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Mapping — the big questions

Making the right statement

WHO? There are many different audiences —

government(s) — officers? politicians? the sector(s)?
the media?

WHAT? Do they each need to know? What will they
respond to?

New government needs new ideas!

Big social change - new family structures, increases in
immigration and emigration, decline of large company
culture resulting in new types of business (SMES)

Big cultural change - new forms powered by new
technology, globalisation, blurring of high art and
commercial art



UK Definition of Creative Industries
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Definitions — what's in and what's out

Creative industries — ‘invented’ in the UK (1998), made
up of 13 sub-sectors — two mapping exercises

Heritage and museums — essentially public sector
forms wanted to be included!

‘Exported’ as a concept to many countries particularly
those with developing economies

In 2006, UK government adopted the term ‘creative
economy’ to express a wider view of how creativity

adds value to a range of services — product design,
tourism, etc (irony of sector now adopting the term!)

Regeneration of cities/areas also powered by creative
economy — Glasgow, Manchester, Liverpool

Social issues — culture and creative businesses are
used to achieve wider social outcomes






The UK Picture

Latest (?) Statistics

Creative industries' exports totalled £13 billion — 4.3% of all goods and
services exported (2006)

Revenue sale of UK TV programmes - £632 million in 2005 - increase of
21% from 2004

GVA (2006) is 6.5% of UK totals

UK second only to China for online video - 77% of 18-24 yrs. use
broadband for music videos; 60% watch TV programmes via broadband
London is the big player!



Key Creative Clusters in Central London

e 120,400 creative industry
employees in central area

e Largest hub for Creative
Industries in UK (possibly
globally)

 Estimated to overtake
financial services as the
major sector by 2020



Creative Industries in the European Union: A Brief History
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Overview of the EU

No agreed policy position on creative industries at EU level
however there are initiatives and policies on specific areas (e.g.
Film, Broadcasting)

General areas of EU trade agreements and legislation impact
particularly intellectual property

In many countries and at EU level there is resistance to the
concept of the integral relationship between culture and the
creative industries — still no agreed definition

Estimates (in a 2006 report) include:

o0 Turnover of + E654 billion in 2003 (E271b in car manufacturing)
o Contribution of 2.6% to EU GDP (chemicals, rubber and plastic
products industry accounted for 2.3%)
o Overall growth of the value added between 1999-2003 was 19.7%
- 12.3% higher than that of the general economy
0 2004 employment in the sector was 5.8 m - 3.1% of the total
employed population in the EU (25)

New ‘green paper on the creative industries now
Imminent



Overview of China

Creative industries is a major part of China’s economic
policy with massive investment (including foreign)

Economic Transformation - shift from manufacturing to
non-manufacturing industries, including creative industries
especially in cities — Shanghai, Chengdu, Chonqging

Government Support - provision of commercial art and
public spaces for creative culture events

Education - government encouragement of creative
industry education (100,000+ university students majoring
In animation, games design, etc.)

Internet - access to pirated software for content creation
creative-focused websites and p2p file sharing

Change in Values - growing acceptance by parents to let
children pursue careers in creative industries growing
confidence in the China brand and growing individualism

Growing Demand - consumption of creative culture in the
form of indie concerts, DIY designers






Last of the BRICs

Russia — some individual cities/places (St Petersburg, Siberia) keen on developing
the concept but no real lead; political and tax/definition issues are major gremlins!

India more active — Confederation of Indian Industry (Cll) has ‘an ongoing
agenda’ with its Media and Entertainment focus - expected to grow from US$ 11
billion to reach US$ 25 billion (Rs 1 trillion) by 2011

Cll also active in Film, Animation and Games - nurtured filmed entertainment under
"The Big Picture" brand

Fastest growing book market in English - only USA and UK produce more; only
country that publishes in 22 languages with17,000 publishers - 70,000 to 80,000
titles annually, market valued at US$ 2 billion - growth rates predicted 10% to 30%



Overview of the USA

Government incentives — tax breaks for a range of investments eg ‘angels’ invest in
commercial shows, JVCs invest in films

Americans for the Arts is the nation's leading nonprofit organisation for advancing
the arts in America and is now leading on the creative industries

Using Dun&Bradstreet data ‘creative industries are a formidable industry in US -
2.98 million people (2.2%) working for 612,095 arts-centric businesses (4.3%)

Sweetly they report ‘these findings are larger than most people expected’!



Dilemmas in Mapping

Must be based on national statistics to
compare like with like

Quantitative data is always retrospective

Qualitative data (soft) is vital to get the
views of the sector — barriers to growth, etc

Able to benchmark and repeat over time

Mapping must have a policy goal — a
means of transforming into actions

Will not capture wider impacts eg social

Sector operates differently from most other
‘industries’ — not conventional ‘growth’

Able to see trends but not always anticipate

Difficult to capture as sector is so refracted
and lacking industry lead bodies (mostly)

Definitions/contexts change so keep it simple!

Politicians change — danger of ideological
slippage!

Economic drivers versus other big wins!



Opportunities & challenges for Sao Paulo

Importance of grey economy — many creatives
operate below the tax radar or in second jobs

Major cities are clearly the focus for the sector —
creative industries part of regeneration etc

The creative industries are both local and global
and policy makers must promote opportunities at
both ends of this spectrum

Education, skills and business  support are vital
ingredients and must be brought on board

Importance of capturing information across the
value chain (market structure)

Private sector capital is critical but hard to
convince — government can provide confidence

Closing the economic gap - creatives are often
highly educated...



Thank you and now we will talk!

More information on www.bop.co.uk
Please contact :
Josephine Burns on +44 (0)20 7307 3090 or jo@bop.co.uk



