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Media Clusters Brussels – MCB – is a collaborative and interdisciplinary 
research project of the Brussels Capital Region involving the three leading 
universities of Brussels, VUB, ULB and USL-B. The aim is to analyse the many 
facets of the media industry located in the Brussels Capital Region and explore 
the development of clusters.  

The Projet de Plan Régional de Développement Durable / Ontwerp van 
Gewestelijk Plan voor Duurzame Ontwikkeling for Brussels (2013), approved by 
the Brussels Regional Government on 12th December 2013, identifies the cultural 
and creative industries as one of the four key sectors of the metropolitan 
economy, and more specifically proposes a media city at Reyers as the first 
strategic cluster (Pôle Reyers) to develop. However, despite the fact that the 
Brussels Region is committed to foster the development of the media sector, 
there is up until now hardly any empirical data available about the structure and 
dynamics of the media industry in Brussels. This project aims at creating socio-
economic value for the media industry in the Brussels Region and beyond by 
providing decision-makers with the in-depth knowledge they need regarding the 
media industry in Brussels while accompanying the phases of implementation of 
the Pôle Reyers. The overarching research question is: How can the structure and 
dynamics of the media sector in the Brussels metropolis be enhanced to improve 
its social and economic roles?  

MCB is divided in six Work Packages. Work Package 1 offers a general 
overview, definitions and common framework of the project. Work Packages 2 & 
3 focus on Brussels media institutions by studying Brussels' media clusters from a 
macro and socio economical perspective. Work Packages 4 & 5 focus on the 
media workers within Brussels from a micro perspective and Work Package 6 on 
the communities the media workers form to create interactions and communities 
of learning from a meso perspective. These three points of interest, media 
institutions, media workers and media communities, enable MCB to grasp all 
dynamics of media clusters in Brussels. 

 

 

 

 

 

 

 

More information on the Media Clusters Brussels project is available on the 
Internet (www.mediaclusters.brussels). 

 

The project is financed by Innoviris under the Anticipate programme (Prospective 
Research – Anticipate – 66 – 2014/2018).  
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Scope of this report 
 

This report is dedicated to Work Package 1 – Conceptual coordination of 
mapping Brussels’ media industry. Work Package 1 is committed to develop the 
overarching concepts for the three levels of the other Work Packages, media 
institutions, workers and communities. The output of this Deliverable shall guide 
the development of a framework for media cluster analysis (see Deliverable 
1.1b), and scope the research of the whole project. The findings of this 
Deliverable will be used within the other Work Packages to scope definitions and 
concepts of the media industry, the media-clustering phenomenon and Brussels 
as analysis entity. 

 

Deliverables that are built on the findings here are: 

 

Deliverable 1.1b 

Deliverable 2.1 

Deliverable 3.1 

Deliverable 4.1 

Deliverable 5.1 

Deliverable 6.1 
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Key findings 
 

Why should we study media clusters in Brussels? 

1. Because, media clusters show benefits for regions: 
 
- Media clusters and the whole media industry are presenting an 

important share of the whole economy. 
- Media cluster have a beneficial influence on the wealth of a region. 
- Media clusters have an important impact on innovation within the 

media industry and other sectors. 
- Media clusters show effects on regional development and 

competitiveness. 
- Media clusters are beneficial for media companies. 

 
2. Because, not enough research on Brussels has been conducted to support 

the successful development of media clusters. 

 

What is media?  

There are a variety of terminologies and scopes to answer this question, like the 
concept of “creative industry”, “cultural industry”, “experience economy”, 
“copyright industry”, “content industry” and “media economics”. 

The literature study revealed two important considerations to define media. 

(1) The first is the acknowledgement that the production of media is a 
complicated process and cannot be scoped easily.  

(2) The second is that media is structured around a core activity, the 
production of “mediated content” and sectors delineate to scope entities 
and activities around the core (circling model).  

The definitions of media for this project is therefore, the following:  

“Media is defined as activities directly or indirectly supporting the process from 
production to consumption of mediated content as the core that can be 
differentiated into entities of four key sectors, (1) print, (2) audio-visual, (3) new 
media and (4) advertising.” 
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What are media clusters?  

Also for media clusters many different possible approaches and terminologies 
exist in literature, like “industrial districts”, “creative milieu”, “creative class”, 
“creative cities”, “agglomeration economies”, and “media cities” show the 
complexity of the media cluster concept. 

Based on existing literature, two aspects have been developed that a definition of 
media should follow.  

(1) First, agglomeration alone does not define a cluster, but agglomeration 
needs to cause mutual advantages.  

(2) And second, the focus should be on all possible entities of a media cluster 
and not only on firms or institutions.  

The proposed definition is as follows:  

“A media cluster is defined as an agglomeration, that is involved in the process of 
production to consumption of mediated content, that co-locates for mutual 
advantages.” 

 

What is Brussels? 

Different institutions define Brussels as geographic unit through means of 
classification systems and administrative units. Especially the concept of Brussels 
as metropolitan area, which indicates Brussels as geographic unit that goes 
beyond its 19 municipalities is an interesting approach to consider in media 
cluster research. 

The findings of the literature study showed two important aspects to consider: 

(1) First, the Brussels Capital Region is the core of the project and analysis 
based on this geographical unit will bring valuable insights.  

(2) Second, media clusters’ borders can stretch far beyond Brussels towards, 
the Brussels metropolitan area, Belgium and beyond and analysis will be 
built on the assumption that the borders of media clusters need to be 
found through means of research that is not limiting it within territories.  

The delineation of Brussels can be summarized as follows:  

“Brussels as host of media clusters can be delineated in two steps. The first step 
depicts Brussels core, which is the Brussels Capital-Region and its peripheries, 
the Brussels Metropolitan Area (Brussels, Halle-Vilvoorde and Walloon Brabant), 
Belgium and even beyond. The second step depicts Brussels as host of media 
clusters without predetermining borders while only looking at the real space of 
cluster dynamics.” 
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Introduction 
 

Successful examples of media clusters like Hollywood, New York, London, Berlin, 
Bollywood and Tokyo (Picard, 2009) seduce regional governments that would like 
to replicate the success in their own regions. Governments in recent years focus 
on developing media clusters with the goal to not only strengthen the media 
industry in their regions but also develop the region itself through media clusters. 
Therefore, debates about the role of media cluster as factors of local 
economic development is emerging. Also Brussels acknowledged the possible 
benefits that could derive from developing media clusters. 

In December 2013, the Brussels Government approved the Design of the 
Sustainable Regional Development Plan (Brussels Hoofdstedelijk Gewest - 
Region de Bruxelles-Capitale, 2013). In this plan, the Pôle Reyers is identified as 
one of the seven priority areas to be developed as a strategic leverage in the 
multipolar development strategy for the region (2013, p. 65). The key element 
for this area is the implementation of a media city on the current site of the 
Flemish and Walloon Public Broadcasters. In order to achieve this, the 2010 
blueprint for the project was updated in 2013 to allow for a more far-reaching 
restructuring of the area, including the incorporation of housing and media 
schools into the geographical development of the area. Concurrently, in the same 
plan, the cultural and creative industries, including the media industry, are 
identified as one of four economic sectors that are key to the development of the 
metropolitan economy (2013, p. 44). 

Even though the benefit in creating media clusters within regions seem widely 
accepted not only in Brussels but also beyond, there are several issues that 
derive. First, the concept of media itself is fuzzy. The media industry as part of 
cultural and creative industries represents a significant set of different industries 
including various activities and values created. Additionally, technological changes 
have transformed the media industry massively and new sectors emerged. These 
observations make it hard to grasp fully what is the media industry and what is 
not. In order to research media clusters, it is necessary to first understand and 
define what is media. Second, industry clustering is a phenomenon that is not yet 
fully understood. There is a multiplicity of approaches and scales of media 
clusters that have been studied. It is necessary to understand what we are 
talking about, when talking about the media clusters in Brussels. And third, 
Brussels as study object is a geographic area that encompasses various 
dimensions. The city or region of Brussels can be described in economic, social 
and political entities and it is important to understand the measures of Brussels 
when analysing Brussels.  
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The project Media Clusters Brussels therefore, first needs to define, what is Media 
what are Clusters and what is Brussels. Based on these three issues the main 
question of this report is therefore: What is the scope of this research 
project? There is a necessity to discuss theoretical concepts and definitions of 
media clustering to agree on a common concept in order to strengthen the 
various analyses on the research subject. There are three contributions that this 
report makes. First, the report identifies and highlights the importance of cluster 
research for Brussels (Part 1). Second, definitions for media (Part 2), media 
clustering (Part 3) and Brussels (Part 4) are created. Third, the basis for the 
coming research is laid (Conclusion). 

 

Part 1: The importance of media 
cluster research 
 

Possible benefits from media clusters 
Many authors recognized in the last decade that the media industry is actually 
characterized by heavy concentration in certain locations, into media clusters 
(Karlsson & Picard, 2011). This has been acknowledged as one of the most salient 
features of media (Boix, Hervás‐Oliver, & Miguel‐Molina, 2014). However, the 
question rises on why should governments support the development of media 
clusters in their regions? Not only scholars but also public institutions and 
governments have tried to answer this question and many different benefits from 
clustering of the media industry have been described.  

First, many studies have highlighted the importance of the media industry as 
a whole for the economy. The European Competitiveness Report (2010) found 
that creative industries create 6.7 million jobs, which accounts for 3% of the total 
EU employment in 2008, and 3.3% of the European GDP in 2006. According to 
the United Nations’ Creative Economy Report (2010), Belgium ranked 11th in the 
most important exporters of creative goods (ahead of countries like Canada and 
Spain) while global exports of creative goods and services doubled between 2002 
and 2008 in total. Also, the EU Cluster Observatory (2011) found that the 
creative and cultural industries are a sector of the European economy that has 
exhibited strong long-term growth. Additionally, employment in the creative and 
cultural industries seems largely to reflect growth rates in the entire economy, so 
the EU Cluster Observatory (2011). 

Second, besides the importance of the growth potential and share the media 
industry has within the whole economy, many studies have found that media and 
creative industry clusters do not only reflect the entire economy but also have a 
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beneficial influence on the wealth of a region. For instance, creative clusters 
have been proved an influential factor for explaining wealth differences in Europe 
(De-Miguel-Molina, Hervas-Oliver, Boix, & De-Miguel-Molina, 2012). Also, the EU 
Cluster Observatory (2011) found a strong relationship between the presence of 
creative and cultural industries and regional prosperity. They found that regional 
creative and cultural specialisation explains approximately 50% of the variance in 
GDP per capita showing that Europe’s wealthiest regions are home to 
disproportionate levels these industries. The EU Cluster Observatory (2011) 
explains “that creative and cultural firms and employees are drawn to the 
markets represented by prosperous regions but also that the creative and cultural 
industries are themselves important components of and contributors to the 
economies of Europe’s wealthiest regions.” Especially, the British Labour 
government popularized the creative industries notion as part of a search for new 
bases of growth for the UK’s post-industrial economy (DCMS, 1998). 

Third, many efforts have been made to underpin the valuable influence of 
media clusters and the media industry on innovation. Media content has 
been acknowledged as a key driver for ICT application – the uptake of broadband 
connections, the update of mobile devices, the replacement of video and music 
players are a consequence of the consumer will to access content in new and 
personalised ways1 (KEA European Affairs, 2006). While the impact of media on 
ICT technology is apparent also the influence of ICT on media is observable. 
Technology and in particular the growing diffusion and importance of the Internet 
is the major driver for growth in the creative media as the impact on media 
consumption has been huge in recent years and it will be the major factor for the 
sector in the future (KEA European Affairs, 2006). Not only has the media 
industry an effect on other sectors but also drives innovation for media. 
“Creativity” is essential for the media industry and is a complex process of 
innovation mixing several dimensions such as technology, science, management, 
and culture. “Since creative and cultural industries operate in fast moving and 
often fashion oriented markets, continual innovation and creativity is core to 
competitive advantage” (KEA European Affairs, 2006). It has been also 
acknowledged that regional clusters must innovate especially in order to survive 
or grow and innovation is likely to be reflected in employment growth. 

Fourth, media clusters can have a huge impact on regional development and 
competitiveness. Media as part of the cultural sector has become an important 

                                            
1 The interdependency of technological innovation and media content can be made more 
explicit: The development of mobile telephony and networks is based on the availability of 
attractive value-added services that will incorporate creative content. Music has 
experienced a true business revolution, which has not been painless for the industry. Video 
games are heavily dependent on transformations in technology. Film and video as well as 
the publishing industry are currently undergoing similar radical business changes. 
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soft location factor and a key factor for increasing local and regional 
attractiveness (KEA European Affairs, 2006). Especially, the cultural sector can 
have a huge impact on tourism while Europe is the most visited destination in the 
world (KEA European Affairs, 2006). But also other factors are influenced by the 
media industry, like diversity, social integration and territorial cohesion. Through 
for instance media initiatives, which are aiming at social and socio-economic 
empowerment and top-down initiatives of governments locating media industry in 
“resource weak” regions, declining areas become more attractive. Media is also a 
tool to communicate values and promote objectives of public interest and so 
performs social and political functions (KEA European Affairs, 2006). Additionally, 
cities and regions are competing nowadays to attract foreign direct investment, 
creative talents and companies. Paradoxically, whereas we are living at a time 
where information technologies have abolished distance and time constraints, 
“physical location” remains decisive for economic success (KEA European Affairs, 
2006). The location of media firms can have an immense impact on the 
attractiveness of a region to be competitive for these economical decisions. 

Fifth, among scholars in cluster research, the common assumption is that locating 
related actors in a regional agglomeration brings advantages for media firms 
as well.2 Not only are companies within a media cluster supposed to be more 
innovative (vide supra) but also more efficient. Scholars agree that companies 
that participate in a media cluster benefit from the reduction of so-called 
transaction costs through lowering uncertainties and risks (Scott, 2000). 
Additionally, “search and information costs” are reduced within clusters (Scott, 
2000). Besides transactions also processes of adaptation are accelerated within 
clusters (Scott, 2000). This leads to the importance of knowledge exchanges and 
spillovers in clusters. 

The above identified 5 benefits from creating media clusters are highlighted not 
only in academia but also reports of institutions (see Table 1). It explains why 
Brussels and other governments in recent years focus on developing media 
clusters with the goal to not only strengthen the media industry in their regions 
but also develop the region itself through media clusters.   

                                            
2 See Deliverable 1.1b for more details on performance indicators of media companies 
within media clusters. 
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Table 1 – The benefits of creating media clusters. 

1. Media clusters and the whole media industry are presenting an important 
share of the whole economy. 

2. Media cluster have a beneficial influence on the wealth of a region. 

3. Media clusters have an important impact on innovation within the media 
industry and other sectors. 

4. Media clusters show effects on regional development and 
competitiveness. 

5. Media clusters are beneficial for media companies. 

 

The state of media cluster research in 
Brussels 
“Large urban areas and capital city regions dominate the creative and cultural 
industries, but some city regions do better than others. The super clusters 
London and Paris stand out followed by Milan, Madrid, Barcelona and Rome” 
(Power & Nielsén, 2011, p. 5). Despite housing, important national and regional, 
public and private media companies, and being the biggest press centre in the 
world with the number of journalists fluctuating between 1.500 to 2.000 (Bureau 
de Liaison Bruxelles, 2011, p. 8), Brussels is not yet part of the leading 
cities in terms of creative industries. But, Brussels is highly recognized as 
globally linked city (ranked as “alpha”) (Krätke, 2003) with a huge potential to 
become a leading media city. This has been acknowledged by the Brussels 
Government, which approved in 2013 the implementation of a media city as 
media cluster in Brussels (Brussels Hoofdstedelijk Gewest - Region de Bruxelles-
Capitale, 2013). However, even though the importance for cultural investment for 
the development of an attractive post-modern urban economy has been 
emphasized in previous research (Vandermotten, Leclercq, Cassiers, & Wayens, 
2009), the policy support needs fundamental knowledge about media clusters 
and Brussels to achieve its goals. 

The media industry in Brussels has been studied on the one hand as part of 
studies with a national or Flemish / Wallonia regional scope that focus on 
the creative and cultural industries as a whole (CPDT Conférence Permanente du 
Développement Territorial, 2012; Guitte, Schramme, & Vandenbempt, 2010; 
Guitte, Schramme, Vandenbempt, & Jacobs, 2011; Idea Consult & Vlerick 
Management School, 2010; Loose & Lamberts, 2006; PIM & Partners in 
Marketing, 2009; Vincent & Wunderle, 2009, 2012) or from one sector within the 
media industries from a regional Flemish or Wallonia scope (Antoine & 
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Heinderyckx, 2011; Delcor, Brunfaut, Vandenbulcke, & Di Meo, 2012; Idea 
Consult & Vlerick Management School, 2010). In these studies, information about 
the media industry in Brussels cannot easily or even not at all be identified 
separately and due to the Flemish / Wallonia regional scope, the Brussels’ media 
that are taken into consideration, are often only limited to the Flemish or French 
speaking media. 

On the other hand, studies about the media sector that have a Brussels’ 
regional scope are hardly present. For the audio-visual sector, there is the 
study of Bruxellimage that, despite making often reference to the audio-visual 
sector, focused in practice mainly on film (Magis, 2011). Also, there is the Idea 
Consult study of 2011 about the creative and cultural industry in Brussels, but 
since it offers rather an approach for translating recommendations of the EU-
Green Book into the Brussels context than an exhaustive analysis of the creative 
and cultural industry, concrete insights into the media sector are absent (Idea 
Consult & Vlerick Management School, 2010). 

Moreover, in recent academic oriented studies about the current creative and 
cultural industries with a clear focus on the Brussels’ region (Cochez, De 
Spiegelaere, & Vanderleen, 2013; Debroux, 2009; De Spiegelaere, Alexandre, & 
Smits, 2013; Fagard, 2013), the research interests tends to lean until now 
on the creative arts and architecture, investigating their historical development, 
charting and debating the cultural policies about the sector and mapping their 
spatial dynamics. The Dutch speaking public funded media (TV Brussel, FM 
Brussel, Brussel Deze Week & Brusselsnieuws) have been the subject of a 
research report, funded by the Flemish Government, but focused on their reach 
and profile of their audience (Janssens, Resman, Segers, & Vaesen, 2011).  

Other research has merely focused on the production of content of local 
community media and their embedding into the local civil society 
(Santana & Carpentier, 2010). As regards media workers and journalists, the real 
numbers are hard to track as newspaper correspondents, wire services, online-
only media offices and TV and radio journalists are being supplemented by a 
growing number of freelancers, bloggers and other commentators (Turner & 
Pignal, 2010). Here too, the journalist survey performed by the ULB and Ghent 
University offers insights regarding the situation of journalist in Flanders and 
Wallonia, but no specific data on the situation of professionals in Brussels is 
included (Raeymaeckers et al., 2013).  

This concise overview of existing studies (see Table 2 for an overview) shows the 
lack for a specific focus on the Brussels’ media sector within the broader media 
industry problematic of the region. The Brussels media sector can therefore be 
considered as a topic that needs proper academic research that might support 
media industrial development and policy in the Brussels Region in order to 
successfully establish a new media city in Brussels and support further the 
development existing media clusters in the capital region.  



Media Clusters Brussels: DELIVERABLE 1.1a 

Report on Scoping the Research of Media Clusters Brussels 

 

  13 

Table 2 – The gaps in research on media clusters in Brussels 

1. Studies often scope the media industry from a national or Flemish / 
Wallonia regional viewpoint. In these studies, information about the 
media industry in Brussels cannot easily or even not at all be identified 
separately and the Brussels’ media that are taken into consideration, are 
often only limited to the Flemish or French speaking media. 

2. A Brussels’ regional scope is hardly present in existing research and if it 
is present it mostly deals with specific sectors, like film or arts. 

3. Other research has merely focused on the production of content of local 
community media and their embedding into the local civil society within 
Brussels. 

 

Part 2: Defining media 
 

Concepts related to media 
It is essential to first understand the underlying concepts of the media industry – 
what it comprises and how it functions in social and economical spheres. There is 
much debate that surrounds the idea of media. What is striking when 
investigating existing publications is the variety of terminologies and scopes 
to tackle this issue. These include for example: “cultural industries”, “creative 
industries”, “copyright industries”, “content industries”, “experience economy”, 
“creative business sector”, “art centric businesses”, “cultural and communication 
industries”, and “knowledge economy”. There has been considerable conceptual 
confusion and debate over these terms while there is despite differences 
considerable overlap. Additionally, many different angles on media as a good, 
service or value can be used. Many different institutions, academics and 
governments have fuelled these different contexts. This section will provide an 
overview of a selection of essential concepts in order to scope the project 
properly and give an idea about the many approaches that exists in analysing 
media. 

 

CULTURAL INDUSTRIES 

Culture constitutes products and services, which is either non-reproducible (a 
concert, an art fair) or aimed at reproduction, mass-dissemination and export (a 
book, a film, a sound recording) (KEA European Affairs, 2006). The term “cultural 
industries” appeared first in the 1970s (KEA European Affairs, 2006). The 
UNESCO Convention on the Protection and the Promotion of Cultural Expressions 
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defines “cultural industries” as “industries producing and distributing cultural 
goods or services” with cultural goods and services described as “those activities, 
goods and services, which at the time they are considered as a specific attribute, 
use or purpose, embody or convey cultural expressions, irrespective of the 
commercial value they may have” (2005 Article 4). 148 countries agreed on the 
content of the Convention (KEA European Affairs, 2006). Similarly, in France, the 
“cultural industries” have been defined as a set of economic activities that 
combine the functions of “conception, creation and production of culture with 
more industrial functions in the large-scale manufacture and commercialization of 
cultural products” (Département des études de la prospective et des statistiques, 
2006). Such a definition leads towards a broader interpretation of the cultural 
industries than that implied by notions of the “cultural sector” (United Nations & 
Bureau de Liaison Bruxelles-Europe, 2010). 

 

CREATIVE INDUSTRIES 

The concept of ‘creative industries’ defines industries on the basis of the types of 
inputs and generative processes that characterize their creation (Power & Nielsén, 
2011). The idea of creative industries emphases the significance of creativity, 
such as artistic, scientific and economical creativity (United Nations & Bureau de 
Liaison Bruxelles-Europe, 2010). The emphasis on creative inputs and 
processes can be interpreted as wider in scope than cultural outputs as in 
“cultural industries”. However, the Lisbon Treaty recognizes, culture as crucially 
related to and often an essential catalyst for creativity. It is difficult to locate the 
origin of the concept of “creative industries”. It is thought to have emerged in 
Australia in the early 1990s. In Europe, the terminology “creative industries” is 
attributed to the UK, when in the late 1990s the first Blair administration set up 
its Creative Industries Task Force to outline the promotion of creative industries 
as economic drivers. The concept was formalised in the central government 
Department for Culture, Media and Sport (DCMS) (KEA European Affairs, 2006). 
Also the European Cluster Observatory (2011) adapted the approach of the 
creative industries defining them as activities “drawing on advertising, 
architecture, art, crafts, design, fashion, film, music, performing arts, publishing, 
R&D, software, toys and games, TV and radio, and video games.” 

 

EXPERIENCE ECONOMY 

The concept of the “experience economy” was already introduced in 1967 by the 
“situationist” movement drawing the attention on the growing impact of spectacle 
mass society (KEA European Affairs, 2006). However, the concept was 
popularized by the Scandinavian countries and is gradually being more widely 
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assimilated. Especially, economists introduced the concept into their analysis.3 In 
this economy, the value of a product is bound to its history, the setting (e.g. 
people more for a coffee if they can sit on a nice square) and therefore the 
“experience” provided. This concept is used for evidence that creative businesses 
must orchestrate memorable events for their customers. The enriching 
experience of goods is then associated with a “customized lifestyle, status and 
the use of certain brands” (United Nations & Bureau de Liaison Bruxelles-Europe, 
2010). This approach recognizes the difference between listening to a concert 
versus listening to a CD. 

 

COPYRIGHT INDUSTRIES 

“Copyright industries” are partly defined by intellectual property and in particular 
intellectual property subject to copyright (United Nations & Bureau de 
Liaison Bruxelles-Europe, 2010). Copyright is one of the main branches of 
intellectual property and applies to “every production in the literary, scientific and 
artistic domain, whatever may be the mode or form of its expression” (Article 2 
Berne convention for the protection of literary and artistic works, 1967). A 
distinction is made between industries that actually produce the intellectual 
property, those that are necessary to transfer the goods and services to the 
consumer and “partial” copyright industries where intellectual property is only a 
minor part of their operation (United Nations & Bureau de Liaison Bruxelles-
Europe, 2010). However, literary and artistic works are defined as outputs based 
on original work of authorship and include books, music, plays, choreography, 
photography, films, paintings, sculptures, compute programs and databases 
(World Intellectual Property Organization WIPO, 2015). 

 

CONTENT INDUSTRIES 

The OECD has developed one of the first definition of what “media and content 
industries” (MCI) entails: “The production (goods and services) of a candidate 
industry must primarily be intended to inform, educate and/or entertain humans 
through mass communication media” and “these industries are engaged in the 
production, publishing and/or the distribution of content (information, 
cultural and entertainment products), where content corresponds to an organized 
message intended for human beings” (OECD, 2011). The interest in the “content 
industry” originated with the rapid transformation and diffusion of ICT as these 

                                            
3 “In particular B. Joseph Pine and Joseph H. Gilmore developed this approach to explain 
that the last two hundred years witnessed several shifts. The agrarian economy based on 
extracting commodities moved to an industrial economy based on manufacturing goods, 
then to a service economy based on delivering services and now to an “experience 
economy” based on staging experiences” (KEA European Affairs, 2006). 
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would have a significant impact on industries that create and distribute content 
(e.g. text, audio, video) (OECD, 2011). Structural changes seen since then in the 
distribution of news, music and video are good examples of those impacts. The 
OECD has therefore developed the concept of the “information economy” as 
combination of the ICT sector and the content sector (OECD, 2011). 
Consequently, consists the “content sector” of industries, which produce 
“information content products” while the “electronic content sector” (like digital 
goods) is a subset of the “content sector”. Also the European Commission 
adopted the approach of the “media and content industries” (MCI) referring to the 
definitions of the OECD in their JRC Scientific and Policy Report (Leurdijk et al., 
2012). Within this report the MCI covers “the book, broadcasting, cinema, music, 
newspapers, and video games industries.” (Leurdijk et al., 2012) 

 

MEDIA ECONOMICS 

Besides the different scopes also the approach of analysis towards media can be 
very diversified. However there are significant commonalities, which are also 
specificities of this sector. To mention some examples: The products are often 
short lived with a high-risk of failures. Also, the products are marketed for local 
audiences with different languages but competing with international products with 
global appeal. The market structure of the media industry is therefore often more 
complex as the market is highly volatile, depending on fashion, trends and 
consumption uncertainties. Some sectors are strongly “hit driven” (cinema and 
music for instances). Additionally, the sector has an important social role as a 
major and attractive communication tool (KEA European Affairs, 2006). Many 
more examples of special characteristics of media goods and services can be 
mentioned. This shows the complexity of the media sector beyond the scope. 

 

The above-described approaches to the media industry from different angles and 
institutions show how complex media as a concept can be perceived. For 
instance, the “creative industry” approach, which is widely adopted, especially 
concentrates on the creation of commodities while the “cultural industry” 
approach more focuses on the cultural value of the product. The “experience 
economy” approach focuses on the demand of today’s society while the 
“copyright” concept emphases on a characteristic of the product in a similar way 
as the “content industry” approach. However, not all media content must be 
intellectual property as for instance user generated content on social media 
shows. The economic features of the media market that differentiates the media 
industry from other industry are even further underlining the complexity of the 
concept itself. However, all approaches have their legitimation while there are 
considerable overlaps but also differences easily recognizable. 
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Table 3 – Leading concepts in media research. 

1. Existing publications show a variety of terminologies and scopes to tackle 
the issue of media research while there has been considerable conceptual 
confusion and debate over these terms. 

2. Examples of concepts like “creative industry”, “cultural industry”, 
“experience economy”, “copyright industry”, “content industry” and 
“media economics” show the diversity and complexity of the media 
concept and the disunity of public institutions. 

3. Depending on the approach chosen different view points on media will be 
adapted while there are overlaps but also considerable differences to take 
into account. 

 

The issues in defining media 
As has been shown, existing studies and statistical surveys vary significantly in 
the approach and scope adopted. However, many attempts have been made 
to solve the issue of definition and build a common framework for analysis. 
For instance, UNESCO developed its Framework for Culture Statistics (FCS) 
already in 1986 (UNESCO, 2009). It consists of a classification of categories to be 
considered when producing cultural statistics. Also in the EU, from 1995 onwards 
the awareness of the lack of cultural statistics was raised, with the results that 
the Leadership Group on Cultural Statistics (LEG-Culture) was consequently set 
up in 1997. It conducted a three year-project aimed at determining a common 
definition, suggesting changes in statistical classification, reviewing existing data 
collections and producing indicators to enable assessment (KEA European Affairs, 
2006). 

Also in academia many attempts have been made. An extensive literature 
exists that gives more detailed accounts of the various terms and 
debates related to cultural and creative industries (Caves, 2000; Galloway & 
Dunlop, 2007; Miller, 2011), cultural economy and industries (Hesmondhalgh, 
2007; Power & Scott, 2004; Pratt & Jeffcutt, 2009; Scott, 2000) or media 
industries and economics (Doyle, 2013; Havens, Lotz, & Tinic, 2009; Holt & 
Perren, 2011). However, this impressive amount of literature on various 
approaches indicates the disunity in this field. But, why do approaches diverge to 
such an account?  

First, it is recognized that the media industry is undergoing remarkable structural 
changes caused by technological, economical and social changes (Krätke, 2003). 
These changes are provoking developments in the media industries that are 
different from other sectors of the economy. Deregulation, the growth of the 
advertising market and the internationalization of the media markets have made 
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the media industry grow faster than most other sectors (Krätke, 2003), while the 
convergence opened up the definition of the traditional media sector. 
Driven by these changes entirely new industries have additionally emerged within 
the media industry making it difficult to frame the concept of media in the realm 
of ICT technology (e.g. computer games, web design) (Power & Nielsén, 2011). 

Second, the media industry already consists of a significant number of sub-
sectors. Many studies have avoided the difficulty of proposing subsectors by 
using broad terms and definitions that are able to include a broad range of actors. 
If subsectors are chosen, they are approached through different terms and 
definitions. For instance, the “publishing” sector is often integrated but can be 
also called “books and press” and the “audio visual” sector is often distinguished 
into “film, video and television” while sometimes “radio and television” is 
grouped. 

Third, the count of approaches described earlier also shows a significant 
difference in their goals. The approach through culture highlights the value of 
the goods while creativity highlights the process. This has also a significant 
impact on the subsector. For example, there is common agreement that the 
cultural industries need to integrate drama, dance, film, music and heritage. 
However, the relevance of adding architecture, advertising, sport, fashion, or 
design is often questioned (KEA European Affairs, 2006). Media industry 
approaches often focuses on subsectors like book, broadcasting, cinema, music, 
newspaper and video game industries while excluding sectors like architecture 
and design. This shows a significant difference between the sectors included and 
the approaches chosen. However also within one chosen approach the subsectors 
can diversify. For instance, the LEG group of the European Commissions started 
by adapting the UNESCO definition but departed significantly from it as sport, 
environment, and games were excluded and new areas such as architecture were 
introduced. 

Fourth, the approaches differentiate significantly with the perspective to 
achieve their goal of delineating the media industry. For instance, within each 
sector, while there is a consensus on the need to take into account creation and 
production activities, other activities such as retail, trade, or education are not 
systematically retained as constituent parts (KEA European Affairs, 2006). 
Therefore, the inclusion of elements of the media production chain as described 
first by Porter (1990) differs widely. Also other elements that are often 
questioned to include are political actors and other institutions giving a lot of 
approaches a sole focus on the media industry and not the whole ecosystem of 
media. 

A great number of approaches have been encountered and the issues with that 
discussed. Even though all approaches and definitions differentiate a lot each 
term has a separate heritage and legacy. Each institution and academic who 
worked on that issue had different goals in mind while doing so. Also within this 
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research project this task needs to be fulfilled in order to find a suiting definition 
of the media sector as not one single definition already exists. 

 

The proposed definition of media 
The first stage, which is also the fundamental stage of researching media, is to 
decide what is part of media and what not. This was essentially achieved through 
reviewing existing approaches and analysing their respective strengths and 
weaknesses (vide supra). However, it should be noted that the definition of media 
is a matter for professional judgement. 4  Additionally, delineating the media 
industry for this study requires taking the above-described issues into account. 
Therefore, requirements have been built that the definition needs to 
scope. The definition of media should…  

• Consider the main approaches existing; 
• Take into account the goals of the research project; 
• Encompass the complicated features of media goods and services; 
• Be flexible to overcome limits that might be encountered while 

researching; 
• Be straight forward at the same time to be scrutinized through defining 

integrated and excluded subsectors; 
• Consider besides traditional media sectors also converging trends caused 

by the ICT development in the media. 

 

The overview of media concepts has given a variety of terminologies and scopes 
with each having a different goal (vide supra). This research project focuses on 
the dynamics, linkages and interplay of different media entities (vide infra). The 
focus is on the activities that take place within media. Additionally, one of the 
main research objects is the future media city at Pôle Reyers in Brussels as 
strategic media cluster. This media cluster mainly concentrates on activities of 
the three broadcasters located at this site. The goal of the Brussels’ government 
is the strengthening of the media sector economically and the urban development 
of this region within the city. Therefore, we have decided to adapt the concept 
of “content industries” with the focus on mediated content as developed 
by the European Commission (vide supra) as this supports the research goals of 
this project and the goals of the Brussels’ government.  

                                            
4 Internal workshops were dedicated to discuss and decide upon a suitable definition of 
media for this research project. The workshops were at the end of 2014 (October – 
December 2014) and all related project partners took part. 
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Since this report is focused on clusters in media industries we additionally, use an 
industrial systems approach inspired by the work of Porter (1990) and do not 
only concentrate on the act of production itself. We include not just core 
mediated content activities but also broader supporting and related activities that 
are essential to the commercialization mediated content.  

In order to investigate in more detail what the definition of media should be, it is 
proposed to present media activities and entities through a circling model 
(see Figure 1). This model centres around the main idea of “mediated content” as 
the starting point of the definition and the production and distribution, and circles 
outwards as those ideas become combined with more and more other activities 
necessary to grasp the whole process of brining mediated content to the 
consumer. The circling process enables identifying the different categories of 
activities and entities (actors) covered by media. We distinguish hereby four 
different categories5:  

1. Core entities: actors that directly contribute to the production and 
publishing of mediated content consumed/used by the final consumer.  

2. Supporting entities: actors that either indirectly contribute to the 
production and publishing of the mediated content, or actors who play a 
supporting role in the process.  

3. Facilitators and peripheral entities: supporting actors that are not directly 
involved in the process of production, in the narrow sense, but do actually 
play relevant roles, such as for valorisation, support, professionalization, 
etc.  

4. External entities from other sectors: actors that belong to another sector 
in a strict sense, but which have a direct or indirect effect on the process, 
and are included for the sake of completeness. 

 

The centre circle is constituted of the core entities that main activity is focused on 
production and publishing of mediated content. A second circle next and around 
this core includes supporting entities helping the core through activities like 
distribution, retail, post- and preproduction. A third circle includes peripheral 
entities (like universities, other institutions) and facilitators and the fourth circle 
entities from other sectors (for instance telecommunication companies).   

                                            
5 The categories are inspired by the report „Creatieve industrieën in Vlaanderen: mapping 
en bedrijfseconomische analyse“ published by Flanders DC (Guitte, Schramme, & 
Vandenbempt, 2010). 
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Figure 1 - The circle model to define media. 

 

 

Each circle overlap as entities could be active as entity in not only one but several 
circle’s activity. In our view, this circling process is more inclusive and 
provides a more true illustration of the entities active in media. Sectors can 
be referred to the activities but not all activities can be referred to single sectors. 
Taking the example of IT companies, not all sectors that use IT activities are 
included in the definition. Even though the car sector uses IT activities only those 
IT activities that support the publishing and production of mediated content, like 
special app developer are considered as part of media.  

The fundamental criterion, which is common to all these circles, is mediated 
content. This includes all outputs that are distributed through a carrying media, 
like paper, the TV, the Internet, etc. These mediated contents can be traditional 
(for example a book, a film, a sound record) or not, as the Internet has made 
new content possible (for example video games, mobile applications). However, 
the medium used for the content shall make the distribution to a big consumer 
group possible. This mediated content can embody values of culture, creativity, 
education, information or simply entertaining.  

However not all cultural, creative, educational, informative and entertaining 
goods and services should be included. Therefore, the so-called “borderline” 
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sectors need further investigation (as many studies differ in these sectors as 
described above) and included and excluded sectors need to be identified. 
Therefore, a comprehensive review of sectors adopted within the works of leading 
institutions in working on media related topics was carried out. At an international 
level, the works of PwC (2015) and WIPO (2015), as well as, at an European level 
different approaches of the European Commission based on their work on the EU 
Media Futures Forum (2012), the Joint Research Centre (JRC) (Leurdijk et al., 
2012), the European Cluster Observatory (Power & Nielsén, 2011) and Eurostat’s 
LEG Task Force (LEG Eurostat, 2000) and at a national level the work of UK’s 
DCMS (2001) were investigated. Table 4 gives an overview of the findings and 
our proposed delineation of media to sectors.  

First, this review of different approaches showed that a large number of sectors 
were recurrent in the definition of the media while there is no consensus 
in some sectors. Additionally, different institutions grouped sectors while others 
distinguished them up into several sectors. For instance, the EU Cluster 
Observatory includes the sector of “print media” while the JRC specifically 
differentiates between “books”, “newspapers”, “journals” and “periodicals”. 
Further, it can be observed that besides differences in sectors included also 
differences in terminologies occurred, for example talks PwC about “video games” 
while DCMS defines them as “interactive leisure software”.  

Second, besides these differences it can be especially observed that the 
approaches of media and content as adapted by PwC, the Media Futures Forum 
and the JRC include less sectors but differentiate them further while approaches 
of cultural, creative and copyright industries as adapted by the other institutions 
scope much more sectors. Often media is seen as part of the cultural and 
creative sector, which explains this occurrence.  
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Table 4 – Comparison of proposed sectors of media with other concepts.6 
PROPOSED 
SECTORS 

PwC 
 

Media Futures 
Forum JRC EU Cluster 

Observatory KEA LEG WIPO DCMS 

Mediated 
content 

Media and 
entertainment 

Media 
industries 

Media/content 
industries CCI Cultural 

economy 
Cultural 

industries 
Copyright 
industries 

Creative 
industries 

PRINT 
SECTOR 

Books Online and 
offline 

publishing 
(newspapers, 
magazines, 

books) 

Books 

Print media Books and 
press 

Books and 
press 

Press and 
literature Publishing 

Newspapers Newspapers 
Magazines Journals 

 Periodicals 

AUDIO-
VISUAL 
SECTOR 

TV Broadcasting 
(TV, radio) Broadcasting Broadcast 

media 
Film, video, 

radio, 
television, 

music with life 
performances 

Audio, audio 
visual and 
multimedia 
(film, radio, 
television, 

video, sound 
recording, 

multimedia) 

Radio and 
television 

Radio and 
Television Radio 

Filmed 
entertainment 

Filmed 
entertainment Cinema Film Motion picture 

and video 
Film and 

video 

Recorded 
music 

Recorded 
music Music Music (See below) Music 

NEW MEDIA 
SECTOR 

Video games Software and 
games Video Games 

Gaming 
software, new 

media 

Software 
games X X 

Interactive 
leisure 

software 

Access 

Social 
networks, 

networks and 
connectivity 

X X X X 
Software, 
databases 

and services 

Software and 
services 

ADVERTISING 
SECTOR 

Out-of-home 
advertising Advertising News 

Agencies Advertising Advertising X Advertising Advertising Internet 
advertising 

Associated X X X Photography (See below) X Photography X 
Excluded X X X Architecture Architecture Architecture X Architecture 

Associated X X X 

The “finer” 
arts (literary, 

visual, 
performance 

arts) 

Performing 
arts 

Performing 
arts (music, 

dance, 
theatre, etc.) 

Music (life 
music, 
theatre 

production, 
operas) 

Performing 
arts (dance, 

theatre, 
circus, 

festivals, etc.) 

Excluded X X X 

Object d’art 
(crafts, 

ceramics, 
etc.) 

Visual arts 
(crafts, 

paintings, 
sculptures, 

photography) 

Visual arts Visual and 
graphical arts 

Arts and 
antiques 
market 

Crafts 

Associated X X X 

Design 
(fashion, 
graphic, 
interior, 
product) 

Design X X 

Design 

Design 
Fashion 

Associated X X X X 
Copyright 
collection 
societies 

X 
Copyright 
collection 
societies 

X 

Associated X X 

Libraries, 
Archives, 

Museums and 
other 

Libraries, 
museums, 
heritage 

Heritage 
(museums, 

archaeological 
sites, 

libraries, 
archives) 

Heritage 
(museums, 

archaeological 
sites, others) X X 

Archives 
Libraries 

Associated 

Theme and 
amusements 

parks 

X 

Sporting and 
other 

recreational 
activities 

X Cultural 
tourism X X X Casino (other 

regulated 
gaming) 
Business 

information 

                                            
6 The findings were derived from the elaborations of the KEA (KEA European Affairs, 2006) 
and complemented with additional institutions. 
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Third, the sectors that have been included in the proposed delineation are built 
on this concept. As within this project also media is chosen and especially 
mediated content as core the following own delineation into four broad 
sectors has been made: (1) print, (2) audio-visual, (3) new media, and 
(4) advertising sector.  

Fourth, all four core sectors can be further differentiated into sub-sectors. 
However, these sectors have been chosen as the delineation is supposed to be 
flexible in what to integrate within them and what not. For instance, the print 
sector has been chosen and specifically not the products, like books, newspapers, 
magazines in order to make future research flexible enough in case additional 
products occur in the analysis that are important for the cluster dynamics of 
these sector.  

Fifth, it is also important to understand that the 4 sectors chosen are not 
perfectly distinguishable. There is an open boarder between them as cluster 
tendencies could occur along several sectors. For instance the new media sector 
is highly interlinked with the audio-visual sector as many mobile applications 
handle audio-visual content. The convergence of the media industry and the 
upsurge of the Internet as main media consumption medium make this 
necessary.  

Sixth, as the main concept is mediated content, many sectors that have been 
taken into account by other institutions should be excluded in our 
approach. Therefore, we have indicated that this does not belong to our core 
sectors however, could these sectors play a supportive part. Consequently, they 
are marked as “associated”. “Associated,” means in this context to cover mostly 
the most outer circle of the circle model as external entities. However, there are 
also possibilities to include them into more inner circles. For example: 

- While the KEA combines music and life music events like concerts, this 
is to be excluded for the audio-visual sector here, as life music is not 
carried by a medium. However, the recording of a concert is carried by 
a medium and would then be integrated in the core. The same goes for 
sport events and other life entertainment. This is also possible for 
casinos, where poker tournaments have become a TV format. 

- Another example is the telecommunication sector used by many 
approaches. Telecom operators produce some of the most visited news 
websites today and would be therefore core. However, the main 
activity is only to be understood as distribution support of digital 
content.  

- Photography is a very important part of journalism and therefore 
within the content production of the print sector. However, not the 
whole photography sector should be included, as many photography 
activities are not directed to produce mediated content for mass 
distribution but for private consumption. 
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- Design is not included however, web designers could play an 
important role in the new media sector but not all designers should be 
included. Fashion designers for instance are producing products that 
can be mass distributed. Still, clothes are manufactured products and 
not mediated content.  

- Copyright collection societies are associated as they are enabling 
the monetization of many mediated content products.  

- Libraries and archives are distributors of printed media and audio-
visual media. However, not all are active in that area. Still cluster 
dynamics could be observed and therefore they have been marked as 
“associated”.  

 

Seventh and last, it should be noted that even though sectors have been 
excluded like architecture, crafts and the heritage sector, all these sectors are 
acknowledged as cultural and creative important assets for media. 
Looking at cluster dynamics also means to look at the environment the 
production and distribution of mediated content takes place and these cultural 
and creative sectors can have an important influence on the social and economic 
environment of the cluster.7 

In conclusion, we have found the definitions of media based on two aspects. The 
first is the acknowledgement that the production of media is a complicated 
process and cannot be scoped easily. The second is that media is structured 
around a core activity, the production of “mediated content” and sectors delineate 
to scope entities and activities around the core (circling model). The definitions of 
media for this project is therefore, the following: 

 

“Media is defined as activities directly or indirectly supporting the process from 
production to consumption of mediated content as the core that can be 

differentiated into entities of four key sectors, (1) print, (2) audio-visual, (3) new 
media and (4) advertising.” 

 
  

                                            
7 See Deliverable 1.1b for further explanations on the important of the place, where the 
media cluster acts. 
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Part 3: Defining media clusters 
 

Concepts of media clusters 
After defining the concept of media it is important to further investigate the 
notions of “media clusters”. There is a considerable amount of different concepts 
in academia and among policy approaches that differentiate considerably. 
Literature that debates these different concepts is still rare even though the 
variety of terminologies and associated concepts make it hard to 
comprehend the terms. However, among scholars, the common assumption is 
that locating related actors in a regional agglomeration brings advantages for 
these firms. Many authors also recognized in the last decade that the media 
industry is actually characterized by heavy concentration in certain locations, into 
media clusters (Karlsson & Picard, 2011). Still, there is a considerable overlap of 
the terms used to describe this phenomenon. Additionally, many different 
academic disciplines have tried to study the phenomenon of clusters like 
economics geographers, strategic management, political economics, urban 
studies, sociology, and organisational behaviour studies (Picard, 2008). 
Associated concepts to “media clusters” are for example “industrial districts”, 
“creative milieu”, “creative class”, “creative cities”, “agglomeration economies”, 
and “media cities”. This amount of concepts leads to considerable confusion while 
each approach takes a different viewpoint on the topic. This section will provide 
an overview of the most used concepts in order to develop in the following 
section our own definition. 

 

INDUSTRIAL DISTRICT AND FLEXIBLE PRODUCTION SYSTEM 

Alfred Marshall first introduced the idea of “industrial district”. In his The 
Principles of Economics (1920) Marshall talks of a "thickly peopled industrial 
district". This also provided the first rationale for the shift from the traditional 
units of analysis of economics, like firms, towards a more inclusive unit. Only 
later the concepts was taken by the economics discipline to further develop into 
the concept of clusters. However, the term “industrial district” is still today often 
used in literature but it further evolved. Especially, more recent Italian literature 
explicitly refers to the Marshallian concept of “industrial district” as the inspiring 
framework and now refers to “new industrial districts” or “Neo-Marshallian 
industrial districts”. “Industrial districts” are defined as a geographically defined 
productive system mostly referring to manufacturing industries, characterised by 
a large number of firms that are involved at various stages, in the production of a 
homogeneous product. A characteristic of the “industrial district” is that it should 
be conceived as a social and economic whole. Core concepts of “industrial 
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district” is the “industrial atmosphere” or “belong feeling”, which is established by 
the districts’ communities to identify themselves (Tappi, 2001). In the Italian 
formulation grown in the 1970s researchers, Becattini among the first ones, 
emphasised the efforts to co-operate among district members and to build 
governance structures (Markusen, 1996). Piore and Sabel (1984) added the 
concept of flexible specialisation arguing that with the rise of new technologies 
productions systems are based on flexible technologies and flexible work 
arrangements. It should be noted that scholars advocating the notion of 
“industrial district” show the difference between the manufacturing processes of 
big enterprises, as highlighted in the Fordist model with vertically integrated 
production systems, and the process of manufacturing of small enterprises. These 
systems of independent small and medium-sized manufacturing firms 
need flexibility to induce a vertically integrated system necessary within 
localities that specialize in a particular industry. “Industrial district” in that 
sense is often found outside of urban space in small areas with traditional 
craft structures maintaining a local and traditional image (Amin, 2000). However, 
the term has been used also in different context while the socio-economical 
approach opens a wide variety of research possibilities. 

 

CREATIVE AND INNOVATIVE MILIEU 

The concept of “creative and innovative milieu” originated in France with Taine 
already in 1865 as “artistic milieu”, which describes a general state of manners 
and mind, which allows creativity to develop in specific places at specific times 
(Hall, 2000). The interest in the “creative and innovative milieu” rose from the 
increasing importance of debates on “industrial districts” and was popularized in 
the 1980s, while “creative” and “innovative” is within this concept often used 
interchangeably. The term was coined by the “Groupe de Recherche Européen sur 
les Milieaux Innovateurs” (GREMI) who focused their research in this field since 
1984 (Fromhold-Eisebith, 1995). Just as in the “industrial district” concept, this 
concept looks not at companies in isolation but in the context of local conditions 
and the local socio-institutional structures. However, the emphasis of the 
“creative milieu” is different. Such a milieu is a place where a critical mass of 
“entrepreneurs, intellectuals, social activists, artists, administrators, power 
brokers or students” operates in. The atmosphere or context is supposed to be 
open-minded where interaction creates new ideas (Landry, 2012). Specific 
conditions of the place the “creative milieu” is located at are necessary to 
generate a flow of ideas and innovations. A “creative milieu” can be also defined 
as a “set or network of relationships on a limited geographical area, often 
determining a specific external “image” and a specific internal representation, 
which enhance the local innovative capability through synergetic and collective 
learning processes “(Camagni, 1995). Therefore, the focus of this concept lies on 
the network of creative people looked at from a social perspective that 
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are locating within a place that enhances through an atmosphere and 
infrastructures exchange between them. A “creative milieu” can be found in 
a place determined by a cluster of buildings, or a neighbourhood, a city 
or a region (Landry, 2012). The concept of the “creative milieu” is often used in 
combination with the “industrial district” concept. 

 

CREATIVE CITY AND THE CREATIVE CLASS  

Similar to the “creative milieu” the idea of the creative economy has also been 
applied specifically to the economy of a location: the city. This led to the 
emergence of the concept of a “creative city”8 (United Nations & Bureau de 
Liaison Bruxelles-Europe, 2010). Similar concepts used in literature are the 
“cultural city” (Hubbard, 2006) and the “knowledge-based city” (Trullen & Boix, 
2008).9 The concept has mostly been used to describe an urban system where 
cultural activities are an integral part of the city itself, the city’s economy, the 
city’s employment and/or the city’s social structure. Also Landry (2012) 
investigated the concept of the “creative city” and describes the people as the 
key resource of a city and creativity as a key principle of urban dynamism. Cities 
where the concept of “creative city” has been applied have been described in 
many ways: as a city where cultural experiences for inhabitants and visitors are 
provided, a city with cultural heritage assets, or where cultural activities in 
performing and visual arts take place. Also, cities where media industries as 
provider of employment and growth are integral have been described with the 
concept. Another approach of the “creative city” is that cities become more 
attractive for other industries because creativity is essential for the creation of 
urban liveability, social cohesion and cultural identity. Florida (2002) shifted the 
focus from the creative industries to the human factor and its creative habitat, 
developing the concept of the “creative class” (Lazzeretti, Boix, & Capone, 2008). 
However, both concepts of the “creative city” and the “creative class” 
concentrate on urban environments, either focussing on the presence of 
creative industries or people. The “creative class” is constituted of individuals 
that are professional, scientific and artistic workers, or more specifically people in 
science and engineering, architecture and design, education, arts, music and 
entertainment, also called highly skilled “bohemians”. The presence of these 
individuals in urban areas is supposed to generate economic, social and cultural 

                                            
8 In 2004, the UNESCO established the Creative Cities Network in order to react on the 
changing perception of culture being key for many cities’ social and economic development 
(United Nations & Bureau de Liaison Bruxelles-Europe, 2010). 
9 Many cities have also “chosen” to adopt the prefix “creative” in order to promote 
themselves internationally through marketing campaigns. The prefix has been used 
seemingly by choice, without evidence for “creativity” of the city. Examples are Creative 
London, Creative New York, Creative Sheffield, and Creative Toronto (Evans, 2009). 
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dynamism. Within this concept, cities’ driving force behind development is the 
ability to attract and retain these creative individuals (R. Florida, 2004). The idea 
of the concept is that firms increasingly follow the talent (creative individuals or 
the “creative class”) and talent is attracted to cities that can offer e.g. cultural 
amenities, high-tech services, good living conditions, etc. This can lead to a 
virtuous circle because creative people once concentrated in a city will foster 
further creativity (KEA European Affairs, 2006). Florida (2002) developed in this 
context the three Ts (tolerance, talent and technology). 

 

MEDIA CITY 

Another concept related to the “creative city” is “media city”. Krätke (2003) links 
the concept of “global cities” and “global city networks” (Friedmann & Wolff, 
1982) to the media industry. This concept hereby focuses on the globalization, 
which enables global media firms with their worldwide network of subsidiaries and 
offices to forge links between the urban clusters towards a global network of 
media production. Thereby, a ranking of “media cities” on a global scale is 
possible, as only a few cities have become the centre for large media enterprises, 
like London, Paris and Los Angeles (Krätke, 2003). Even though here an approach 
towards a more global focus is emphasised, also this concept is highly linked with 
the traditional focus on urban culture. Another understanding of “media city” 
recently emerged, the “planned” “media city”. This concept refers to the “media 
city” as the “physical, meta-planned, purpose-built hub of media and 
creative industry knowledge in any given urban locale” (Mould, 2014).10 
Often, they include large offices, studios and exhibition spaces (usually at high 
rental costs). Additionally, often house auxiliary leisure and cultural services are 
included as well (Mould, 2014).11 In all cases however, normally a large area of a 
city is used to include multiple buildings and landscaped outdoor areas, designed 
to attract national and international media companies. They are also often part of 
a wider urban renewal program (Mould, 2014). Goldsmith and O’Regan (2003 
p.33) noted that the “media city” has been “recast as a form of commercial 
property/industrial park development” with the primary goal to attract 
international business. These “media cities”, while a relatively new development 

                                            
10 Some examples of “media cities” are Media City Dubai, DR Byen in Copenhagen, Digital 
Media City in Seoul and MediaCityUK in Salford. Examples of similar initiatives with a 
digital scope are TechCity in London and the digital mile in Zaragoza. Examples of “media 
cities” that attract movie production through the provision of large film studios are Fox 
Studios in Sydney and Vancouver Film Studios (Mould, 2014). 
11 The planned media city at Reyers as a strategic cluster (Pôle Reyers) to develop within 
the next 4 years in Brussels is planned to offer similar facilities and services as here 
described (see http://mediaclusters.brussels/media-city-in-reyers/ for more information). 
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are already beginning to change the geography of creative industry production 
globally (Mould, 2014). 

 

AGGLOMERATION ECONOMIES 

“Agglomeration economies” handle broadly with the concentration of economic 
activity. The concept of “agglomeration economies” has been also used under the 
terms “localization economies” or “urbanization economies”. Especially, many 
authors in strategic management have investigated the concept (cf. Porter, 
1990). “Agglomeration economies” can be defined as the “positive externalities” 
that derive from the geographic clustering of firms that leads to economics of 
scale within a region (Rosenthal & Strange, 2004). Because of “agglomeration 
economies”, firms are motivated to cluster into a geographic space, which leads 
to superior performance and competitiveness of the region (Porter, 1990). 
Therefore, “agglomeration economies” are not to be understood as the 
phenomenon itself but as the consequence or reason of the phenomenon of 
clustering and to be differentiated from the other concepts here elaborated. The 
externalities that can stem from the localization of industry have long been 
recognized. For instance, Marshall (1920) highlighted already external economies 
that might stem from industry localization: knowledge spillovers among 
competitors, industry demand that creates a pool of specialized labour, and 
industry demand that creates a pool of specialized providers. “Agglomeration 
economies” have been mostly used in the reasoning that externalities occur as a 
consequence of complementarities between firms located in the same place 
(Propis, Chapain, Cooke, MacNeill, & Mateos-Garcia, 2009). The externalities can 
be differentiated into demand and production externalities. Production 
externalities are mostly conceived as affects on firms’ production technologies 
and costs of production (e.g. Krugman, 1991; Marshall, 1920; Porter, 1990; 
Saxenian, Bresnahan, & Gambardella, 2001). Demand externalities can occur 
when by for example offering similar products firms’ demand increases through 
creating shared infrastructure, lowering consumer search costs, and creating 
information spillovers for potential producers (Shaver & Flyer, 2000). Popular 
examples that have been investigated under the concept of “agglomeration 
economies” are Silicon Valley (Saxenian et al., 2001), carpet manufacture in 
Dalton, Georgia (Krugman, 1991), and auto parts manufacture in Detroit (Porter, 
1998). Additionally, it has been acknowledges that “agglomeration 
economies” as an economical concept of the source of externalities do not 
only benefit individual firms, but also the whole industry and even across 
industries rather than being confined within industry boundaries and within 
predetermined regions (Rosenthal & Strange, 2004). When the similar concept of 
“urbanisation economies” is used the focus is on the industries located within a 
specific city while it is even stressed that positive externalities occur across 
different sectors (Propis et al., 2009). 
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CLUSTERING 

In the 1990s leading economists and management theorists have developed an 
interest in geographical agglomerations of firms emphasising the concept of 
“clustering”. Most notably are the writings of Paul Krugman (1991) and Michael 
Porter (1990). The most well-known contribution is Porter’s (1990) identification 
of regional clusters in several countries (Eriksson, 2009). From him, also stems 
the most used definition of clusters: “a geographically proximate group of 
interconnected companies and associated institutions in a particular field, linked 
by commonalities and complementarities” (Porter, 2000, p. 16). However, the 
concept of “clustering” is to be seen as the broadest term in use. Here previously 
described concepts all encompass the idea of “clustering” and can mostly be used 
interchangeably. “Clustering”, as term, typically includes notions of 
agglomeration of firms in a certain location where proximity of the firms 
has an influence on the performance of these firms. Even though the term 
is very broad, “clustering” is also the most often used approach and the most 
recently developed. “Clustering” has been agued to be for today’s economy the 
source of jobs, income, and export growth. Economic success in a global 
economy has been highly linked with the concept of “clustering” by many scholars 
and the competitiveness of nations and regions have been linked to the 
competitiveness of their home industries (Porter, 1990). What is striking is that 
the possibility to avoid direct competition in a location (R. Smith, McCarthy, J., & 
Petrusevich, M., 2004) coupled with globalization and ICT trends (Castells, 2011) 
would logically lead to an industrial development that has no need for physical 
proximity. Still, geographic concentration and specialization of firms in certain 
locations can easily be observed, which Porter (2000) calls the location paradox. 
The reasons of the phenomenon of clustering are not easy to explain. And, in 
cluster literature different streams have developed diverse approaches and foci 
on the phenomena.12 However, it is still important to realize that the term cluster 
is used very differently in different disciplinary contexts (Picard, 2009).13 In the 
beginning was “clustering” a general phenomenon in industrial production, 
highlighting the production linkages and common needs of firms. Later, literature 
evolved mostly around design-intensive, and high-tech industries (Schamp, 
1997). A lot of literature evolved around especially high-tech clusters in need of 
access to innovation. However, important aspects that have been studied are the 
reduction of costs, (tacit and codified) knowledge flows, accessibility and spill-
overs, information flows, internal and external linkages as business networks, 
cluster life-cycles, etc. (Eriksson, 2009). Besides the growing attention from a 

                                            
12 See Deliverable 1.1b for a more detailed literature review on cluster literature. 
13 “Cluster analysis” also refers a wide variety of techniques for delineating natural groups 
or clusters in data sets in computer applications (Anderberg, 1973). 
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wide variety of academic disciplines, also a growing number of cities, states and 
regions are designing development strategies around strategic clusters of 
industries. 14  In a way, Porter and others have laid down the gauntlet to 
policymakers to use a cluster approach to improve economic policy. The same is 
happening for media clusters. Picard (2008) defines media related clusters as a 
“specialized form of agglomeration designed to produce mediated content, such 
as motion pictures, television programs/videos, broadcasts, audio recordings, 
books, newspapers, magazines, games, photography and designs, websites, and 
mobile content.” “Clustering” in the media industry has many reasons. For 
instance, geographic concentration can reduce the risks linked to the nature of 
media goods (constantly shifting production and uncertainty. However, it should 
be noted that enough is known to indicate that important components of media 
cluster theory will differ from traditional theories of manufacturing clusters, and 
from high-tech clusters (Boix, Hervás-Oliver, & De Miguel-Molina, 2012). 

The above-described concepts show how complex the phenomenon of “clustering” 
is and how many different disciplines have touched the topic, which has already a 
long history. Besides the terms here described much more concepts are in use in 
literature like “creative quarter”, “hot spots”, “knowledge hubs” or “business 
network” and all show significant differences. For instance, the concept of 
“industrial district” focuses on especially production linkages while the “creative 
milieu” is mostly described from a social perspective. The famous approach of the 
“creative class” is more focussing on how urban development should be formed 
while “agglomeration economies” concentrates on economic structures and 
phenomena. “Clustering” is on the other hand much broader and can be filled 
with many different approaches. Still there are commonalities and the definition 
and term that is chosen by a scholar has also implications on the perspective 
chosen on the topic.  

 

Table 5 – Leading concepts in media cluster research 

1. Existing publications show a variety of terminologies and scopes to tackle 
the issue of media cluster research. 

2. Examples of concepts like “industrial districts”, “creative milieu”, “creative 
class”, “creative cities”, “agglomeration economies”, and “media cities” 
show the complexity of the media cluster concept. 

3. There are implications when a certain concept is chosen on the 
perspective selected on the topic.  

 

                                            
14  Initiatives like the Global Cluster Observatory, the U.S. Cluster Mapping and the 
European Cluster Observatory show the strong interest in the concept of “clustering“. 
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The issues in defining media cluster 
The topic of clustering has been investigated and described by scholars already 
more than a hundred years ago. Work of Porter, Florida, Marshall, Becattini and 
many more have influenced the debate. Paradoxically, also the media industry 
clusters while the challenges this industry faces are especially global. This 
“glocality” requires initiative and organisation at a local level. Therefore, more 
recently the media industry has been acknowledged as driver of economic growth 
and a push of governments to foster the development of media industries at the 
local and regional levels took place. The new emerged focus on media clusters 
are responsible that cities, regions and nations are interested in 
understanding what media clusters and their characteristics are. 

However, as previously discussed, we have many approaches for the 
phenomena of media clustering that are very similar or closely related 
and seldom are sufficiently defined. Many studies use different overlapping 
terms and expressions such as “media clusters”, “industrial districts”, “creative 
milieu”, “creative class”, “creative cities”, “agglomeration economies”, “media 
cities”, etc. This clearly indicates the disunity in the field of media cluster 
research. But, why is there such an amount of different approaches existing? 

First, Martin and Sunley (2003 p.19) observe that the vagueness of the 
concept of clusters does not provide the possibility of a precise delineation, 
with the consequence that “there is no agreed method for identifying and 
mapping clusters, either in terms of the key variables that should be measured or 
the procedures by which the geographical boundaries of clusters should be 
determined”. For the sake of making the concept of clustering less vague, 
scholars have tried to find typologies that are recurrent. For instance, Gordon and 
McCann (2000) distinguish clusters depending on the dominant characteristic or 
process: pure agglomeration (geographical proximity and agglomeration 
economies), industrial complex (input-output linkages and co-location to 
minimize transactions costs), and social-network (high levels of embeddedness 
and social integration). Vom Hofe and Chen (2006) propose: the Marshallian 
cluster, clusters based on inter-industry relationships, and Porter’s clusters. The 
distinction of these types of clusters is however not clear. As has been shown, 
many approaches overlap and there is no clear distinction between agglomeration 
economies and social networks as both phenomena can occur in one cluster for 
example. This vagueness of the concept and the missing typologies to further 
delineate clusters lead to the differentiations of existing approaches.15 

                                            
15 Future Deliverable 1.1c is looking further into methods of analysis media clusters and 
within Deliverable 1.1d our own typology of media clusters will be given. 
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Second, approaches used depended partly, but not completely, on the scientific 
background of the researcher, and the purpose of the study. Nooteboom 
and Woolthuis (2005) emphasize these differences between disciplines. For 
instance economists and management scholars stress economic and technological 
features of a cluster, spatial economists and geographers underline spatial effects 
of localization, social scientists often focus on the social relationships occurring in 
cluster networks. 

Third, clusters and especially media clusters show already a significant 
complexity. There are different kinds of clusters and each has special features, 
characteristics and dynamics. Economic activities are not only located 
somewhere, they also tend to be concentrated into various kinds of localized 
agglomerations, where different groups and different mixes of activities tends to 
be clustered together in different places (Gordon & McCann, 2000). This makes it 
especially hard to define the concept as in reality a multitude of concepts exists. 

A number of concepts have been encountered and there are many issues related 
to these. Because of the vagueness, complexity and multidisciplinarity of the 
clustering phenomenon it is not easy to define a media cluster, while existing 
definitions and concepts have their own legitimation. To choose a concept means 
also to already adapt a certain point of view. Also within this research project this 
task needs to be fulfilled in order to find a suiting definition of media clusters as 
not one single definition already exists. 

 

The proposed definition of media cluster 
In order to define the term media cluster, we have followed the same approach 
as we have developed when defining media. Existing approaches have been 
reviewed and analysed based on their respective strengths and weaknesses (vide 
supra). It should be noted that the definition of media cluster is especially a 
matter of professional judgement in line with the academic disciplines of the 
researchers of the project. Delineating the term media cluster for this study 
required also to take the above-described issues into account. The following 
requirements have been built that the definition needs to scope. The 
definition of media cluster should (cf. requirements to define media, above)… 

• Consider the main approaches existing; 
• Take into account the goals of the research project; 
• Encompass the developed definition of media (vide supra); 
• Be flexible to overcome limits that might be encountered while 

researching; 
• Be straight forward at the same time to be scrutinized and limit the 

vagueness of the concept of clusters; 
• Consider the complexity of media clusters in terms of characteristics. 
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The cluster phenomenon in the media industry has become an important topic 
not only in the academia but also for policy matters. The common assumption 
about media clusters is that locating related actors inside a regional 
agglomeration brings advantages for these media firms (Picard, 2008). However, 
we have shown that there is no common agreement nowadays how to analyse 
and define media clusters. The variety of terminologies and scopes shows the 
complexity of the topic. The research objective of this project is to gather data on 
cluster dynamics within Brussels to strengthen the development of the media 
sector within the city economically and the development of the region in total. As 
the research focus in on cluster dynamics, we have decided to adapt the most 
flexible concept existing, the concept of “clustering”. Other research 
concepts, like “creative milieu”, “industrial district” and “media city” have proven 
to limit the possibilities in research media clusters to narrow on for example 
certain disciplines in academia.  

The dynamics that are integral for a functioning media cluster are not clearly 
defined. This is already known as many authors claim “co-location does not mean 
collaboration” integrating benefits of agglomeration within their definitional 
approaches. Also, not all spatial agglomeration of firms in the same or related 
sectors necessarily comprise a cluster (Eriksson, 2009). We also claim that 
mere collaboration does not describe all dynamics that take place within 
a cluster and is also not a necessity for a functioning cluster. Additionally, 
as has been shown earlier, the phenomenon of media clustering is a paradox, as 
co-location contradicts to traditional economic logics, globalization and ICT trends 
allowing the production of media anywhere. So, why would media companies 
cluster anyways? The here suggested answer is: because of specific advantages.  

Furthermore, the characteristics of media clusters are unclear. Based on the 
elaborations above, we have found that a media cluster has many dimensions 
different entities and characteristics that all come into play when looking at a 
media cluster.16 The idea that a media cluster is simply an agglomeration of 
media companies seems false as many other dynamics occur. Therefore, we 
claim that the sole focus on media firms and economical analysis is not 
sufficient to describe a media cluster but more research is needed to know what 
kind of entities come into play. 

In conclusion, we have found that the definitions of media cluster should follow 
two aspects. First, agglomeration alone does not define a cluster, but 
agglomeration needs to cause mutual advantages. And second, the focus should 
be on all possible entities of a media cluster and not only on firms or institutions. 

                                            
16 See Deliverable 1.1b for further elaborations on the cluster dimensions of entities and 
characteristics. 
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However, many more characteristics and dynamics could be taken into account in 
order to develop a fully suitable definition of media clusters. Still, it is possible to 
formulate a preliminary definition based on the here-developed knowledge that 
takes into account the two aspects described above. The proposed definition is as 
follows:  

 

“A media cluster is defined as an agglomeration, that is involved in the process of 
production to consumption of mediated content, that co-locates for mutual 

advantages.” 

 

Part 4: Defining Brussels 
 

Concepts of Brussels’ spatial units 
The project Media Clusters Brussels not only has media and clustering as study 
object but also Brussels. Therefore, it is essential to understand the scale of 
Brussels’ geography. This is an additional issue in cluster literature (vide supra): 
the geographical scale of a (media) cluster. There are many different 
approaches to be found in cluster literature in how to delineate the location, for 
instance, through means of predetermined regional units, like the city, or through 
micro-geographic data of cluster firms. The choice of the geographic scale of a 
cluster has especially implications for the use and availability of data. Also, 
approaches to media clusters exist that do not account for spatial dimensions.17 
However, as has been described, a media cluster is defined by an agglomeration 
on geographical scales and the importance of the geographical unit cannot be 
neglected. Therefore, this section will provide an overview of possible units within 
and beyond Brussels in order to scope the location as observation object of this 
project and to enable meaningful data extraction in the future.  

 

BRUSSELS IN INTERNATIONAL CLASSIFICATION SYSTEMS 

On a European level, one method that has been widely adapted in literature to 
find units of observation from a geographical point is the NUTS classification. The 
EU subdivides member countries for statistical purposes into 
heterogeneous and hierarchical units, NUTS regions (Nomenclature des 
unites territoriales statistiques) (Hautdidier, 2011). The EU has been divided into 

                                            
17 For instance, Porter’s work focuses analysis on the organization of the value chain, and 
such the spatial dimension has been given only secondary attention (Boschma, 2005). 
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98 regions at NUTS 1, 276 regions at NUTS 2 and 1342 regions at NUTS 3 level 
(Eurostat, 2015a). The NUTS regions are defined by normative and analytical 
criteria18 and mostly use administrative units. On an even lower level, the EU 
uses the Local Administrative Unit (LAU) classification. Generally, a LAU is a low 
level administrative division of a country, ranked below a province, region, or 
state. Not all countries describe their locally governed areas this way. Two levels 
of LAU are defined: LAU 1 and LAU 2.19 A well-known example of using the NUTS 
classification are Power and Nielsén (2010) in their report for the European 
Cluster Observatory who used NUTS 2 and a location quotient to find clusters in 
Europe. Other international classification systems, which are widely used to 
determine regional units, are for instance: the worldwide used Hierarchical 
Administrative Subdivision Codes (HASC) (Law, 1999), the Federal Information 
Processing Standard (FIPS) developed in the US by the National Institute of 
Standards and Technology (NIST) (US Department of Commerce, 2015), the ISO 
country codes published by the International Organization for Standardization 
(ISO), which also publishes codes for subdivisions of all countries (‘ISO 3166 - 
Country codes - ISO’, 2015). These kinds of classification systems of geographic 
territories have mostly the purpose to enable data collection and analysis. For 
instance, on a European level, Eurostat’s data collection on cities (the Urban 
Audit) is in charge of collecting and analysing regional data. This is an 
undertaking by the national statistical authorities, the Directorate-General for 
Regional and Urban Policy (DG REGIO) and Eurostat. Urban Audit provides 
statistics on a range of socioeconomic aspects relating to urban life in more than 
900 cities, each with a population of at least 50 000 inhabitants in the urban 
centre (Eurostat, 2015b). 

In Belgium also the European classification system is in place. The NUTS levels 
are determined based on administrative units: the NUTS 1 level determines the 
three Regions (Brussels-Capital Region, Flemish Region and Walloon Region); the 
NUTS 2 level determines the Provinces (subdivisions of Wallonia and Flanders into 
each five Provinces, e.g. the Flemish Province of West Flanders and the Walloon 
Province of Namur) and Brussels (as part of NUTS 2 but not counted as 
Province); and the NUTS 3 level determines Arrondissements, which refers to 
administrative units below the provinces but above municipalities. However, the 
levels do not differentiate for Brussels as all levels do refer to the Brussels-Capital 
Region (Eurostat, 2015a). LAU 1 in Belgium equals NUTS 3 to classify 
Arrondissements and LAU 2 describes 589 Municipalities in Belgium. 

                                            
18 Normative regions are defined by political will: their borders are delineated according to 
the tasks allocated to the territorial communities. Analytical regions are defined according 
to analytical requirements; they group together territory using geographical or socio-
economic criteria (Power & Nielsén, 2011). 
19 LAU 1 and LAU 2 were previously called NUTS 4 and NUTS 5 respectively, until the NUTS 
regulation went into force in July 2003 
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Figure 2 - The three NUTS 1 units in Belgium: the three Regions. 

 

 

BRUSSELS IN BELGIAN CLASSIFICATION SYSTEMS 

Outside the European context, also within nations, the most common territorial 
approaches to geographic distribution of (media) clusters are based on the 
use of large administrative units, like regions or provinces (Lazzeretti et 
al., 2008). These units can overlap with the NUTS classification (vide supra). 
However, it differs as the focus lies on the political borders and functional regions 
and not within predetermined units for data gathering purposes. For instance, 
Florida and Tinagli (2005) use provinces in Italy as units of analysis and Power 
and Nielsén (2010) use in their report for the European Cluster Observatory more 
than 200 regions in Europe. 

Belgium is a federal state comprising of the following entities: (1) three 
communities (the Dutch-speaking Vlaamse Gemeenschap - "Flemish Community", 
the French-speaking Communauté Française - "French Community" and the 
German-speaking Deutschsprachige Gemeinschaft - "German-speaking 
Community"); (2) three regions (Brussels-Capital Region – Brussels, the Flemish 
Region – Flanders, Walloon Region - Wallonia), and (3) four language areas 
(Dutch language area, French language area, German language area, Bilingual 
Brussels-Capital area). For each of these subdivision types, the subdivisions 
together make up the entire country. Therefore, the types overlap (Portal 
belgium.be, 2012). All these entities have geographical boundaries. The language 
areas have no offices or powers and exist de facto as geographical 
circumscriptions, serving only to delineate the empowered subdivisions. The 
institutional communities are thus equally geographically determined (Portal 
belgium.be, 2012). The Flemish Region and the Walloon Region each comprise 
five provinces. The Brussels-Capital Region is not a province, nor does it contain 
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any. The three regions are further subdivided into 589 municipalities (Portal 
belgium.be, 2012). Besides these functional territorial units of Belgium, where 
Brussels plays an important role, Belgium also developed its own classification 
system to collect data on these areas. The NIS code (French: code INS) as an 
alphanumeric code for geographic areas is used for these statistical processed in 
Belgium (Statistics Belgium, 2013). This code was in the mid 60's developed by 
the National Institute of Statistics (NIS) (now Statbel). The NIS code consists of 
five digits: the first digit indicates the province; the second digit indicates the 
district; and the last three digits indicate the unique code of the municipality 
(Statistics Belgium, 2013). Statistics Belgium conducts surveys among 
households and enterprises in Belgium using this code. It uses and processes 
existing administrative databases (the national register) and provides data to 
Belgian and international authorities and organisations. Statistics Belgium is also 
the official representative of Belgium to international organisations such as 
Eurostat and OECD (Statistics Belgium, 2013). Sets of figures, databases, press 
releases and studies are published on its website, Statbel. Other Belgian 
classifications and territorial units are lower level subnational entities like the 
sub-municipalities (which were independent municipalities in the past, but do no 
longer serve an official purpose), intra-municipal districts (which currently only 
exist in the city of Antwerp), the administrative, the electoral (103 in Flanders, 97 
in Wallonia, eight in Brussels) and the judicial (187 court cantons) 
Arrondissements as well as police districts (196 police zones), and of course 
postal codes (Portal belgium.be, 2012). 

 

Figure 3 - The first and third digit NIS units in Belgium: the provinces and 
municipalities. 
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BRUSSELS’ CLASSIFICATION SYSTEMS 

Besides the Belgian defined functional units and the NIS classification also 
Brussels as a city developed geographical units even further. Many cluster 
studies stem from the idea that media clusters are often considered to be an 
urban phenomenon20 as a determinant in the development and growth of cities 
(Scott, 1997). A city has been often described as a multifaceted place that has 
the ability to support the creation of media. The concepts used have been 
described as “creative city”, “cultural city” and “knowledge-based city” or “media 
city” (vide supra). Therefore, it is important to also take into account the 
measurements that Brussels, as a city that hosts media, has developed to 
distinguish its geographical territory. It can be distinguished between Brussels 
functional units and Brussels statistical units. 

First, Brussels is a functional unit by itself and can be further differentiated. It is 
by far the smallest Region within Belgium but also acts as one administrative 
arrondissement, the Arrondissement of Brussels-Capital Region. It contains the 
City of Brussels, which acts both as federal and regional capital, and 18 other 
municipalities (vide supra). The Brussels Region does not belong to any of the 
provinces. Within Brussels, the two Communities have their own institutions that 
act as "intermediary levels" of government and public service, sitting below the 
Community institutions, and above the municipal institutions (Vlaamse 
gemeenschapscommissie - VGC and Commission Communautaire Française – 
COCOF). Second, Brussels also uses territorial units for data gathering and 
analysis purposes. On the one hand the units used are taken from the Belgian 
classifications, like on the level of municipalities (19), NIS codes, postcodes, etc. 
However, like all major cities Brussels is also a complex urban space, where 
different lifestyles and social developments take place. These are not 
homogeneously distributed across the functional territory and the division into 19 
municipalities does not allow the inclusion of these differences sufficiently. 
Moreover major changes in places manifest usually on a smaller scale than the 
municipality (De Corte & Sanderson, 2007). Therefore, a new system was 
developed as part of the District Monitoring project, which divides the Brussels 
Region into neighbourhoods or 724 statistical districts, which were most recently 
approved by the Brussel government in 2007.2122 These statistical districts are 
the smallest administrative unit for which socio-economic and administrative data 

                                            
20 See Part 3 above about Creative Cities and Media Cities. 
21 A statistical district should not be confused with the standard meaning given to districts, 
which, in the eyes of the inhabitants and users, are only vaguely defined. 
22  Depending on the source, the terms „neighbourhood“ and „statistical district“ are 
sometimes used interchangeably. However, sometimes a statistical district is composed of 
several neighbourhoods. This is also reflected in the NIS system, which indicates 
neighbourhoods sometimes on the eights digit and statistical districts on the seventh 
(Jamagne, 2012). 
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are available in Brussels.23 For analysis purposes 145 districts were defined as 
part of the Brussels Regional District Monitoring project (118 residential areas - 
where 99.7% of the population resides, 6 industrial zones or railways, 18 green 
spaces, 3 cemeteries).24 Though the boundaries of these districts always respect 
the limits of statistical districts, they do not always follow the boundaries of 
municipalities. Each district was defined as a contiguous whole, while each has a 
similar size but is usually larger in size in less populated areas, and smaller with a 
higher population density. Natural borders, like streets and rivers have been 
taken into account. In 2002, a district comprehended on average 1,350 
inhabitants (De Corte & Sanderson, 2007). Additionally, the statistical districts 
can be reflected through the Belgian NIS classification on the seventh or eighth 
digit (vide supra) (Jamagne, 2012). Another interesting distinction of region 
territory made in Brussels is the identification of several so-called Strategic 
Zones. These areas, which were identified by the Brussels government in its 
Sustainable Regional Development Plan (Brussels Hoofdstedelijk Gewest - Region 
de Bruxelles-Capitale, 2013), are territories in Brussels that are to be developed 
through strategic measures (Brussels Hoofdstedelijk Gewest - Region de 
Bruxelles-Capitale, 2013). Therefore, 7 Priority Poles (Reyers, Tour and Taxis, 
Heysel, Schaarbeek-Formation, Josaphat, Canal, Hippodrome of Boisfort), 6 Poles 
for specific developments (4 University Campuses, 2 Reconversion sites – prisons 
and NATO), 7 Poles in the “second crown” (Poles to be urbanized) and 6 
Metropolitan and international poles (EU-quarter, Brussels South, Brussels North, 
Centre - Louise/Namur, Central avenues, Administrative city) (Corbalan, 2015). 
Brussels uses not only the statistical but also functional units to collect data. The 
Institut Bruxellois de Statistique et d'Analyse (IBSA) centralises, processes and 
distributes statistics concerning the Brussels-Capital Region. The BISA also 
carries out socio-economic studies on Brussels issues and takes part in various 
projects aiming at improving the statistical and analytical knowledge of the 
Brussels territory (BISA Brussels Institute for Statistics and Analysis, 2015a). For 
users, the Monitoring des Quartiers initiative can be used as an interactive tool 
for monitoring municipalities and neighbourhoods in Brussels. Other institutions 
also focus on geographical data analysis. For instance, the Brussels-Capital 
Health and Social Observatory provides the “Fiches Communales 2010”, which 
gives information on municipal statistical analysis in the Brussels Region 
(Brussels-Capital Health and Social Observatory, 2015). The Brussels Regional 
District Monitoring project provides also an interactive tool to create maps, charts 
and diagrams on the socio-economical situation in the statistical districts. Other 
tools available for Brussels are the Geo-Brussels initiative and Urbis. 

                                            
23 See BISA Brussels Institute for Statistics and Analysis (2015b) for requirements and 
criteria used to delineate the statistical districts in Brussels. 
24 The reason to choose 118 districts out of the 724 statistical districts some are rather too 
small for drawing certain sensitive data, 118 districts 
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Figure 4 – Brussels’ statistical districts. 

 

 

BRUSSELS AS METROPOLITAN AREA 

Besides classification systems for the delineation of geographic units another 
important concept needs to be considered: the concept of metropolitan areas. A 
metropolitan area or metropolitan region is most often described as a 
region, which unites a densely populated urban core and its less-
populated surroundings. The metropolitan area is seen as a unit because it 
shares characteristics like a common industry, infrastructure, and housing 
(Squires, 2002). Because of the importance of metropolitan areas as a common 
socio-economical and geographical unit, this concept seems especially relevant 
for media cluster research. Eurostat (together with the OECD) defines 
metropolitan areas in Europe as Functional Urban Areas (FUAs)25 that consist of a 
city and its commuting zone. This classification of FUAs that go beyond 
administrative city units has been developed to provide valuable data, which is 
gathered and published by the Urban Audit programme (Eurostat, 2015c). In 
literature, for instance Florida (2002) chose the metropolitan area as study object 
of his creative cities. 

Brussels is also acknowledged as one of 828 FUAs in the EU (Eurostat, 2015c) 
and described as “large metropolitan area” (the only one in Belgium), with a 
population of 2,396,174 (which accounts for around double as much inhabitants 
compared to the population of 1,163,486  of the 19 municipalities of the Brussels 

                                            
25 Formerly defined as Larger Urban Zones (LUZs). 
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Region) (OECD, 2012). Scholars have also tried to show that Brussels as an 
economic entity exceeds the geographical limits of the 19 municipalities into a 
Brussels Metropolitan Area (BMA). Many reasons have been given. One of the 
most cited reasons is that due to Belgium's small size, the country's linguistic 
particularities and the high rate of residential homeowners (which is around 70% 
and among the highest in Europe), the rate of daily long-distance commuters is 
higher than elsewhere (Coppens, 2005). In 2001, almost 300,000 commuters 
living in Wallonia or Flanders occupied almost half of all available jobs in the 19 
municipalities (National Institute of Statistics, Socio-Economic Survey, 2001). Of 
these, 28% came from the district of Halle-Vilvoorde and 14% of the district of 
Nivelles. The Labour Force Survey 2010 by Statistics Belgium found that the 
number of commuters since then rose to 371,000 Flemish and Walloon people. 
Several attempts have already been made to define the limits of “urban 
territories”, the BMA (cf. Dujardin, Thomas, & Tulkens, 2007; Luyten & Van 
Hecke, 2007; Vandermotten et al., 2009). Each of them ends up with a set of 
municipalities much larger than the 19 municipalities, but the exact number and 
composition vary with the method and criteria used (Thomas, Cotteels, Jones, & 
Peeters, 2012). Brussels can be for instance geographically limited by the 
proximity of other urban centres (like Mechelen, Aalst, Leuven, …) and physically 
by the existence of a large forest in the south of the city (Forêt de Soignes) 
(Thomas et al., 2012). Dujardin, Thomas, & Tulkens (2007) base their delineation 
of the BMA on population density, job concentration and the existence of 
commuting. They find that the metropolitan area of Brussels is delaminated by 31 
municipalities including the 19 municipalities of Brussels and Beersel, Dilbeek, 
Grimbergen, Sint-Pieters-Leeuw, Zaventem, Drogenbos, Kraainem, Linkebeek, 
Sint-Genesius-Rode, Wemmel, Wezembeek-Oppem and Waterloo. The BMA thus 
defined covers 413 km2 and has, in 2001, 1,222,188 inhabitants. However, they 
exclude Vilvoorde (Dujardin et al., 2007). Thomas et al. (2012) suggest between 
48 and 105 municipalities to be included in the metropolitan area based on 
different approaches from socio and economical ties to the outer Brussels areas 
(Phone calls, commuting fractal morphology). The metropolitan area of Brussels 
can also be identified through the morphological agglomeration of buildings that 
stretch beyond the city boundaries (Luyten & Van Hecke, 2007). Luyten & Van 
Hecke (2007) found that Walloon Brabant has 14 municipalities that have large 
commuter flows to the capital. Wallonia covers additional commuting areas of 
Brussels in the northeast edge of Hainaut (Ath, Brugelette, Chièvres, 
Ecaussinnes, at Comte, Lessons, Seneffe, Vloesberg and Soignies) and the north-
western corner of the province of Liège (Hannut, Lijsem and Wasseiges) and 
Namur (Gembloux and Sombreffe) (Luyten & Van Hecke, 2007). 

Besides academic contributions also stakeholders of Brussels acknowledge the 
importance of the Brussels metropolitan area and have developed other 
measures. For instance, the Brussels Regional Express Network (Dutch: 
Gewestelijk ExpresNet or GEN; French: Réseau Express Régional Bruxellois or 
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RER) is a rapid transit system under construction in Belgium. Parts of the project 
are already in place. The GEN is supposed to offer fast connections and increased 
frequency (about one train every 15 minutes during peak periods) within a 30 km 
radius of Brussels, covering a territory inhabited by 2.5 million people (Lebrun & 
Dobruszkes, 2012). The GEN network shows strong ties between Brussels and its 
surrounding territories. Also the ADT acknowledges the GEN as one possible 
delineation of the BMA and adds other delineations of Brussels through the 
Functional Urban are and the Metropolitan community area (Corbalan, 2015). 
Another example is Brussels Metropolitan Region initiative. The initiative to 
establish the "Business Route 2018 for Metropolitan Brussels", a not-for-profit 
entity, was taken by the three regional and the federal professional employers 
organizations, i.e. BECI, VOKA, UWE and VBO/FEB respectively. The initiative was 
launched in the end of 2008 and started an ambitious development strategy for 
the Brussels metropolitan region for the next decade (Brussels Metropolitan, 
2015).26 Within this project the BMA covers the following NUTS 3 regions in 
Belgium: The Brussels’ Capital Region, Halle-Vilvoorde and Walloon Brabant, 
which includes in total 81 municipalities (Konings & Torfs, 2012). In a report 
cooperatively by Vlaams-Brabant and Brussels was also acknowledged that the 
urban area of Brussels consists not only of the capital but also of the urban 
agglomeration and the surrounding hinterland, which are spatially, socially and 
economically focused on the capital. Within this area, regardless of the 
administrative boundaries, the urban community forms a functional unit in the 
areas of housing, employment, trade, education, welfare, cultural enrichment and 
entertainment (De Maesschalck, De Rijck, & Heylen, 2014). Even though the 
boundaries of the BMA seem not to be clear, roughly, the structure of Brussels 
can be described as follows: The core of Brussels is the Pentagon (“Vijvhoek” or 
“le Pentagone”) and the densely populated urban neighbourhoods of Schaerbeek, 
Laeken and Saint-Gilles (already formed in the 19th century). The urban 
residential centre continues into the urban fringe, which consists of former 
villages, including for example Vilvoorde, Zaventem, Halle and Waterloo (which 
intertwined with Brussels during the 20th century). In this morphological 
metropolitan area live about 1.4 million people. The outer zone of the city is a 
more scattered habitation and green spaces, and includes suburbs like 
Kortenberg, Asse and Wavre. However, there is no agreement yet on how to 
delineate the Brussels Metropolitan Area and further research is needed to 
classify a BMA for cluster research. Table 6 gives an overview of the different 
approaches towards a BMA. 

                                            
26 This initiative followed the publication of the results of a vast European benchmark study 
set up by the Swiss BAK Basel Economics institute, during which a team of experts 
compared the economic situation within the Brussels metropolitan region with that of 
fourteen other European metropolitan regions. 
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Table 6 – Comparison of approaches to the Brussels Metropolitan Area. 
Source Title Delineation Population Municipalities No Graphic 

(Thomas et al., 
2012) 

Functional urban 
agglomeration Job basins n.a. 

All the communes of Brabant Wallon up to 
Gembloux (Province of Namur) and especially 
extends westwards to Ninove and Aals. 

105 

 

Brussels 
Metropolitan, 
2015 

Metropolitan 
Brussels Job creation 2,100,000 

Brussels (all 19) + 
Halle-Vilvoorde (all 35) +  
Walloon Brabant (all 27) 

81 

 

Blondel et al. 
2010 

Functional urban 
agglomeration Telephone basins n.a. 

Brussels (all 19) + 
Walloon Brabant (all except 3) + 
Halle-Vilvoorde (22) + 
Leuven (Tervuren) 
 

66 

 

Tannier et al., 
2012 

Urban 
agglomeration Fractal Morphology n.a. 

Brussels (all 19)+ 
Halle-Vilvoorde (19) + 
Walloon Brabant (9) + 
Leuven (Tervuren) 

48 

 

(Luyten & Van 
Hecke, 2007). 

Congested urban 
area Commuters n.a. 

Brussels (all 19) + 
Beersel, Eigenbrakel, Dilbeek, Drogenbos, 
Grimbergen, Halle, Kraainem, Linkebeek, 
Machelen, Sint-Genesius-Rode, Sint-Pieters-
Leeuw, Tervuren, Vilvoorde, Waterloo, 
Wemmel, Wezembeek-Oppem, Zaventem 

36 

 

Dujardin et al., 
2007 

Brussels 
agglomeration 

Population density, 
job concentration, 
commuting 

1,222,188 

Brussels (all 19) + 
Halle-Vilvoorde (Beersel, Dilbeek, Grimbergen, 
Sint-Pieters-Leeuw, Zaventem, Drogenbos, 
Kraainem, Linkebeek, Sint-Genesius-Rode, 
Wemmel, Wezembeek-Oppem) + Walloon 
Brabant (Waterloo) 

31 
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BRUSSELS’ CLUSTERS WITHOUT BORDERS 

While delineating Brussels based on functional, administrative and classifying 
territorial units is always integrating the concept of borders, the real nature of 
media activities suggests that media industries are not homogeneously 
distributed across a certain territory but rather, they concentrate in 
places that show concentration of media (on different levels) (Lazzeretti et 
al., 2008). There is already an amount of studies who do not use predetermined 
geographical units but microgeographic data for cluster identification (cf. Boix et 
al., 2014; Combes & Overman, 2004; Duranton & Overman, 2005; Feser & 
Sweeney, 2002). This type of data makes it possible to analyse a cluster in a 
continuous space, which in turn permits the definition of concentration on the 
basis of density in geographic spaces without predetermined borders (Boix et al., 
2014). In order to analyse micro-geographic data (mostly determined by 
addresses), it is necessary to manually select the distance threshold, although 
there is not yet general agreement about what constitutes an appropriate 
distance radius for clusters (Boix et al., 2012). 

In order to use this on Brussels, micro geographic data is needed. This data can 
be based on different entities of the clusters. The most used entities with micro-
geographic data are firms. For Brussels, firms have to register with the National 
Bank and other institutions. But also measures of the local labour markets when 
established can be used to determine clusters without predetermined borders.27 

The above-described approaches to delineating Brussels show how complex the 
determination of Brussels borders and territorial units can be. If the European, 
the Belgian or Brussels classification system, the predetermined administrative 
units, Brussels Metropolitan Area or micro-geographic data should be used to 
delineate media clusters in Brussels however, depends on many aspects, like data 
availability, goals of research and skills of the researcher. Each approach has its 
disadvantages and advantages that need to be taken into account (vide infra). 
Table 7 summarizes the different approaches.  

                                            
27 More detailed information about available data on Brussels and data analysis methods 
will be described in the forthcoming Deliverable 1.1c. 
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Table 7 – Approaches for delineating Brussels as geographic unit. 

1. Different institutions and levels define Brussels as geographic unit 
through means of classification systems, like the European NUTS codes, 
or the Belgian NIS codes and administrative units, like Brussels as a 
region. These systems enable data extraction and comparison of Brussels 
as geographic unit. 

2. Also Brussels can be further delineated through classification systems like 
its statistical districts, neighbourhoods and municipalities. Especially the 
concept of Brussels as metropolitan area, which indicates Brussels as 
geographic unit that goes beyond its 19 municipalities is an interesting 
approach to consider in media cluster research. 

  

The issues in defining Brussels 
There are many possibilities as described above to delineate Brussels as 
observation unit for this research project. The amount of existing approaches 
shows the disunity in the field of media cluster research. But why do 
approaches diverge to such an account and what issues and advantages derive 
from them? 

First, there are several issues but also advantages when using 
predetermined territorial units. Many scholars have used this approach for 
their cluster research. However, these units, like administrative units, have a 
major drawback when interpreting data, which can be called the average effects 
of regional units (i.e. the ecological fallacy) (Boix et al., 2012). Using 
predetermined regions has also an effect when comparing clusters and regions, 
as the heterogeneity in the size and characteristics of regions is not necessarily 
given.28 Lazzeretti et al. (2008) for instance claim that the main limitation is that 
administrative units are either too large or too small to capture media clusters 
and especially the socio-economic processes of the media industry over space. 
Additionally, analysing predetermined units makes it hard to find several clusters 
of the same media industry existing in the same region (Boix et al., 2012). Also, 
it is not possible to detect cross-regional clusters (Crawley & Pickernell, 2012). 
Therefore, there is incapacity to identify actual locations and boundaries of 
clusters (Boix et al., 2012). 

However, predetermined territorial units open up the opportunity to use simple 
industry-specialization statistics (concentration index, Gini index) and more 
sophisticated measures, taking into account the existence of natural advantages 
and agglomeration economies (Ellison–Glaeser and Maurel–Se´dillot indexes). 

                                            
28 Cf. Hautdidier (2011) about the heterogeneity of the NUTS 2 regions. 
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Eurostat and other institutions enable the extraction of databases on these levels 
and can lead to meaningful analysis for media clusters and comparison between 
clusters. Nevertheless, these statistics are non-spatial and only rely on the 
industrial dimension, so that they do not provide information about the place 
where an industry is concentrated. Additionally, even though public institutions 
collect a wide range of data on different regional units, there are still gaps in data 
availability, that makes regional aggregation and grouping necessary (cf. Power & 
Nielsén, 2011). 

Second, there are limitations when collecting micro-geographic data to 
identify geographical places of clusters. There are constraints for the 
collection of data at micro-geographical and infra-regional administrative levels 
such as municipalities and local labour markets. For instance, Eurostat does not 
centralize this information and the only option is to collect it from national 
statistical offices, which is difficult, slow and costly (Boix et al., 2012). 
Additionally, to find micro-geographic data the limits of databases that are able to 
give these data are also mostly predetermined by administrative units and the 
limits of the institutions, which hand out the data. 

Therefore, even though micro-geographic data is chosen and available for media 
cluster research, considerations have to start always from the administrative unit. 
Additionally, the geographic unit could be dictated by the research scope. In this 
context, the reflections on the concept of the metropolitan area can give 
additional insights in how to find a socio-economical territory that enables to go 
beyond the administrative unit of a city. However, if data is available, analysis 
through territorial indexes of specialization, or clustering, which capture the 
spatial agglomeration independently of the size of the place brings more realistic 
descriptions of the borders of a media cluster.  

This shows that many concepts and classifications should be considered when 
approaching a geographic unit within media cluster research. Because of the 
manifold of possibilities and restrictions to consider it is not easy to delineate in 
this context Brussels is unit of observation. However, to collect and analyse data 
on media clusters in Brussels, it is necessary to scope the city and develop a 
valuable approach for this research project. 

 

The proposed delineation of Brussels 
In order to delineate Brussels as study object of the MCB project, we need to take 
the above-described approaches, their issues and advantages into account. 
Therefore the existing approaches have been reviewed and analysed based on 
advantages and disadvantages (vide supra) while professional judgement within 
the goals of the research project were considered. The increased use of the 
cluster concept has exposed the imprecision in the geographic scale at which 
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clusters are measured and evaluated (Britton & Legare, 2005). This can lead to a 
mismatch between the “unit of observation” and the “spatial extent of the 
economic phenomena” leading to analysis failures (Breschi & Lissoni, 2001). In 
order to prevent that, the following requirements have been built that have 
guided the delineation of Brussels. The delineation of Brussels should (cf. 
requirements to define media and media cluster above)… 

• Consider the main approaches and concepts; 
• Take into account the goals of the research project; 
• Be flexible to overcome limitations through predetermined units of 

observation 
• Be straightforward at the same time to limit the vagueness and not 

neglect the importance of the place of a media cluster 

 

Many studies have chosen a geographical scale a priori, which limited the cluster 
to administrative or political regions (Boufaden & Plunket, 2005), like nation 
states, regions, cities and so forth (Boschma, 2005). As the research project aims 
at Brussels and has the planned media city as specific research case, it could be 
presumed, that the approach of taking Brussels as city is the scope of the media 
cluster research project. But, by predetermining the delineation of Brussels the 
real extent of the media clusters within the city could be hidden in the 
forthcoming analysis. Still, it cannot be negated that “a cluster is a spatial 
concept in which a-spatial processes play a prominent role” (Boschma, 2005, p. 
2). Therefore, it is important to delineate the possible units and scales of Brussels 
as spatial unit of the media cluster. We have decided to approach Brussels 
consequently through a flexible and dynamic delineation that on the one 
hand is able to describe Brussels as territory with borders and on the other hand 
incorporates the possibility for spatial and a-spatial processes that extent these 
borders. 

In order to achieve this, we have developed a two-step approach that 
incorporates a top-down and bottom-up methodology respectively for each 
step. It needs to be always taken into account that each step and its findings 
depend on data availability and data quality. However, the two-step approach 
(see Table 6) overcomes many limits as different data and analysis methods are 
incorporated while all levels of possible geographic unit delineation are taken into 
account. The two-step approach encompasses different considerations:  
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Table 8 – The two-step approach for delineating Brussels. 

STEP 1 – Top-Down Methodology 

Data Databases Process Goal 

Macro-geographic 
data of media 
clusters in BXL 

EUROSTAT, 
OECD, 
Statistics 
Belgium, etc. 

Zooming in from 
international, to 
European to 
Belgian comparison 
and relevance on 
the unit of Brussels 
and/or BMA. 

Investigating the 
significance of the 
media cluster for 
a geographic unit 
itself and in 
comparison to 
other geographic 
units. 

Data characteristic Statistical tools 

Classification 
systems of 
geographic units 
(NUTS, NIS, etc.) or 
administrative units 

Concentration 
indexes, Gini 
index, etc. 

STEP 2 – Bottom-Up Methodology 

Data  Databases Process Goal 

Based on micro-
geographic data of 
media clusters 
starting from geo. 
unit BXL and beyond 

National 
registries, 
surveys, etc. 

Zooming out to find 
possible boarders of 
set of addresses 
inside statistical 
districts, 
neighbourhoods, 
municipalities, the 
city or BMA, etc.  

Finding the extent 
of possible media 
clusters over a 
geographic space. Data characteristic Statistical tools 

Addresses, etc. 
Nearest 
neighbour 
index, etc. 

 

First, it should be noted, that we have decided to incorporate a predetermined 
geographic unit of Brussels with borders as well as a view on Brussels 
that can stretch beyond its limits for these flexibility purposes. The first 
step uses a predetermined unit of Brussels and the second step uses Brussels as 
starting point without limiting it to borders. Therefore, the value that is created 
by each of these approaches can be facilitated. 

Second, the claim for dynamism is achieved because the two-step approach 
integrates different goals and different data and analysis methods. Within 
the first step especially the significance and density of media activities within a 
geographic unit can be investigated while within the second step possible real 
boarders of media clusters can be searched for. The first step relies on macro-
geographic data like data on NUTS levels or administrative units that can be 
analysed with concentration indexes and the second step uses micro-geographic 
data like addresses of entities of media clusters in order to delineate the reach of 
a media cluster within an undefined geographic unit.  

Third, this leads to the main contribution that the two-step approach to 
delineating Brussels gives: It acknowledges that predetermined geographical 



Media Clusters Brussels: DELIVERABLE 1.1a 

Report on Scoping the Research of Media Clusters Brussels 

 

  51 

units, like communities within Brussels itself can contribute to media cluster 
research through valuable insights. Many authors have criticised the use of 
predetermined geographical units in cluster research (cf. Boix et al., 2012; 
Boschma, 2005; Boufaden & Plunket, 2005; Crawley & Pickernell, 2012; 
Lazzeretti et al., 2008). The critiques made by these authors are valuable and 
need to be taken into account when using this approach (vide supra). However, it 
still needs to be acknowledged that these units have advantages, like the easy 
access to data. Additionally, even though micro-geographic data is used, these 
data mostly comes from regional institutions, which per se already pre-define a 
geographic unit. Also, the analysis outcome of predetermined units have value 
and give insights into media clusters especially while comparing or looking for 
significance and density of media activities. Still, the two-step approach also 
incorporates the use of micro-geographic data, which lets this approach overcome 
the criticism made on delineating a geographic unit, like Brussels. 

Fourth, it should be noted that this approach additionally highlights the use of 
the concept of the metropolitan area of Brussels (BMA). In both steps a 
BMA should be considered as this concept incorporates socio-economical borders 
of a predetermined geographical unit going beyond the administrative borders 
(vide supra). Additionally, media cluster research has highlighted the importance 
of co-clustering and its basic patterns through pull and push factors by cities 
(Boix et al., 2014). Boix et al. (2014) claim that there is a pull for media clusters 
to develop in central spaces of a city, because of density of clients and other 
urbanization economy effects. But at the same time there are push effects forcing 
media activities outside of the urban space because of for instance expensive 
conditions. This concept shows also the importance of outer urban space that is 
close to the city for media clusters and the BMA approach is able to incorporate 
this concept. The BMA should be considered as a predetermined geographical unit 
in the first step and as starting point of the micro-geographic data analysis of the 
second step. As manifold approaches to finding the BMA exists, it is necessary to 
delineate our own definition of the Brussels Metropolitan Area. We decided to 
adapt the approach of Brussels Metropolitan (2015) that includes the whole of 
Halle-Vilvoorde and Walloon Brabant into the BMA. This approach has been 
chosen, because: (1) the delineation through whole provinces facilitates easy 
data gathering; (2) the delineation is quite broad compared to other approaches 
and therefore units won’t be left out in case they are valuable for the media 
clusters; and (3) the approach is still narrow enough to support the claim for 
being a socio-economic unit of Brussels (cf. Table 7).  

Fifth, it should be however kept in mind that the delineation of Brussels into 
predetermined units like the administrative region of Brussels or the Brussels 
metropolitan area might not sufficiently display the real socio-
economical boundaries of media clusters of the city Still, we are claiming 
that the two-step approach sufficiently supports finding the real location but the 



Media Clusters Brussels: DELIVERABLE 1.1a 

Report on Scoping the Research of Media Clusters Brussels 

 

  52 

real scale of dynamics into areas beyond Brussels still needs to by found through 
other means of analysis than macro- or micro-geographic data. Therefore, we 
highlight the importance of looking into the scale of Brussels’ media clusters in 
research also through means of qualitative data and other means of research. 

The delineation of Brussels through the two-step approach has been for 
illustration been integrated into the circling model used to define media (see 
Figure 5). The centre of the model is depicted of the four categories that have 
been developed to define media (cf. Figure 1). However, circling enables 
identifying the categories of the geographical scope. The categories or scales 
preliminary identified based on the two-step approach are distinguished into:  

A. Core scale: Brussels’ cluster dynamics within the Brussels’-Capital Region 
(Brussels), which is made up of 19 municipalities, 118 districts, etc. 

B. Metropolitan scale: Brussels’ cluster dynamic within the metropolitan area 
of Brussels, that was identified to include to the socio-economical unit of 
Brussels the province of Halle-Vilvoorde and Walloon Brabant. 

C. National scale: Brussels’ cluster dynamics within Belgium. 
D. International scale: Brussels’ cluster dynamics internationally. 

 

Figure 5 - The circle model to define the geographical scope of media clusters. 
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The circle model shows, that the importance of the predetermined unit of 
Brussels as region and core is acknowledged while the real extension of dynamics 
of media clusters can be further stretched even beyond the borders of Brussels, 
the Brussels metropolitan area, and even beyond Belgium.  

In conclusion, we have found the delineation of Brussels within the MCB project 
through two important findings. First, we acknowledge that the Brussels Capital 
Region is the core of the project and building analysis on this geographical unit 
will bring valuable insights. Second, we acknowledge that media clusters’ borders 
can stretch far beyond Brussels towards, Brussels metropolitan area, towards 
Belgium and even beyond Belgium and analysis will be built on the assumption 
that the borders of media clusters need to be found through means of research 
that is not limiting it within territories. The delineation of Brussels for MCB can be 
therefore summarized as follows: 

 

“Brussels as host of media clusters can be delineated in two steps. The first step 
depicts Brussels core, which is the Brussels Capital-Region and its peripheries, 

the Brussels Metropolitan Area (Brussels, Halle-Vilvoorde and Walloon Brabant), 
Belgium and even beyond. The second step depicts Brussels as host of media 
clusters without predetermining borders while only looking at the real space of 

cluster dynamics.” 

 

Conclusion 
 

There are various problems that usually arise when trying to research media 
clusters as has been shown: difficulty in delineating media’s core industries; the 
problems in defining characteristics of media clusters; the difficulties of 
identifying a cluster’s geographical boundaries; the issue of which data to select; 
and the arbitrariness of approaches towards media cluster research (Boix et al., 
2014). Reflecting media cluster research, many scholars and institutions tried to 
tackle these issues. However, the arbitrariness is reflected through the 
multiplicity of disciplines, schools and approaches that have converged 
simultaneously on media cluster research, using approaches as diverse as 
neoclassical economics, behavioural economics, critical Marxism, regional 
economics, cultural geography, evolutionary economic geography, and 
constructivist structuralism – fostering a formidable growth of literature. The 
downside is that different research interests and different epistemological spaces 
have generated complexity, confusion, competition, and mutual exclusion 
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between different research groups, thus making it difficult to understand the 
phenomenon. 

Within this Deliverable the complexity and the research within the concepts of 
media, clusters and geographic units (Brussels) has been reviewed. However, it 
became apparent that none of the available definitions was perfectly suitable for 
use within the Media Clusters Brussels project. Using an off -the-shelf definition 
originally designed for specific contexts may give unreliable results when used for 
MCB. Additionally, there is a need for transparency when delineating the scope of 
media cluster research. In developing new definitions and delineations of our 
three core objects, media, clusters and Brussels, our ambition has not been to 
reinvent the wheel but rather to develop operational definitions that build on the 
work and ideas of existing definitions whilst being transparent and having the 
research goals of the project in mind. Based on these considerations, we have 
delineated media, (media) cluster and Brussels as follows: 

(3) The definition of media was based on two aspects. The first is the 
acknowledgement that the production of media is a complicated process 
and cannot be scoped easily. The second is that media is structured 
around a core activity, the production of “mediated content” and sectors 
delineate to scope entities and activities around the core (circling model). 
The definitions of media for this project is therefore, the following: 
“Media is defined as activities directly or indirectly supporting the process 
from production to consumption of mediated content as the core that can 
be differentiated into entities of four key sectors, (1) print, (2) audio-
visual, (3) new media and (4) advertising.” 

(4) The definition of media cluster should follow two aspects. First, 
agglomeration alone does not define a cluster, but agglomeration needs 
to cause mutual advantages. And second, the focus should be on all 
possible entities of a media cluster and not only on firms or institutions. 
The proposed definition is as follows: “A media cluster is defined as an 
agglomeration, that is involved in the process of production to 
consumption of mediated content, that co-locates for mutual 
advantages.” 

(5) The delineation of Brussels within the MCB project was depicted 
through two important findings. First, the Brussels Capital Region is the 
core of the project and analysis based on this geographical unit will bring 
valuable insights. Second, media clusters’ borders can stretch far beyond 
Brussels towards, the Brussels metropolitan area, Belgium and even 
beyond Belgium and analysis will be built on the assumption that the 
borders of media clusters need to be found through means of research 
that is not limiting it within territories. The delineation of Brussels can be 
summarized as follows: “Brussels as host of media clusters can be 
delineated in two steps. The first step depicts Brussels core, which is the 
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Brussels Capital-Region and its peripheries, the Brussels Metropolitan 
Area (Brussels, Halle-Vilvoorde and Walloon Brabant), Belgium and even 
beyond. The second step depicts Brussels as host of media clusters 
without predetermining borders while only looking at the real space of 
cluster dynamics.” 

The here-developed definitions and delineations based on structured methods, 
like the circling model to define media (see Part 2) and the two-step approach to 
delineate media clusters in Brussels (see Part 4) make the scope of the MCB 
project transparent and easy transferable. Within the coming course of the 
research project, all levels of analysis will be able to adapt the definitions and 
therefore streamline the future research into one common course. 
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