2015; 

Pearson and Pearson, 2015; Riza, Doratli and Fasli, 2012; Sevin, 2014). 

Since the research focus of this paper lies on cities, this paragraph will 

mostly neglect the branding of countries and regions and concentrate on 

city branding instead. 

Cities are increasingly competing with each other in the sense that they try 

to attract investors, tourists, new inhabitants and qualified workforce (Khoo 

and Badarulzaman, 2014; Zenker and Braun, 2010). Riza, Doratli and Fasli 

(2012) agree that the competition between cities has grown and explain that 

tendency with the globalization and fast technological changes. By investing 

into branding campaigns and activities, cities pursue the goal to create a 

positive and unique image (Cai, 2002; Hankinson, 2001; Rehan, 2013; Riza, 
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Doratli and Fasli, 2012; Sevin, 2014), to attract economic growth and 

tourism (Hankinson, 2001) and to distinguish themselves from other places 

(Sevin, 2014). With regard to the brand image, however, it is important to 

distinguish clearly between brand image and brand identity. The city can 

only create a brand identity while the brand image is defined by what the 

consumers think about the brand (Nandan, 2005). It is therefore crucial for 

the city to build a clear brand identity that brings forth the desired 

associations in the consumers’ mind. 

This identity will be influenced by a city’s brand features. Functional features 

are aspects like the weather, buildings, culture or language whereas 

intangible features are the associations that visitors or inhabitants have 

such as friendly, open or fun (Pearson and Pearson, 2015). Zenker and 

Braun (2010) pick up on the aspect of associations and define a place brand 

as a “network of associations in the consumer’s mind based on the visual, 

verbal, and behavioral expression of a place, which is embodied through 

the aims, communication, values, and the general culture of the place’s 

stakeholders and the overall place design” (p. 5). 

Being member of a prestigious network can help brand a city as Rosi (2014) 

reports for the case of the UNESCO Creative Cities Network. Pearson and 

Pearson (2015) examine this branding further and find out that the benefits 

resulting from the membership in the network and the concomitant use of 

the UNESCO name and logo vary from a higher inflow of tourists and 

investments to a stronger satisfaction and pride among city residents and 

businesses. Also, it can help to rise in rankings (Rosi, 2014). However, the 

bare reception of the label is not enough. Instead, the city has to actively 

promote it and to raise the awareness among residents, potential tourists 

and businesses. (Pearson and Pearson, 2015) Hankinson (2007) observes 

that this process is more efficient if carried out by a single organization which 

is in most cases the city government.  

2.7 Creative Gastronomy 

2.7.1 The Study of Gastronomy 

In order to understand the role of gastronomy in creative cities, it is crucial 

to first define what is covered by the term gastronomy. According to Santich 

(2004), gastronomy refers to “advice and guidance on what to eat and drink 

where, when, in what manner, in which combinations” (p. 15). The concept 

of gastronomy is hence not focused on the material substance of food and 

drink but rather on the way we consume it and how eating and drinking 

provides us with pleasure and enjoyment (Santich, 2004). However, 

gastronomy does not only include the consumption of food and drink but 
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also the production and preparation. Santich (2004) further argues that the 

values and beliefs regarding gastronomic practices and the social and 

cultural meanings of eating and drinking are also encompassed by the study 

of gastronomy and that therefore, restaurants, tourism, the study of cuisines 

and enology need to be considered as well.  

In the context of the UNESCO Creative Cities network, “gastronomy is used 

to describe the study of food and culture – that is, knowledge and under-

standing of what humans eat” (Pearson and Pearson, 2015, p. 5). 

Khoo and Badarulzaman (2014) employ the term ‘heritage gastronomy’ in 

order to describe a concept that refers to a way of eating, certain food 

ingredients and kinds of cooking preparations that are unique to a region or 

city. It creates a sense of identity for the region or city and can serve as a 

basis for cultural festivities and local heritage tourism. 

2.7.2 Gastronomy Tourism 

Gastronomy has mostly been examined in relation with tourism. People are 

more and more willing to travel to places with the purpose to experience 

their local gastronomy (Sánchez-Cañizares and López-Guzmán, 2012) 

which leads to a travel market segment that is called gastronomy, culinary, 

food or gastronomic tourism (Lin, Pearson and Cai, 2011). Although there 

might be slight differences between the various terms, gastronomy tourism 

seems to be an adequate label and is defined as “tourism or travel 

motivated, at least in part, by an interest in food and drink, eating and 

drinking” (Santich, 2004, p. 20). Gastronomic tourism cannot be separated 

from culture since consuming the local food and drinks automatically 

involves participating in the culture that is associated with the place and the 

people (Sánchez-Cañizares and López-Guzmán, 2012; Santich, 2004). 

Gastronomy tourism can occur in different forms. Henderson (2009) names 

food festivals, farmer’s markets, cooking schools, restaurants and hotels, 

as well as open days at farms and food plants as manifestations of 

gastronomy activities that are able to attract both tourists and locals. Santich 

(2004) adds niche activities such as walking a wine and food trail or helping 

with a grape harvest. She further states that the production of food gains in 

importance in gastronomy tourism compared to consumption. This trend 

leads to activities such as farm stays and visits where the tourists can 

experience farming (Santich, 2004). 

Gastronomy tourism undeniably has some advantages. It is especially 

attractive for destinations that are not rich in natural, historical or 

architectural attractions (Kivela and Crotts, 2008) and that cannot rely on 
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the classic concept of ‘sun, sea and sand’ (Sánchez-Cañizares and López-

Guzmán, 2012). A further advantage is that gastronomy tourism can be 

exercised all year round and is therefore not dependent on seasons (Kivela 

and Crotts, 2008; Sánchez-Cañizares and López-Guzmán, 2012). Also, 

gastronomy tourism does not only have economic benefits but can 

strengthen the social structure of a place as well by saving existing jobs and 

creating new jobs. It might even be beneficial for the environmental pro-

tection in the sense that the reinforcement of local gastronomy lowers the 

supply with food from faraway places. (Henderson, 2009) 

Thanks to the above mentioned characteristics and advantages, 

gastronomy can be used as a means of branding a destination and thus 

helps to attract tourists (Kivela and Crotts, 2008; Lin, Pearson and Cai, 

2011). Therefore, destinations increasingly use food in order to create an 

attractive image and a distinctive brand (Lin, Pearson and Cai, 2011). 

However, these marketing activities do not only aim at tourists but also on 

local residents who are potential consumers as well and who can help to 

increase the authenticity of the gastronomic experience. 

2.7.3 Gastronomy in Creative Cities 

Rogerson (2006) confirms that gastronomy has become a significant 

tourism experience and underlines its possibly creative character. As 

mentioned above, a city should try to find a theme that distinguishes it from 

other places (Okano and Samson, 2010). According to Nelson (2015), a 

unique gastronomy culture can serve as such a theme for a city, thus 

improving the quality of place for both local residents and visitors. He claims 

that every city has the potential to develop a creative gastronomy sector 

which is unique and closely related to the place in the way that the food is 

locally produced or that the style is influenced by the local heritage and 

culture. Nelson argues that food can be a key element of a city’s reputation 

and that visitors that are attracted by the gastronomy sector could be even 

more loyal because it is impossible to experience an extensive culinary 

culture during one single visit. 

Gastronomy is also one of the seven creative fields that are covered by the 

UNESCO Creative Cities Network. However, it is barely mentioned in most 

of the enumerations of the sectors that belong to the cultural and creative 

industries. Given the definition of the cultural and creative industries as 

mentioned in 2.2.1, this is not understandable, since, as argued above, 

gastronomy is inextricably linked to culture and heritage. Additionally, the 

DCMS states that hospitality is closely related to the creative industries. This 
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paper will therefore consider gastronomy as included into the cultural and 

creative industries.  

According to the criteria that a city needs to fulfil in order to be accepted as 

a creative city of gastronomy in the UCCN, a creative gastronomy is 

characterized by a well-developed and characteristic design that is typical 

for the urban center or region and by several traditional restaurants and 

chefs that use local ingredients for traditional cooking. Also, local know-how 

and traditional culinary practices should have been maintained and be still 

in use. Further, a city with a creative gastronomy tends to host traditional 

food markets and gastronomic festivals, awards or contests. Another im-

portant characteristic is that the gastronomy is to show respect for the 

environment which means that sustainable local products should be 

promoted. Eventually, nutrition should be promoted in educational 

institutions. (Pearson and Pearson, 2015) If these criteria apply for the 

gastronomy of a city, it is considered to be distinctively creative by the 

UNESCO. 

2.8 Summary 

The theoretical review has shown that, as a part of the shift from an 

industrial economy to a ‘new economy’, the cultural and creative industries 

have emerged as a new and significant concept that is considered to be a 

major driver for economic growth. A review of the most spread definitions of 

the term has resulted in the understanding that cultural and creative 

industries comprise those sectors that have the objective to produce, 

reproduce, promote, distribute and/or commercialize goods and services 

that are related to culture, art or heritage. They can be found all over the 

world and contribute significantly to employment and urban development.  

Creativity has also become a major theme for many cities that try to brand 

themselves as creative cities. In this manner, they hope to increase the 

quality of the place and gain an edge in the competition for qualified 

workforce and investors. In these cities, creative clusters frequently occur 

which means that quarters are branded as creative places and are 

characterized by informal networks between creative companies.  

Another form of cooperation are formal networks. The concept of networking 

which has been applied extensively on businesses now is increasingly used 

for cities as well. The benefits cities hope to gain from being part of a city 

network are related to economies of scale and synergy effects, but also to 

branding the city. The branding of cities has come up as a recent trend due 

to the growing competition among cities and serves as a means to stand 

out from other places.  
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The last section of the theoretical review deals with gastronomy and its 

connection to creativity. Gastronomy is mainly analyzed with regard to its 

potential in tourism which is significant. However, according to the definition 

provided above, it can also be seen as a part of the cultural and creative 

industries and can be used as a theme for creative cities. 

These are the main theoretical concepts the empirical study is built upon 

and which serve as a basis for the data collection and analysis. 

3 Methodology 

3.1 Choice of Literature and Source Criticism 

A literature review has been conducted in order to identify the above 

mentioned research gap. Here, scientific articles were the main source 

complemented by fundamental books on the topic of cultural and creative 

industries and creative cities. The articles were found via Primo which is a 

searching tool offered by Mid Sweden University. This tool refers to data 

bases such as Taylor & Francis Online, ScienceDirect, Wiley Online Library, 

JSTOR, Emerald Insight, SAGE Journals or EBSCOhost where the articles 

can be retrieved. The main keywords used for the search were ‘cultural 

industries’, ‘creative industries’, ‘creative cities’, ‘creative clusters’, ‘city 

networks’, ‘city branding’ and ‘UNESCO Creative Cities Network’. Apart 

from that, further articles were found in the references of other relevant 

articles.  

The vast majority of articles was published in peer-reviewed academic 

journals which means that they have been critically reviewed prior to their 

publication. Also, the articles were published recently with the majority being 

from the 2010s and the rest from the 2000s. Their content can hence be 

assumed to be valid and reliable. 

3.2 Research Design 

In this section, the choice of the research design and method will be outlined 

and argued for with regard to the research questions and purpose of this 

study. 

3.2.1 Choice of Research Design 

The research questions refer to networks for creative cities in general. Their 

nature is descriptive (‘which’) and explanatory (‘how’) which favors a case 

study design according to Yin (2012, 2014). Also, it seems desirable to 

collect data on networks for creative cities in a real-world context instead of 

in an abstract way which is another reason to choose a case study (Yin, 
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2012). Moreover, case studies have been used by other researchers before 

when examining creative cities and networks in particular (e.g. Namyślak, 

2014; Nelson, 2015; Pearson and Pearson, 2015; Pratt, 2010;). 

It seems therefore reasonable to choose a case study design for this study 

which allows an in-depth analysis of at least one network. Although it can 

be problematic to make generalizations based on only one case, it is possi-

ble to also make statements about the general problem if the concrete case 

is typical and representative (Flick, 2014; Gerring, 2007). These 

generalizations then have an analytical nature rather than a statistical one 

(Yin, 2012). 

In order to answer the research questions, an exemplifying case would 

hence be helpful which means that the chosen case “exemplifies a broader 

category of which it is a member” (Bryman, 2016, p. 62). This approach is 

known as ‘typical case sampling’ and is a form of purposive sampling which 

means that the case is not chosen randomly but with the purpose to find a 

case that is relevant to the research questions (Bryman, 2016). According 

to Patton (2015), the purposive sampling strategy used in this study could 

also be called ‘high-impact case’ because the chosen case is highly 

significant to the research problem and currently also the most visible one. 

As pointed out in paragraph 2.5.2, the UNESCO Creative Cities Network is 

the most known and extensive network for creative cities, working on a 

global level for more than ten years. Thus it can be assumed that the UCCN 

is an exemplifying and high-impact case for city networks within cultural and 

creative industries. 

3.2.2  Choice of Method 

A case study design is mainly associated with qualitative research methods, 

but that is not necessarily appropriate (Bryman, 2016; Gerring, 2007; Yin, 

2012). However, a common approach to collect data for a case study are 

qualitative interviews which cover both unstructured and semi-structured 

interviews (Bryman, 2016; Yin, 2014). Other sources of evidence would 

include e.g. direct observations, archival records or participant observation 

(Yin, 2014). Yet these methods are not easily viable in the case at hand 

since there is no access to most documents or archives of the UCCN, 

neither is it possible to visit different cities and make observations due to 

financial and temporal restrictions. Therefore, qualitative interviews were 

the primary source of evidence. They have an advantage over structured 

interviews in terms of flexibility and the opportunity of more detailed insights 

into the interviewees’ point of view (Bryman, 2016). More precisely, the 

interviews were semi-structured which means that there was an interview 
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guide which included the questions and topics that are to be covered for the 

purpose of the study (Bryman, 2016). In addition, a document analysis was 

conducted with regard to the application documents of the member cities 

that were also contacted for the interviews. However, some cities refused to 

make them available due to reasons of data protection. Another source of 

evidence were the webpages of the respective cities.  

In this way, it was possible to collect the data that was needed in order to 

make a contribution to a theoretical framework that answers the research 

questions adequately.  

3.3 Data Collection and Analysis 

The reasons for the choice of the UCCN as the case have been outlined 

above. Within this case, a sample needed to be taken meaning that the 

interviewees had to be selected. Again, a purposive sampling approach was 

taken which means that the sample was chosen on the basis of the research 

questions (Bryman, 2016; Patton, 2015). Since the research questions 

clearly refer to gastronomy, the interviews had to be conducted with repre-

sentatives of creative cities of gastronomy only, leaving the six remaining 

creative fields out. The following 18 of the 114 members of the UCCN are 

classified as cities of gastronomy: Popayán (Colombia), Östersund 

(Sweden), Chengdu (China), Jeonju (South Korea), Zahlé (Lebanon), 

Shunde (China), Florianópolis (Brazil), Tsuruoka (Japan), Rasht (Iran), 

Burgos (Spain), Parma (Italy), Dénia (Spain), Belém (Brazil), Gaziantep 

(Turkey), Tucson (USA), Ensenada (Mexico), Phuket (Thailand), and 

Bergen (Norway). On the webpage of the UCCN, a contact person for every 

city is listed including the e-mail address (UCCN, n.d.b). Since these 

persons can be assumed to be knowledgeable, they were contacted via e-

mail in which they were asked if they would be willing to participate in an 

interview. They were informed about the purpose of the study for which the 

interviews would be used and about the procedure of the interview. Also, 

they were assured that their participation was absolutely voluntary and that 

their data could be used in an anonymous way if they wished for it.  

However, this sample was divided into two groups. This approach is based 

on a group characteristics sampling strategy as suggested by Patton (2015). 

He refers to it as key informants, key knowledgeables or reputational 

sampling and explains that this sampling strategy suggests to choose 

“people with great knowledge and/or influence […] who can shed light on 

the inquiry issue” (Patton, 2015, p. 268). The rationale behind dividing the 

18 cities of gastronomy into two groups is the year in which they received 

the title and became a member of the UCCN. Ten of these cities were only 
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designated as creative cities of gastronomy in the end of 2015 which means 

that they do not have any considerable experience with the network. 

Therefore, they cannot be considered knowledgeable when it comes to past 

experiences but they could absolutely contribute with their expectations and 

the first reactions to the award. The remaining eight cities have been part of 

the network for a longer period of time and are therefore likely to be more 

knowledgeable with regard to the benefits they gain from their membership. 

The focus of the data collection was hence laid on the following eight cities: 

Popayán, Östersund, Chengdu, Jeonju, Zahlé, Shunde, Florianópolis and 

Tsuruoka (information on the year of the designation can be found in Table 

2 in 4.1). Representatives from these cities were contacted and asked to 

conduct an in-depth interview via phone or skype due to financial and 

temporal restrictions that made it impossible to travel to the different sites 

and conduct face-to-face interviews. Evidence has shown that the 

differences in the answers one gets in telephone interviews and face-to-face 

interviews are rather small (Bryman, 2016) so that the cost and time savings 

clearly justify the choice of this method. Still, problems might occur such as 

the technical difficulty of recording telephone interviews for which special 

equipment is needed, or the possibility that the line might be poor (Bryman, 

2016). In the study at hand, the technical implementation worked without 

any problems. Östersund was an exception in the sense that a face-to-face 

interview could be conducted as the author of this study is located there. 

However, not all the contacted persons answered to the request. While 

there was no response at all from Zahlé, the contact person in Jeonju had 

only recently started to work with the network and was therefore not capable 

of answering the questions. Another problem that limited the conduct of the 

interviews was the English language and the interviewees’ busy schedule. 

Some of the representatives did not feel secure in English or had a lot to do 

so they preferred to answer the questions by e-mail rather than having a 

conversation on the phone or skype. An overview of the interviews 

conducted can be found in Table 1. 

Recording and transcribing the interviews was of vital importance for the 

data analysis. Although it is a very time-consuming process, it should not 

be skipped for this might lower the reliability of the research. In this way, the 

answers will not get lost, and they can be examined repeatedly both by the 

original and other researchers which facilitates secondary analysis 

(Bryman, 2016). Obviously, the interviewees were asked if they agreed to 

being recorded during the interview. 

An interview guide, which can be found in the appendix, was used by the 

interviewer as it is common in semi-structured interviews (Bryman, 2016). 
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However, the interviewer did not necessarily stick to this guide all the time. 

The order of questions has sometimes been altered and follow-up questions 

have been added in the course of the interview. The questions were 

supposed to cover those topics and fields that are necessary to answer the 

research questions. Certain tendencies and theoretical concepts already 

arose from a literature review but the purpose of the interviews was to find 

new aspects which have not been known before. Therefore, the questions 

were held rather open. The interviews were conducted in English.  

The remaining ten cities were interviewed via e-mail. The rationale for this 

approach is provided by the above managed lack of experience with the 

network. The questions were sent out to them by e-mail and the answers 

could be filled in the questionnaire and were sent back. Information on how 

many of them responded can be found in Table 1. None of the interviewees 

requested to be anonymous in the paper. 

In addition, the interviewees were asked to provide their application docu-

ments to support the analysis. Table 1 shows how many of them agreed 

and also which webpages were reviewed. 

Table 1 Overview of Collected Data 

City Contact 
Person 

Interview Application 
Documents 

Webpage 

Popayán  Milagros del 
Corral 

Written 
responses 

No http://www.popayan.
gov.co/ 

Östersund Dag 
Hartman 

Face-to-
face 

Yes http://www.ostersun
d.se/ 

http://creativegastro
nomy.com/uccn2016
/ 

Chengdu Jiao Hui Written 
responses 

No http://www.gocheng
du.cn/ 

Jeonju Chung 
Seung Won 

- Yes http://www.jeonju.go.
kr/index.9is 

Zahlé - - No http://www.zahle.gov
.lb/Templates/Home
Template.aspx?Post
ingId=525 

Shunde Fang Li Skype No http://www.shunde.g
ov.cn/newen/ 

Florianópolis Christiane 
Lopes 
Vieira, 
responses 
by Elizenia 

Written 
responses 

No http://floripamanha.o
rg/prioridades-
floripamanha/florian
opolis-cidade-
unesco-da-
gastronomia-

http://www.ostersund.se/
http://www.ostersund.se/
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Prado 
Becker 

unesco-city-of-
gastronomy/ 

Tsuruoka Hideki Shoji Written 
responses 

Yes http://www.creative-
tsuruoka.jp/english/ 

Rasht Fatemeh 
Ghadimi 
Herfeh 

- No http://www.rasht.ir/ 

Burgos Mario 
Sanjuan 
Garcia 

- No http://burgoslab.com
/?lang=en 

Parma Gabriele 
Righi 

Written 
responses 

Yes http://www.parmacity
ofgastronomy.it/ 

Dénia Floren 
Terrades 

Written 
responses 

Yes http://deniacreative.c
ity/ 

http://www.denia.es/
va/index.aspx 

Belém Eduardo 
Klautau 

- No http://www.belem.pa
.gov.br/gastronomia
criativa/ 

Gaziantep Sylvie 
Yilmaz 

Written 
responses 

No - 

Tucson Jonathan 
Mabry 

- Yes https://www.tucsona
z.gov/ 

Ensenada Damian 
Valles 
Cañedo 

- No - 

Phuket Kosol 
Taengutai 

- No - 

Bergen Ruth Rørvik Written 
responses 

No https://www.bergen.
kommune.no/english 

https://bergengastro
nomy.com/ 

 

The cities’ webpages were found either via the official webpage of the 

UCCN or via a google search using the name of the city in combination with 

‘creative city’ or ‘official website’. 

Fel! Hittar inte referenskälla. shows what is already known in the field that 

is addressed by the research question. At the same time, it also shows the 

research gaps that are supposed to be closed by this study. Hence, the 

boxes which include a question mark are to be filled whereas the remaining 

boxes are to be confirmed by the analysis of the collected data. The 

approach of the study hence is both deductive and inductive at the same 

time. 

http://deniacreative.city/
http://deniacreative.city/
https://www.bergen.kommune.no/english
https://www.bergen.kommune.no/english
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Existing literature indicates that members of networks of creative cities 

mainly benefit from sharing knowledge and experiences and branding their 

city. The subcategories could also be identified from existing articles on that 

topic. These benefits were to be confirmed which represented the deductive 

part of the study. The inductive part of this study, however, aimed at finding 

out if there were other relevant and significant benefits for members of crea-

tive cities networks. These benefits could either belong to one of the already 

existing categories ‘branding’ and ‘sharing’ or make up a new one. 

In order to achieve this purpose, a thematic analysis of the data was 

conducted. This means, that themes were to be found within the collected 

data. According to Bryman (2016), a theme is “a category identified by the 

analyst through his/her data that relates to his/her research focus (and quite 

possibly the research questions)” (p. 584). Bryman also states that a theme 

helps the researcher to understand the collected data in such a way that 

he/she can make a contribution to the existing literature within the research 

focus. In this study, themes could be categories of benefits either belonging 

to the aspects ‘branding’ and ‘sharing’ or completely new categories. 

Another theme could be different kinds of challenges the cities and their 

businesses face with regard to the network or ways in which the network 

could influence the cities more effectively. 

These themes were to be found by searching for topics that were 

repetitiously mentioned in relation to benefits of networks and by looking for 

Figure 1 Benefits of Networks for Creative Cities based on Theory 

Source: Own Illustration 
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similarities and differences in the ways that interviewees discussed certain 

topics (Bryman, 2016). 

3.4 Discussion of Validity and Reliability 

The concepts of validity and reliability that are usually applied in quantitative 

research need to be adapted to qualitative research. Some researchers 

even suggest to apply alternative criteria for evaluating qualitative research 

among which the most important are ‘trustworthiness’ and ‘authenticity’. 

(Bryman, 2016)  

The criterion trustworthiness is composed of the four subcategories credi-

bility, transferability, dependability and confirmability. Patton (2015) 

stresses the role of time in collecting trustworthy data. The more time is 

spent at the research site, with the interviewing etc., the more trustworthy 

the data is. Given the limited time frame for this study, the collected data 

could generally have a lack of trustworthiness. 

Credibility corresponds to internal validity in quantitative research and 

qualitative research is considered to be credible if it is conducted according 

to the rules of good practice. A technique that is recommended in order to 

achieve credibility is triangulation which means that multiple methods or 

sources of data are used in the study. (Bryman, 2016) Yin (2014) points out 

that the need to use more than one source of evidence is even bigger in 

case study research. The credibility of this study must hence be looked at 

critically since only one case is examined and within this case, interviews 

are the main source of data, only supported by a minor document analysis 

and a review of the cities’ webpages. 

Transferability matches external validity in quantitative research. It therefore 

deals with the degree to which a study’s findings can be generalized and 

transferred to other cases and milieux (Bryman, 2016). Since qualitative 

research usually has a deep rather than a broad focus, it is often critical to 

generalize the findings. Researchers suggest that a qualitative study should 

provide the readers with extensive data such that they can make their own 

evaluation whether or not the findings are transferable to other social 

contexts (Patton, 2015). This study provides the reader with detailed 

information on the selection of the case and the significance of the chosen 

network. Hence, it seems adequate to assume that analytic generalizations 

can be made. 

Dependability can be compared to reliability and a qualitative study is 

considered dependable if all phases of the research process are tracked 

and documented completely. If that is the case, those who read the study 
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can make their own judgement on how reliable it is. (Bryman, 2016) In this 

methodological chapter, all essential research processes are described and 

explained and the interviews have been recorded and transcribed so that it 

is possible to comprehend the data analysis and the conclusions drawn from 

it. However, the interviews were conducted only based on an interview 

guide with potential deviations from case to case with the result that a repli-

cation of the study is not easy to perform. 

Eventually, confirmability corresponds to objectivity in quantitative research. 

Although a social researcher can never be completely objective, a 

qualitative study is seen to be confirmable if the researcher can prove that 

he/she has not allowed personal values to influence the findings 

significantly. (Bryman, 2016) To achieve this has been an objective of the 

researcher of this particular study. 

The criterion authenticity is considered to be less influential and will 

therefore only be addressed briefly. It comprises aspects such as fairness, 

educative authenticity, or ontological authenticity and – in short – is 

supposed to guarantee that the research has positive, fair, and helpful 

outcomes for the members of the social setting in which it is conducted. 

(Bryman, 2016) The researcher should be aware of his/her own bias and 

subjectivity and take this into consideration (Patton, 2015). Since the study 

in hand aims at identifying possible benefits and developments members of 

creative cities networks can exploit, it can be said that its outcomes are 

useful for them. However, an aspect that might reduce the authenticity of 

this study is that the interviews were conducted in English which is a foreign 

language for most of the interviewees. This might have led to language 

problems and to answers that do not precisely express what the interviewee 

wanted to say.  

3.5 Ethical Considerations 

When conducting qualitative research, certain ethical principles should 

always be taken into consideration.  

First, it is crucial to avoid any harm to participants (Bryman, 2016; Flick, 

2014; Patton, 2015). This includes the issues of confidentiality and 

anonymity. The topic addressed by this study is not very sensitive and the 

chances that the interviewees would not mind to be identified in the 

presentation of the findings are quite high. Still, in order to meet the ethical 

requirements, the interviewees were offered to be anonymized by receiving 

pseudonyms. Also, they were asked if they agree with the interview being 

recorded and transcribed. 
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Another ethical principle that is to be fulfilled is the informed consent which 

means that the participants of the study are to be fully aware of the purpose 

of the research, of the benefits of their participation and of the fact that they 

can refuse to participate at any time (Bryman, 2016; Flick, 2014). All this 

information has been provided to the participants before they decided 

whether or not to participate in the interview. The purpose of the study was 

made clear to them and also how they can benefit from it (Patton, 2015). 

Further, the preservation of privacy is an important matter when conducting 

ethical research (Bryman, 2016). The participants of this study have not 

been asked any questions that concern their private life. Instead, the 

questions were related to their work and since the participation was 

voluntary, privacy issues were not likely to occur in this study. 

Eventually, deception is to be avoided by all means (Bryman, 2016). As 

stated before, the study was made highly transparent to the respondents 

with the result that the chance that they might feel deceived is extremely 

low. 

What this all amounts to is that, given the fact that the topic of the study in 

hand is not very sensitive and that the participants were informed about its 

purpose and the procedure, it is very likely that this study has been 

conducted in an ethical manner. 

4 Empirical Data 

The chapter starts with some background information on the case of the 

UNESCO Creative Cities Network. In the following, the eight cities that 

received the designation before 2015 will be presented briefly so that it is 

possible to get an impression of what makes a city of gastronomy special. 

In the subsequent section, the empirical findings from the different sources 

of evidence will be presented. Since the data found on the cities was not 

equally rich in all cases, some cities are mentioned more often than others. 

4.1 Introduction to the Case 

The UNESCO Creative Cities Network (UCCN) is a project established by 

the UNESCO which in turn is a specialized agency within the frame of the 

United Nations (UN). The UN was founded in 1945 and currently consists 

of 193 internationally recognized independent states (United Nations, 

n.d.a). The international organization’s objective is the maintenance of 

international peace and security and the establishment of friendly 

international relations based on equal rights and justice (United Nations, 

n.d.b). They thus deal with issues such as human rights, terrorism, climate 
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change, humanitarian emergencies, food production etc. (United Nations, 

n.d.a). 

The UNESCO (short for United Nations Educational, Scientific and Cultural 

Organization) was founded at the same time as the UN and strives to 

support the process of establishing peace through creative intelligence and 

moral solidarity. The agency is focused on guaranteeing access to 

education and establishing an intercultural understanding in order to 

promote economic, social and environmental sustainability. (UNESCO, 

n.d.c) 

The UNESCO Creative Cities Network itself was established in 2004 to 

foster cooperation between selected cities from different continents that 

focus on creativity as a key factor in their sustainable social and economic 

development (Namyślak, 2014; UCCN, n.d.a; UCCN, n.d.c). It currently 

includes 116 cities from all over the world which have in common that the 

cultural and creative industries are crucial for their urban development plans 

(UCCN, n.d.a). The network’s objectives that joining cities agree to are to 

strengthen the role of cultural activities, to make cultural life accessible to 

everyone, to create opportunities for the strengthening of creativity and 

innovation and to base all plans for sustainable development on culture and 

creativity (Rosi, 2014; UCCN, n.d.a). Pearson and Pearson (2015) also 

stress the goal to present a city’s cultural assets on a global level and to 

establish partnerships with like-minded cities. 

The network covers seven creative fields: crafts and folk arts, media arts, 

film, design, gastronomy, literature and music (UCCN, n.d.a). When 

applying for membership, the candidate city has to provide information on 

one of these sectors the city is especially strong in and how they intend to 

contribute to the network. 

Once they are a member of the network, the cities are supposed to share 

their experience, knowledge and resources with other member cities (Rosi, 

2014; UCCN, n.d.c). This can happen in various forms such as the 

promotion of best practices, the implementation of studies and research, the 

organization of meetings or the establishment of cooperation programs 

(Rosi, 2014). In doing so, both public and private sectors should be included 

(UCCN, n.d.c). The network activities occur on three different functional 

levels. There are local activities such as exhibitions or seminars in the 

respective city. On a global level, major issues that concern everyone are 

discussed in meetings and conference. The thematic level includes those 

activities that are carried out by each thematic sub-network. (Rosi, 2014) 
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Namyślak (2014) assesses the UCCN as a network for elite candidates 

which is difficult to enter. However, the number of members is constantly 

rising and in 2015, 47 new cities from 33 countries have been admitted as 

members (UCCN, 2015). 

The creative field of gastronomy currently comprises 18 cities of which ten 

only received the title in 2015 (UCCN, 2015). The definition of gastronomy 

as understood by the UCCN and the criteria a city has to fulfil to be desig-

nated a creative city of gastronomy, have been outlined above in section 

2.7.3. More information on the gastronomy cities can be found in Table 2. 

Table 2 Creative Cities of Gastronomy 

City Award Year1 Population2 

Popayán (Colombia) 2005 238,0003 

Chengdu (China) 2010 6,730,0004 

Östersund (Sweden) 2010 61,0005 

Jeonju (South Korea) 2012 653,0006 

Zahlé (Lebanon) 2013 150,0007 

Florianópolis (Brazil) 2014 421,0008 

Shunde (China) 2014 1,230,0009 

Tsuruoka (Japan)  2014 140,00010 

Belém (Brazil) 2015 143,000 

Bergen (Norway) 2015 266,000 

                                            
1 Source: http://en.unesco.org/creative-cities/creative-cities-map (02/05/2016) 

2 Source: numbers without footnote are retrieved from the United Nations Statistics division: 

http://data.un.org/Data.aspx?d=POP&f=tableCode%3A240 (02/05/2016) 

3 Source: http://www.popayan-cauca.gov.co/indicadores.shtml (02/05/2016) 

4 Source: http://www.chinahighlights.com/chengdu/chengdu-facts.htm (02/05/2016) 

5 Source: http://www.ostersund.se/kommun-och-politik/kommunfakta.html (02/05/2016) 

6 Source: http://jeonju.go.kr/index.9is?contentUid=9be517a750923e180150a180326d0e15 

(02/05/2016) 

7 Source: http://www.zahle.gov.lb/Templates/InsideTemplate.aspx?PostingId=663 (02/05/2016) 

8 Source: http://floripamanha.org/wp-content/uploads/2014/02/florianopolis-city-of-gastronomy-

en.pdf (02/05/2016) 

9 Source: http://www.shunde.gov.cn/data/main.php?id=120-10628 (02/05/2016) 

10 Source: http://www.creative-tsuruoka.jp/english/profile/ (02/05/2016) 

http://en.unesco.org/creative-cities/creative-cities-map
http://data.un.org/Data.aspx?d=POP&f=tableCode%3A240
http://www.popayan-cauca.gov.co/indicadores.shtml
http://www.chinahighlights.com/chengdu/chengdu-facts.htm
http://www.ostersund.se/kommun-och-politik/kommunfakta.html
http://jeonju.go.kr/index.9is?contentUid=9be517a750923e180150a180326d0e15
http://www.zahle.gov.lb/Templates/InsideTemplate.aspx?PostingId=663
http://floripamanha.org/wp-content/uploads/2014/02/florianopolis-city-of-gastronomy-en.pdf
http://floripamanha.org/wp-content/uploads/2014/02/florianopolis-city-of-gastronomy-en.pdf
http://www.shunde.gov.cn/data/main.php?id=120-10628
http://www.creative-tsuruoka.jp/english/profile/
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Burgos (Spain) 2015 178,000 

Dénia (Spain) 2015 42,00011 

Ensenada (Mexico) 2015 520,00012 

Gaziantep (Turkey) 2015 1,740,00013 

Parma (Italy) 2015 183,000 

Phuket (Thailand) 2015 60,00014 

Rasht (Iran) 2015 640,000 

Tucson (USA) 2015 520,00015 

 

Of special interest for this study are those cities that became a member 

before 2015 since they can report more on their experiences with the net-

work. They will therefore be presented in more detail in the following. 

4.1.1 Popayán, Columbia 

Popayán, located in the southwest of Colombia, was the first city to be 

designated as a creative city of gastronomy in 2005 (UCCN, n.d.d). Due to 

this fact, the city did not have to go through the usual application 

procedure.16 Since Popayán was invaded by the Spanish in the 15th century, 

the culinary tradition is influenced by the Spanish culture (Pearson and 

Pearson, 2015). The traditional cuisine is strongly protected and especially 

during celebrations such as the Holy Week or Christmas, traditional food is 

served (UNESCO, 2007). Events such as the Gourmet Congress of 

Popayán (UCCN, n.d.d) or traditional food markets are hosted and the city 

claims to be a destination for gastronomy tourism (UNESCO, 2007). 

4.1.2 Chengdu, China 

In 2010, Chengdu was the first Asian city to receive the designation as a 

creative city of gastronomy (UNESCO, 2012). The city is located in the 

                                            
11 Source: http://www.denia.es/es/denia/estadistica/index.aspx (02/05/2016) 

12Source: 

http://internet.contenidos.inegi.org.mx/contenidos/productos//prod_serv/contenidos/espanol/bvinegi/

productos/nueva_estruc/AEGPEF_2015/702825077297.pdf (02/05/2016) 

13 Source: http://www.citypopulation.de/Turkey-C20.html (02/05/2016) 
14 Source: http://www.phuket.com/island/info.htm# (02/05/2016) 

15 Source: http://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?src=bkmk 

(02/05/2016) 

16 Interview with Milagros Del Corral  

http://www.denia.es/es/denia/estadistica/index.aspx
http://internet.contenidos.inegi.org.mx/contenidos/productos/prod_serv/contenidos/espanol/bvinegi/productos/nueva_estruc/AEGPEF_2015/702825077297.pdf
http://internet.contenidos.inegi.org.mx/contenidos/productos/prod_serv/contenidos/espanol/bvinegi/productos/nueva_estruc/AEGPEF_2015/702825077297.pdf
http://www.citypopulation.de/Turkey-C20.html
http://www.phuket.com/island/info.htm
http://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?src=bkmk


34 
 

Sichuan province and also represents the Sichuan cuisine. The cuisine is 

particularly characterized by a great diversity of flavors such as sweet, salty, 

bitter, spicy and sour. A high number of catering enterprises is located in 

Chengdu as well as more than 60,000 restaurants. The Chengdu 

International Food and Tourism Festival is one of the many gastronomy 

activities that are arranged by both the government and non-governmental 

organizations (UCCN, n.d.e). Chengdu also offers various programs of 

study for gastronomy (Pearson and Pearson, 2015). 

4.1.3 Östersund, Sweden 

Östersund is located in the middle of Sweden in a sparsely populated area 

and next to Storsjön, a big lake. It received the award in 2010 and is widely 

known for its gastronomy which is strongly characterized by local 

sustainable food. The culinary tradition is clearly influenced by Östersund’s 

natural surroundings. However, gastronomy is not the only creative sector 

which is represented in this region. In total, there are about 2,000 

companies and 4,500 employees engaged in the creative industries in the 

region and especially in Östersund. The city is particularly active in 

establishing international partnerships and cooperation with other member 

cities. It will also host the network’s 10th annual meeting in September 2016. 

(UCCN, n.d.f) 

4.1.4 Jeonju, South Korea 

Jeonju has been a creative city of gastronomy since 2012 and is also known 

as ‘Taste City’ (UCCN, n.d.g). It is famous for its high-quality traditional 

Korean food, especially for the dish ‘bibimbap’ (Pearson and Pearson, 

2015). The city even hosts a food festival dedicated to this dish, the Jeonju 

Bibimbap Festival, which is only one of a great variety of food festivals 

arranged. Jeonju further established the ‘Creative Culinary Institute of 

Korea’ and the ‘Bibimbap Globalization Foundation’. In order to stimulate 

the creative gastronomy, Jeonju offers food and cooking programs at 

schools, universities and private institutions and supports local chefs. 

(UCCN, n.d.g) 

4.1.5 Zahlé, Lebanon 

Zahlé received the award in 2013 and is known for its pleasant climate and 

the high number of restaurants that are located right next to the Berdawni 

river (UCCN, n.d.h). Trout is used for many dishes, and the region is also 

famous for its wine (UNESCO, 2013) and arak which is a distilled anise-

flavored drink (UCCN, n.d.h). Each year, the city hosts the ‘Festival of the 

Wine’ with multiple concerts, art exhibitions and plays (UNESCO, 2013). 



35 
 

Some schools and universities in the town have ‘food-related’ curricula 

(Pearson and Pearson, 2015) and Zahlé tries to promote environmentally 

friendly farming in the region and the use of local ingredients (UNESCO, 

2013).  

4.1.6 Florianópolis, Brazil 

Florianópolis is located in the south of Brazil and has received the award in 

2014. It is one of Brazil’s most frequently by tourists visited cities and is 

known for its high quality of life. The culinary traditions have been influenced 

by the city’s history which is characterized by immigrants from Portugal, 

Africa, Spain, Italy, Germany, Greece, Poland and Lebanon among others. 

Different ethnicities and tradition have thus created a unique cultural melting 

pot. (Associação FloripAmanhã, n.d.) Within the frame of the UCCN, 

Florianópolis intends e.g. to organize an annual food festival where chefs 

from other creative cities are invited to cook, to publish a guide on the 

gastronomy in Florianópolis and to award the best restaurants in the city 

(UCCN, n.d.i). 

4.1.7 Shunde, China 

Shunde has been a member since 2014 and is known for its Cantonese 

cuisine. It is located between Guangzhou and Hong Kong in the Pearl River 

Delta and is equipped with a longstanding and well-developed gastronomy. 

The Shunde cuisine is characterized by a high nutritional value, inventive 

cooking methods, creative ways of presentation and attractive fragrances 

and tastes. Shunde intends to contribute to the development of the UCCN 

by engaging in a close exchange with other creative cities of gastronomy. 

(UCCN, n.d.j) 

4.1.8 Tsuruoka, Japan 

Tsuruoka also was awarded in 2014 as a creative city of gastronomy. The 

city is located in the northeast of Japan and is surrounded by a varied 

geographical landscape which also increases the diversity of food that is 

cultivated in the area. Among these foods you can find mountain vegetables 

and mushrooms, rice, bamboo shoots, edamame (green soybeans) and 

seafood. (Tsuruoka Creative City of Gastronomy Promotion Council, n.d.) 

The city is home to farmers, cooks and chefs that are considered to be true 

artists. Tsuruoka has the objective to promote the use of indigenous crops 

in the local gastronomy in order to preserve them. (UCCN, n.d.k) 
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4.2 Empirical Findings 

In this section, the findings from the interviews as well as from the review of 

the application documents and websites will be presented. First, some 

aspects will be looked at that are not directly related to the benefits the 

member cities and their businesses have from participating in the network. 

However, they are still important to gain an understanding of what they ex-

pect from the network and how they participate in it. Next, the benefits from 

the network will be discussed and the section ends with a description of the 

main challenges that the network and its member cities and businesses are 

facing. 

4.2.1 Reasons for Application 

The motives for applying for a membership in the UCCN vary only slightly 

among the interviewed gastronomy cities. Basically all of them state that the 

focus of their city development is based on food and that they believe to be 

able to achieve a sustainable development by fostering creative industries 

in general and gastronomy in particular. This initial situation with a 

sustainable development strategy based on creative gastronomy is a basic 

requirement for the cities to even consider an application for the network. 

The trigger, however, differed a lot for the various cities. Popayán, which 

was the very first city of gastronomy in the UCCN, learnt about the planned 

establishment of the network in the context of organizing their gastronomic 

congress and asked to participate in the project as a pilot participant. In this 

way, the city did not have to go through the application process that is now 

required. In Östersund, a food entrepreneur brought back the concept of the 

UCCN from a conference in Dublin and it involved a huge effort and a citizen 

proposal to convince the politicians of the idea to apply as a city of 

gastronomy. In other cities, the idea to apply arose from a shift in policy. 

While Tsuruoka decided to focus on becoming a cultural and creative city, 

the politicians in Shunde intended to promote the city as a gastronomy 

destination instead of the industrial manufacturing city that it formerly had 

been known as. In Bergen, the decision to apply was also made at a high 

political level. 

With regard to the objectives the gastronomy cities were pursuing with their 

application and the membership in the network, it can be said that two main 

themes can be clearly identified. First, the interviewed cities hope to 

increase their national and international fame. This was e.g. stated by the 

representatives from Shunde, Florianópolis, Chengdu, Tsuruoka and 

Parma. The second key theme is the exchange of knowledge and 
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experiences. Basically all the cities hope to both share and gain knowledge 

and to establish international cooperation projects with other member cities.  

We want to make best use of the platform to have more collaboration 

and also to have more fame in our country as well as abroad. 

 (Fang Li, Shunde) 

 The network offers interesting opportunities to participate in a global 

knowledge exchange network. 

(Ruth Rørvik, Bergen) 

It will highlight our unique heritage and cultural products on a global 

platform, and promote Tucson as a culinary tourism destination in 

international markets by drawing attention to its food and culinary 

assets. It will also allow us to deeply share experiences, ideas, and 

best practices for cultural, agricultural, social, and economic 

development through international exchanges of knowledge via the 

Network.  

(Application Documents, Tucson) 

These two themes will be focused upon later in this chapter when analyzing 

the actual benefits the cities retrieve from the network.  

4.2.2 Significance of Gastronomy 

When asked whether the cities disposed of another creative industry that 

would be sufficiently distinctive to apply for in the network, the unisonous 

response was that some other creative fields were represented but not as 

strongly as gastronomy. None of the cities had seriously considered to apply 

in a creative field other than gastronomy.  

Still, that does not mean that gastronomy is the main attraction for visitors 

in those cities. In Östersund, gastronomy is rather seen as an addition to 

other activities that are the main attractor for people to come to the region 

in the middle of Sweden. They come e.g. to Östersund to practice winter 

sports and at the same time, they enjoy the gastronomy in the city but it is 

not their main motive. An exception is the restaurant Fäviken which is 

located about ca. 90 km from Östersund. Since it is listed as one of the best 

restaurants in the world, people travel there just to taste their food. The 

same is valid for Bergen where the main attraction are the fjords and 

gastronomy is not the sole reason to visit the city. Popayán was most 

famous for another cultural event, namely the Holy week processions, but 

the focus has shifted towards gastronomy due to the growing dimension and 

importance of the gastronomic congress that is held yearly. In Shunde, 
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gastronomy has been an influential factor on visitors’ decision to come to 

the city next to historical sites, cultural heritages and business motives.  

Some cities consider gastronomy to be their main attraction. Gabriele Righi, 

the interviewee from Parma, is convinced that “gastronomy definitely is the 

main attractor and not by chance the city brand”. Also in Gaziantep, many 

visits are primarily motivated by food. In Dénia, gastronomy is one of the 

main attractions alongside of the natural environment which is characterized 

by sun and beach. In their application they state that 91% of all the tourist 

activities are associated with gastronomy. The focus on gastronomy rather 

than on sun and beach has been stressed as a benefit of creative gastrono-

my in existing literature. Gastronomy can attract visitors to places that do 

not dispose of this kind of natural attractions and it can also be an attractor 

that is independent of season and weather conditions. Finally, the 

interviewee from Tsuruoka emphasizes the significance of gastronomy in 

the everyday life. 

Gastronomy can involve every single citizen from various 

perspectives since we eat every day for life. So our basis of life is 

deeply and strongly connected with what we eat.   

(Hideki Shoji, Tsuruoka) 

4.2.3 Involvement of Businesses 

The creative businesses play a vital role in the process of becoming a 

creative city in the UCCN. They constitute a major part of the creative profile 

and possess knowledge that can be shared in the network. However, the 

cities have different approaches when it comes to how they involve the 

businesses both in the application process and in the actual network 

activities. 

In some cities, business representatives were part of the committee that 

prepared the application documents. In Tsuruoka, Shunde, Florianópolis, 

Parma and Gaziantep, the businesses were involved as consultants or as a 

source of information that was needed for the application. In Bergen, focus 

groups interviews were conducted with key actors in the production and 

creative expression of food. The Norwegian city also involves the 

businesses in the regular work within the network by discussing the overall 

goals and strategy for the membership in the UCCN with representatives 

from different sectors in quarterly meetings. In Östersund, businesses are 

less involved. The work with the UCCN is administered on a regional level 

by a public institution called ‘Region Jämtland Härjedalen’. They are careful 

with working too closely with the private businesses since they do not want 



39 
 

to treat the businesses unequally by e.g. favoring one more than another 

with their network activities.  

It is not our role as the region to cooperate directly with businesses. 

But we try to pave the way for a good atmosphere for them to work 

in.   

(Dag Hartman, Östersund) 

But Dag Hartman further stresses that the designation of the title as a city 

of gastronomy is based on the work of the small-scale food artisans whose 

experiences and knowledge are supposed to be beneficial for other member 

cities. 

In Dénia and Gaziantep, both only recently designated as cities of gastrono-

my, the businesses are continuously kept informed about ongoing activities 

and the plan is to involve them into future projects. Businesses from 

Popayán have used the years of their membership to establish international 

partnerships. 

They have developed good cooperation and even friendship and 

exchanges with restaurants and professional gastronomic schools of 

other member cities as well as candidate cities. 

(Milagros del Corral, Popayán) 

The reactions of the businesses on the designation of the title and the 

satisfaction with the network differ among the interviewed cities. While 

Popayán’s businesses are enthusiastic about it, Hideki Shoji from Tsuruoka 

states that the reaction of the businesses is substantially below satisfactory 

level. A cause for this could be a problem that was identified in both Shunde 

and Dénia. Both of them indicate that entrepreneurs are focused on short-

term results; they want to see quick turnover increases. This expectation 

might be hard to fulfil by the membership in such a huge network where it 

takes some time for the cities to settle down, to get to know the procedures 

and thus to make full use of it. 

4.2.4 Level of Participation 

As pointed out in the theoretical part of this study, a higher level of active 

participation is associated with greater benefits for the members of a 

network. It is therefore interesting to analyze how the interviewed cities 

evaluate their own commitment and level of participation in the network and 

to connect this later to their perception of the benefits they gain from their 

membership. Those cities that joined the network only in the end of 2015, 

were not asked about their level of participation for they did not even have 

the opportunity to attend an annual meeting yet.  
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As the reviewed application documents have shown, the UNESCO tries to 

make a certain level of participation mandatory. In the application form, they 

ask the candidate city to agree to sending at least one representative to the 

annual meetings. This is also what the interviewed cities state to do. All of 

them attended the annual meetings.  

However, Milagros del Corral from Popayán reports on some barriers that 

keep them from participating more actively, namely the English language 

and the modest budget. The city does not feel prepared to host a meeting 

yet but they do invite a member city to their gastronomic congress every 

year. The interviewee from Shunde, Fang Li, admits that their delegation 

attended the meeting but did not bring much input into it since they still felt 

unfamiliar with the UCCN’s working mechanisms and procedures. Tsuruoka 

has already hosted a meeting for the gastronomy cities and representatives 

from Florianópolis have visited Zahlé, Gaziantep and Popayán to present 

their own case and to talk about cooperation opportunities. Östersund is 

currently preparing the hosting of the annual meeting 2016 and is engaged 

in a lot of e-mail conversations and delegation visits. Dag Hartman stresses 

that being part of the UCCN is much more than just holding a title. 

It is not only a diploma to hang on the wall. It’s not an award, it’s a 

deep commitment. 

(Dag Hartman, Östersund) 

The tendency that can be identified from these responses is that the level 

of participation increases with the duration of the membership and also with 

a higher budget. The first months of membership and also the first annual 

meeting are used to gain experiences and to get to know the mechanisms. 

Popayán and Östersund as the oldest members seem to be better inte-

grated than the newer ones but with the willingness to participate and 

growing experience, they are likely to be more active soon as well.  

4.2.5 Benefits from the Network 

As described in Fel! Hittar inte referenskälla., research has indicated that 

economies of scale and scope and synergy effects can result from sharing 

knowledge and experiences with each other. Another major benefit of a 

network is the branding of the member city which possibly comes along with 

a higher number of visitors, investors and businesses, more fame, a higher 

resident pride and satisfaction and increased revenues. The collected 

empirical data has shown further aspects of these two themes as well as 

further major benefits the member cities gain from participating in the UCCN 

which will be presented in the following. 
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4.2.5.1 Sharing 

The collected responses clearly show that all the cities expect to share or 

are currently sharing experiences and know-how with other member cities.  

It’s a really good platform for the exchange of good practices and 

experiences. 

(Fang Li, Shunde) 

Our contribution to the rest of the UCCN members is among others 

our readiness to help them with our experience at their request. 

(Milagros del Corral, Popayán) 

The network enables and facilitates collaboration and knowledge 

sharing between the creative cities. It is especially valuable to learn 

about the best practices of other cities, and how they have overcome 

challenges when it comes to using food and creativity as a factor in 

regional development. 

(Ruth Rørvik, Bergen) 

The application documents support this focus on sharing knowledge as for 

example this segment from Östersund’s application shows. 

We want to participate with our city’s cultural assets in an 

international platform, sharing knowledge and promoting diverse 

cultural products in national and international markets, being a model 

for other regions how to combine sustainable development and 

gastronomy. 

(Application Documents, Östersund) 

The thought behind a network is that every member can contribute with 

something different so that the total knowledge within the network can be 

increased and the members can benefit from it. Östersund can for example 

contribute their model of small-scale local artisan businesses which could 

serve as a template for other regions and cities in the world. Popayán invites 

one member city as an honor guest to their gastronomic congress every 

year and furthermore prepares a digital platform with the best recipes of the 

UCCN cities. Parma intends to share their technological know-how on 

factories since the food company Barilla is producing there using advanced 

technologies. Tucson intends to share their experiences with gastronomy 

as a creative driver for development thus fostering new micro-enterprises 

by small and artisanal local producers and allowing for the development of 

cooperatives, public markets, training programs, and festivals dedicated to 

urban food production, preparation, conservation, and distribution. 
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Some of the cities have already established collaboration initiatives and the 

newer members are keen on doing so. Östersund and Bergen have for 

example built up a partnership which allows the chefs from both cities to 

cooperate. Östersund also has a request from the Ukrainian literature city 

Lviv for a cross-field cooperation project together with Gaziantep. Shunde 

has established collaborations with other Chinese creative cities but not yet 

with cities from other countries. When asked about the biggest impact the 

designation of the award has had on the city, Jiao Hui from Chengdu names 

the increased number of international collaborations, including cross-field 

collaborations. He also sees these collaborative projects between the cities 

as potential of the network. The same aspect is mentioned by the inter-

viewees from Bergen and Dénia who think that the potential of the network 

is huge when it comes to establishing projects between the cities, e.g. 

exchanging teachers and students or setting up a network between 

businesses from the member cities. The Spanish city also has the idea to 

create a virtual network using new information technologies so that ideas 

and projects can be shared easily between the cities. Sylvie Yilmaz from 

Gaziantep has a similar idea and suggests to use the website of the UCCN 

as a real platform of communication and thus maximize the exchange 

between the cities. 

Although the UCCN is often seen as a marketing platform – which will be 

examined further in the following section – most of the interviewed cities 

seem to be aware of the fact that the main focus of the network is on the 

above described sharing and exchanging of knowledge and experiences. 

This is also outlined in the mission statement of the UCCN17 which says that 

you have to bring something into the network. Dag Hartman told this 

anecdote from the first annual meeting Östersund participated in: 

We brought a lot of marketing information such as brochures with 

pictures showing happy children in the snow. And the chairman of 

the session looked at them and said: “I can see you have a very nice 

city, that’s good. But what do you give back to the world? This 

network is not a marketing platform for your city.” 

(Dag Hartman, Östersund) 

Marketing is hence not the purpose of the network but instead, the cities are 

encouraged to participate in the meetings, to do international work and to 

foster partnership in the field of culture and creativity. 

                                            
17 See references: UCCN (n.d.c) 
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The membership is not primarily a marketing platform as we aspire 

to contribute to a substantial and concrete development of the 

creative sector. 

(Ruth Rørvik, Bergen) 

Dag Hartman even goes one step further and says that the cities, by working 

in a global context, are supposed and also able to give back development 

and stability to the world.  

It can therefore be said that sharing knowledge and experiences is one of 

the main objectives of the network. If this exchange is implemented 

effectively, the member cities can benefit from it since they have access to 

knowledge and resources they would otherwise not have. In this manner, 

they might be able to realize bigger projects than they would without the 

network due to economies of scale and scope and synergy effects.  

4.2.5.2 Branding 

As pointed out in the theoretical review, networks can be used for the 

purpose of branding cities. Especially the prestigious name of the UNESCO 

can be considered as an influential label for cities to have. The collected 

data has shown that the member cities indeed ascribe high importance to 

the function of branding and benefit from it in various ways which will be 

described in the following.  

4.2.5.2.1 Fame 

The objective for many member cities is to increase their national and 

international fame by creating a brand as a gastronomy destination.  

Shunde claims to have increased its recognizability as a gastronomy and 

culture destination since it became a member of the UCCN which is due to 

wider range of promotion activities both inside and outside of China. 

Östersund also benefits from the network in terms of fame since it has 

become of global interest and has moved into the national focus which 

would otherwise not be possible for such a small place far up north. The 

importance of Östersund for the national gastronomy is shown by the fact 

that, when Sweden is marketing its food and food tourism, about one third 

of the promotion material comes from the region of Östersund as reported 

by Dag Hartman. According to Milagros del Corral, Popayán has gained a 

place at an international level through the membership and Elizenia Prado 

Becker supports this view by stating that the international visibility of 

Florianópolis has increased and that the city has an international reputation 

now. Gabriele Righi from Parma assumes that the businesses can gain 

fame from the network and with regard to Dénia, Floren Terrades expects 
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that the biggest impact of the title as a creative city of gastronomy will be 

the creation of a brand identity that is shared by all the residents in Dénia 

and surroundings. He states that the UNESCO brand is extremely important 

for the promotion and the image of the city. Likewise, Jiao Hui from Chengdu 

reports that the city is now more famous in the world than it was before and 

he argues that the impact of the title is more significant for smaller and less 

known cities than for those that are huge and known already. 

The UNESCO logo is helpful in this process of branding a city as stated by 

several of the interviewed cities. 

Having the logo of the city together with the logo of the UNESCO is 

a great advantage for the city since it adds the support of the 

UNESCO to the work that is done to foster gastronomy and tourism. 

(Elizenia Prado Becker, Florianópolis) 

4.2.5.2.2 Number of visitors, investors and businesses 

Concomitant with the branding of a city is the potentially increasing number 

of visitors, investors and businesses. However, it is hard to measure exactly 

how much of the growth of these numbers is caused by the designation of 

the title. Many of the interviewees did not dare to evaluate the impact of the 

network on these indicators because they do not have exact figures but 

some submitted their subjective impression. 

In Popayán for example, there are more national tourists, new restaurants, 

more employment and slightly more foreign tourists. Some of the restau-

rants serve foreign food which can be seen as a result of the complementary 

network where the cities help each other out in order to adapt to fast 

changing customer needs.  Also, their gastronomic congress is growing 

substantially. It started with 600 participants in 2002 and rose to about 

25,000 people in 2015. Milagros del Corral indicates that the UNESCO logo 

is a valuable assistance in raising funds and finding sponsors for the 

congress. A similar tendency can be observed at the food festival in Shunde 

where more visitors and businesses are participating which raises the 

revenues. Even international businesses such as businesses from 

Singapore, Malaysia and France are keen on participating in the festival. 

Dag Hartman from Östersund further mentions the contribution of the 

membership to the attractiveness of the city. According to him, it is part of 

the entire package that attracts creative businesses to settle down or people 

to come and work in Östersund. 
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4.2.5.2.3 Media Representation 

The membership in the UCCN also has an impact on the city’s 

representation in the media. Generally, the member cities receive more 

attention in the media coverage; this was confirmed by all the interviewed 

cities.  

While the interviewees from Tsuruoka and Chengdu only mentioned the 

increased attention and the helpfulness of this development, Elizenia Prado 

Becker from Florianópolis criticizes that they still do not reach all the 

audiences via the media. Milagros del Corral from Popayán notices that the 

media focuses more on the gastronomy itself and does not connect it to 

creativity and the importance of the creative industries. However, she 

appreciates that they participate in the congress with increasing interest. 

Again, a comparison can be drawn with the food festival in Shunde. While 

before the media only partially participated in the promotion and publicity 

activities for the festival, they now do that on a voluntary basis and try to 

support the promotion activities as much as possible. They realized that, 

due to the network, their audience has increased substantially. Östersund 

reports that the city is mainly represented in European media. The city of 

Tucson lists a selection of articles on their official website that were written 

about the designation as the first gastronomy city in the United States (City 

of Tucson, n.d.) which shows that attention was paid to it by the media. 

Jeonju was also asked to give interviews in both domestic and foreign 

television, newspaper and radio (Choi, 2013). 

4.2.5.2.4 Impact on Residents 

The branding of the city also affects the residents and their perception of 

the place where they live. Pride is a common reaction to the designation of 

the title as reported by the interviewees from Popayán, Gaziantep and 

Shunde. 

Almost every local resident has a great interest in cooking, preparing 

and tasting our local cuisine. So having this membership, having this 

international recognition, makes people more proud of their cuisine 

which they have been proud of for a long time already in China. 

(Fang Li, Shunde) 

This increased pride also leads to a higher willingness of the residents to 

actively participate in activities that are initiated by the government or non-

profit organizations in order to promote the city as a gastronomy destination. 

In their application for the UCCN, the committee from Tsuruoka emphasizes 
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that the active involvement of the residents is crucial for the process of 

becoming a creative city. 

Hideki Shoji from Tsuruoka further stresses that the residents’ awareness 

of living in a city with a rich gastronomy has risen slightly but not yet 

sufficiently. In Östersund, the designation appeared in the media and 

received high attention by the residents but also was quickly forgotten which 

Dag Hartman blames on the fact that the public did not fully understand the 

award and its meaning for the city. 

4.2.5.3 Internal Cooperation and National Support 

A third major theme that was identified from the collected data as a benefit 

from being a member in the UCCN is the strengthening and improving of 

the internal cooperation and a stronger national support. 

During the application process and also afterwards, it is crucial that different 

groups within the city work together towards the common goal of being ac-

cepted and of contributing to the network. 

The major challenge in gaining the title was to build the local and 

regional network engaging all the stakeholders in a short time. 

(Gabriele Righi, Parma) 

Floren Terrades from Dénia emphasizes that the common vision that is 

provided by the UNESCO was helpful in this process. 

The challenge has been to bring together all the different actors 

involved in the process of candidacy, each of them with specific 

interests and problems. But the common willingness to work on the 

values of the UNESCO helped everybody to accumulate and accept 

the different views and opinions. 

(Floren Terrades, Dénia) 

The enormous importance of the common vision to be a member of this 

prestigious network is also stressed by the representatives from Shunde 

and Östersund. In Shunde, the businesses now have a more intense 

collaboration with the government and other sectors. To coordinate this 

cooperative work is easier with a bigger picture in mind, which in this case 

is the vision of contributing to and benefitting from the network. In addition, 

Fang Li reports that the different entities are more willing to participate in 

network-related activities and to contribute with their efforts. The same trend 

can be observed in Östersund. 

There are two ways of uniting people towards a common goal. One 

is through a huge common vision that engages everyone. The other 
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way is to have a strong external enemy. It is much more fun to work 

with a vision than versus an enemy. 

(Dag Hartman, Östersund) 

He further says that he and the region have not worked together that well 

with the university and other organizations in Östersund for a long time and 

names this even as the biggest impact of the title on the region and the city. 

In Parma, the biggest impact they expect the title to have is cohesion as 

well which means that they work closely together towards the common vi-

sion. And also in Bergen, the designation has facilitated a more frequent 

contact between the public actors that are working with topics related to the 

gastronomy sector. Hence, the membership in the network seems to have 

a positive influence on the internal cooperation by providing a common 

vision. 

Additionally, some interviewed cities also benefit from a stronger national 

support due to their membership in the UCCN.  

China pays more attention to the creative industries and gives us 

more support. 

 (Jiao Hui, Chengdu) 

The city of Chengdu does not only receive more support on a national level 

than before but also the municipal government and the Chengdu City of 

Gastronomy Association are more supportive and willing to collaborate 

effectively. Östersund too receives more national support and it also won a 

national award subsequent to the UNESCO title. In 2011, Östersund was 

awarded as the first culinary capital in Sweden and Dag Hartman assumes 

that this designation is highly related to the UCCN membership. 

Consequently, a benefit for the member cities is to be more in the national 

focus and receive support they would otherwise not receive. 

4.2.5.4 Further Benefits 

The biggest impact the designation of the title as a city of gastronomy had 

on Shunde was the risen awareness for the importance of intangible assets 

such as culture and gastronomy. They can not only serve as a means to 

attract tourists but are also favorable for the local residents. In Bergen, 

which only became a member in 2015, they have the same goal and hope 

that the membership will increase the awareness among the locals with 

regard to gastronomy and the regional food culture. In Tsuruoka, the 

designation was received with a renewed awareness of the city’s 

gastronomy among the residents who rediscovered the rich gastronomy of 

their city. 
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Associated with this risen awareness is the preservation of cultural 

expressions and knowledge such as ways of doing, celebrations, customs 

and other traditions of the local gastronomy. This is what they are working 

on in Florianópolis and what Elizenia Prado Becker sees as the main 

purpose of the UCCN. The membership helps to make both local residents 

and tourists aware of the cultural heritage of a city and thus helps to 

preserve it. That again is highly related to the aspect of sustainability. The 

enhancement of sustainability is a benefit that for example Shunde and 

Gaziantep see as a potential of the network. 

It is an important advantage to be in the UCCN when you are seeking 

for sustainable development and economic growth.  

(Sylvie Yilmaz, Gaziantep) 

In Shunde, the membership in the UCCN is seen as a step into the direction 

of a sustainable urban development and Floren Terrades from Dénia also 

expects the designation to enhance the city’s sustainable development and 

to create economic, social and environmental benefits. 

Eventually, a further benefit that evolved from the collected data is the 

promotion of a cross-cultural exchange and understanding as named by 

Jiao Hui from Chengdu. However, this is rather an expectation on the 

network they had and it has not been analyzed yet whether an improvement 

of the cross-cultural understanding actually occurs through the membership 

in the network. 

4.2.6 Challenges 

From the collected data some problems and challenges could be identified 

that restrain the effective collaboration within the network.  

First, although every city seems to be very willing to establish cooperative 

projects, some are insecure about how to do it.  

We feel the opportunities, we feel the energy in the air and everyone 

is very excited about the possibilities. But the major problem is the 

‘how’: how to take more specific initiatives to make it really happen 

rather than just the discussions and some potential chances for 

developing. 

(Fang Li, Shunde) 

I think the biggest challenge is coming now with the implementation 

of the projects and with the building of partnership with other 

member cities. 

(Sylvie Yilmaz, Gaziantep) 
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This is especially valid for those cities that only became a member recently 

as for example Shunde and Gaziantep but even longstanding members 

such as Östersund are struggling with it. 

Cooperation projects are extremely hard to establish but they are 

also the main focus of the whole network. 

(Dag Hartman, Östersund) 

In the interviews, two possibilities were suggested for how to make the im-

plementation of collaborative projects easier for the member cities. Jiao Hui 

wishes for more specific goals for the member cities’ collaborations from the 

UCCN. Floren Terrades refers to the financial restrictions of small cities 

such as Dénia and comes up with the idea that the UCCN could look for 

funding and sponsoring possibilities in order to support projects and 

international meetings or that the UNESCO could even create a fund for the 

UCCN. The UCCN itself tries to make sure that projects are actually 

implemented by periodically requesting detailed information from the cities 

on the progress. In the application form, the candidate cities agree with that. 

Second, the cultural differences and the language pose a challenge for the 

collaboration of the member cities in the UCCN. The interviewee from 

Chengdu states that the cultural differences between China and other 

countries sometimes lead to misunderstandings between the cities and that 

they have to try to combine international systems with Chinese systems. 

Milagros del Corral admits that it is very challenging for Popayán to actively 

participate in the network as the working language is English. She therefore 

suggests to accept Spanish as a working language for the UCCN as well. 

The language problem also becomes obvious when looking through the 

cities’ webpages. A lot of them are only available in the local language with 

the only possibility to translate them into English being Google Translate. 

This situation is not favorable for the initiation of a partnership either. 

These cultural barriers result in a tendency that can also be observed when 

firms start to internationalize their business and that is described in the 

Uppsala internationalization model (Hollensen, 2014). Firms tend to start 

their international business in countries that are geographically close to the 

home country. Another decisive factor is the psychic distance between the 

countries, meaning the subjectively perceived differences in language, 

culture, level of education, political system etc. It is easier to enter a market 

with a low psychic distance. (Hollensen, 2014) The same behavior can be 

observed when the UCCN cities start to establish partnerships. Shunde has 

partnerships with Chinese creative cities and has also been in contact with 

Jeonju. So far, there is no collaboration with any European, American or 
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African city. As stated in the application documents, Tsuruoka became a 

member of a Japanese creative city network before entering the global 

network. Likewise, Jeonju mentions in the application that they will first try 

establish partnerships with other Korean cities. Dag Hartman from 

Östersund reports that the work within the gastronomy group was very chal-

lenging in the beginning. 

We started with an extreme challenge, trying to work with the 

Colombians and the Chinese in a global network of food 

development. It was much harder to start working globally than 

having European partner cities from the beginning as for example in 

the literature network. 

(Dag Hartman, Östersund) 

Now there are more European gastronomy cities and Dag Hartman says 

that it is much easier to establish partnerships within Europe or even within 

the Nordic countries such as with Bergen. 

It can hence be concluded that the cities try to collaborate with cities from 

geographically and culturally close countries first before working on a global 

level. 

Eventually, differences in sizes of cities and their businesses can be a 

source of problems for collaboration. That occurred e.g. in Östersund when 

a delegation from Chengdu brought along two entrepreneurs from the 

catering industry so that they could meet the Swedish entrepreneurs and 

talk about business opportunities. It turned out that the Chinese 

entrepreneurs owned 400 and 800 restaurants respectively and that even if 

they were interested in importing culinary goods from Östersund, the small 

size businesses would not be able to produce these quantities. Dag 

Hartman concludes from that experience that direct export is not an option 

for a city with small businesses and that instead, the businesses can benefit 

from a higher number of visitors and tourists that come due to the brand as 

a gastronomy city that results from the membership in the UCCN. 

Hence, there are some challenges to overcome until the gastronomy cities 

can work together in an effective manner.  
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5 Discussion and Conclusions  

5.1 Discussion of Theoretical and Empirical Findings 

The paper has started with a review of the various terms that are used in 

the context of the cultural and creative industries. ‘Cultural economy’ 

(Gibson and Kong, 2005), ‘creative economy’ (Howkins, 2007), ‘cultural 

industry’ and ‘creative industry’ (Moore, 2014) are terms that are used to 

describe only slightly varying concepts. Taking the different perspectives 

into account, this study has applied the term ‘cultural and creative industries’ 

and the understanding that they comprise those sectors that have the goal 

to produce, reproduce, promote, distribute and/or commercialize goods and 

services that are related to culture, art or heritage (UNESCO, n.d.b). 

Although gastronomy does not appear in the list of the sectors that are 

included in the cultural and creative industries in the majority of the cases, 

it can be seen as part of them since it is strongly linked to culture and 

heritage. A creative gastronomy has the capability to increase the quality of 

the place substantially and can thus attract visitors to places that do not 

possess an abundance of natural, historical or architectural attractions 

(Kivela and Crotts, 2008; Nelson, 2015). 

As part of the shift towards a ‘new economy’ (Skoglund and Jonsson, 2012), 

the cultural and creative industries are constantly growing in importance 

which finds expression in the multiple attempts of cities to brand themselves 

as a creative place (Hesmondhalgh, 2008; Okano and Samson, 2010; Pratt, 

2010; Rosi, 2014; Scott, 2006). In order to be classified as a creative city, 

the main economic driver should be creativity (Pratt, 2010) and the place 

should attract creative entrepreneurs by displaying a rich and diverse 

culture including the hosting of cultural events and a high number of 

distinctive restaurants, art galleries, museums etc. (Landry, 2011). These 

characteristics could be clearly observed when looking at the UCCN 

member cities. They all state that creativity is the principal focus in their 

urban development strategy and they host events such as food festivals and 

gastronomic congresses. The criteria that are requested to be fulfilled as a 

prerequisite for the membership in the UCCN cover the characteristics of a 

creative city to a great extent so that it is guaranteed that only cities where 

creativity plays an important role can access the network. 

Within these creative cities, creative clusters are common to occur which 

means that there are quarters where the density of cultural activities and 

creative businesses is unusually high which results in the emergence of 

informal networks (Zheng and Chan, 2014). Another form of cooperation are 

formal networks, both between creative businesses and cities or regions. 
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The primary reason for a city to join a network is the network surplus which 

means that the cities can benefit from economies of scale and scope and 

from synergy effects by being a member of a city network (Camagni and 

Capello, 2004). The network examined in this study is the UNESCO 

Creative City Network which has been working on a global scale for more 

than ten years and includes 116 member cities. As identified in the 

theoretical review, city networks can occur in three different types which are 

distinguished by their main focus on complementarity, synergy and 

innovation respectively (Camagni and Capello, 2004). As the empirical data 

has shown, the UCCN combines elements of all three types. By sharing 

knowledge, the member cities provide each other with complementary 

assets. They thus help each other to guarantee the required flexibility in 

adapting to the constantly changing customer needs. As an example, the 

citizens of Popayán are now able to enjoy food from other countries since 

foreign restaurants have settled down in the city. Economies of scale are to 

be achieved by cooperative projects and initiatives and, eventually, 

innovation is fostered by these collaborations as well. 

According to Rosi (2014), the membership in a network can help brand a 

city, thus contributing to higher number of incoming tourists and investors 

as well as to an increased satisfaction and pride among residents (Pearson 

and Pearson, 2015). 

Hence, as suggested by existing theory, potential benefits of a network for 

creative cities can be divided into the main categories sharing and branding. 

However, the empirical study generated some additional benefits while also 

confirming the above mentioned ones. Fel! Hittar inte referenskälla. 

presents an overview of the empirical findings. 

The exchange of knowledge, best practices and experiences was named 

as the predominant objective of the membership in the UCCN. The cities 

believe that they can benefit from it by having access to knowledge they 

would otherwise not possess and thus improving their own performance in 

the creative sector of gastronomy. They see it as a great opportunity to be 

part of this worldwide community and are willing to establish cooperative 

initiatives in order to foster this exchange further. 

However, the branding of the city also is of great significance and brings 

along several benefits for the member cities. The interviewed cities perceive 

that they are nationally and internationally more famous as a consequence 

of their membership in the UCCN. In this manner, visitors, investors and 

creative businesses are attracted to the city and its creative gastronomy. As 

predicted in the theoretical framework (Pearson and Pearson, 2015), 
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cultural events such as food festivals are more frequented than before. 

Obviously, that results in higher revenues for the sectors that are related to 

gastronomy. The theoretical assumption that the membership in a 

prestigious network can help to create a distinctive brand identity for the city 

can hence be confirmed. A factor that comes along with the branding of the 

city as a gastronomy destination is the more frequent representation of the 

city in the media, both on a local, national and international level. Finally, 

also the residents benefit from the membership and the branding of their 

city as they feel proud and satisfied to live in that place and they also 

appreciate the local gastronomy more due to the awareness-raising 

membership. 

A further principal category that could be identified from the collected data 

was the improvement of the internal collaboration and the rise in national 

support. As reported by the interviewees from several cities, it was a 

challenge to gather all the key stakeholders and to find common ground in 

Figure 2 Benefits of Networks for Creative Cities based on Empirical Data 

Source: Own Illustration 
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the application process. The vision of being part of the UCCN was helpful 

in this process and also after the designation, the objective to actively and 

successfully participate in the network facilitates a more efficient 

cooperation between the various organizations, institutions and businesses. 

Additionally, the support on a national level increases as a consequence 

from the membership meaning that the cities are noticed and supported 

more by the national government and other cities. 

Further benefits – that were not as pervasive in the data analysis as the 

previously mentioned ones but still significant – are the risen awareness for 

the importance of gastronomy, the concomitant preservation of cultural 

knowledge, traditions and customs, and the promotion of a sustainable 

urban development. Thanks to the designation as a creative city of 

gastronomy, the residents are reminded of their local cuisine and culinary 

traditions and they are motivated to preserve them in order to keep up the 

basis for the membership. Furthermore, the promotion of cross-cultural 

exchange and understanding was mentioned as a benefit. However, this is 

still to be proved because cultural differences have also repeatedly been 

brought up as a barrier to the efficient collaboration within the network. 

Other challenges that need to be overcome for the cities to benefit even 

more from the network are the language barrier and the problems caused 

by substantial differences in size of the creative industry and the individual 

businesses. Ultimately, it seems as if the cities are insecure about how to 

put the intended projects and initiatives into practice. They are all very 

willing to establish partnerships and to share their knowledge but there is a 

lack of concrete ideas on how to do it. Related to this problem are the 

coordination costs which are a general disadvantage of networks (Camagni 

and Capello, 2004). Travelling to the various cities or inviting them 

occasions a substantial amount of costs which is not easy to bear for the 

member cities. 

5.2 Conclusions 

Based on both the theoretical and empirical findings, the following 

conclusions can be drawn in order to answer the first and main research 

questions of this study: 

I. Which are the benefits a creative city of gastronomy and its 

businesses can derive from participating in a network?  

Despite of the mentioned challenges, the study has shown that there are 

several benefits for the members of a creative cities network. In the new 

economy where creativity is a crucial factor for economic growth and where 

cities are increasingly competing in attracting workforce, investors and 
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visitors it is important for the cities to stand out from their competitors. The 

membership in a network can help them in doing so by supporting them with 

additional knowledge (‘sharing’) and a distinctive and attractive brand 

identity (‘branding’), and by providing a common vision thus strengthening 

the internal collaboration. In this way, a higher number of visitors and 

investors is attracted. Further, the residents and local businesses benefit 

from a risen awareness of the local creative industry and therefore put more 

effort in preserving it so that local traditions and customs do not get lost. 

A factor that seems to be decisive for the extent of these benefits is the level 

of participation which again is related to the length of the membership. The 

longer the cities have been a member, the higher is their level of 

participation and the more benefits the cities can actually see. Those cities 

that have only recently become a member of the network first have to get 

used to the UCCN’s working procedures before they can establish 

partnerships and benefit from the exchange with other cities. The branding 

seems to have a faster effect on the cities since also those cities which have 

only joined the network in 2014 or 2015 could observe an increased fame 

and a higher number of visitors. 

Since the UCCN is an exemplifying case it is justifiable to assume that 

analytical generalizations can be made based on this case study. That 

means that the benefits and challenges identified in this study might also 

occur for different cities in a comparable network. Hence, this study has 

made a theoretical contribution to existing literature on the topic of cultural 

and creative industries and the conclusions drawn above can be applied to 

similar contexts within the field of city networks and specifically gastronomy. 

5.3 Recommendations 

Based on the analysis, it is now also possible to suggest some 

recommendations and practical implications for a more efficient functioning 

of this and possibly other networks in order to answer the second research 

question: 

II. How can networks increase their impact on the member cities and 

their businesses? 

First, in order to make the implementation of collaborative projects and 

partnerships easier for the member cities, the UCCN could evolve specific 

guidelines on how to initiate these projects. That could particularly help the 

newer members to get an idea of how to start collaborations with other cities. 

It might even be imaginable to have a common platform with calls for 

proposals so that the UCCN or a city could publish an idea for a project and 
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those cities that are interested could respond to it. A good effort established 

by the UCCN is the monitoring system which requires the cities to write a 

report on what they have achieved. 

A further recommendation is associated with the language problem. Since 

the members are located all over the world it seems to be most reasonable 

and simple to choose English as the working language. However, it could 

be taken into consideration to establish Spanish as a second working 

language since at least most countries from Latin America plus Spain could 

communicate more easily. Still, the communication that concerns all the 

members needs to remain in English since that is hard enough for many 

countries. It would be an option to offer language courses to those working 

with the network in the respective countries. Yet, that should be the 

responsibility of each city. Nonetheless, it is highly recommendable for the 

cities to strive for an improvement of the English skills as the language is 

the basic requirement for any form of collaboration and the exchange of 

knowledge within the network. 

Related to that is the recommendation to make more of the cities’ webpages 

available in English which could be initiated by the UCCN. When a member 

city considers to approach another city for a partnership, the first step might 

be to collect some information on the city on the website, e.g. about the 

economic structure and the specialties of the city’s gastronomy. This 

information is most likely provided but cannot be retrieved due to an 

insufficient translation of the webpage. 

Moreover, each city should try to increase its level of active participation as 

much as possible. Prerequisite for that are certainly the above addressed 

language skills but if they are sufficient, the cities should try to be as active 

as possible in the various meetings and in the exchange with other cities. 

The more actively they participate, the bigger the network surplus will be for 

them. The network could foster this by providing a fund in order to cover the 

traveling costs of the member cities or by using information technologies 

such as video conferences. 

Eventually, the study has shown that the gastronomy businesses are crucial 

for a creative city of gastronomy which is why they should be involved into 

the network activities as much as possible. Although the network is steered 

on a political level in most of the cases, the remaining stakeholders should 

not be neglected since they are influencing the local gastronomy a lot. It 

became apparent that a common vision is helpful in this process so the 

steering committee in each city should work with that vision and market it to 

the stakeholders in order to engage them. 
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5.4 Limitations and Future Research 

This study has some limitations and can therefore be taken as a basis for 

future research.  

First of all, it has only examined creative cities of gastronomy. With regard 

to their participation in the entire group of all member cities, these results 

might be generalizable. But the UCCN also works on a thematic level which 

means that the gastronomy cities have their own meetings and stronger 

contacts among each other than with cities from other creative fields. As a 

consequence, the cities that belong to one of the other creative themes 

might face different challenges in their cooperation or they might benefit in 

a different way from the network. Research could hence be done with regard 

to the remaining creative fields. 

Further, it would be interesting to replicate this study in some years when 

the latest members have had the chance to adapt to the network and when 

they are able to evaluate the benefits and challenges with some years of 

experience. Of course there will always be new members but the wave of 

ten new members in 2015 was extraordinary since it more than doubled the 

number of gastronomy cities. If time and money are available the depth of 

the study could be enhanced by conducting face-to-face interviews, possibly 

in the interviewees’ mother tongue in order to avoid the language problems 

that limited the study at hand. 

Eventually, this study has introduced the thought that the benefits from be-

ing a member of a creative city network might be more considerable for 

smaller than for bigger cities or, more precisely, for less known cities. The 

interviewed cities are either less populous or less known than other cities in 

their country which is why there is an enormous potential for them to 

become more famous and to gain more national support via the network. 

These effects might not occur as strongly for other cities within the network 

such as Sydney, Berlin, Rome or Singapore to name just a few of the 

member cities that are known all over the world. Further research could 

examine this proposition more closely.  
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Appendices 

Appendix A: Interview Guide 

This interview guide was applied for the interviews with those cities that 

received the designation before 2015. 

Subject Question 

Application Why did you apply to be part of the Creative City 

Network? 

Reason for UCCN Why did you choose the thematic network?  

Could it have been another one? 

Gastronomy Was gastronomy the only field you could apply in 

or is your city also strong in other creative fields? 

How important do you consider gastronomy for 

your city? Is it one of the main attractions? 

Businesses How were the gastronomy businesses involved in 

the application process? 

How are they involved into the UCCN now? 

How do you think they can develop via the 

network? 

What kind of feedback do you get from the 

businesses about their benefits from this 

network? Are they satisfied? 

Expectations on 

network 

To which extent has the network fulfilled your 

expectations so far? How could it be improved? 

Benefits/Impacts of 

the network 

How was the designation received in the city? 

Did the UNESCO logo help? 

Has the designation had any impact on the city 

and region and what overall benefits or impacts 

have you seen so far, such as generating 

employment and income or community 

involvement or tourism or attracting new 

businesses? 

What do the residents think about it? Do you have 

the impression that they appreciate the award 

and benefit from it?  
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What do you consider to be the biggest impact of 

the title ‘UNESCO City of Gastronomy’ on the re-

gion? 

Since you have joined the network quite early - 

did you have any specific early adopter 

challenges and benefits? 

Is the media helpful and has your city been more 

recognized in the media as a creative place? 

How would you evaluate your level of active 

participation in the network? (participation in 

meetings, interest to host a meeting etc.) 

Function of 

branding 

Are you more focused on yourself as a Creative 

City member or on the network? Do you as a 

member see membership primarily as a 

marketing platform for your city and its 

businesses? 

Function of sharing How do you evaluate your contribution to the rest 

of the UCCN members or other cities’ 

businesses? 

Have you increased the number of international 

collaborations, especially with CCN cities? What 

are your best examples? Have there been any 

effects on the local creative and cultural 

businesses? 

 

Appendix B: Questionnaire 

This questionnaire was applied for the interviews with those cities that 

received the designation in 2015. 

Subject Question 

Application What do you believe to be the greatest challenge in 

gaining the title and how has this challenge been 

overcome? 

Why did you apply to be part of the Creative City 

Network? 

Why did you apply in the recent application round and 

not earlier?  
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Reason for 

UCCN 

Why did you choose the thematic network?  Could it 

have been another one? 

Gastronomy Was gastronomy the only field you could apply in or 

is your city also strong in other creative fields? 

How important do you consider gastronomy for your 

city? Is it one of the main attractions? 

Businesses How were the gastronomy businesses involved into 

the application process? 

How do you plan to involve them into the UCCN 

now? 

What do you think the businesses expect to gain from 

the network? 

How do you think they can develop via the network? 

Expectations on 

network 

What were your expectations of getting the award 

and also of the network? 

What do you think is the potential of the network and 

how do you think the network should best operate to 

maximize potential? 

Benefits/Impacts 

of the network 

What was the first reaction to the designation in the 

city? 

Have you developed a specific program for your 

theme? Would these activities have happened 

anyway or is it new? 

What do you expect to be the biggest impact of the 

title ‘UNESCO City of Gastronomy’ on the region? 

Function of 

branding 

Are you more focused on yourself as a Creative City 

member or on the network? Do you as a member see 

membership primarily as a marketing platform for 

your city? 

Function of 

sharing 

How do you evaluate your contribution to the rest of 

the UCCN members or other cities’ businesses? 

 

 

 


