Using the guide

Investing in creative industries?- a guide for local authorities,
"#  Creative Britain:
New Talents for the New Economy $% & "##() “through the Local Government Association
(LGA), and with the Regional Development Agencies (RDAs), we will develop a ‘menu for local infrastructure’.”
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How can the guide be used?

1. Overview: why creative industries are important
Setting out the strategic context for investment in creative industries,
including the economic context (eg the recession) and policy context

/ 3. DecIiding \

2. What's the whether to 3. Options for
business case? invest: investment
Evidence about what outcomes do Evidence about
how creative and |«— | You wantand what |, types of
cultural industries do you need to intervention, their
can impact on know about your impact and issues
local, sub local / surrounding to consider
regional and area and about
regional areas creative and cultural
indiistries?
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5. Lessons learned: case studies and insights
Series of detailed case studies, short case studies and lessons learned
about barriers to and enablers of effective investment

A

Y

6. Additional resources
Information about other useful toolkits, quidelines and resources for local
authorities
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Section 1: why creative industries are important

1 Overview: why creative industries are important

1.1 This section

%

1.2 Why do local authorities and creative industries benefit from engaging with one
another?

1.3 What are the creative industries?

% &"  Athose industries which have their origin in individual creativity,
skill and talent which have a potential for job and wealth creation through the generation and exploitation of
intellectual propertyB % &" 5
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Section 1: why creative industries are important

Box A: Challenges of the ‘creative industries’ definition
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1. Differentiating creative industries: 0
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2. Conflating ‘cultural’ and ‘creative’ industries:
6 . 1
3. Small businesses: ; $ # )
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1.4  Why do creative industries matter to local economies?
1.4.1 Why have creative industries grown in recent years?
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1.4.2

1.4.3

Productivity: 1
KKJ "HHE

Jobs:
KKJ VI

Innovation: *

Regeneration:

Place-making:

)
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Declining employment overall:

Section 1: why creative industries are important

Impact of creative industries on local economies

Impact of the recession on creative industries
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Section 1: why creative industries are important
¢ Declining spending:

« Contraction associated with shrinking of financial services: >
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1.5 Why do creative industries matter to local policy?
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Budget ° o+
DCMS Creative Economy programme
GI#F >
* Creative Britain’s
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Business Support Simplification Programme % @ * -
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6; 7 Wales Creative Industries Support Service
Regional Development Agencies
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Section 1: why creative industries are important

Conclusions
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whether to invest

investment

5. Lessons learned: Case Studies and Insights

6. Additional Resources




Section 2: what'’s the business case?

2. What’s the business case?

2.1 This section

1. Overview: why creative industries are important

3. Deciding 4. Options for
whether to invest investment

5. Lessons learned: case studies and insights

6. Additional Resources

2.2  What impact can creative industries have on local areas?
2.2.1 What are the different potential impacts of creative industries?
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Section 2: what'’s the business case?

Figure 2.1 Impact of creative industries

Economic Regeneration

Responding to
the recession

Preparing for
the recovery

Skills Place-making

2.2.2 How strong is the evidence base?
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2.3  What is the direct economic impact of creative industries?
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Section 2: what'’s the business case?

2.3.1 How have creative industries impacted upon the UK’s economy?

H,
3

Creative Industries Bulletin
E

The UK has the largest creative sector in the EU
. H, 3H - %8
H,7

Creative industries contributed £57.3 billion to the UK economy in 2006

. H, E= z C
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Creative industries grew faster than the UK economy as a whole between 1997 and 2006

. = KKJ "HHE
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Creative industries account for nearly 1 in 20 UK exports
« 30 G =E U
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Growth varies by sector
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. & Creative Industries Economic Estimates
Statistical Bulletin January 2009

2.3.2 How have creative industries impacted upon employment in the UK?

Creative employment grew twice as fast as average between 1997 and 2007
. E KKJ " “H#H I "

F KKJ “H#J

¥ Creative Industries Economic Estimates Statistical Bulletin January 2009
"7 Staying Ahead: The Economic Performance of the Creative Industries

"* DCMS (2008) Creative Britain New Talents for a New Economy, DCMS.
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Section 2: what’s the business case?

Creative employment has grown in creative industries and in creative occupations in other industries

. "H# "
(HH#} HH#

Creative industries contributed nearly 10 per cent of all UK earnings

. G=# “HHE
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Over 7 per cent of UK companies are in creative industries
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2.3.3 How have creative industries impacted upon local economic growth and employment?

GE= ### $ )
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Creative industries have been shown to contribute to employment and employment growth in a
number of regions.
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Section 2: what’s the business case?

. 1 "5 #F
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Creative industries have been shown to contribute to employment and employment growth in a
number of different local authorities.
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Investment in creative industries does not always lead to increased employment in a local area
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Creative industries are associated with the improved economic performance of cities

e 3
53
. 1 7 B § 7
b 1 $
SK) 1
F > H- =#
.+ 9 - 3
3 L # . 2

"K

* Priorities for Sheffield City Region in the Knowledge Economy $"'##J) 2 1

° 9+ $"##J) iLondon’s Creative Sector: 2007 update’. 9 9+ 85

ot § ) % L & % . % . 30 .

% 3 . THECUH(

5§ ) s @ T - >

°F Creative Industries Economic Estimates Statistical Bulletin January 2009

% - C * or  * N JJE N

¢ @ + . §"HHHE) 6 7
3

°1 ) L @ @

&L $UHHF) 6 7 %
8

1 .S L e @



Section 2: what'’s the business case?

2.3.4 Where are the creative industries?

"% &" §"## ) Creative Industries Mapping Document, 9 % &"
= % *$"## ) Business Clusters in the UK — A First Assessment, 9 % *



Section 2: what'’s the business case?

2.3.5 Local employment in the creative industries
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case?

Section 2: what'’s the business

Figure 2.1: Concentrations of employment in advertising (2007)

VH#]



Section 2: what'’s the business case?

Figure 2.2: Concentrations of employment in architecture (2007)

Architecture LOs,
2007
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Section 2: what'’s the business case?

Figure 2.3: Concentrations of employment in arts and antiques (2007)

Arts & Antigques LOs,
2007
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Section 2: what'’s the business case?

Figure 2.4: Concentrations of employment in designer fashion (2007)

Designer Fashion LOs,
2007
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Section 2: what'’s the business case?

Figure 2.5: Concentrations of employment in music and the performing arts (2007)

Music and the Visual & Performing
Arts LOs, 2007
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Figure 2.6: Concentrations of employment in publishing (2007)

Section 2: what'’s the business case?

Birmingham.,

Bristol
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Puhlishing LOs,
2007
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case?

Section 2: what'’s the business

Figure 2.7: Concentrations of employment in radio and TV (2007)
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Section 2: what'’s the business case?

Figure 2.8: Concentrations of employment in software and computer games

Software, Computer Games
LCs, 2007




Section 2: what'’s the business case?

Figure 2.9: Concentrations of employment in video, film and photography

Yideo, Film & Phatography
LQs, 2007
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Section 2: what'’s the business case?

Table 2.10: Local authorities with highest levels of specialisation, employment and growth in different
creative industry sectors

Highest levels of

specialisation

Highest employment

(absolute numbers)

Highest growth
1998-2005 (absolute

numbers)
Advertising 3
( 2 "o
(*total number of 9 " 5 @ ;
jobs in advertising 2 5 3 = 1
declined at the ; 1 1 F
national level ; = =
between 1998 and F &
2005) ' > >+
) L
Architecture 3 + +
J " "9
(*overall there has + 2 5 9
been job growth b 3 5 =
across Great Britain C 9 = = F
although many local F 0
areas have seen
declines in
employment,
including
Westminster,
Reading and Derby)
Arts and Antiques @
o= 2 "3
) "0 5 :
9 5 = =
2 3 = 3 2
F 9 F @
Designer Fashion
2 "oz
2 " 5 @ ;
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Music and the
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Section 2: what'’s the business case?

Sector Highest levels of Highest employment  Highest growth
specialisation (absolute numbers) 1998-2005 (absolute
numbers)
Publishing + ; *
- * [1] L1} -
9 ; 2 5 ;
10 5 = 3
- 3 = ¢ 1
F - F o,
E K
Radio and TV 3 C ; ;
; 1 1 1
$2 ) =5 " "2 09
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ee 5 ; = 3
; = F
F 1
C
i
Video, Film and - 0]
Photography ; 1 2 2
2 " "9
(*2003-2007 data 5 ; 5 ;
because of 1 1
classification = ., =
changes)
F * F *
Software, computer
games and electronic 2 2
publication "2 "
5 5 2
(*2003-2007 data 2 K = 9 = 9
because of ) 5 8(C F 9 F s
classification )
changes)
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Section 2: what'’s the business case?

2.3.5 How will the recession affect the impact of creative industries?

Revised predictions about growth and employment
8 ,8&: =E
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. L >
KK#? KK" " F

1 0
55 F =

Declining spending
e %
; KK# KK

0
Levels of employment likely to vary by sector
e % - "1 (
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The decline in financial services is likely to impact upon creative industries, particularly in London
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Medium to longer-term confidence in creative industries
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Creative industries play an important role in innovation
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Section 2: what’s the business case?

2.3.5 What recession challenges might creative industries help me to address?
2
1 0

Empty retail premises and boarded up high streets
e 0 &

Stimulating innovation

0 & + 0+ ) %+

Supporting the creative economy at low cost
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Supporting young people looking for work
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Taking advantage of increased UK tourism
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Section 2: what'’s the business case?

Local jobs are being lost and | want alternative sources of employment

L3" +

%+ ?

2.4  What is the indirect economic impact of creative industries?
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2.4.1 How do creative industries impact upon ‘spillovers’?

Creative industries generate employment outside the 13 sectors

b 1T F=

51

Firms with strong creative industry networks and suppliers tend to be more innovative
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Creative industries create the potential to strengthen international networks
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Staying ahead: the economic performance of the UK's creative industries
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Section 2: what’s the business case?

2.4.2 How do creative industries impact upon the visitor economy?
|

50 2 ) *
0

Creative industries can enhance the visitor economy of a place
e 1

Festivals can generate economic benefit for the local area
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Care needs to be taken to manage the impact of visitors on the local area
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2.5 What is the impact of creative industries on regeneration?
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Section 2: what'’s the business case?

2.5.1 How do creative industries impact upon the economic and physical development of deprived
areas?

Flagship cultural developments can have a significant impact upon the quality of the public realm in
communities if devised appropriately for the local area
. > >

§ 0 : 1& @ )

Vibrant clusters of creative industry activity can help build competitive advantage for a place by
developing strengths in high value economic activity

FK
.
£

The recession creates an opportunity to use unused retail space for creative industries (see section
2.3.5 above for more details)
. G5

E#

2.5.2 How do creative industries impact upon community cohesion and renewal?

>
0 + L ° : 1 3 KK#

Participating in cultural events can help foster social cohesion, encourage skills development and
build social capital
e 1 0 &

T :

Creative activity can improve quality of life for individuals
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Section 2: what’s the business case?

2.5.3 How do creative industries generate social and cultural benefits?

Cultural benefits can be generated through engagement in creative industries

- 0

E=

The composition of the sector itself is less diverse than many assume
s +

EF

2.6  What is the impact of creative industries on skills?

Funding for creative and cultural courses has increased

. 3 K
VHHH5-H#= “HHE=-#E
Funds and qualifications vary according to region however
ot HH=HE 9 - 3 L 2 =E
. * 3 9 =
e 1 3 5K
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Cultural input into the education system can foster cultural awareness
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The recession may change skills needs in the sector
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Section 2: what’s the business case?

2.7 What is the impact of creative industries on place-making?

1 6 >

BC

2.7.1 How do creative industries impact upon quality of life for residents?

2.7.2 How do creative industries impact upon attractiveness to investment?

0
Creative industries are regarded as important to location decisions
e 1
* 1
7 EK

J#

Creative and cultural offers can help to retain graduates

° =+ H y
0
Investment in creative industries matters more to some sectors than others
e 6+ 1?
?
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0 Urban Affairs Review 5K =3J
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2.8

Conclusions

0

The potential impacts of the creative and cultural sector

Section 2: what'’s the business case?

Broad theme Nature of impact Specifically Issues to consider
>
- 0
Economic % < . 9
1
>
* . C
* 0
C
Regeneration .
3
*
* > . 8
8
Skills ) ) o 1
13
Placemaking 30 .
' 0 ?
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$"##() How do cities thrive in the changing economy? 2 1
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3.1

Section 3: deciding whether to invest
Deciding whether to invest

This section

1. Overview: why creative industries are important

4. Options for
investment

2 What's the
business case?

W0+

3.2

+

5. Lessons learned: case studies and insights

6. Additional Resources

Culture and Sport Toolkit $ E)
> >

/ /

How do local authorities decide whether to invest?

5F



Section 3: deciding whether to invest

Figure 3.1 Checklist for investment in creative industries

1. Strategic Context

2. Local Economy

3. Sub Regional and
Regional Economy L !

4. Desired outcomes

5. Interventions

~

6. Partners

8. Evaluation -

3.3 Checklist

Theme Checklist

2 1
A. Strategic context: .
How could .
investment in . 5 .
creative )
industries help B
your local 2 > $
authority achieve - > )!
its priorities?
. 52 1
(See Section 1 of
this guide)
=2 $ 0
- )N
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Section 3: deciding whether to invest

Checklist
F 2
1 ; 1
B. Local economy:
E * 7 1
How important
are creative
industriestothe | J + s
local economy? L))
C: 1
K ; !
# 2 > 1
C. Sub regional and
2 1 +

regional economy:

Are creative
industries more "o 1
important to the
sub region or

region rather 52 '+
than the local !
economy?
= +
D. Desired outcomes | e :C+!
What are you trying | N

to achieve by
investing in creative
industries and is this
realistic? F2

(See section 2 of this
guide) E+ !
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Checklist

Section 3: deciding whether to invest

E. Interventions:

Which
interventions will
deliver desired
outcomes,
outcomes, are in
demand and are
not supplied
elsewhere?

(see Section 4 of
this quide)

vk

12 B 1

2

NB: Many businesses report that local authorities invest in creative industries without consulting them,
resulting in inappropriate and wasted investment.

If there is little employment in creative industries in your area / high levels of supply of infrastructure, the
priority may be to link aspiring creative workers to neighbouring areas/existing supply rather than prioritising
(additional) investment in creative industries.

F. Partners

What investment
role should the
local authority
take compared to
partners?

(See online
resources)

"5 -
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Section 3: deciding whether to invest

Checklist

F. Costs:
What funds are "J 2 12 * !
available and ; !
how can they
best be invested “( 0 !
in creative
industries? "Ko: :
!

5# 2 !

5 2 ! $Investment/impact upon creative industries in the local

area)
G. Evaluation:

5" + LI -
What are the )!
measures of
success of 55 ; 1 $Criteria for assessing the merits of the investment? What
investment in does satisfactory look like?)
creative
industries? = : 0

12 1"
” 6 8 1 E  Clusters: Balancing Evolutionary and Constructive
Forces: 1 - ¥ " " (
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4

4.1

4.2

Section 4: what are the options for investment?

What are the options for investment?

This section
6 7
7
1. Overview: why creative industries are important
2 What's the 3. Deciding
business case? whether to invest

5. Lessons learned: case studies and insights

6. Additional Resources

What are the different types of intervention?

Staying Ahead

Drivers of creative industries

* % o L
* % « 8
o 4+ o ¥
. 3 . @ JF
Staying Ahead §"'##J)
2
* 2 1 Staying ahead: the economic performance of the UK's creative industries "##J "'5
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Section 4: what are the options for investment?

First, local authorities have a significant impact upon creative industries through discharging their wider
strategic responsibilities.

Second, as well as the significant impact local authorities have on creative industries through their daily
work, councils can invest in a more direct intervention that is tailored to the needs of creative industries.
0 I L] JE

Figure 4.1: Potential Interventions in creative industries

Money People

AN

Networks Things

Positioning/ Know-how

Catalysts

$"'##() Clusters: Balancing Evolutionary and Constructive Forces * - "



Section 4: what are the options for investment?

1. Money (financial capital): eg funding, information about funding
+ -

JJ

2. People (human capital): eg skills programmes, enterprise support
*

>
I

3. Things (physical capital): eg creative workspace

4. Know-how (intellectual capital): eg links with universities

5. Global positioning/catalysts (market capital): eg festivals, events
8
$ )
$ )

6. Growth of networks (social capital): eg supporting networks
A A K w
>

4.2.1 Key lessons about investing in creative industries

Interventions should be part of a holistic approach to creative industries

° *
&
0
*
Working in partnership is vital
« 2
0
+ . %
+
» 2 1 Staying ahead.: the economic performance of the UK's creative industries
% 2 1 Staying ahead.: the economic performance of the UK's creative industries
* 2 1 Staying ahead.: the economic performance of the UK's creative industries ==



Section 4: what are the options for investment?

Play to local strengths

. 2

*
e 9 8 >
. 2

4.3 Money (financial capital)

431 What?
+ - [
432 Why?

Business growth: +
+ -
G

§ =5) + 018 % &

Industry structure:

1
>
Problems with access to venture capital: @
+
o
4.3.3 How?
9
Providing funding: 8 /
Working with other organisations to provide local, sub regional or regional funding . %+ +
3 9
0 $ )
@ 2 1 Staying ahead: the economic performance of the UK's creative industries
‘1 3 $HHE) H,P $. % &
" ?H, : )
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Section 4: what are the options for investment?

Supporting small businesses to access funding: % &*

Money Map,
- - - - D " ,
e 0 9
e . C 1 GF##, "&3 /
. + 3 /
e = . % @3..% @)
"&3

Money Map
4.3.4  Advice for local authorities
Link with the Business Support Simplification Framework: 5 ###
#Ht # # @ 9
9 @""8

Linking with Partners: *

Information Provision: .

4.4  People (human capital)

44.1 What?
Staying Ahead >
*
4.42 Why?
Business Success: +
+
Innovation Spillovers: ; G
€3

(F
G- 1 . $UHHE) * &
3 8 + 5(
€3 $UHH') 8 1 3 . & 4 8 - " 5E 5
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Section 4: what are the options for investment?

National Priority: * H, @
b T Ft
"# 5
Local Benefits: +
6 1
(E 2
@
Attractiveness of Place: ’ 1
“1 0 & 7
@ L
Lack of Commercial Awareness: + L3" + K#
« Staying Ahead
K#
Little training in firms: + 0

Desire for generic advice but tailored to sector: &

4.4.3 How?

Funding courses
9 9 -
= K GJ 0

Industry specific

. ? 0
$ > ) % R
. . - H.
. % & ? %
& = K
e H ? R -
* The aims to join up and support the skills development activities of schools,

colleges and industry to secure the design sector’s position as a world-leading centre for design
skills and education. It aims to act as a catalyst for change, providing coherence and focus to a
fragmented sector and will work closely with partners to help raise professional standards in
design industry practice and education in the UK.
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Section 4: what are the options for investment?

Generic business skills

e @
5 )
>
e 9 9

Retaining talent

4.4.4 Advice for local authorities

Partners: - -
+ 0 +
= K 0 13
Business Support Simplification: 9 @ ) '
Wider issue: /

4.5  Things (physical capital)

451 What?
8
/
" /
5
3

4.5.2 Workspace provision

What

Why



Section 4: what are the options for investment?

z ?
>
3 0
/
e 6 7
/
0 [
G"#,
1
- s #Ht
How
9
. >
. /
. /
. > K
+ 4 0 >
Advice for local authorities
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Planning:
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4.5.3 Cultural infrastructure
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Link to education: 8

4.5.4 Cultural quarters
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4.5.6 ‘Non creative’ interventions

What
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Partnership: %+
Research * @
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46.3 How?

Working in partnership with universities and further education colleges to provide new courses
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- * + % * H,P

EF## *# "

Convening partnerships between universities and the local area
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Working with universities to develop shared infrastructure
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Working with creative businesses, universities and FE colleges to develop curricula in partnership
with industry
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Providing information
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4.6.4 Advice for local authorities
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4.7 Global positioning/catalysts (market capital)

4.7.1 What?
4.7.2 Why?
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Events and festivals can:
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Improvements to the public realm can:
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Branding campaigns can:
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4.7.3 How?

1. Events
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2. Public realm
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3. Branding
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4. Flagship buildings
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4.7.4 Advice for local authorities
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4.8.3 How?

1. Networked clusters:
0

" Networking events: 9

4.8.4 Advice for local authorities

Building on strengths: L

Staying Ahead,

0
Sharing information: * >
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Cross-sector: *
Potential negative effects:
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4.9 Summary
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Type of Examples Advantages Disadvantages Urban/rural Sectors Checklist
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Type of
intervention

Examples

Advantages

Disadvantages

Urban/rural

Sectors
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5.1

Lessons learned and case studies

This section

Section 5: lessons learned and case studies

1. Overview: why creative industries are important

2 What’s the
business case?

3. Deciding
whether to invest

4. Options for
investment

6. Additional Resources
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5.2 Learning lessons
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1. Lessons learned
2. Detailed case
studies
3. Short case
studies
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5.3 Learning lessons
5.3.1

a) Size (population catchment)

Local context matters when selecting interventions

b) Existing strengths

c) History and culture
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d) Economic competitiveness
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. Providing access to advice and support:
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. Advocacy and mainstreaming:
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Background to the council/local economy
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Key messages for other councils
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Section 6: additional resources

0. Additional resources

6.1 General

LI | guide
Additional information is available from the IDeA culture and sport section. % +
& > $L%8@ )
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6.2 ‘Money’ resources

« Money Map

- D VH#HE(
. Living Places
6.3  ‘People’ resources
e Skillset - - &
2
* Creative and Cultural Skills - -
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6.4  ‘Things’ resources
Workspace
. Creative Workspace toolkit * $ + % + )
2 - - -y -y “H#i - H#HHE
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¢ Museums, Libraries and Archives Council S+
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e Local rates of participation:
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Non-creative interventions

. IDeA Knowledge

6.5 ‘Know-how’ resources

* NESTA (National Endowment for Science, Technology and the Arts) >
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6.6  ‘Positioning/catalyst’ resources
. British Arts Festivals Association (BAFA) 0 H,
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6.7 ‘Networks’ resources
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» Crafts Council H,.2

« Design Council 2 --

* National Music Council * 2 ~

¢ UK Film Council and Regional Screen Agencies .
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