‘BECOMING LOCAL’ IN AMSTERDAM: THE SYNERGY BETWEEN CREATIVITY AND CITY BRANDING IN STRENGTHENING LOCAL IDENTITY
Abstract
Cities are continuously changing due to economic conditions, demographic changes, urban planning policies etc. Newly emerging economies contribute to the consolidation of different outlooks in urban planning practices such as city branding, which has been widely connected with cultural policies. Nevertheless, this approach has been widely criticized since there have often been negative outcomes for the existing places and residents, as for example gentrification or loss of local identity. During the last years, a shift is observed towards the emphasis on the social aspect of city branding. Also, a new economy based on creative professionals appeared, enriching the theoretical approaches of the creative city and adding new dimensions in cultural policies. Strategies are now observed to be directed more to the preservation of the local identity and the collective memory of the city.
[bookmark: _GoBack]Two case studies in Amsterdam show two different ways of ‘becoming local’ processes. The first refers to the ‘broeplaatsen’ initiative – the ‘Art Factories’ program. This creative policy led to the construction of meaningful places with multiple uses, housing the creative professionals of the city and hosting multiple activities. Besides, the abandoned places were part of the history of the city and this evolution resulted in the preservation and strengthening of local identity. The second case study concerns Amsterdam’s festivals, combining both global and local characteristics. Festivals are mostly situated in public spaces and offer an easy access for the visitor to the life of the city, thus a different way of ‘becoming local’.
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