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Locational narratives in creative clusters: consuming local buzz and 

producing local authenticity 

Clustering literature has often focused on the attraction of new entrants (Baptista & 

Swann, 1999), buzz and knowledge spillovers (Bathelt, Malmberg, & Maskell, 2004; 

Storper & Venables, 2004), and supply side externalities (Baptista & Swann, 1998; 

Marshall, 1920). However, clusters are also approached in terms of production, 

where the locality functions as a ‘seal of quality’ (Porter, 1998), authentic neo-

bohemia (Lloyd, 2002), or provides ‘artistic dividend’ (Markusen & Schrock, 2006).  

 We propose that the common denominator in these approaches is the 

cluster’s reputation. Focusing on ten small-scale creative clusters in The 

Netherlands, we seek to demonstrate that a cluster’s reputation is multifaceted. 

Reputation entails externalities that attract creative entrepreneurs (Asheim, Coenen, 

& Vang, 2007; Drake, 2003), and the creative or authentic reputation is also 

commodified as a marketing tool for locally produced products and services (e.g. 

Heebels & van Aalst, 2010; Scott, 2000; Molotch, 1996).  

Our research is based on an iterative approach, including several rounds of 

interviews and fieldnotes. Eighty co-located entrepreneurs within these small-scale 

clusters were interviewed about the role of the cluster’s reputation in their locational 

decision making and how they tap into this reputation in order to promote and sell 



their products. Each locational narrative was coded and analyzed in Atlas.ti, and 

compared to the interviewees’ web based references to his/her locational identity.  

In conclusion, this project, by closely examining locational narratives, 

develops a more fine-grained understanding of the meaning of reputation to creative 

entrepreneurs, and how this influences locational decision making and product 

marketing.  
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