REDLIGHT FASHION
AMSTERDAM

Since January 2008, the Redlight
district has been transformed to
an international fashion hotspot.
For the period of one year
ex-brothels are loaned to the
twenty upcoming Dutch fashion
designers of the moment and
used as shop-windows, workshops
and living areas.
www.redlightfashion
amsterdam.com
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more, than anywhere else. This special talent
has always been a source of boundless vitality
for the city.

Three centuries ago, great artists and thinkers
such as Rembrandt and Spinoza were drawn
here on account of this particular characteristic,
and as Mayor I’'m proud that our attractive-
ness on this point has continued up to the
present day. Amsterdam keeps inspiring
people with creative ideas, concepts and
products.

There are plenty of proofs of this. Some of

the most striking of the advertising and
marketing campaigns were developed and

designed by media offices in Amsterdam. In
numerous places in our city, people are devi-
sing sustainable solutions for the multiple
energy and environment problems that
threaten us, and we are well on the way to
becoming an international centre for new
forms of expression and for entertainment
products like dance music and computer
games.

Amsterdam also has the advantage of great
connections. Thanks to a high-quality broad-
band network, and the presence of important
logistical hubs such as Amsterdam Airport
Schiphol and the ports of Rotterdam and
Amsterdam, the transport of people, goods,
capital and data is nowhere more rapid or
reliable in continental Europe.

PHOTOGRAPHY: MART ENGELEN ~ A-A-P

here are both on a manageable scale; within
a few square kilometres, numerous big
concerns have set up their head offices or
distribution centres for continental Europe,
and a high density of business service provi-
ders has sprung up around them.

The creative industries especially benefit
from this. The creative process thrives on the
undercurrent of renewal, tangible everywhere
in the city, that constantly invites you to go
just one step further. No wonder that creati-
ves feel pre-eminently at home in this inspi-
ring climate, that they are always so happy
to come to Amsterdam. What’s more, the
presence of so many potential clients means
that there is an ever-increasing demand for
all forms of creative production.

As Mayor of Amsterdam, | am naturally proud
of these developments. But I'm also aware
that our success is vulnerable. Therefore,
further reinforcing Amsterdam as a creative
incubator for the rest of Europe is high on
the administrative agenda of Amsterdam’s
Mayor and College of Aldermen. And | can
promise that we will continue to give a highly
creative emphasis to the coming years.

Job Cohen
Mayor of Amsterdam




THE NIGHTWATCH
RESEARCH PROJECT

Rembrandt’s Nightwatch is a
masterpiece painting with
monumental status as a symbol of
Dutch culture. The Nightwatch
Research Project wants to expose
the significance of this painting
through the eyes of contemporary
artists. Reputed artists were
selected to give their creative

g interpretation and were required to

maintain the format (363 x 437 cm)
and the dynamics of the original
composition. Initiator Aldert
Mantje and Jan Maris created
”The Nightwatch, Two Minutes
Later”, a work that has been
valued at €50,000 by Sotheby’s.

www.nrpworldwide.nl
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STREAMLINE STUDLCFé
Hector 'FErnarrdé'z':‘

VP Business Development
& Alexander Fernandez,
Chief Executive Officer

INTERVIEW: ALEXANDER & HECTOR FERNANDEZ

For games
producer

Streamline Studios, being in Amster-
dam is key. Co-founder and partner
Alexander Fernandez is convinced
that the location of his business, with
its 50 employees of 18 different na-
tionalities, plays a decisive role in its
international success.

“Every day, dozens of new games
enter the market worldwide,” says
American-born Fernandez. “In the
midst of this huge product offering,
you can only distinguish yourself if
your concept fits perfectly with the
target group, and both the design and
the creative interpretation are of the
highest quality. We stay ahead in the
race, because we can still get the best
and most creative game and level de-
signers, draughtsmen and developers,
to work for us. And they always seem to
think that our address in Amsterdam is
one of the most attractive parts of the
job contract.

“For creative people, living and working
here is an extra plus. We're inspired

just by being here. For developing
games, it’s vital that you stay in touch
with what’s alive in the youth culture,
and as far as | know, nowhere else in
Europe is there as much movement in
that area than here. Also, there’s a
continuing cross-pollination process
going on, with other games businesses
of course, but also with people who are
interested in more traditional forms of
design and with media companies too.
Add to this the fact that you really can
fly everywhere from Amsterdam, as well
as have access to the most powerful
broadband connections, and | think it’s
no surprise that Streamline Studios gets
at least one Platinum title (selling a
million copies or more) every year, and
has built up a portfolio of 35 titles.”

VIRTUAL BUSINESS

Devising, developing and publishing
computer games is a pre-eminently
virtual business. Traditional location
requirements such as needing to be
near the market or the presence of a
good logistics network, hardly count in
the games industry. Distribution is via

TEXT: HANS KOPS | PHOTOGRAPHY: MART ENGELEN ~ A-A-P

the Internet and mobile phones, or is
left to one of the three big producers
of console games (Sony, Nintendo and
Microsoft). So the really decisive factor
in choosing a location for a games
producer or publisher is the attractive-
ness of the city or region for creatives,
the presence of a network of gaming
and other companies to cooperate with
creatively and technologically, and
enough critical mass to result in
economies of scale. The Amsterdam
Metropolitan Area shines in all these
areas. Since younger demographic
groups spend more time on playing
games than watching TV, the number
of games businesses that have been
started up here or located here has
grown explosively. In the triangle
formed by Amsterdam, Utrecht and
Rotterdam, a conservative estimate
puts the number of companies actively
involved, directly or indirectly, in the
production of virtual games at over 100.
Together, they have a total turnover
amounting to over one billion euros.
This makes the The Amsterdam Metro-
politan Area a focal point of European
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games technology. One of the figure-

heads of this still young industry is
Guerilla Games, which was recently
bought by Sony. The design and coor-
dination of its megaseller Killzone, for
example, were done from a 17th-cen-
tury canal house in the heart of the
city. While Guerilla Games aims espe-
cially at the console market (games
which can only be played on purpose-
built games computers such as Nin-
tendo Wii and the Sony Playstation),
producers such as Gameworld, Zylom,
Playlogic and Spill Group are mainly
active in online or casual gaming.
Their games are accessible via the In-
ternet, and users pay for registration or
if they download a game. Spill Group,
based in Hilversum, is a major power
in this segment: it has over 60 million

international visitors a month on its
several gaming sites, enough to score
highly in the rankings of the most vis-
ited web addresses.

Another sector of the games industry
that’s currently gathering momentum
is the field of serious gaming. This cat-
egory covers all applications that have
an educational purpose. For example,
Delft-based knowledge and research
institution TNO worked with several
games companies to develop a game
in which surgeons can practise their
hand-eye coordination. And that’s still
just a warm-up for the many applica-
tions that this still relatively new
specialism offers: think of the possibili-
ties in the field of e-learning, company
training and product instructions, for
example the Amsterdam knowledge

institute Waag Society (“developing
innovative technology for creative
applications™) is currently busy making
an inventory of the several options,
and the opportunities arrived at so far
promises to become much larger,
according to director Marleen Stikker.
“This really is an enormous growth
market,” she says.”” And as a region, we
have already gained a strong position.”

CO-DEVELOPMENT

Within this rapidly growing and matur-
ing network, Streamline Studios, with
its eclectic group of national and inter-
national partners, has a unique place.
“We specialise in co-development
services for third parties,” explains
Alexander Fernandez. That means that
a company with a good concept for

INTERVIEW: ALEXANDER & HECTOR FERNANDEZ

- The gamesindustry isarapidly growing segment
of the entertainment and media sector.

- In2012, according to estimates from the OECD
and business consultants Pricewaterhouse-

Coopers, its global turnover will be $68 billion
(€43.3 billion), up from $42 billion today.

- The total market for media and entertainment
products is currently $2200 billion (€1400
billion).

developing a new game can come to
us for support for the actual creation
and all other design activities. Together,
we can profit in time and efficiency.”
The last point is especially important,
as the production of new games is be-
coming increasingly expensive, while
their earning time is constantly getting
shorter. “Five years ago, you could still
produce a game for two or three million
euros, whereas nowadays you have to
raise 20 million or more for a project,”
explains Fernandez.“The consumer is
only getting more demanding, and
expects any new release to be more

life-like and to offer more challenges.
At the same time, you can see that the
technology is developing so fast and
the global competition is so fierce that,
in extreme cases, your have to try to
recoup your investmentin just a couple
of months. That means that production
times must be accelerated, and that
the basis of the creative process must
be standardised, wherever possible.
We can do that.” After a few growing
pains in earlier phases, Alexander Fer-
nandez believes Streamline Studios is
now pre-eminently positioned to make
an even bigger jump in the coming
years. “This industry is experiencing an
enormous acceleration in growth,” he
says. “Almost every day, there’s a new
business opportunity. You can also see
that more and more foreign players
have found their way to Amsterdam.
Actually, we're currently working mainly
with non-Dutch partners on new
projects. Right now we’re busy produc-
ing a new game with a Swedish pro-

ducer, and we have contacts with
other clients in and outside Europe.”
The advantages of the Amsterdam
Metropolitan Area as a location, noted
at the start of this article, stand to
become even more attractive thanks
to what Fernandez calls, “the power of
critical mass.” He explains: “In the past,
when it came to games, you thought
immediately of San Francisco or
London. Now, you can see that there’s
so much happening in Amsterdam,
and so much knowledge and expertise
meet here, that it has become the third
gaming hotspot. And of course, that’s
the best impulse imaginable.”

STREAMLINE STUDIOS

COUNTRY OF ORIGIN THE NETHERLANDS
ESTABLISHED IN THE AMSTERDAM
METROPOLITAN AREA SINCE 2001
EMPLOYEES 50

INDUSTRY VIDEO GAME INDUSTRY /
INTERACTIVE ENTERTAINMENT INDUSTRY
ACTIVITY HEADQUARTER

GUERRILLA GAMES

Guerrillais a young but rapidly expand-
ing game development studio, with a
growing reputation as one of Europe’s
leading game developers.

Guerrilla's outstanding technology
and strong creative and artistic vision
quickly elevated the company to a
prominent rank among Europe’s game
developers. After the successful re-
lease of Killzone for PlayStation 2, the
company was acquired by Sony Com-
puter Entertainment in 2005. It went
on to release the critically acclaimed
Killzone: Liberation for PlayStation
Portable, and is currently working on
Killzone 2 for PlayStation 3. The devel-
opment studio is based in the heart of
Amsterdam, the Netherlands.
www.guerrilla-games.com

OPEN SOURCE 3D ANIMATION
Last April, the Amsterdam based
‘Blender Institute’ premiered the short
3D animation movie ‘Big Buck Bunny’.
The movie differentiates itself by its
totally open character. The movie -
including all materials in the animation
studio - are freely accessible for every-

body to reuse, learn from or just enjoy.

“The main intention of the movie was
to stimulate the development of open
source 3D software” said producer
and Institute director Ton Roosendaal,
“But the result equals on an artistic
level as well as on a technical ingenuity
the quality of what you would expect
from large animation studios”.
www.bigbuckbunny.org
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Europe
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As an American advertising professional
put it, summarising the advantages of
his chosen business location: “Amster-
dam is aworld city on an intimate scale.”
Asked to elaborate, he explained that
in Amsterdam he can rely on a creative
network of a similar quality and breadth
to those in his earlier working locations,
London and New York. But what really
distinguishes the city is the compact
scale that facilitates creativity and
knowledge exchange. All the contacts
relevant for a creative company are
just a stone’s throw away (often quite
literally), and this fact alone makes the
total process of creation and produc-
tion faster and more flexible than he’s
been used to.

Above all, he sees the Dutch as bridge-
builders. They know the sensitivities
and idiosyncracies of different Euro-

PAN-EUROPEAN CREATIVE BUSINESS HUB

pean cultures like no one else, and they
are used to working with them. Add to
this the fact that he can cycle to work
every day, that his wife and children
already feel like Amsterdammers, that
the office he manages is attracting
increasingly prestigious accounts, he
hopes that he can spend many more
years working from an office with an
Amsterdam canal view.

FAST ANSWERS

Ask the directors of foreign companies
in Amsterdam what distinguishes the
region from other interesting business
locations in Europe, and you'll get
many different answers. One will cite
the fact that nearly all the European
multinationals have a base or are rep-
resented here, while another will point
to the international orientation of
Amsterdammers and the multicultural
character of the city. A third prizes the
excellent physical and digital connec-
tivity, and the inspiring setting of this
historic trading city with its rich cultural

inheritance. But there is one thing they
all agree on: Amsterdam is the director
of Europe.

Thanks to its central position, the
Amsterdam Metropolitan Area has
long been a transit port for people,
goods and capital, to and from the 350
million consumers on the European
continent. And with the rise of the
knowledge-based economy and ad-
vanced communications and informa-
tion technologies, the importance of
this directing role has only increased,
and even gained an extra dimension.
The development of the creative sector
in Amsterdam is visible proof of this.
More and more European and non-
European companies which depend,
in various ways, on developing and on
elaborating new ideas, concepts,
products or services, are gravitating to
Amsterdam and the surrounding area.
Whether they are advertising agencies
or architectural bureaus, creative fin-
anciers, TV producers, or businesses in
relatively new industries like dance or

- In 2007, the Amsterdam’s creative sector’s

turnover was an estimated €5.5 billion and is

still growing and prospering.

- In Amsterdam Metropolitan Area, over
40,000 people are active in developing and
realising new ideas, concepts or services.

- In 2007, the total number of new jobs in the

field was 1,322, representing an increase of

4.2 per cent on the previous year.

gaming, one after another they are
choosing for Amsterdam Metropolitan
Area as a creative platform for the rest
of continental Europe.

The many advantages of the region as
a business location are also pre-emi-
nently suited to the start-up and growth
phases of all kinds of knowledge-in-
tensive businesses. From so many per-
spectives, Amsterdam is exceptionally
well connected. It has the second
highest concentration of broadband
connections in Europe. What’s more, it
is a global Internet hub, and Amsterdam
Airport Schiphol is just a 15-minute
train ride from the city centre. Then
there’s the fact that a logistics cluster of
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unique scope and innovative strength
has developed around the port cities
of Rotterdam and Amsterdam.

While such physical advantages are
important for claiming the role of di-
rector of continental Europe, the most
important USPs of Amsterdam where
the knowledge industries are concerned
are immaterial in nature. In the famous
Golden Age (1600-1700), the city was
already considered the European cen-
tre of social and cultural innovation.
The world’s first multinational, the VOC,
was established here, share trading was
invented, and the first stock exchange
opened its doors. But liberal Amster-
dam was also a setting in which the
ideas of a free thinker like Spinoza
could flourish, and last century, during
the Sixties, it became the epicentre of
a broad wave of emancipation that has
since had an enormous influence on
today’s Western world. Nowadays,
Amsterdam is taking the lead when it
comes to developing new solutions for
energy and environmental problems.

STILL SPARKLING

Today, the presence of a wide range of
high-quality institutions, plus the pro-
portionally highest concentration of

business service providers in the world,
is encouraging knowledge sharing and
multi-disciplinary thinking. The manage-
able scale of Amsterdam, as referred
to in the opening words of this article,
is a big advantage in this. The Dutch
way of doing business is characterised
by its ability to build bridges between
different cultural identities. In the melt-
ing pot that is Amsterdam, with its 174
different nationalities, that approach
has become a way of life. The compo-
sition and attitude of the local (profes-
sional) population is proof of this:
mainly multilingual, multicultural,
tolerant, sometimes opinionated, but
always eager to find a consensus.

Living and working in creative Amster-
dam is arewarding experience in itself,
but the material benefits of being based
here are also convincing. A broad range
of non-Dutch companies is migrating
to Amsterdam Metropolitan Area. At
the moment, there are over 1,400
companies of foreign origin, including
over 150 European head offices and
sales offices. They all profit from a
consistently positive tax and invest-
ment climate, and as a result they
achieve above-average rates of growth.

Last year, their average turnover in-
creased by 10 per cent or more, and
growth in profits, at 9 per cent, was
higher than elsewhere in Europe. The
client portfolios of the creative sector
also profit indirectly from this. Or, in
the words of the advertising executive
quoted at the start of this story: “In
Amsterdam, you always have the feel-
ing that you’re in the flow. You float
along on an undercurrent that is
stronger than you are. If you go with it,
the possibilities for profit creation ar-
rive almost automatically.”

- Foreign companies account for 15 per cent of

employment.

- They represent more than 25 per cent of the
turnover, and bring in 21 per cent of the added

value.
- The average productivity of a non-Dutch

company is higher (€111,200 per employee,
compared with €96,800 on average for Dutch

companies).

- Foreign companies have lower overheads, and

make extensive use of cost-effective strategies,

such as outsourcing non-core competencies.

THE INTERNATIONALISERINGSMONITOR,
APUBLICATION OF DUTCH CENTRAL BANK

AND CBS (2008)

QUALITY OF LIFE: CREATIVE FESTIVALS & EVENTS

PICNIC CROSS MEDIA WEEK

From 24 to 26 September 2008, thousands of creative minds from all
over the world will come together in Amsterdam for the third
PICNIC.

PICNIC brings together and disseminates the ideas and knowledge
of the world’s best creators and innovators, through a top-class con-
ference, a broad selection of seminars, a series of hands-on work-
shops and many many other events.

It spotlights cutting-edge products and services at the intersection
of media, technology, arts and entertainment, and brings together
entrepreneurs, investors, creators as well as scientists, and other in-
dustry leaders. And you can do more than pick up new ideas and
network with your peers. Save the world.. Create a new service...
Experience new tools... Find a business partner... Admire the arts...
Get inspired... And of course party with Europe’s digital elite.

IMAGINE, CREATE, INSPIRE

The PICNIC Conference is a high-level plenary meeting of bright,
creative minds. The world’s best media entrepreneurs, thinkers and
creators share their stories. The buzzing heart of the action, the con-
ference attracts more than 1,000 delegates from all over the world
for series of groundbreaking sessions.

The main theme is Collaborative Creativity in its many guises. We
will look at new and connected forms of intelligence and creativity,
from the fields of entertainment, science, the arts and business.
From the global brain to crowd-sourced design, from data visualiza-
tion techniques to fostering creativity; from connected cities to con-
nected souls: in a series of ground-breaking presentations,
discussions and debates we will explore the future of collaborative
creativity and its implications for us all. www.picnicnetwork.org
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QUALITY OF LIFE: CREATIVE FESTIVALS & EVENTS

STREETLAB

World Streetlab is a Dutch platform for young ‘street based’ designers.
Streetlab offers fashion designers, street artists and photographers
a stage by organizing exhibitions, manifestations, talk shows and
festivals. During the Amsterdam design month ‘Four Weeks of
Freedesigndom’ in September 2008, Streetlab will organize an
event at the brand-new Amsterdam Bijimer Arena railway station in
Amsterdam South East.

In the summer of 2007 the festival attracted 13,000 visitors. In the
summer of 2009 a big international festival will again take place in
Amsterdam. www.streetlab.nl

KLIK! ANIMATION FESTIVAL

The Amsterdam animation festival “KLIK!”” is a platform for anima-
tion in the broadest meaning of the word. In Kriterion, a cinema
where students are in charche since 60 years, a multimedia festival
will feature short animation films, games, and everything in between
from all over the world. Next to the student compitition there is the
open compitition. www.klikamsterdam.nl

B-OOST

Under the heading of B-oost a major music festival will take place in
Amsterdam’s Oostelijk Havengebied (Eastern Harbour Area). There
are open-air concerts on the water of the IJ harbour, at the tip of
Java island and at other venues. Theme of this year is ”Space
sounds from the eastern docklands”. www.b-oost.nl

AMSTERDAM INDIA FESTIVAL

The Amsterdam India Festival presents a cultural calendar of dozens
of events in the field of music, dance, fashion, film, photography,
theatre, art, architecture and multimedia. The theme of the festival
is Blended Cultures. During the festival, an economic conference
has been organised, in which representatives of Indian and Dutch
businesses will participate. www.indiafestival.nl

INTERNATIONAL BROADCASTING
CONFERENCE (IBC)

Since 2007, the International Broadcasting Conference has devel-
oped into the largest congress of its type: in 2007, it had over 45,000
visitors. It is principally known for its many presentations of spectac-
ular new products and is the number one broadcasting conference
in the world. www.ibc.org

QUALITY OF LIFE: CREATIVE FESTIVALS & EVENTS

GRACHTENFESTIVAL

The Grachtenfestival is the annual festival with (classical) music in
special locations that have cultural and historical value: concerts on
pontoons on the Amsterdam canals, at famous houses and in
monuments like the Anne Frank Museum. The theme of this year's
Grachtenfestival is 'secretive’, inspiring artists and musicians to
create programmes with sneak previews, secret tales, and obscure
work of famous composers and unknown contemporaries.
www.grachtenfestival.nl

FREEDESIGNDOM

All design-related events in the Amsterdam/Utrecht region in
September and October are now part of a single festival: 4 weeks of
FreeDesigndom. The programme includes Via Milano Dutch
Design, Streetlab, Multiplicity & Visual Identities, the Woonbeurs
Amsterdam. The popular Inside Design Amsterdam exhibition is a
symposium from Utrecht Manifest about social design and, for the
first time ever in Amsterdam, the much talked-about Experimental
Design biennale. www.freedesigndom.com

EXPERIMENTA

The prominent design biennale from Lisbon will now also be held in
Amsterdam and alternate annually between both cities. The theme
of this year’s Experimenta is Space and Place. There will be three
large projects: Urban Play, Playground and Come to my Place.
Amsterdam Conferences and Open Talks will take place and a
programme of special fringe events will pop up at unexpected
places in the city. www.experimentadesign.nl

WCIT 2010

World Congress of Information Technology (WCIT) is the world’s
biggest and most important international IT forum. Every other year
the event brings together world leaders from business, government
and science. In 2010, the 17th edition of this Olympic Games for ICT
takes place in Amsterdam with the theme, “Challenges of Change”.
www.wcit2010.com
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INTERVIEW: DJEEVAN SCHIFERLI
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In retrospect, IBM’s decision to coordi-
nate all its water management activities
from Amsterdam was quite logical. For,
as the company’s business development
executive Djeevan Schiferli points out,
since time immemorial the Netherlands
has had an almost schizophrenic love-
hate relationship with water.

Over the centuries, to keep their feet
dry in a delta region mainly below sea
level, the Dutch have built up a unique
and internationally respected expertise
when it comes to constructing water
defences, locks and other interventions
devised to withstand the coastal waters
that are regularly whipped up by violent
west winds. At the same time, they
quickly realised how many disadvan-
tages can be overcome with water.
Through ‘poldering’ new farmland was
created, and by digging irrigation

channels poor land was made fertile.
On top of this, all that water inside
and outside the dikes needed to be
filtered and regulated. The whole
complex even underpinned the
creation of the first democratic struc-
tures in the region: centuries before
the Netherlands’ state model had
been developed, there was already
water management.

Conducting solid, reliable water
management is part of the Dutch
genetic code, and, says Djeevan
Schiferli, this accumulated knowledge
and skill-set (continuously tested,
elaborated and exported since those
early times), was an important factor in
the location choice of IBM Global
Center of Excellence for Water
Management. “Nowhere is the water
sector so broad and of such high

Ower

water

quality as in the Netherlands,” says
this specialist in the field of climate
control issues. “At IBM, we play an
active part in that. We’ve already
determined that the water market will
be the growth market of the future:
worldwide the demand for better
management and risk systems will
increase enormously, as will demand
for solutions to improve the quality of
water and, for example, to make
drinking water out of salt water.

“As the world’s largest advisory organ-
isation, we must therefore be located
near to the source of the most promis-
ing new developments and applica-
tions. And that’s the Netherlands. For
our part, we have considerable added
value: we bring our broad knowledge
of information and communication
technology, we can rely on a network
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oy
‘r

IBM GLOBAL CENTER OF
EXCELLENCE FOR WATER
MANAQEMENT
Djeevan Schiferli,
Business Development
Executive



018

INTERVIEW: DJEEVAN SCHIFERLI

of branches in 170 countries, and we
have plenty of experience of develop-
ing globally accepted standards. Sowe
think that our Amsterdam centre of ex-
pertise can contribute a lot more value
to the creation of products and services
in the field of water management.”

MARKET WITHOUT BORDERS

The international water market is liter-
ally boundless. Worldwide, a billion
people still have no access to clean
drinking water or irrigation facilities.
Water, as a result, is becoming an
increasingly scarce (and therefore
more expensive) raw material, even
while the threat from water grows. As
a consequence of climate change, the
sea level is expected to rise consider-
ably over the coming years. Already,
two-thirds of the world’s population is
living in coastal regions where the
danger of flooding in extreme circum-
stances is high. Through the combina-
tion of an increasing number of
cyclones and tornadoes, the rising sea
level, and the lack of sound water de-
fences and reliable warning systems, it
is only to be feared that the world will
increasingly be struck by terrible flood
calamities — as happened recently, for
example, in Myanmar.

While that’s an alarming prospect, the
flip side is that the market demand for
proven successful solutions and
constructions is growing rapidly every
year. The Dutch water sector is thriving
and growing as never before. Its eco-
nomic value last year was an estimated
€60 billion. Companies such as Van
Oord, Koninklijke Boskalis Westminster
and Ballast Nedam are active all over
the world in constructing water de-
fences and other activities to improve
regional stewardship and gain control
over the elemental power of water.

Advisory organisations such as Arcadis,
Aveco de Bondt and Deltares (formerly
Waterloopkundig Laboratorium)
predict water movements and devise
solutions for better water manage-
ment. Moreover, the scientific study of
all aspects of water here is at a very
high level, and the Netherlands is the
only country in the world with a spe-
cialised Ministry of Transport, Public
Works and Water Management as its
largest authority. Even the heir to the
throne, Prince Willem-Alexander, has
specialised in water management.
Says Schiferli: “Nowhere else in the
world do you find such a large variety
of market players and institutions who
are all directly or indirectly occupied
with water. That makes the cross-
pollination of ideas, and reciprocal
inspiration, so much simpler.”

OPEN INNOVATION MODEL

IBM now believes in the strength of an
open innovation model. “Our most
important objective is to build as many
partnerships as we can with companies
and knowledge institutions, and to look
at how we can create an attractive
competitive edge together,” explains
Schiferli. “And this brings us to another
advantage of being located here. Not
only is everyone here reachable within
an hour’s drive or train ride, but the
culture of enterprise is also pre-
eminently directed towards coopera-
tion and sharing knowledge and
networks. More than anywhere else.”
Although it has 30 employees of
numerous different nationalities, the
IBM Global Center of Excellence for
Water Management is still in the
pioneer stage, in the sense that its first
operational year is mainly being spent
on mapping the many possibilities
which the water market offers a large

party like IBM, and deciding which
priorities should be set. Provisionally,
it has been decided to focus on inte-
grating forecasting and security soft-
ware for high-risk areas: from
forecasting models for tsunamis and
other extreme weather conditions,
and systems for safeguarding dikes or
monitoring tides, to software for plan-
ning massive evacuation operations.
“Currently, the greatest social need is
for these applications,” says Schiferli.
“By reiterating the physical risk to
more and more areas from flooding
over the coming years, and by increas-
ing the realisation that this is a real
and present danger for many people,
we can anticipate a very great need.
As IBM, we can add our expertise in
the field of corporate training, virtual
worlds and processor technology.
“But in the future we will also un-
doubtedly turn our attention to the
quality market. Through the introduc-
tion of simpler, more reliable water
filtering systems and applications to
increase the access to clean water, we
can also make an important contribu-
tion to what many say will be the
biggest social and environmental
technology problem of the future.”
Meanwhile, Djeevan Schiferli is sure
that IBM’s Amsterdam centre of
expertise can play an interesting,
pioneering part in all this. “And that
make us here more than a little bit
proud,” he says.

IBM GLOBAL CENTER OF EXCELLENCE
FOR WATER MANAGEMENT

COUNTRY OF ORIGIN USA
ESTABLISHED IN THE AMSTERDAM
METROPOLITAN AREA SINCE 2008
EMPLOYEES 30

INDUSTRY INFORMATION TECHNOLOGY
ACTIVITY GLOBAL CENTER
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INTERVIEW: ROY AVNI

Danc

INg
round the world

According to promoter Roy Avni, the
dance industry in Amsterdam deserves
its own icon: a monumental recognition
of the fact that the city has developed
into an epicentre where new electronic
music forms are developed, where the
most talented DJs come to do a trial
run for their big international break-
through, and where appealing party
concepts are invented that go on to
fill rooms all over the world - and even
pack stadiums.

The Israeli founder and director of
organisers and consultants, Electrona-
tion, has an idea of his own. A dance
tower should be established in the cen-
tre of the city, where the many millions
of enthusiasts in the Netherlands and
abroad can enjoy a unique experience.
According to Avni’s plans, they would
be able to choose the floor with their
favourite music form (trance, techno,
you name it), and each of these stacked
venues must, of course, have the best
conceivable acoustics, plus the best and
most powerful sound systems and light
shows, and the latest gadgetry in infor-
mation and communications technol-
ogy to support the beat with visual kicks.
“In dance, it’s all about offering a three-
dimensional experience,” says Avni.
“And what could be more beautiful
than setting up a dance temple in the

heart of Europe’s most swinging city, a
place where the international dance
community can enjoy incomparably
beautiful parties? Not only would it be
a wonderful impulse for one of the
fastest growing segments of the inter-
national entertainment industry, but
Amsterdam would gain a magnet for
the younger generation of tourists.”

FASTEST GROWING SECTOR

After gaming, the dance phenomenon
is the fastest growing sector in the
modern experience economy. Although
hard turnover figures are lacking, the
compilers of the authoritative Media
and Entertainment Outlook, a report
produced by accountancy and consul-
tancy group PricewaterhouseCoopers,
estimate that it must already amount to
a cool €30 to 35 billion worldwide -
double the total of just two years ago.
A considerable part of that turnover is
generated from Amsterdam. Or, in the
words of a spokesman from Buma
Culture, an organisation promoting the
export of Dutch musical forms: “Dance
is already the biggest export product
of the Dutch entertainment sector. And
I’'m convinced that its importance will
only increase over the coming years.”
Indeed, the dance industry in and
around Amsterdam has become an
economic and cultural force to be

reckoned with in a surprisingly short
amount of time. Ten years ago, when
dance was still associated with often
illegal events in viaducts and derelict
factories, the first professionally
organised dance festivals were held in
Amsterdam. For example, the now
annual Dance Valley, held in a recrea-
tion area north of Amsterdam, was the
first large dance event in Europe to be
held with the permission of the local
authorities. Now it's attended by 40,000
visitors each year, and has become a
stage onwhich top DJs can present their
latest samples to the international
music world.

Subsequently, in and around Amster-
dam a group of creative, and mostly
young entrepreneurs were soon busily
organising festivals, thinking up new
concepts and promoting renowned DJs
like Tiésto (the world’s most popular DJ
in 2008) and Armin van Buuren (his
successor in the trance department).

It was around this time that Duncan
Stutterheim and his partners set up
ID&T, which has become one of the
biggest dance event organisers in the
world. One of their early products was
the first stadium concept, Sensation, a
large-scale dance extravaganza which
draws tens of thousands of fans to each
event, and has subsequently been ex-
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ported all over the world. In Australia,
for example, ID&T recently won the
exclusive rights to organise dance fes-
tivals in the Telstra Dome, Melbourne,
for the coming ten years.

That dance has become a big business
is evident from the fact that industry
observers estimate this single contract
to be worth €40 to 50 million. The
40,000 visitors at each event will happily
pay €100 or more each for a top act.
In addition to this are earnings from
the catering for the festivals, which may
require several mealtimes, and then
there’s the yet more attractive poten-
tial of merchandising. “Organising
dance parties has become a very com-
plex business,” Duncan Stutterheim
and his partner Walter Tavecchio re-
cently told Dutch Financial Newspaper.
“You not only need a good DJ and
music, you must also have a good un-
derstanding of production, construc-
tion, crowd control, and be able to
supply food and drinks to 10,000 party-
ing people without them having to
queue for longer than fifteen minutes.
In this, we have a big head-start on
our competitors abroad.”

MUSIC LAB
It was this unique combination of ex-
pertise and critical mass, which per-

suaded techno enthusiast Roy Avni
(and a few dozen other foreign dance
promoters like him) to move to Ams-
terdam. Electronation, which he set up
less than four years ago, has developed
in that time into a network organisation,
putting on big parties in global cities
such as Barcelona and London on a
weekly basis, and consulting on con-
cepts for longer established events.
“Actually, it's quite remarkable that we
have even got a foot in the door in
London —whichis still considered as
the epicentre of the international youth
culture. But our clients think that really
innovative DJs exist only in Amsterdam,
and that Amsterdam organisers have an
extra something. Indeed, just the fact
that our office is in Amsterdam gives
us a head start in terms of reputation.”

That advantage is further reinforced
because competition between the
several hundreds of organisers and
promoters already active in and around
Amsterdam keeps everyone sharp.
Avni adds that the Netherlands is a
country of early adapters, certainly when
it comes to music. “The Netherlands is
a kind of music lab. And whatever gets
started here succeeds in other places.
For this reason, everyone involved in
dance comes to Amsterdam to experi-

ment with new music forms and to let
themselves be inspired. That makes
the cultural climate here in the city so
enterprising.”

Though having grown up himselfin a
small country, Roy Avni is still astonished
on a daily basis at the convenient scale
of the city where all this takes place.
“Literally everything is within reach here:
within the radius of a kilometre, you can
rent the best installations in the world,
there are the clubs that are pushing the
borders of contemporary music, and
even the financiers seem to be more
creative here than anywhere else.”
Plus the fact that Amsterdam Airport
Schiphol, literally on Amsterdam’s
doorstep, has one of the world’s busiest
timetables. No wonder that Roy Avni
is convinced that Amsterdam will keep
the world dancing for a long time to
come. “Thisis the place to be,” he says.

ELECTRONATION

COUNTRY OF ORIGIN THE NETHERLANDS
ESTABLISHED IN THE AMSTERDAM
METROPOLITAN AREA SINCE 2001
EMPLOYEES 1

INDUSTRY DANCE

ACTIVITY EUROPEAN HEADQUARTER

AMSTERDAM DANCE EVENT

With over 700 DJ’s / Acts performing at
34 locations, clubbers are calling it: The
worlds biggest club festival. Music pro-
fessionals refer to the ADE as Europe’s
main electronic and dance music con-
ference. Now at the twelfth edition, the
ADE has grown into a business confer-
ence that attracts 1900 key profession-
als from 36 different countries and a
club festival audience of 72.000 of
which 25.000 are from abroad.

The ADE is organized by Buma Cultuur,
the foundation dedicated to the pro-
motion and support of Dutch music
copyright. Founded and supported by
the Dutch music author rights organiza-
tion Buma/ Stemra, Buma Cultuur initi-
ates, contributes to and sponsors a
number of projects in the Netherlands
and abroad. In terms of genre, Buma
Cultuur covers the entire scope of the
Dutch music scene.
www.amsterdamdanceevent.nl

amsterdam 22/23/24/25 Buma
&b gusterdam,  222304/28, 023
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PAN-EUROPEAN BUSINESS HUB

Expatcenter

www.iamsterdam.com/expatcenter

Opened on June 17th by Mayors Cohen
and Van Zanen, foreign employees can
now pick up their residence permit
and register with the City of Amsterdam
or the City of Amstelveen in just one
visit. With the first residence permits
distributed to foreign employees by
State Secretary Albayrak of the
Ministry of Justice, the Expat Center’s
test phase has begun.

ONE-STOP SHOP

The Expatcenter test phase has begun
thanks to the efforts of the Immigration
and Naturalisation Service (the IND)
and the Cities of Amsterdam and
Amstelveen. With this initiative, the
IND aims to give a powerful impulse
to preparations for a modern immigra-
tion policy. The three parties have de-
veloped a working method, whereby
the employer can initiate the proce-

dure for a residence permit four weeks
before the arrival of the employee.
When the employee arrives in Amster-
dam, his or her visit to the Expatcenter
is already planned. There, the proce-
dures enabling the employee to work
can be concluded in one go.

VIRTUAL OFFICE

The start-up of the Expatcenter
coincides with the launch of the English-
language website: www.iamsterdam.
com/expatcenter. The website makes it
easier for expats and their families to
settle in the Amsterdam Metropolitan
Area. It combines all useful municipal
information with tips on those important
topics requiring fast action. In the long
run, expats may be able to get started
on the process of coming to work in
the Netherlands by simply filling in a
digital form in their own country.
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INTERNATIONAL COMPANIES
TAKING PART

There is great interest in the Expat-
center’s one-stop service. In a series of
meetings held in preparation for the
Expatcenter, representatives of com-
panies with foreign employees voiced
their wishes concerning procedures
and information. For the Expatcenter
test period, a limited number of com-
panies have been invited to participate.
The test phase started with knowledge
migrants.

ADDING TO THE AMSTERDAM
REGION’S ATTRACTIONS

Since finding and retaining high-calibre
employees is of great importance for
companies, a high level of hospitality
must be extended to such employees
and their families. The Expatcenter will
fulfil an important function in this.
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QUALITY OF LIFE: MUSIC & DANCE

DANCEA4LIFE

Dance meets charity. Amsterdam entrepreneur and part-time DJ
Dennis Karpes came up with a concept that has added a new
dimension to charity events. Dance4Life encourages young people
all over the world to develop activities which support the worldwide
fight against AIDS and HIV in their own country. To motivate and
reward that network, a cross-border dance festival is organised from
the home base in Amsterdam, under the Dance4Life umbrella. For
this year’s event, stages were set up in 11 countries, and well-known
artists such as DJ Tiésto and U2’s Bono generously donated their
time. Thanks to these efforts, Dance4Life has become the best-
known charity ‘brand’ in the world, and in participating countries
there are over 50,000 active change agents who have been brought
in by means of the dance platform. www.dance4life.com

MYSTERYLAND

Mystery land is the oldest Dutch dance event. In 1993 an annual
house party grew into one of the biggest dance events in Holland.
It had to find a new location every time. Since 2003 they have earned
a fixed location in Haarlemmermeer on the old Floriade area.
www.mysteryland.nl

DANCE VALLEY

Attracting about 55,000 visitors a year, Dance Valley is an open air
festival where dozens of circus tents host different styles of dance
music, making it an epic event. www.dancevalley.com

SENSATION

The Sensation dance festival is divided into two distinctive events.
The white party and the Black party. As you can imagine, the dress
code matches the theme of the party. Sensation White features the
“lighter” house styles, where as the Black Edition is darker and
harder. Since 2005 there is Sensation International, a world tour of
Sensation White. www.sensation.com

DEFQON

Defqgon is the dance festival of Q-dance, an anual free festival in
Almere in July. This year’s ninth edition is one of the biggest free
dance festival in the Netherlands. Held at the most beautiful beach
in Almere, with more than 10.000 m2 of dance stages and open
space, this festival is not to be missed. www.g-dance.nl
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RAU ARCHITECTS
Thomas Rau,

Founder and Director

INTERVIEW: THOMAS RAU

Towards

ONnep

Over 16 years ago, Thomas Rau made
the move from his home country of
Germany to the Netherlands. It was a
well thought out, strategic decision.
Determined to set up his own architec-
tural firm that would distinguish itself
through the sustainability of its designs
and concepts, he had considered
every aspect of his future location.
First of all, he’d reasoned, no one else
knows the power of nature - and there-
fore also its laws - quite like the Dutch.
“When you spend some time here, you
notice that the Dutch have a very par-
ticular relationship with their environ-
ment,” he explains. “Partly, it’s that they
have literally had to win their land from
nature. But this has also had the con-
sequence that they are aware of their
responsibility for their biotope - more
than many other cultures, | believe. In
the Netherlands, there’s a better under-
standing of the message that the built
environment must be in harmony with
the natural surroundings.”

In addition, Rau notes that Amsterdam
has many other advantages, including
its compact scale, the presence of many
different creative talents here, and the
fact that the Netherlands has a broad
and internationally oriented design
tradition. Young Dutch designers have
put new life into the reputation of Dutch

design worldwide, and in their wake
Thomas Rau has witnessed the rise of
a new architectural dynamic.

“The Netherlands has always had inter-
nationally renowned architects,” he
says. “Think of Berlage, Rietveld, and,
more recently, Van Berkel and Kool-
haas. They have paved the way for the
international acceptance of a new
generation of architects, who want to
distinguish themselves not only through
their choice of forms and materials, but
also through their awareness of the fact
that a building always has a cultural and
social impact.”

Add to this the fact that the Netherlands
is making major investments in its infra-
structure, and that the ‘green city’ will
get a major impulse here in the coming
years, and Rau’s decision to locate in
the Netherlands - more specifically on
the southern bank of the Amsterdam 1J
— seems to have paid off relatively
quickly. “So far, | haven’t been disap-
pointed on a single point,” he agrees.
He’s speaking in his office, which was
designed according to the latest
principles of sustainability.

“In fact,” he continues, “I’'m in the most
stimulating setting imaginable for my
work. Right now, Amsterdam is Europe’s
centre for sustainable building, and | am
convinced that in the long run, we can

TEXT:. HANS KOPS | PHOTOGRAPHY: MART ENGELEN ~ A-A-P
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also claim that position worldwide. Es-
pecially if the demand for sustainably
realised construction projects contin-
ues to develop as positively as has
been the case over the last few years.”

EYECATCHING

RAU Architects is one of the trendset-
ters in a rapidly expanding niche in
the Dutch architectural tradition. In
and around Amsterdam, there are an
estimated 500 architects specialising
in forms of sustainable architecture.
While this is already an interesting de-
velopment in itself, what is even more
important for the investment climate is
that the development of energy-neutral
and biodegradable real estate is start-
ing to become a much sought-after
export product. Or as Thomas Rau puts
it: “People everywhere are now be-
coming aware of the need to build
sustainably. Of course, this is mainly
because existing buildings and houses
are enormous energy wasters, respon-
sible, for example, for more than a third
of global CO2 emissions. But it’s also
because the residual value of sustain-
ably realised projects will be higher in
the long run. The current energy prices
are helping us to persuade investors
and buyers that there is great material
value in designs which return measura-
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- Almere will grow according to the cradle-to-
cradle Philosophy as defined in William
McDonough’s book, “Cradle to Cradle”.

The book is a manifesto calling for the transfor-
mation of human industry through ecologically
intelligent design. Through historical sketches
on the roots of the industrial revolution;
commentary on science, nature and society;
descriptions of key design principles.

- Almere Principles are key in the challenge to

double the City size of inhabitants and create outside the Netherlands to its name. context of daily reality. Not only are

an extra 100,000 jobs. In China, Thomas Rau and his 40 em-
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bly more energy than they use. Above
all, by 2020 people will just no longer
have the funds for energy-gobbling
houses and industrial buildings.”

The architectural proofs of this propo-
sition are meanwhile rising in and
around Amsterdam. Last year, a num-
ber of creative media companies took
up residence in the Kraanspoor build-
ing in North Amsterdam, a renovation
project realised entirely with sustainable
materials and new construction tech-
niques in the northern harbour area of
the city. A few kilometres further north,
environmental consultancy Search re-
cently opened an office designed and
constructed to work as a zero-energy
building, and Stadshaven Minerva will
soon have a “sustainable incubator”
for new creative companies. Sister city
Almere will shortly get the world’s first
energy-neutral supermarket. Close to
Schiphol Airport, in Hoofddorp, work
has begun on a business park based
on the cradle-to-cradle concept as
developed by German chemist Michael
Braungart and American architect
William McDonough. All materials used
must be able to be recycled eventually,
or must biodegrade naturally. What's
more, a kind of return policy has been
agreed with the builders and project
developers, stating that they must
dismantle and remove the building in
30 years time for an agreed price.

RAU Architects, meanwhile, has some
of the most striking sustainable designs

ployees are developing a completely
sustainable city district, and in Lyon,
France, they are supervising the world’s
largest energy-neutral residential and
retail project. “And so much more is
still in the pipeline,” says Rau. “Not
only for us, but also for our colleagues
elsewhere in the city.”

THE NEXT STEP

While Thomas Rau and his peers are
convinced that sustainable architecture
is experiencing a heyday, Rau believes
that now is the perfect time to take the
next step forward. “If we want to keep
up our current lead, then we must, as
internationally oriented architects, look
to what | call ‘One Planet Architecture.’
We should look not only at what we
can gain in sustainability within the
construction industry, but also at the
surrounding factors involved in our de-
signs. How, for example, can we keep
unnecessary commuter traffic to a
minimum, and what contribution can
we make as architects of the built envi-
ronment to increasing the pleasure of
our users in their home and work lives?
And what can we do to anticipate
people’s changing needs with respect
to their work-life balance? These are
just a few of the questions that we must
ask ourselves as architects, if we view
our buildings as a temporary covering
of the planet.”

Rau believes that the Netherlands is an
ideal laboratory for developing such
fresh concepts and testing them in the

people here used to making the best
use of scarce living space, while the
congestion problem forces the finding
of solutions, but a form of thinking
‘outside the box’ is possible that, he
says, still astonishes and inspires him.
“On some points,” he adds, “Dutch
legislation and the construction sector
can be just as stuck as in other coun-
tries, but when a problem is seen to
affect everyone, then everything
suddenly becomes fluid. Nothing is
impossible, and even the most enve-
lope-pushing solutions are seriously
considered. This was how it was decided
to build the Delta Works, which is still
the world’s largest coastal reinforce-
ment project, and now serious consid-
eration is being given to the idea of
mooring an artificial island in the form
of a tulip off the North Sea Coast.
“Perhaps it will take a couple of years,
but that tulip island is definitely com-
ing,” continues Rau. “And it goes to
show that the Netherlands is still ahead
when it comes to knowledge and ex-
perience in the field of water defences.
This is just the sort of pioneering work
the world needs in order to find the
right sustainable solutions.”

RAU ARCHITECTS
COUNTRY OF ORIGIN THE NETHERLANDS

ESTABLISHED IN THE AMSTERDAM
METROPOLITAN AREA SINCE 1992
EMPLOYEES 40

INDUSTRY ARCHITECTURE

ACTIVITY EUROPEAN HEADQUARTER

Schiphol

VIP-Centre

Concrete

www.concreteamsterdam.nl

With growing globalisation, Amster-

dam is in direct contact with the world.
Europe’s no. 4 passenger airport
Schiphol wants to contribute to the
cultural environment by exposing the
history and modern innovations of the
Dutch. In the design of the VIP-centre,
Concrete decided to combine these
two elements, choosing objects exclu-
sively designed by contemporary
Dutch artists and product designers.

At the same time, visitors of the VIP-
centre will also be introduced to typi-
cal Dutch characteristics: the sense of
humour and satire, the pragmatism
and the economical practicality. The
VIP-centre creates an oasis of peace,
away from the hectic atmosphere of
the airport. Terminal buildings consist
of corridors and traffic areas and in
contrast, Concrete decided to create
an area without any corridors.
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INTERVIEW: EDGAR KASTEEL & PEGGY STEIN

Continental

Europe’s business hub

IMAGINE AMSTERDAM

On the sidelines of the two huge events
of 2008’s summer of sport, the Olympic
Games and the Euro 2008 football
championship, Nike and Adidas were
competing in their own advertising
tournament. The rival sports brands
bought up several hours of TV time,
splashed themselves across billboards,
newspapers and magazines all over the
world, and supplemented all this with
every conceivable interactive possi-
bility capable of increasing the per-
ception of their brand.

The messages differed, of course. Nike
embroidered on the theme that every-
one can be a top performer if they
only challenge their own limitations,
while Adidas suggested that choosing
its own triple-striped brand is a step
towards the same kind of fame
achieved by the featured icons.

But there was one striking similarity:
both campaigns were conceived and
developed in Amsterdam. The global
Nike campaign originated in the
creative brains of Wieden+Kennedy
and the Amsterdam office of American
agency 72andSunny, while the concept
and media strategy for the Adidas op-
eration were the work of 180 Amster-

dam, the Dutch outpost of another US
company, 180 Communications.

TREND INTERRUPTION

In the international advertising world,
a trend interruption is taking place.
Globally recognised brands like Coca-
Cola, Philips and Sony, formerly opted
for partners of a similar scale and world-
wide coverage. But, with the increasing
individualisation of the consumer, and
the rise of information and communica-
tion technologies, the advertising in-
dustry is being influenced by the
‘best-of-breed model,’ to use an anol-
ogy with the IT business.

That means that client companies are
surrendering control (or part of it) of
their own communications, and instead
setting up their own networks of part-
ners based on the added value of the
different components, according to
the scope and nature of each project.
The scope of the partners is less impor-
tant: they are mainly chosen for what
Edgar Kasteel, of research bureau
ARCUSplus, calls their ‘bandwidth’. He
explains: “The term is very broad, and
means partners must be flexible and
optimally contactable, and they must
excel in their specialisation.”

The realignment that is resulting from
this development amounts to an evo-
lutionary process that will change the
face of the advertising world over the
coming years. Next to giants like WPP
and TNS, an increasing number of small
and medium-sized network organisa-
tions are springing up. They are strongly
oriented towards specific sectors or
certain parts of the creative and pro-
duction process of the campaign.
“Creativity has been rediscovered as a
core competency,” observes Peggy
Stein, the creative brain behind Ams-
terdam agency Bureau Pindakaas,
which has been responsible for projects
such as the implementation of the city’s
‘I amsterdam’ marketing campaign.
While all this means that many advertis-
ing agencies are now busily reinvent-
ing themselves, it also has major
consequences for their location strate-
gies. London (for Europe) and New
York (for the rest of the world) will
remain the advertising capitals of the
world. The critical mass in these places
is unequalled, with most offices main-
taining their headquarters in them. But
alternatives are becoming increasingly
attractive, and in some cases opening
an office in one is even becoming a
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condition for growing along with antic-
ipated market developments. This ap-
plies especially to Europe. More and
more advertising agencies (and their
clients) are reaching the conclusion
that having London as an exclusive
operating base is no longer sufficient
to conquer continental European mar-
kets or extend their market share there.
The European single market still con-
sists of a lot of different cultural identi-
ties, so the generally Anglo-Saxon
perspective of the top offices of the
British capital may sometimes function
as something of a drawback.

Another factor is what Stein calls, “the
rediscovery of imagination.” The crea-
tive process is central once again, and
for a contemporary network organisa-
tion this means that it’s necessary to be
present where the creative process can
take its most challenging form, and
where creatives can feel most at home.
And in this respect, Amsterdam is dar-
ing to measure itself against London as
the new epicentre of advertising creati-
vity for continental Europe - and more.

ADVERTISING HUB

Amsterdam Metropolitan Area is cur-
rently becoming even more attractive
as an advertising hub. Last year, an
estimated €5.5 billion was generated
by the 40,000 people in the creative
community in and around Amsterdam,
and the advertising industry was re-
sponsible for half of that. With an aver-
age annual growth of over six per cent
over the past decade, Amsterdam is
one of the fastest growing advertising
centres of continental Europe.

Small and medium-sized offices, which
have sprung up in recent years along
Amsterdam’s canals or the trendy
Zuidas business area, are responsible
for a major part of this growth. Among
the offices of internationally recognised
brand names such as Saatchi & Saatchi,

Ogilvy & Mather, BBDO and Young &
Rubicam, other foreign players keep
arriving in increasing numbers. In Am-
sterdam, Wieden+Kennedy set up its
creative head office for the rest of
Europe, close to Strawberry Frog (set
up by two Canadians and now called
Amsterdam Worldwide following a
separation from the New York office),
and the Miami Ad School (a coopera-
tive venture of several international
offices where top creative talent is
trained in concept development and
copywriting). The Amsterdam branch
of the latter was set up and facilitated
by Bureau Pindakaas. Elsewhere in the
city there’s 180 Amsterdam, Wieden+
Kennedy and 72andSunny - and that’s
just a random selection from an assort-
ment of foreign offices and start-ups.

While Amsterdam’s advertising industry
is rapidly internationalising, at the same
time the influence of the surrounding
infrastructure is growing, too. “The
quality of the creative cluster is nowa-
days stipulated by the degree of inter-
action, which is above average in
Amsterdam,” says Kasteel, whose
ARCUSplus researched the strengths
and weaknesses of the local advertis-
ing industry for Amsterdam City Coun-
cil. “You get more and more crossovers
with games producers and other mak-
ers of interactive media, and more,
and closer, cooperations with TV and
film producers, for example.

The Netherlands is known to be the
cradle of many TV formats that go on
to be world-beaters. So here there’s
also talk of an interesting cross-fertili-
sation.” In any case, it’s a fact that
more and more prestigious accounts
are being handled in Amsterdam. Be-
sides the creation of the campaigns
for Nike and Adidas, the latest cam-
paign for the Coca-Cola Company was
also conceived and developed on a

17th-century canal. In addition, cam-
paigns for brands such as Microsoft’s
XBox, Heineken’s Amstel, and the
Discovery Channel have also been
conducted from here.

“In the new climate in which advertising
agencies are operating, Amsterdam is
increasingly seen as a creative incuba-
tor from where you can, in principle,
serve every international market with a
specific message,” says Stein. “Finding
and inspiring creative spirits in the
melting pot that is Amsterdam is rela-
tively simple: from way back, the city has
been a platform for nonconformists
from all continents, and in that respect,
in fact, it has only become more at-
tractive. Here, living and working are
incomparable experiences. Every day,
you gain new inspiration just by being
here, and | increasingly hear about
young expats who are working here.
And for today’s talents, living and
working surroundings are carrying more
and more weight in their decision of
where to work.”

Moreover, the Netherlands accommo-
dates the global or European head
offices of 30 Fortune 500 companies,
while in Amsterdam there are a further
150 European head offices, and the
region meanwhile meets all the other
location needs of a contemporary
advertising network. A political and
fiscally stable climate for investment,

a large network of business service
providers, the best broadband con-
nections imaginable, a playing field of
350 million consumers in the backyard,
and the presence of an airport with
direct connections to all the world’s
business and creative centres. “The
biggest weakness of the advertising
industry in Amsterdam?”” asks Edgar
Kasteel in his research report. “That it
doesn’t advertise itself well enough.”

UNStudio

www.unstudio.com

Ben van Berkel

UNStudio is an international architec-
tural practice, situated in Amsterdam
since 1988, with extensive experience
in the fields of urbanism, infrastructure,
public, private and utility buildings on
different scale levels. At the basis of
UNStudio are a number of long-term
goals, which are intended to define and
guide the quality of their performance
in the architectural field. UNStudio’s
Ben van Berkel strives to make a signif-
icant contribution to the discipline of

architecture. Being elected to design
the Erasmus Bridge in Rotterdam (1996)
profoundly affected his understanding
of the role of the architect today and
constituted the foundation of his

collaborative approach to practicing,
leading to the foundation of UNStudio
in 1999. Recent projects, which reflect
his longstanding interest in the integra-
tion of construction and architecture,
are: the Mercedes-Benz Museum in
Stuttgart and Arnhem Central.
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