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Abstract
This paper aims to highlight the spatial distribution and locational criteria of 

cultural and creative industries rising as strategic urban management tools in Is-
tanbul. 

In the scope of the research, to gain insight into the cultural/creative industries, 
in-depth analysis was conducted to investigate the locational choices and spatial 
distribution of such industries. Furthermore, to demonstrate the existing pattern 
of the cultural/creative sectors in the city, site analysis and extensive interviews 
were held in Beyoğlu where an agglomeration has existed since the 19th century. 

The case-study results demonstrate the relationship between place and creative 
production, and the role of place in the location preferences of these industries. 
The outcome of the research will contribute to further studies on these industries 
and will influence the future strategies of Istanbul Greater Municipality and how 
it develops cultural/creative industries. 
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1. Introduction
The co-presence of globalization 

and capitalism, allied with the new 
organization of the state, reproduce 
the social, spatial and economic struc-
ture of cities. The emergence of new 
change agents, reorganization of ur-
ban management techniques and new 
urban planning practices demonstrate 
this process. The critiques on compre-
hensive planning in which it is seen as 
contradictory to the capitalist system 
caused the modern planning approach 
to lose ground in the urban develop-
ment process. As the comprehensive 
planning loses its power in the rede-
velopment of urban space, the global 
capital gains the power and as a result 
urban space becomes more imprecise. 
During the economic reorganization 
of the world, industry moved out of 
the cities and relocated itself. The de-
cline of the urban economies and pop-
ulation with the capitalization of the 
system created new organizations and 
new agents of change in planning prac-
tices. In particular, the above-men-
tioned process forced the urban man-
agements to reorganize and restructure 
themselves in the field of spatial and 
economic planning. The restructuring 
process also provoked an economic ri-
valry between cities worldwide. By the 
end of the 20th century, the new urban 
managements accelerated their efforts 
in attracting capital and qualified labor 
(creative people) by adapting new stra-
tegic planning methods. 

The emerging literature on cultur-
al and creative industries exhibits that 
these industries have been used as a 
strategic tool by urban managements 
in many countries since the 1990’s. Is-
tanbul as a globalizing city has also ad-
opted similar strategies based on cul-
tural/creative industries with the aim 
of stimulating spatial and economic 
redevelopment in the last two decades. 

The distinguished role of these “new 
industry formations” in the “restruc-
turing of the space economy in the 
urban core and in the regeneration of 
local and regional dynamics” (Hutton, 
2006; p.1820) put these industry for-
mations in the centre of urban man-
agement planning. Hutton (2004) also 
emphasizes the overt role and impact 
of the cultural/creative industries on 

urban space and economy which make 
it crucial to absorb the disposition of 
these industries.

The guiding questions of this re-
search address the reasons behind the 
spatial agglomeration and locational 
preferences of cultural/creative indus-
tries, and how these factors compare 
on an international scale.

The research aims to highlight the 
following; firstly, on a global scale the 
nature of cultural/creative industries 
and the locational criteria of these 
sectors in different countries.  Second-
ly, on a more localized level the loca-
tional tendencies of cultural/creative 
industries in Istanbul by analyzing the 
existing spatial distribution of these 
industries. Thirdly, via face-to-face 
interviews with creative workers the 
locational criteria of cultural/creative 
industries in Beyoğlu where these in-
dustries have naturally agglomerated 
since the 19th century.  

The literature on cultural and cre-
ative industries shows us the revolu-
tionizing power these industries have 
on economic re/development and so-
cial vitalization and also in the conser-
vation of historical sites and adaptive 
reuse of buildings in order to create a 
positive urban image (Landry, 2000; 
Hall, 2000, Florida, 2002; Hutton, 
2006; Pratt, 2008)

The above mentioned attributes and 
consequences of development of cul-
tural/creative industries in cities give 
them a substantial importance in ur-
ban context.

2. Fundamental notions: Cultural in-
dustries – creative industries

The term Culture Industry original-
ly used by Adorno and Horkheimer 
(2002) refers to industrially produced 
commercial entertainment – such 
as film, publishing, music, museums 
and art galleries. Originally, the no-
tion of culture industry was separat-
ed from the creative arts and used in 
the place of mass culture (Adorno and 
Horkheimer, 2002). The scope and the 
usage of the term transformed during 
the 20th and 21st century and the term 
is referred to as cultural industries, cul-
ture industries, creative industries etc. 

In the following studies, the cultur-
al industries are defined as traditional 
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activity forms which are related with 
art and popular culture that includes 
“the live performance, singular artistic 
production, and the recorded and re-
produced productions in the audio and 
visual media” (Wynne, 1992; p.1).

O’Connor (2001; p.5) defines the 
cultural industries as the activities that 
produce “symbolic goods”. Throsby 
(2001; p.45) sees the cultural industries 
as the activities including “some sorts 
of creativity, symbolic meaning and in-
tellectual property”.

It has been critiqued that, the notion 
of Creative Industries emerged in the 
UK in the late 1990’s due to econom-
ic development policies of the British 
government. Advertising, architecture, 
art and antique markets, crafts, design, 
designer fashion, film, interactive lei-
sure software, music, performing arts, 
publishing, software, television and ra-
dio, which include the activities seek-
ing individual skill, talent and intel-
lectual property in the production, are 
classified under the creative industries 
(DCMS, 1998; DCMS, 2008) 

The term creative industries include 
various economic activities as men-
tioned above. Florida (2005) under-
lines that; creative industries comprise 
the activities that create meaningful 
new forms. He defines the cities as 
“the cauldrons of creativity that turn 
human creative energy into technical 
and artistic innovation, new forms of 

commerce and new industries” (Flori-
da, 2005; p.1). He also includes science 
and engineering, research and develop-
ment, technology based industries, and 
knowledge-based professions of health 
care, finance and law in the creative 
industries (Florida, 2002). In addition, 
he emphasizes that creative industries 
tend to cluster in areas with 3T –tech-
nology, talent and tolerance.

The literature review recognizes 
that the scope of the notions in differ-
ent countries depends on the public, 
cultural and economic policy of man-
agements. In that point of view, the 
notions with similar definitions and 
classifications, are given several names, 
under different titles such as culture 
economy (Germany, Switzerland), 
copyright industries (USA, Singapore), 
cultural industries (France, Turkey), 
cultural industries cluster (Spain), cul-
tural goods (UNESCO), creative cap-
ital (Denmark, Netherlands), knowl-
edge economy (Canada, Finland) etc. 
(See Table 1) (Wiesand, 2007).

Taking into account the above ar-
guments, the terms cultural industries 
and creative industries are superim-
posed as cultural/creative industries 
for the rest of this study as a result of 
overlapping and similar discourse.

Besides the diversity in classifica-
tions of the cultural/creative industries 
across different countries there are also 
some overlapping sectors.

Culture Economy (1991-2007, Switzerland 2003)

Cultural industries (France 2006, İstanbul 2007)

Cultural industries cluster (Spain 2004)

Cultural products and service industry (EU 2003)

Show business (USA)

Creative industries (UK, 1998-2005, Austria  2000-2006, EU 2006)

Creative class (Florida, 2002, Netherlands 2005)

Copyright industries (USA 2000, Singapore 2004)

Knowledge Economy

Experience Industry

Creative Capital

Cultural Goods

Creative Sector

Cultural and creative sector

Table 1. Various titles for cultural/creative industries (Wiesand, 2007).
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The comparison of the cultural/cre-
ative industries across different coun-
tries indicates the variety in sectors as 
a result of governmental and political 
differences determining economic and 
urban development strategies in these 
countries.

3. Locational criteria and spatial dis-
tributions of cultural/creative indus-
tries in different countries

Increased mobility of global capital 
and labor combined with the econom-
ic and spatial redevelopment needs of 
cities resulted in the cultural/creative 
industries emerging with a growing 
importance that has redeveloped ur-
ban economies.

Today governments and munici-
palities encourage cultural/creative 
industries that are operative in the re-
structuring of urban space (the UK, the 
Netherlands, Finland etc.).  Because of 
the positive effect cultural/creative in-
dustries have had on the urban envi-
ronment, the research and studies car-
ried out around these industries have 
also accelerated. Such a positive effect 
on urban economies has attracted cre-
ative people that has strengthened the 
cultural life of the cities and raised 
their international profile.

Hutton (2006; p.1819) emphasiz-
es that the cultural/creative industries 
have “localized regeneration effects, 
regional growth impacts, export-base 
implications and connections with 
generative processes of urban change 
and transformation”. As he mentioned; 
cultural/creative industries have an ef-
fect on the preservation of historical 
sites, physical and economic redevel-
opment of cities. Cities such as Liver-
pool, Amsterdam, London, Helsinki, 
and Oslo are using cultural/creative 
industries in the revitalization and re-
generation of inner city spaces.

The research and studies on cre-
ative industries demonstrate that some 
cities are more popular than others, 
and creative industries tend to cluster 
in certain places (Landry, 2000; Hut-
ton, 2004; Florida, 2005; Yusuf and 
Nabeshima, 2005). The research also 
indicates that the distribution of cre-
ative industries vary geographically, 
depending on local circumstances and 
governmental strategies (Brecknock, 

2004). 
Porter (2000; p.15) defines these 

“creative clusters” as “a geographic 
concentration of interconnected com-
panies, specialized suppliers, service 
providers, institutions and firms in re-
lated industries”.

In particular, the spatial distribution 
and locational choices of cultural/cre-
ative industries in different countries 
show similar characteristics such as 
clustering in globally linked cities with 
high technology infrastructure. The 
urban atmosphere, accessibility, social 
tolerance, diversity and technologi-
cal infrastructure also have a bearing 
on the creative people. No doubt the 
above mentioned circumstances af-
fect the density of creative industries, 
and shape the spatial distribution of 
the sectors. Florida (2002) emphasizes 
that creative industries tend to locate 
in areas that are shaped by the 3T : tal-
ent, tolerance, technology. Here, talent 
means the creative people, in other 
words qualified labor. Tolerance refers 
to tolerance of social differences and 
technology is the infrastructure de-
manded in creative production.

Besides infrastructural require-
ments, the sectors also demand some 
networking ties which accelerate 
the creative productivity. Yusuf and 
Nabeshima (2005) mentioned these 
unavoidable relationships between dif-
ferent sectors which enable intersec-
toral collaborations as a result increase 
the productivity. Figure 1 executes the 
significant, strong and estimated ties 
between various sectors in cultural/
creative industries. Research executes 
that since physical proximity facilitates 
the creative production process they 
tend to locate close to each other (Flor-
ida, 2002, 2005, Hutton, 2004). 

As Table 2 presents, the locational 
criteria of the cultural/creative indus-
tries within different countries exhibit 
similar tendencies in determining lo-
cation such as high technology, inno-
vation, tolerance, diversity and creative 
labor (talent). In part, the sectors ex-
hibit some differences depending on 
geographical variations, as well as gov-
ernmental and political regulations. 
The social and cultural structures of 
cities also affect the spatial distribution 
of cultural/creative industries.
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Istanbul city with its urban vitali-
ty, population diversity, along with its 
cultural and historical heritage is the 
most attractive city in Turkey for cul-
tural/creative industries. The enhanced 
technological infrastructure and tech-
no parks as hubs of innovation within 
the city bring with them an existence 
of creative labor and international 
awareness that strongly influences the 
cultural/creative agglomeration with-
in the city. The city currently embod-
ies fashion, film production, software 
development and festivals in addition 
to architecture, graphic design, adver-
tising, and other business services as a 
result of the aforementioned elements. 
However, to trigger future develop-
ment of these sectors in the city, potent 
strategies and policies on local and re-
gional scales are required

The cultural/creative industry clas-
sification of Istanbul Greater Munici-
pality mostly include the culture based 
sectors such as film production, pho-
tography, visual arts, performing arts, 
graphic design, festivals, museums and 
art galleries which shape the first group 
in this study. The second group includes 
business services which although some 
services (such as insurance, real estate, 
law) do not traditionally fit under the 
cultural/creative industry umbrella 
still seek individual creativity, special-
ization and qualification (see Table 3).

4. Cultural/creative industries in Is-
tanbul: Spatial distribution and loca-
tional criteria

Its historical and cultural heritage, 
population density, economic ac-
tivity and the hinterland of Istanbul 

The USA Canada Australia Austria Nordic 
Countries East Asia The UK 

High tech. 
Innovation
International 
relations/ 
awareness
Gay 
and
Bohemian pop-
ulation
Multination-
ality 
Creative
 labor talent 
Diversity
Tolerance

Proximity 
to the   city 
centre 
Historical   
pattern and 
identity 
Vitality 
Image 
and pres-
tige 
Security
Tolerance

High tech.
Ease in 
access to 
informa-
tion 
Financial  
and busi-
ness ser-
vices
Public 
services: 
Education 
facilities, 
health care 
services 

International 
relations
Public  
services 
Cultural
facilities 
Bohemian pop-
ulation
Multination-
ality 
Local features 
Creative labor 
Diversity
Work and live 
opportunities

High tech. 
Innovation
International 
relations / 
awareness 
Public 
services: 
Education 
facilities 
Creative 
labor

High tech. 
Industrial infra-
structure
International 
relations
awareness
Job 
opportunities 
Urban 
pattern
and 
development
Multinationality 
Diversity 

International 
awareness 
Spatial 
quality
Public
 services 
Cultural 
facilities 
Historical  
pattern and iden-
tity 
Bohemian popu-
lation 
Diversity 
Tolerance 

Table 2. Locational criteria of the cultural/creative industries in different countries (reproduced by the Author).

Figure 1. Cultural/creative industries and their relationships (Yusuf & Nabeshima, 2005; 
pp. 113).
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have made the city an internationally 
recognized trade and culture centre 
throughout the centuries. The histor-
ical centre of Istanbul is divided into 
three hubs by the sea, in the southwest 
the traditional centre of Eminönü, and 
in the northwest Galata and Beyoğlu 
locate. In the eastern part, Uskudar and 
Kadıköy shape the centre of the Asian 
side of the city. 

In the second half of the 17th centu-
ry the location of embassies in Beyoğlu 
(along the Grand Rue de Pera: today 
İstiklal Street) triggered the urban de-
velopment and increased population in 
the settlement of that area. As the Eu-
ropean population settled in the area, 
cultural and commercial activities 
emerged and a new lifestyle appeared 
in Beyoğlu. The district developed as 
the modern centre of the city (Akin, 
1998). 

Up until the 18th century some cul-
tural/creative industry clusters devel-
oped in different settlements (banks 
and insurance companies in Karaköy; 
arts and crafts in Eminönü). As a result 
of an increase in the number of Euro-
peans living in Beyoglu and with it a 
new cultural influence, a concentration 
of industries focused on engineering, 
architecture, photography, music and 
theatre started to flourish in Pera / Be-
yoğlu as of the 18th century. All the 
circumstances mentioned above trans-
formed Beyoğlu as the modern centre 
of the city (Dokmeci and Ciraci, 1990; 
Akin, 1998). 

Through the 19th century, the histor-
ical peninsula (Eminönü) maintained 
its traditional pattern. Whilst, mod-
ern commercial and cultural activities 
flourished in Beyoğlu; the photogra-

phers, architects, engineers, artists and 
performers preferred to locate in that 
area following the European popula-
tion. 

In the 20th century by the republican 
era the demographic and economic 
structure of Beyoğlu changed due to a 
decrease in the European population 
in the province throughout the 1950’s. 
As a result, the number of cultural/
creative industries declined because 
of land use and user changes (Akin, 
1998).   

Nevertheless, in the post 1960’s pe-
riod, cultural/creative industries start-
ed to re-aggregate in the area and the 
number of sectors within these indus-
tries increased because of the inherent 
revitalization of the settlement. In this 
sense, since the 18th century some sort 
of cultural/creative industries such as 
film production (firms), visual arts, 
performing arts, architecture (firms) 
have maintained a tendency to cluster 
in Beyoğlu –the cultural centre of the 
city-. 

The distribution of commercial ac-
tivities demonstrate that although the 
service sectors are spread through the 
centre of the metropolitan area, nearly 
50% of all cultural/creative industries 
tend to locate in Beyoğlu, Beşiktaş, 
Eminönü, Kadıköy, and Şişli which 
constitute the central business district 
of the city (see Table 4). The spatial dis-
tribution of economic activity also in-
dicates the distributional differences of 
the sectors between the two parts of the 
city. The European side of the city with 
a higher population density and higher 
economic activity attracts nearly 80% 
of all film production firms, advertis-
ing agencies, cinemas and theatres in 

Group 1 (Culture based) Group 2 (Business services)

Film production Headquarters of Insurance companies

Visual arts Real estate associations

Performing arts Law firms

Graphic design Computer services

Festivals Software development

Museums and art galleries Multimedia

Fashion design Architecture and Engineering

Advertising 

Table 3. Classification of cultural/creative industries in Turkey (IMP, 2005b). 
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the city. The Asian side accounts for the 
remaining (See Table 4).

The spatial distribution of film pro-
duction firms and advertising agencies, 
theatres, cinemas, as well as distribu-
tion of commercial banks and finan-
cial companies highlight the inevitable 

agglomeration of culture led sectors 
and business services in the central 
city (IMP, 2005a). In light of the data 
above, it can be said that, the cultural/
creative industries tend to locate in the 
center of the city which is accessible for 
all, including sufficient technological 
and social infrastructure within the 
city scope.

5. Spatial distribution of the film in-
dustry

The film industry in Istanbul uses 
both film studios located on main ar-
teries and existing urban fabric for film 
production. For the inner city produc-
tions, the Bosphorus is the most pre-
ferred location. The historic neighbor-
hoods and other naturally attractive 
places are also focal points for film 
production. This sector also demands 
qualified labor (creative people) and 
needs strong business relations. There-
fore the headquarters of the film com-
panies tend to locate in the central city 
owing to accessibility, creative workers, 
existing infrastructure and business re-
lations (IMP, 2005b). 

On this basis in the light of the above 
argument preproduction and postpro-
duction firms are located in the centre 
of Beyoğlu (the case study area), Şişli, 
and Beşiktaş. However, the big studios 
are located on the outskirts of the city 

on the main arteries which are more in-
terconnected to the city (IMP, 2005b).

The spatial distribution of the film 
industry indicates that 92% of the sec-
tor agglomerates on the European side 
of the city in three districts; Beyoğlu, 
Beşiktaş and Şişli. However, Beyoğlu is 
the premier location for film industry 
with 61% (99 firms) of the agglomera-
tion as a consequence of Yeşilçam tra-
dition (Turkish Film Industry).

The postproduction firms, which 
take part in the final stage of the film 
production process, tend to be located 
in the city center hence the produc-
tion requirements. The post produc-
tion firms also highly agglomerate in 
Beyoğlu (with 41,6 %, 15 firms). The 
business relations between that two 
professions cause the agglomeration in 
this area. 

The spatial distribution of the cul-
tural/creative industries in Istanbul 
points to a specific area consisting of 
Beyoğlu, Beşiktaş, Şişli, Fatih, Kadıköy 
and Üsküdar boroughs each being a 
central business district within their 
own right. 

Indeed, the spatial distribution of 
cultural/creative industries –film pro-
duction, post production, software 
development, fashion design, and festi-
vals determine the locational criteria of 
these industries. On this basis, the na-
ture of the central city which is spatial-
ly, culturally and economically more 
attractive allows for the specialization 
of these industries, enabling business 
relations to develop and also steer the 
cultural/creative agglomerations in the 
CBD. 

As the cultural/creative industries 
turn human capital, culture and cre-
ativity into economic resource and also 
increase international awareness and 
enhance the urban image, municipal-
ities and governments develop urban 
policies focusing on these industry 
formations. The industries, which ac-
celerate the redevelopment process of 
pre-industry based urban economies, 
help to create livable environments by 
using the urban space in various ways.

Istanbul with all its positive features 
has the potential to develop a wide 
range of cultural/creative industries. 
However, there are transportation and 
development issues, along with inade-

Boroughs # of firms %
Şişli 1354 20,74
Beşiktaş 1168 17,89
Beyoğlu 854 13,08
Kadıköy 702 10,75
Eminönü 253 3,88
Kağıthane 238 3,65
Üsküdar 206 3,16
. … …
Istanbul
Entire 6529 100,00

Table 4. Distribution of film production 
and advertising firms, theatres, cinemas in 
Istanbul (IMP, 2005b).
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quate infrastructure and an over popu-
lation preventing the potential growth 
of these industries in the city. In order 
to further encourage the development 
of these sectors operative strategies 
based on locational preferences are 
needed.  For these strategies to be ef-
fective the spatial and strategic prob-
lems need to be solved.

6. Case study observations: The loca-
tional criteria of cultural/creative in-
dustries in Beyoğlu

In order to develop accurate urban 
strategies for cultural/creative indus-
tries in Istanbul, the spatial tendencies 
and the locational criteria of the indus-
tries should be analyzed thoroughly. 

Hence, beside the literature review 
on a global scale, interviews and a site 
survey in Beyoğlu, was conducted to 
gain insight into these industries and 
to provide strong indicators of the lo-
cational preferences of the cultural/
creative industry clusters in Istanbul. 
In a densely populated metropolitan 
city, the existing spatial distribution of 
the related firms gives important clues 
about location decisions. The inter-
views with company owners and cre-
ative workers reveal the criteria behind 
the company locational decisions. 

For the case study, Beyoğlu borough 
was selected on the basis of the follow-
ing criteria; (a) being a cradle for cul-
tural/creative industries since the 19th 
century, (b) existing agglomeration of 
creative firms; high densities of cultur-
al/creative industries in the area, (c) 
the historical and cultural importance 
of the settlement for the city of Istan-
bul.

Through the database of the Istanbul 
Chamber of Commerce, the distribu-
tion of the cultural/creative industries 
is analyzed. As mentioned previous-
ly; the sectors tend to locate mostly 
in Beyoğlu, Şişli, Beşiktaş, Fatih and 
Kadıköy boroughs that constitute the 
central business district of the city. On 
the other hand, to view the existing 
distributions of the cultural/creative 
industries is not enough to see the lo-
cational criteria clearly. In this sense, 
Beyoğlu is selected for the site survey 
to show the historical importance of 
the area for the film industry, perform-
ing arts, visual arts, photography and 

architecture (See Figure 2).
As a part of the research, a site sur-

vey and interviews were held with cre-
ative industry workers and company 
owners in the area. The observations 
generated from the field study aimed to 
(a) find the reasons of agglomeration / 
clustering, (b) assess the role of spatial 
and environmental configurations on 
creativity and creative production, (c) 
understand the requirements of the 
industries and creative workers. The 
internet database combined with offi-
cial archives of the Istanbul Chamber 
of Commerce respondent firms of film 
production, photography, advertising 
companies and architecture were se-
lected. There is not a specific bound 
creative industry enclave in Beyoğlu. 
However a pervasive order is seen in 
the area.

A number of creative workers and 
company owners were interviewed in 
2009 within Beyoğlu. With its art nou-
veau historical buildings, art galleries, 
restaurants, cafés and bars, cinemas 
and cultural centers Beyoglu is a city 
wide cultural centre and a destination 
for millions of people. Field observa-
tions carried out in the same year re-
alized the role of these meeting plac-
es as sites of socialization for creative 
workers, opportunities for knowledge 
exchange and informal business meet-
ings. The existing cultural/creative 
industry agglomeration in the area il-
lustrates the features of urban environ-
ments that attract these industries.

To reach beyond the subjective de-
terminations and comments on reasons 
of sectoral agglomeration in Beyoğlu a 
site survey was planned and interviews 

Figure 2. Location of Beyoglu in Istanbul metropolitan core.
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were conducted to (a) support the the-
oretical frame of the research, (b) iden-
tify locational criteria for an area that 
already has a strong cultural/creative 
industry history, (c) understand the re-
lationship between place and creativity 
– creative production, (d) comprehend 
the influences of urban environment 
on creative labor.

Referring to the above discussion, 
the creative workers (professionals) 
and company owners (seniors) in ar-
chitecture, photography, graphic de-
sign and film production are included 
in the research. The method of the sur-
vey was face-to-face interviews with 
the creative workers. Case study area 
in Beyoğlu borough is seen in Figure 3.

The interviews exhibit; 
• How the sector workers define the 

notion of “creativity”, 
• The relation between job efficiency, 

creativity and urban atmosphere, 
and 

• The factors affecting the locational 
preferences. 

The interviewed companies were 
selected from internet databases and 
from archives of the Istanbul Chamber 
of Commerce. Ten film companies out 
of nearly 100 (film production and post 
production firms), ten architecture 
firms, and ten advertising firms were 
included in the pilot study. 

The interviews reveal that most of 
the company owners have attempted 
to establish their own businesses af-
ter working as employees in different 
companies for many years and after 
gaining much experience and senior-
ity in their respective sectors. The de-

velopment process of a company also 
indicates a very important state that 
many creative firms at the beginning 
of their life (during the first five years) 
firstly locate in the outskirts of the city. 
They then move to more prestigious 
districts such as Beyoğlu after estab-
lishing themselves and gaining pow-
er to be on the inside of this creative 
hub. This shift in location allows them 
to upgrade their business relations, to 
reach a wider creative population and 
to be more accessible for all. 21% of the 
creative companies that are included 
in the site survey have been located in 
Beyoğlu more than 10 years, 18% of 
the companies have been in the area 
for 6-10 years. The majority (61%) of 
the firms are new in Beyoğlu. This data 
concludes that Beyoğlu is a cauldron 
and also a destination for young cre-
ative firms in the city. 

Accessibility-Centrality: The inter-
views highlighted the importance of 
accessibility and centrality in making 
location preference decisions. All the 
interviewees mentioned that accessi-
bility for workers (public transporta-
tion facilities) and potential customers 
is a substantial determinant in the lo-
cation decision together with the his-
torical and cultural attraction, along 
with the prestigious image of the area. 
It was also determined that being in 
the CBD close to Şişli and Beşiktaş for 
closer business relations have a bearing 
on location preference.

The interviewees mostly mentioned 
that business relations are not a factor 
in locational decision but the centrality 
of the area is an important determinant 
in location preference for architecture, 
advertising firms and photographers. 
Hence, apart from the above discus-
sion, the business relations and sec-
toral bonds between pre and post pro-
duction processes are significant and 
crucial for the film industry, as a result 
of the essential role of face to face dia-
logue and intimate business relations. 
It is also revealed by the respondents 
that the scenarists, actors, post-pro-
duction workers –mostly the young 
and singles- tend to live in Beyoğlu and 
Cihangir close to firms and colleagues 
because of the flexible working hours 
of these industries. However, it is ob-
vious that, the accommodation prefer-Figure 3. Case study area in Beyoğlu.
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ences are mainly related with the age of 
the participants, older creative workers 
especially with children, prefer not to 
live in the area. The urban atmosphere 
in Beyoglu, that promoting creativi-
ty and creative production by social 
diversity and other urban amenities 
attracts cultural/creative industries. 
On the other hand, the interviewees 
mentioned some disadvantages of liv-
ing and working Beyoglu such as park-
ing issues, over crowdedness, security 
problems and rapidly changing land 
use and users (such as entertainment 
based land uses; bars and night clubs).

Ambiance: The interviews reveal the 
role the ambiance of an area has on cre-
ative production and personal mood. 
The interviews with the film industry 
workers and the in-depth analysis car-
ried out show that it is the ambiance 
of the urban space, land use and user 
diversity which enables intellectual de-
velopment, exchange of ideas and ran-
dom meetings with other creative peo-
ple. The co-presence of work and living 
opportunities with a rich social and 
cultural environment has a bearing on 
creativity. The interviewees denoted 
that being in the heart of the culture 
and social hub of the city and intellec-
tual milieu affected and encouraged 
creative production. Also, it was found 
that a workspace and inhabitable ur-
ban pattern provides convenience and 
generates a productive atmosphere. 

The interviews with the company 
owners provide insight into the lo-

cational determinants of the creative 
industry firms. The cluster of film pro-
duction firms in Beyoğlu is due to the 
influence of the Turkish film industry. 
The proximity to city center, accessi-
bility, ambiance and atmosphere of the 
existing urban context attract the cre-
ative sectors as well as creative people 
and enable the clustering of the firms 
in the area (See table 5). 

6.1. Results: The comparison of loca-
tional criteria

The interviews with creative workers 
in Beyoğlu reveal the locational criteria 
of the sectors in the district.

In Table 6 the comparison of loca-
tion criteria of the cultural/creative 
industries in several countries execute 
the dissimilarities beside the similari-
ties between the spatial tendencies of 
cultural/creative industries in various 
countries. 

Urban and social context:
It has been determined that the 

sectors of film, architecture, graphic 
design and photography in Istanbul 
Beyoğlu are affected by the urban and 
social context. Here, social context 
means availability of white-collar labor 
and socio-cultural diversity as culti-
vator of creativity. On the other hand 
urban context includes historical iden-
tity, diversity of land use –specifically 
the third spaces of cafes, restaurants, 
coffee houses and bars as the places of 
random encounters-. 

Criteria # of selection
Proximity to city center 25
Accessibility 24
Ambiance 24
Cultural facilities (art galleries, cinema and theatres) 23
Creative labor 22
Social diversity 19
Historic pattern 19
Business relations 17
Cafes, bars, restaurants 16
Tolerance 14
Proximity of work and live opportunities 14

Table 5. Distribution of film production and advertising firms, theatres, cinemas in Istanbul 
(IMP, 2005b).
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Infrastructural and Global context:
The interviews executed that histor-

ical identity and global awareness of 
Beyoglu is mainly important for film 
production companies in international 
collaborations.  Moreover, the respon-
dents of film production, architecture, 
graphic design and photographers –in 
which production mainly based on 
personal creativity- indicated that high 
tech infrastructure which is a require-
ment in engineering and in informa-
tion technologies is not a determinant 
in location decision in Beyoglu. 

7. Conclusion
As a result of the economic poten-

tial and space shaping power of these 
industry formations Istanbul Greater 
Municipality has selected four cultur-
al/creative industries for their urban 
redevelopment and economic restruc-
turing. These sectors are festivals of 
art and culture, software development, 
film industry and fashion design. To-
gether with the existing market and 
their importance for the city, Istanbul 
Municipality aims to use these sectors 
in the enhancement of urban image, 

            Criteria 

 Country
Infrastructural Context Social Context Global 

Context Urban Context Facilities 
Services

The USA
High tech. infrastructure 
Innovation: #of patents 
per person

Bohemian popu-
lation
Diversity
Multinationality 
Tolerance 
Creative labor

International 
relations/ 
awareness

Nordic Coun-
tries

High tech. infrastructure
Innovation: #of patents 
per person

Creative labor
International 
relations/ 
awareness

Education 
facilities

East Asia
High tech. and Industrial 
infrastructure
Development level

Job opportuni-
ties
Diversity
Multinationality

Global city 
International 
relations/ 
awareness

Urban pattern 

Austria

Creative labor 
Bohemian popu-
lation
Diversity 
Multinationality

International 
relations

Local features 
Working and liv-
ing opportunities

Cultural facil-
ities
Public services

UK

Bohemian popu-
lation 
Ethnic and cul-
tural diversity
Social harmony 
(tolerance)

International 
awareness

Proximity to the 
city centre
Spatial quality
Urban pattern 
Historical charac-
ter  Identity

Cultural facil-
ities
Public services

Canada Vitality
Tolerance

Image and 
prestige

Proximity to the 
city centre
Historical charac-
ter  Identity

Security

Turkey
Creative class
Diversity
Tolerance

Image and 
prestige

Proximity to the 
city centre 
Accessible loca-
tion
Urban atmo-
sphere
Historical char-
acter  

Public trans-
portation 
Cultural facil-
ities

Table 5. Comparison of the locational criteria of the cultural/creative industries in Beyoğlu with other countries 
(produced by the Author).
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in the redevelopment of urban econo-
mies, in the revitalizing of the built en-
vironment and in the development of 
new settlements within Istanbul (IMP, 
2006). 

Hence, the headquarters and cre-
ative design of film industry and fash-
ion design sectors tend to locate in city 
center, production process in film in-
dustry spreads throughout the city, in 
fashion design manufacturing process 
locates in outer city. In addition, festi-
vals of art and culture mostly choose 
to locate in central city in order to be 
more accessible to target market (IMP, 
2006). 

Istanbul Greater Municipality aims 
to support the existing sectors in “Cul-
tural Triangle” (IMP, 2006 p. 25) in-
cluding Fatih, Beyoglu, Sisli, Besiktas, 
Uskudar and Kadikoy boroughs of the 
city by developing life quality, cultural 
facilities, social services and physical 
infrastructure. The urban redevelop-
ment is one of the spatial strategies of 
the municipality in supporting cul-
tural/creative industries in cultural 
triangle. Besides, the urban manage-
ment intends to promote cultural/cre-
ative industries by redeveloping brown 
fields, enhancing the technological and 
social infrastructure and promoting 
creativity and entrepreneurship centers 
in new development areas (IMP, 2006 
p.27). However, there has been no field 
survey conducted by Istanbul greater 
municipality on the location decisions 
of these sectors in the city which limits 
the proper actions and strategies on the 
cultural/creative industries. 

Besides, the existing spatial distribu-
tion of cultural/creative industries and 
the interviews with the creative sector 
workers demonstrate the characteris-
tics of spatial and social pattern that af-
fect the locational criteria of the cultur-
al/creative industries. These include: 
• Distance to the city centre,
• Accessible location, 
• Public transportation facilities,
• Urban atmosphere: vitality,
• Cultural facilities,
• Existence of creative labor,
• Social diversity and social tolerance,
• Historical sites and buildings, affect 

the location decision of the cultur-
al/creative industries in the city. 

It is obvious that there is a recipro-

cal relationship between the sectors 
and the place that they occupy which 
increase the creativity and livability 
of that area. The site survey and inter-
views convey the reasons behind the 
location decisions and the role of ur-
ban ambiance for the cultural/creative 
industries. No doubt, the sectors need 
to be in the heart of the city in need 
of the amenities of the city centre that 
new settlements can not yet offer. 

The results of the site survey on cul-
tural/creative industries in Istanbul 
also demonstrate that locational cri-
teria and spatial distributions of these 
industry formations are similar to oth-
er countries. The tendencies identified 
by this research on locational criteria 
and spatial distribution will help city 
management to enhance economic 
and spatial strategies for the develop-
ment of cultural/creative industries in 
Istanbul.  

It is well known that developing 
cultural industries through creating 
cultural cores and basing construction 
of the local development process on 
culture are strategies adopted by many 
cities in Europe (Enlil et al., 2008). The 
transformation process spontaneously 
or policy based, accelerates the change 
of uses and users, regenerates the place 
and provides urban sustainability. 

Today, rapid population increases, 
dispersion of cities, and pressure on 
natural resources result in the need for 
a revitalization of the urban core and 
reuse of existing building stock. In or-
der to attract creative people, to pro-
vide social and economic dynamism, 
and to increase public awareness; it is 
popular to promote sectors including 
individual creativity, talent and skill. 
In this process, the cultural/creative in-
dustries are gaining importance owing 
to their role in revitalization and sus-
tainability of urban pattern.

The cultural/creative industries;
• Stimulate the economic growth, 
• Improve the urban image, 
• Accelerate the revitalization and re-

development processes, 
• Create public participation, 
• Create social and cultural vitality, 
• Increase international awareness. 

These influences of the sectors make 
them attractive for urban manage-
ment and put the sectors in the centre 
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of urban redevelopment policies and 
strategies. The Greater Municipality of 
Istanbul also aims to use the cultural/
creative industries as a catalyst in the 
problematic areas and new develop-
ment zones in the city. With its cultural 
diversity, and historical background, 
Istanbul possesses a suitable environ-
ment for the development of cultural/
creative industry formations. However, 
in order to stimulate urban regenera-
tion through cultural/creative indus-
tries a fundamental know-how about 
the nature of the sectors, the location 
criteria and patterns of spatial distribu-
tion is required. This study highlights 
the chief factors in the sectoral ag-
glomeration in Beyoğlu and will guide 
future implications in planning for 
greater Istanbul.

Acknowledgement
This research was financially sup-

ported by Istanbul Technical Uni-
versity, Scientific Research Projects 
Foundation. The research is derived 
from the work undertaken by the cor-
responding author during MSc studies 
at Istanbul Technical University, Ur-
ban Design Master Program (Turkey).

References
Adorno, T., & Horkheimer, M. 

(2002). Dialectic of Enlightenment: 
Philosophical Fragments. Stanford Uni-
versity Press: Stanford.

Akın, N. (1998). 19. Yüzyılın İkinci 
yarısında Galata ve Pera [Galata and 
Pera in the Second Half of the 19th 
century], Literatür Yayıncılık: İstan-
bul. 

Brecknock, R. (2004). Creative cap-
ital: creative industries in the “creative 
city”’, unpublished paper, Brecknock 
Consulting Australia, Brisbane

DCMS, GB Department of Culture, 
Media, and Sport. (1998). Creative 
Industries: Report of the Creative In-
dustries Task Force, London: DCMS. 
Retrieved June 20, 2008, from http://
www.culture.gov.uk.

DCMS, GB Department of Culture, 
Media, and Sport. (2008). Creative 
Britain, New Talents for the New Econ-
omy, London: DCMS. Retrieved May 
29, 2008, from http://www.culture.gov.
uk.

Dökmeci, V., & Çıracı, H. (1990). 

Beyoğlu in Historical Development Pro-
cess. TTOK, İstanbul.

Enlil, Z., Dinçer, I., Evren, Y. & 
Seckin, E. (2008). Strategies for the pro-
motion of cultural industries in Istanbul: 
opportunities and challenges. ICCPR. 
Yeditepe University, Istanbul.

Florida, R. (2002). The Rise of the 
Creative Class: And How It’s Transform-
ing Work, Leisure, Community and Ev-
eryday Life. Routledge: New York.

Florida, R. (2005). Cities and the 
Creative Class. Routledge: New York. 

Hall, P. (2000). Creative Cities and 
Economic Development, Urban Stud-
ies, 37(4), 639–649.

Hutton, T.A. (2004). Post-industri-
alism, Post-modernism and the Repro-
duction of Vancouver’s Central Area: 
Retheorising the 21st-century City, Ur-
ban Studies, 41(10), 1953–1982.

Hutton, T.A. (2006). Spatiality, Built 
Form, and Creative Industry Develop-
ment in the Inner City, Environment 
and Planning, 38, 1819 – 1841.

Istanbul Metropolitan Planning De-
partment (IMP). (2005a). Research Re-
port of Commerce and Service Sector 
Group, Istanbul.

Istanbul Metropolitan Planning De-
partment (IMP). (2005b). Research 
Report of Cultural Industries, (CTD) 
Culture and Tourism Group, İstanbul.

Istanbul Metropolitan Planning De-
partment (IMP). (2006). Environmen-
tal Regulation Plan Report, İstanbul.

Landry, C. (2000). Creative City: a 
toolkit for urban innovators. Earthscan: 
London.

Öztürk, F. P. (2009). İstanbul kent 
mekanında kültürel/yaratıcı endüstril-
erin mekansal dağılımı ve yer seçimi 
kriterleri-Beyoğlu örneği [Spatial Dis-
tribution and Locational Preferences of 
Cultural/Creative Industries in Istan-
bul, Beyoglu Case], (Unpublished mas-
ter’s thesis). MSc in Interdisiplinary 
Urban Design, Graduate School of 
Science, Engineering and Technology, 
Istanbul Technical University.

O’Connor, J. (1999). The definition 
of cultural industries. Retrivied March 
10, 2008, from: www.mmu.ac.uk.

Porter, M. (2000). Location, Com-
petition, And Economic Development: 
Local Clusters In A Global Econo-
my, Economic Development Quarterly, 
14(1), 15-31.



ITU A|Z • Vol 12 No 1 • March 2015 • F. P. Öztürk Ekdi, H. Çıracı

80

İstanbul’da kültürel/yaratıcı endüst-
riler: Beyoğlu örneği

Kültürel endüstriler, yaratıcı en-
düstriler, telif hakkı endüstrileri gibi 
birçok başlık altında sınıflandırılan, 
bireysel ve entelektüel birikimin ürü-
ne dönüştürülmesine dayalı sektörler 
günümüzde bir kentsel dönüşüm ve 
ekonomik gelişim aracı olarak yorum-
lanmaktadır. Kentsel, ekonomik ve 
mekânsal yeniden yapılanma süreçleri 
ile doğrudan ya da dolaylı bağlantılı 
olan bu sektörlerin önemi görüldükçe, 
kavramlar üzerine yapılan araştırmalar 
da artmaktadır. 

Geçtiğimiz yüzyılın sonlarında ima-
lat sanayine dayalı ekonomilerini bilgi-
ye dayalı ekonomiye dönüştüren top-
lumlar, küreselleşen dünyada geldikleri 
aşamada, kültüre ve yaratıcılığa dayalı 
bir ekonomiye doğru evrimleşmekte-
dirler. Metropoliten alanların üretim, 
şehirleşme ve ulaşım sistemlerindeki 
değişimlere bağlı olarak girdikleri iş 
bölümü ve farklılaşma süreci, artan in-
san hareketliliği ve bilgi akışı, değişen 
ekonomik ve sosyal yapı da bu durumu 
körüklemektedir. 

Bu sürecin bir sonucu olarak bir 
yandan yeni kentler kurulurken di-
ğer yandan mevcut kentler fiziksel ve 
ekonomik problemler ile karşı karşıya 
kalmakta, ortaya çıkan problemlere 
çözüm olarak ise yeniden yapılanma 
politikaları geliştirilmektedir. 

1920’lerden 1970’lere kadar sü-
ren makineleşme ve gelişen teknoloji 
1970’lerden itibaren günümüze kadar 
değişmiş ve yerini bugünkü enformas-
yon teknolojisine bırakmıştır. 1970’ler-
de ve erken 1980’lerde kentler üzerine 
yapılan araştırmalarda kentlerin post 
endüstriyel toplumdaki rolü üzerine 
çeşitli ve şüpheci yaklaşımlar ortaya 
çıkmakta iken  -ulaşım ve iletişim tek-
nolojisindeki gelişmelere bağlı olarak 
kentlerin tamamen kullanılmaz olacağı 

gibi- son yıllardaki yaklaşımlar “kent-
lerin rönesansı ve yeniden keşfi” ile yer 
değiştirmektedir. 

Ekonomik yapıda ağırlığın, imalat-
tan hizmetlere kayması, şehirlerin sos-
yal kompozisyonunu da değiştirmiş, 
bu değişim kentleri kültürün ve kişisel 
hizmetlerin merkezine dönüştürmüş-
tür. Metropoliten şehirlerin ekonomisi 
artık üçüncü sektör olarak tanımlanan, 
kültürel ve yaratıcı endüstrilerin bir 
kısmını da kapsayan hizmetler sektö-
rüne dayanmaktadır. Hizmetler sek-
törü, içerdiği keskin rekabet ortamı 
sebebi ile oldukça dinamik bir yapıya 
sahiptir. 

Küreselleşen dünyada yaratıcılık, 
yenilikçilik ve buluşçuluğa temellenen, 
bu nedenle rekabet edilebilirliği en 
yüksek sektörlerden biri olarak değer-
lendirilen kültürel ve yaratıcı endüst-
riler, ekonomiyi ve mekânı yeniden 
yapılandırmak, sermayeyi, yatırımı ve 
nitelikli işgücünü çekebilmek için araç 
olarak kullanılmaktadır.

20. yüzyılla birlikte yaşanan tek-
nolojik gelişmeler ve bilgi toplumuna 
bağlı olarak, dünya çapında ekonomik 
sistemlerin yeniden tanımlanması, ül-
keler arasındaki ekonomik sınırların 
ortadan kalkması ve pazar hareketlili-
ğinin hız kazanmasıyla ifadelendirilen 
küreselleşme süreci; rekabet kavramı-
na yeni bir boyut kazandırmıştır.

Günümüzde kentsel yönetimler ve 
hükümetler, insanı etkilemek, bilginin 
ve sermayenin odak noktası olmak için 
kültür ve yaratıcılık eksenli politikalar 
geliştirmekte, fonksiyonunu yitirerek 
eskiyen kentsel mekânın yeniden ya-
pılandırılması amacı ile de kültürel ve 
yaratıcı sektörler kullanılmaktadır. 

Kültür endüstrileri ve yaratıcı en-
düstriler, ekonomik değerini kültürel 
değerlerinden alan, bireysel yaratıcılığa 
ve birikime dayalı sembolik ürünlerin  
üretilmesi, dağıtılması ve tüketilmesi 
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ile ilgilenir. Kültürel/yaratıcı ekono-
miler; görsel sanatlar, performans sa-
natları, müzik, edebiyat gibi geleneksel 
kültür ürünlerinin yanı sıra, bilgi tek-
nolojilerine dayalı üretimi, tasarım ve 
mimarlık gibi yaratıcı yetenek ve be-
ceri isteyen aktiviteleri, tüm bunların 
çoğaltılması, yayımlanması, dağıtılma-
sı, sergilenmesi ve pazarlanmasını da 
içermektedir. 

1970 sonrası kapitalist dünya eko-
nomisinin içine girdiği kriz, iletişim 
teknolojilerinin getirdiği olanaklar 
ile aşılmış, esnek üretim biçimlerine 
geçiş dünyada yeni bir üretim coğraf-
yası ortaya çıkarmıştır. Yeniden yapı-
lanan üretim süreçleri doğrultusunda 
sanayisizleşen batı ülkelerinde sanayi 
kentleri, ekonomik ve çevresel prob-
lemler, nüfus ve istihdam kayıpları 
yaşamışlardır. Kentlerin ekonomileri-
ni ve imajlarını yeniden canlandırma 
çabası içinde geliştirdikleri çeşitli stra-
tejiler içerisinde kültür eksenli projeler 
de önemli bir yer tutmaktadır. Bu sek-
törlerin son yıllarda bu kadar popüler 
bir hal almasının sebebi ise gelişmiş 
ülkelerde yükselen eğitim seviyeleri, 
ağır sanayinin deniz aşırı ülkelere ta-
şınması, mekânsal ve ekonomik yeni-
den yapılanma-canlanma ihtiyacıdır. 
Kültürel/yaratıcı endüstriler; kentleri 
sermaye için çekici hale getirmekte, is-
tihdam yaratmakta, uluslar arası imajı 
güçlendirmekte, aynı zamanda kentte 
yaratıcılığı besleyen bir ortam yarat-
maktadır. 

Günümüzde bireysel yaratıcılığa da-
yalı üretim biçimlerinin gelişmesi kül-
türel/yaratıcı endüstrilerinin de kent-
lerde gelişimini tetiklemektedir. Bu 
endüstriler doğrudan ekonomik fayda 
sağlarken, yaşam kalitesini arttırmak-
ta, kimlik oluşumunu sağlayarak kent 
imajını güçlendirmekte, kültürel mira-
sın korunmasına katkıda bulunmakta, 
kent ve kentli arasında ekonomik, sos-
yal ve kültürel ilişkiler kurmaktadırlar.

Çalışmanın amacı ve kapsamı:
Son donem de İstanbul kent planla-

ma stratejilerinde de yerini alan kültü-
rel/yaratıcı endüstriler bu çalışmanın 
araştırma konusunu oluşturmaktadır. 
Tez çalışması, film, mimarlık, fotoğ-
rafçılık ve reklamcılık firmalarının Be-
yoğlu ilçesindeki yer seçimi kriterleri-
nin tespitini amaçlanmaktadır.

Anahtar kavramlar:
Kuramsal çerçevede, çalışmanın te-

melini oluşturan Kültür, Popüler Kül-
tür, Kitle Kültürü, Yaratıcılık, Kültürel 
endüstriler ve Yaratıcı endüstriler kav-
ramları irdelenmiş, sosyal ve ekono-
mik boyutlarda farklılaşan ülkelerde 
kültürel/yaratıcı endüstrilerin yer se-
çimi ölçütleri, mekânsal dağılımları, 
kentsel yönetimlerin ve hükümetlerin 
sözü edilen sektörler üzerine geliş-
tirdiği politikalar incelenmiş, kentsel 
ekonomik ve mekânsal dönüşüm sü-
reçleri ile ilişkilerinin tespitine çalışıl-
mıştır. Sektörler içindeki çeşitliliğin 
görülebilmesi amacı ile hükümetler ve 
yerel yönetimler tarafından kullanılan 
sınıflandırmalar da karşılaştırılmıştır. 
Çeşitli ülkelerdeki sektorel davranış-
ların incelenmesi; kullanımı ve içeriği 
ülkeden ülkeye değişkenlik gösteren 
bu kavramların kentsel politika boyutu 
ile ele alınması, kültürel ve yaratıcı en-
düstriler arasındaki benzerliklerin ve 
farklılıkların tespit edilmesini amaçla-
maktadır.

İstanbul örneği ve stratejik yaklaşımlar:
İstanbul’da “kültür üçgeni” olarak 

tanımlanan alanda kümelenme eğilimi 
gösteren endüstrilerin, mevcut mekân-
sal dağılımları incelenmiş olup,  tez 
kapsamında “kültürel/yaratıcı endüst-
riler” olarak kullanılan sektörlerin İs-
tanbul kent planlama çalışmalarındaki 
yeri ve önemi 1/100.000 Çevre Düze-
ni Planı araştırma ve sentez raporları 
üzerinden değerlendirilmiştir. Planla-
ma çalışmaları kapsamında kent için 
ekonomik, mekânsal ve sosyal önem 
taşıyan sektörler için belirlenen geliş-
me alanları ve temel stratejiler, farklı 
ülkelerdeki kentsel politikalara ve yer 
seçim kriterlerine referansla değerlen-
dirilmiştir.

Sonuçlar ve değerlendirme:
Kent mekânında yığılmalar ve kü-

melenmeler oluşturan kültürel/yaratı-
cı endüstrilerin 19. yüzyıldan itibaren 
yer seçmeye başladığı Beyoğlu ilçesi, 
yaratıcı is kolları için büyük önem ta-
şımaktadır. Alan çalışması kapsamında 
ilçede yer seçmiş olan film şirketleri, 
mimarlık ofisleri, fotoğraf ve reklam 
ajanslarını içeren ve sektörlerde yöne-
tici veya profesyonel olarak çalışan 28 
kişi ile görüşmeler yapılmıştır. Alan 
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çalışması sonucunda, yer seçiminde 
etkili olan faktörler, kent merkezinde 
bulunma sebepleri, mekanın yaratıcı 
üretim üzerindeki etkileri belirlenmiş-
tir. Yer seçiminde erişilebilirlik, yaratıcı 
is gücü, altyapı olanakları, tarihi doku 
gibi kriterlerin öne çıktığı görülmüş 
olup, İstanbul için stratejik önem taşı-
yan kültürel/yaratıcı endüstrilerin geli-

şimi için mekânsal, sosyal ve ekonomik 
stratejilerin belirlenmesine yardımcı 
olacak hususlar üzerinde durulmuştur. 
Sektörlerin sürdürülebilirlik, kentsel 
ekonomik ve mekansal yeniden yapı-
lanma ile ilişkileri üzerinde durulmuş, 
yapılan çalışmalar sonucunda elde edi-
len önemli verilerle birlikte ortaya çı-
kan sorular değerlendirilmiştir.


