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London has been hit hard by the global pandemic – new challenges 
have emerged for cities across the world and behavioural shifts have 
been accelerated. The creative sector has been disproportionately 
afected, unemployment levels are rising and the City’s attractiveness 
as a place to work and do business is at risk. Only those cities able to 
adapt and help shape the new environment will thrive. 

London’s world-leading creative sector helps secure its position as 
one of the best international cities in which to live, work, visit and invest. 
The creative sector has enormous potential to play a critical role in 
London’s recovery - reanimating our spaces in unique ways that attract 
people back, equipping people with the skills needed for employment 
and innovation, and building the connections required internationally 
for London to remain a global hub for commerce and culture. 

This report is a call for action by the cultural, civic and commercial 
sectors across London to work together to ensure the medium-
term recovery from the Covid-19 crisis. By collaborating on three key 
recommendations, we can work together to build a renewed creative 
sector that accelerates economic growth and supports competitive 
advantage for London and the City. 

The Taskforce welcomes partners from across London to explore 
how the ideas in this report can be tested and modelled within the 
City or any London borough. 
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Foreword by Lord Mayor 
The pandemic has wrought havoc in many parts of London’s economy, 
overturning well-established business models and severely restricting 
the activities of several sectors, not least the cultural and creative 
sector.  Cultural and creative industries form a key part of the City’s 
economy and play a vital role in making the City an attractive place 

to do business. A culturally diverse city drives a creative economy, fuels innovation, 
and delivers a fourishing society.   

I am committed to ensuring that a strong and resilient economy emerges and 
continues beyond the pandemic.  My mayoral theme, Global UK – The New Future, 
seeks to connect through trade, innovation, and culture.  This includes championing 
the creative and commercial strengths of the City, London and the UK and highlighting 
the connection between culture, innovation and future employment.  

The creative sector is critical for reinvigorating our city in a post-pandemic world, 
keeping London and the City – the historic heart of the capital – a desirable place 
to live, work, visit and invest. It is thanks to the unique creative strengths of London 
and the City, that we attract world-class talent, build international connections and 
remain a global hub of creativity and innovation. 

Now more than ever, we must all work together for mutual beneft. It is in this spirit 
that this report has been written. It is a call to our cultural, civic and commercial 
sectors to work together to ensure an accelerated recovery from the Covid crisis. 
Only by working together can we build a renewed creative sector, one that accelerates 
economic growth and supports London’s competitive advantage. 

The ideas set out here by the Culture & Commerce Taskforce will be essential 
in developing the new strategies needed to support London through the crisis, 
accelerate the recovery process, seize new opportunities and deliver mutual beneft 
across the cultural and business sectors. 

As Lord Mayor, I am honoured to work so closely with every facet of the City – its 
long-standing fnancial sector, our entrepreneurs, tech innovators, the legal sector, 
the Livery and, of course, our world-renowned cultural institutions. Each area works 
alongside and supports the other, this is the way it has always been. This report 
outlines how we can continue that supportive history and help build a more resilient 
future for the City, London and the UK as a whole. 

The Rt Hon The Lord Mayor 
Alderman William Russell 

“ The creative sector is critical for reinvigorating our city in a post-
pandemic world, keeping London and the City – the historic heart 
of the capital – a desirable place to live, work, visit and invest.” 
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Commissioned Artworks 
In order to celebrate the value, resilience and vibrancy of the creative 
industries, as well as supporting those artists who work within them, 
the Culture & Commerce Taskforce commissioned eight new artworks 
which have been threaded throughout the Culture & Commerce: 
Fuelling Creative Renewal report. 

The artworks and artists have responded to some of the themes 
contained with the report: 

p.6 Yvonne Courtney – Acceleration 
p.20 Kit Finnie – Resilience 
p.23 Patrick Bullock – New Approaches 
p.27 Hannah Starkey – Space 
p.32 Catherine Yass – Skills 
p.37 Soofya – Digital 
p.41 Ferha Farooqui – International Connections 
p.45 Jess Nash – New Voices 

More information about the artists and their work is available 
on the Culture Mile and City of London websites. 

The above image was developed as part of artist Catherine Yass' process for creating 
her Culture & Commerce Taskforce commission, which responds to the theme 'Skills'. 
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Artist Commission - Acceleration 

Yvonne Courtney works with textiles and collage. She is the founder of Collage 
London. Her work responds to the theme “Acceleration”. @Yvonne_Courtney 



About us 
Chaired by the Lord Mayor in partnership 
with the City of London Corporation and 
Culture Mile, the Culture & Commerce 
Taskforce assembles leading fgures 
from across the capital to address the 
shared challenges faced by the creative 
and commercial sectors in the City, and 
London more widely, in the wake of the 
global pandemic. 

Why culture and commerce 
The Culture & Commerce Taskforce 
comes together with the shared 
beliefs that: 

• The pandemic has accelerated 
signifcant shifts in people’s behaviours 

• Whilst many creative entrepreneurs 
have been able to capitalise on these 
behavioural shifts, time is of the 
essence for the survival of much of 
London’s creative sector 

• London’s competitive business 
advantage is at risk with a weakened 
creative sector 

• London’s world-leading creative 
sector is a major part of the city’s 
attractiveness and economy 

• The creative sector has a critical role to 
play in accelerating London’s recovery 

• Culture and commerce need to 
collaborate in new ways for mutual 
beneft 

• The City of London has the potential 
to facilitate and model this in order to 
play a signifcant role in accelerating 
London, and therefore the UK’s, 
recovery 

• By working together in new ways, 
culture and commerce can build 
a renewed creative sector that 
accelerates economic growth and 
strengthens competitive advantage 
for the City and London. 

Vision 
Our vision is for culture and 
commerce to work together 
to ensure London’s creative 
energy and competitive strengths 
retain its position as the best city 
in the world in which to live, work, 
learn and invest. 

Executive Summary 
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Key recommendations: 
1) Enable Creative Activation, bringing 

London alive through creativity 

2) Facilitate Culture and Commerce 
Exchange, building skills and 
knowledge sharing between culture 
and commerce 

3) Develop Creative Enterprise Hubs, 
providing space for cross-sector 
innovation 

Proposed projects: 
1) Creatives for London 
2) Celebrating London’s 

creative ofer 
3) Enhancing the City 
4) Createch 
5) Creative Exchange Programme 
6) Creative Skills London 2021 
7) Creative Digital Acceleration 

Programme 
8) International Creative 

Collaboration programme 
9) Create in the City 
10) Creative Freelancers 

Network 

Key recommendations 
and proposed projects 
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Recommendations 
As a result of exploring fve priority areas, 
the Taskforce has identifed three key 
recommendations and ten proposed 
projects where culture and commerce 
can work together for mutual beneft and 
where action needs to be taken now to 
aid the recovery of the creative sector 
and boost the competitive business 
advantage of the City, London and the UK: 

1) Enable Creative Activation, bringing 
London alive through creativity 

Social distancing restrictions are 
resulting in reductions in footfall, the 
risk of empty spaces across London 
and the collapse of old engagement 
models for the creative sector. London’s 
creative ofer has the power to welcome 
and attract people back to these 
areas when restrictions allow. Every 
opportunity should be taken to visibly 
manifest London’s creative energy – 
repurposing space and embedding 
creativity in the fabric of the city in ways 
that reinvigorate the capital and build 
employment markets for the creative 
sector. These activations should engage 
the public through hybrid models that 
span digital and real-life engagement 
and be co-developed by the creative 
and commercial sectors to meet shared 
needs and draw on shared expertise. 
The City of London is well-placed to 
act as a testbed for these activations 
by drawing on its spaces, creative and 
digital strengths. 

Proposed projects include: 
1) Creatives for London 
2) Celebrating London’s creative ofer 
3) Enhancing the City 
4) Createch 

2) Facilitate Culture and Commerce 
Exchange, building skills and 
knowledge sharing between 
culture and commerce 

The uncertainty of the post-pandemic 
world needs creative and business 
skills for recovery, but sector silos 
mean that despite London’s strengths 
in these felds, these are not being 
optimised. With income dropping for 
many, increasing competition for post-
pandemic jobs, and digital acceleration 
threatening to strengthen inequalities, 
London risks losing talent as it becomes 
an increasingly expensive place to live. 
Brexit and ferce competition from other 
global cities further compound the risks 
to London’s international standing and 
connections. 
There is a powerful opportunity to 
bring together London’s creative and 
business strengths to strengthen 
professional skills, nurture talent 
and build international connections. 
Two-way models of exchange 
need to be developed domestically 
and internationally to facilitate 
knowledge and skills exchange, 
support organisational and personal 
development, leverage digital 
acceleration and strengthen global 
trust and understanding. By drawing 
on each other, culture and commerce 
can better navigate the challenges of 
a post-pandemic, post-Brexit world. 

Proposed projects include: 
5) Creative Exchange Programme 
6) Creative Skills London 2021 
7) Creative Digital Acceleration Programme 
8) International Creative Collaboration 

programme 
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3) Develop Creative Enterprise 
Hubs, providing spaces for 
cross-sector innovation 

Workers are missing human connections 
and the post-pandemic appetite for 
collaboration is likely to be accelerated. 
Physical hubs are critical to enabling 
the cross-sector fertilisation of ideas 
for innovation. The City is well-placed 
to develop medium/long-term bases 
with the potential to repurpose space, 
connect people from diferent sectors, 
draw on capital developments such 
as the Markets Co-location Programme 
and enhance the ofer through its 
creative, commercial and digital 
strengths. 

Proposed projects include: 
9) Create in the City 
10) Creative Freelancers Network 

Next steps: Get involved 
This report outlines the recommendations 
of the Culture & Commerce Taskforce in 
order to share and test which ideas have 
the most appetite to be taken forward. 

The Taskforce is now calling on the 
creative, civic and commercial sectors 
to engage in the next phase of activity, 
to take forward the ten proposed 
projects outlined in this report. Working 
together will accelerate London’s post-
pandemic recovery and deliver mutual 
beneft for culture and commerce. 

The Taskforce seeks partners from 
across London who are able to 
contribute to the delivery and potentially 
take on a leadership role in progressing 
one of more of the ten projects. 

To get involved, please contact the 
Culture & Commerce Taskforce, 
referencing which project(s) you are 
interested in contributing to: 
cultureandcommerce@cityofondon.gov.uk 
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Creative Activation 
• Creatives for London 
• Celebrating London’s 

creative ofer 
• Enhancing the City 

• Createch 

Creative Exchange 
• Creative Exchange 

Programme 
• Creative Skills London 2021 

• Creative Digital Acceleration 
• International Creative 

Collaboration 

Creative Enterprise Hubs 
• Create in the City 

• Creative Freelancers Network 

Culture and commerce working together to ensure London 
and the City remain an attractive place in which to live, 
work, visit and invest. 

   

 

  

 

  

  
 

 

Outcomes for London and the City 

Renewed Strengthened Accelerated 
world-leading creative competitive advantage for economic recovery 
sector at the heart of London as a place to work & 

London’s ofer do business 

Priority areas 

Grow Strengthen Build
 a sustainable creative sector professional skills and the international connections 
that addresses its long-term nurture the talent needed needed to remain a competitive 

structural issues for innovation place to do business 

Secure Accelerate 
the spaces needed to digital transformation to 

reanimate London and attract maximise engagement 
people to live, work and visit and growth 

Key recommendations and proposed projects 

Current context 

London has been hit hard by the global pandemic 
Accelerated shifts in behaviours are resulting in: 
• Much of the creative sector facing devastation 

• Unemployment levels rising 
• City’s competitiveness as a place to work and do business at risk 

London’s world-leading creative sector has the potential to play a critical role in accelerating recovery 
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A Grow sustainability 
and investment 

• Build a more sophisticated 
understanding of cultural value 

• Use signifcant, visible creative 
activities to attract footfall 
and join up initiatives across 
London districts 

• Grow employment opportunities 
and new markets 

• Develop a Freelancers Compact 

• Grow access to fnance 

The Taskforce’s exploration into fve 
priority areas identifed a number 
of actions where culture and 
commerce can work together for 
mutual beneft, to aid the recovery 
of the creative sector and boost 
the competitive business advantage 
of the City, London and the UK: 

Priority areas and actions 
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B Secure space 
• Make a bold statement welcoming 

people to the City 

• Demonstrate collaborative solutions 
for repurposing space 

• Identify how much space and where 

• Target a set of priority categories 
and sectors 

• Establish a mentoring and brokerage 
model for creative meanwhile use 

• Nurture ecosystems of uses 

• Invest in long-term integrated 
spaces 

• Maximise opportunities arising 
from emerging City of London 
Corporation developments 

• Lay the foundations for future 
Smithfeld vision, as part of the 
Markets Co-location Programme 
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C Strengthen professional 
skills and nurture talent 

• Segment the needs of the sector 

• Welcome creative talent into the City 

• Increase opportunities for young 
people in the creative sector 

• Develop a collaborative approach 
to diversifying recruitment 

• Build the long-term resilience of 
the creative sector 

• Map the assets 

• Design a mutually benefcial learning 
programme 
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D Accelerate digital 
transformation 

• Develop whole-organisational digital 
strategies 

• Grow access to London’s talent pool 
of digital natives 

• Ensure ongoing upskill opportunities 

• Test ways to monetise digital content 

• Provide access to digital 
infrastructure and equipment 

• Harness the opportunity to establish 
the Square Mile as a hub for digital 
creativity 

• Foster connections between the 
creative and tech sectors 

• Leverage London’s global status 
through technology 
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E Build international 
connections 

• Protect and invest in our 
creative assets 

• Be bold and grow our 
international connections 

• Super-charge the ‘GREAT’ 
campaign and join up 
international work 

• Reimagine trade visits to 
incorporate collaborative 
learning 

• Foster an ethos of two-way 
exchange 

• Develop imaginative hybrid 
models for cultural exchange 

• Strengthen London’s fagship 
creative events 
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1. Background 
About us 
Chaired by the Lord Mayor in partnership 
with the City of London Corporation and 
Culture Mile1, the Culture & Commerce 
Taskforce assembles leading fgures 
from across the capital to address the 
huge challenges faced by the creative 
and commercial sectors in the wake 
of COVID-19. The Taskforce believes 
that by closer working between these 
sectors, there is mutual beneft to be 
gained in order to accelerate the post-
pandemic recovery. 

The Taskforce therefore set out 
to explore three questions: 
1. How can the City’s commercial sector 

support the regrowth of London’s 
cultural and creative industries? 

2. How can a renewed creative 
sector help the City maintain its 
competitiveness as a place where 
people want to do business and 
where people want to work? 

3. How can the City Corporation and 
Culture Mile be pivotal in achieving this? 

In order to examine these questions, 
the Taskforce held four workshops 
in Autumn 2020. In addition to this, a 
small number of virtual roundtables 
and a digital survey were undertaken to 
enhance the thinking with a broad range 
of views from across the creative and 
commercial sectors. 

This report sets out the ways in which 
the Taskforce believes the commercial, 
creative and civic sectors can most 
impactfully work together to regrow 
the creative and business sectors and 
help to ensure that London maintains its 
competitiveness as a thriving city to live, 
work, visit and invest. 

Wider context 
The Taskforce recognises the important 
shifts that have impacted upon culture, 
commerce and society more widely 
throughout 2020, most notably the 
pandemic, climate crisis, Brexit and 
the Black Lives Matter movement. 
It recognises that it is neither possible 
nor desirable to return to the pre-
pandemic environment and this moment 
provides us with an opportunity to review 
our actions and rebuild in ways that 
address long-term structural issues. 
In this way we will create a stronger 
future for the City, London and the 
UK. The Taskforce acknowledges the 
wide range of innovative work being 
undertaken across London and the UK 
on accelerating the post-pandemic 
recovery, regrowing the creative sector 
and maximising the critical role it plays 
in strengthening the future of our city. 
This report does not aim to provide a 
comprehensive summary of this or 
create a strategy for recovery (please 
see Appendices to understand the 
research that this report builds on). 
Our aim is to respond specifcally to 
a growing demand for culture and 
commerce to work more closely together 
and address the lack of clarity on how 
best to do this. 

1. Culture Mile is the City of London’s cultural district, stretching from Farringdon through to Moorgate, led by the City of London Corporation, with the Barbican, 
Guildhall School of Music & Drama, London Symphony Orchestra and the Museum of London, www.culturemile.london 
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Defnitions 
Creative Industries 
This report is concerned with the 
‘Creative industries’ as set out in the 
Oxford Economics’ defnition which 
includes the subsidised cultural sector 
and covers: advertising and marketing; 
architecture; crafts; design and designer 
fashion; flm, tv, video, radio and 
photography; IT, software and computer 
services; publishing; museums, galleries 
and libraries; music, performing and 
visual arts. 
‘Creative sector’ is also used in this 
report to refer to the above. 

Commercial sector 
We recognise that there is an enormous 
amount of cross-over between ‘culture 
and commerce’. For the purposes 
of this report we have used the term 
‘commercial sector’ to refer to the key 
for-proft sectors. In the City of London, 
this includes Finance and Professional 
Services; Technology and Property. 

Building a stronger partnership 
The Taskforce has therefore identifed 
a number of ways in which it believes 
culture and commerce can most 
impactfully work together for mutual 
beneft in order to provide a framework 
to channel energy and resource. This 
report summarises the fndings of 
Phase 1 of the Taskforce – ‘what’ needs 
to happen – in order to share and test 
which ideas have the most appetite to 
be taken forward. Following this, the next 
phase of Taskforce activity will identify 
‘who’ needs to play a role and ‘how’ 
those ideas with most energy behind 
them can be made a reality. If you are 
undertaking related work – please do 
get in touch so that the Taskforce can 
connect, build upon and work with you 
on these approaches. 

City of London: The wider picture 
As a place where culture and commerce 
collide, the City of London provides an 
excellent context in which to test some 
of the ideas in this report. The Taskforce 
welcomes partners from across London 
to help it do that and is keen to explore 
how it may establish collaborations that 
will also enable these ideas to be tested 
in other parts of the capital. Whilst this 
report outlines the fndings of the Culture 
& Commerce Taskforce, it aligns with the 
City Corporation’s ‘London Recharged’ 
report (2020) and complements the work 
of its Recovery Taskforce. During the 
next phase of activity, the City of London 
Corporation will develop an action plan 
that identifes which recommendations 
in this paper best align with its own 
strategic ambitions for recovery and 
where it can infuence, facilitate, adopt, 
deliver and/or resource (through its own 
means or in partnership) work that will 
advance those recommendations. It will 
explore where other partners may be 
better placed to take these ideas forward 
and advocate for their adoption. 
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Kit Finnie 

Artist Commission – Resilience 

A theory of resilience as seen by moonlight 

So Joyce tells me of new years in her day, 
the blanket chill and margarine of them. Resolutions-
pffft. What is there to keep now 
but a diary? A nurse knocks, younger than me 
by far, scarved against the cold. Joyce must hang up, 
she has indignities to smile through, a reverenced body 
to be washed. The wall is flannel 
between us. When she’s gone I dance in the space the 

christmas tree left 

Statistically, it’s the bawling infants who’ll inherit 
the earth. From this, we learn how screaming is a kind 
of power. Also, I claim, it’s how I’ve managed to break twelve 
out of eight resolutions. In the dependable sequel, 
Kevin and his mother look to the same dark sky 
while the orphans sing, whisper distanced night nights: 
a jealous god is one who makes us say her name twice. 

I try to make a list of resilient pleasures, but it becomes 
a petition for survival. I did it by: paying the postman to supply 

me with gifts 
decanting coffee between 
pale containers 
observing the hours between 
sun and moon 
refusing to count 

I cannot accept that death is a 
kind of failure. 

There are days when nothing happens. The most faraway stars 
are like those days, barely visible in the lightyears 
of sky. An unused journal lies abandoned in the yard outside 
the window. The nurse arrives, the dawn. There’s power I want Joyce to tell me 
in bringing together disparate parts 

and calling them whole. 

Kit Finnie is an artist who makes poems, zines and theatre. She is one of eight creatives commissioned to create art 
work responding to the main themes in this report. Her work responds to the theme 'Resilience'. @KitFinnie 



2. Context 
The Culture & Commerce Taskforce came 
together with the shared beliefs that: 

London has been hit hard 
by the pandemic 
• The pandemic has caused vast 

shifts in how people behave. 
People have changed how they work, 
where they travel to, where they go 
for entertainment, how they access 
culture, and how they use technology. 
In the short term, social distancing 
measures and a decline in Central 
London footfall are challenging the 
activities and business models of pre-
Covid activities. Whilst some aspects 
may return to the way they were before 
the outbreak of the pandemic, others 
may have more fundamentally shifted. 

• We are facing a cultural catastrophe 
and time is of the essence for the 
survival of the creative sector. 
Whilst numerous creative entrepreneurs 
have been able to capitalise on these 
behavioural shifts, the impact of the 
pandemic has triggered a fundamental 
crisis for many cultural and creative 
industries in London and throughout 
the UK, leaving them on the brink 
of devastation. There needs to be a 
radical change in order to address the 
challenges created by the crisis and 
regrow London’s thriving creative sector.2 

• London’s competitive business 
advantage is at risk with a weakened 
creative sector. Creativity delivers the 
thriving and vibrant environments in 
which people want to live, work, visit 
and invest. A fragile ecology exists 
between commerce and creativity 
that, without support, will impact on 
the City’s and London’s competitive 
advantage as a global business hub. 

Stronger collaboration between 
culture and commerce will 
accelerate London’s recovery 
• London’s world-leading creative 

sector is a major part of its attraction 
and economy. Culture and creativity 
are a fundamental part of our 
humanity. Prior to the pandemic, the 
creative sector was also an important 
contributor to employment and value 
creation in the capital. Many of the 
businesses who have fourished during 
the pandemic are also those that 
rely on the continued success of the 
creative sector (e.g. Zoom, Pinterest, 
Zalando, Spotify)3 

• Cultural and creative industries have 
the potential to play a critical role in 
accelerating London’s post-pandemic 
recovery. Culture is a fundamental part 
of what makes London a great place 
to work and live. It will be essential 
for well-being, re-animating areas, 
driving footfall, incentivising a return 
to the ofce and retaining London’s 
professional talent. Creative skills 
are critical for securing jobs and 
fuelling innovation, and international 
cultural connections build the trust 
and understanding required between 
countries to do business. 

2. The projected economic impact of COVID-19 on the UK creative industries, Oxford Economics, 16th July 2020 
3. Prospering in the pandemic: 2020’s top 100 companies, https://www.ft.com/content/f8251e5f-10a7-4f7a-9047-b438e4d7f83a, Financial Times, June 2020 
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4. Creative Places: Supporting your local creative economy https://www.local.gov.uk/sites/default/fles/documents/12.22_Supporting_the_creative_ 
sector_07.1%20-%20creative%20places%20-%202%20Sep.pdf Local Government Association, August 2020 

• Culture and commerce need to work 
together in new ways for mutual 
beneft. The City of London has the 
potential to model this and play 
a signifcant role in accelerating 
London, and the UK’s recovery4. 
The City of London is a global hub of 
commerce with the assets, knowledge 
and skills that accompany this. The City 
of London Corporation is one of the 
largest funders of the creative sector in 
England and is using its skills, expertise 
and convening power to support 
the regrowth of the creative sector. 
Working together in partnership, the 
Lord Mayor and the City Corporation 
have established the Taskforce as a 
forum to bring together culture and 
commerce to accelerate London’s 
regrowth, collaborating with key 
agencies and the City’s own leading 
creative bodies to drive this change. 
Culture Mile (the cultural district in 
the North West of the City) and the 
City more widely, has the potential 
to provide an environment where 
innovative new ideas, initiatives and 
approaches can be piloted and tested. 

Towards a new model of 
collaboration addressing 
fve priority areas 
In order to achieve this, the Culture 
& Commerce Taskforce believe: 

• Culture and commerce need 
to  work together in new ways. 
The models adopted in the past by 
culture and commerce are no longer 
ft-for-purpose in the post-pandemic 
economy. The new environment 
requires a diferent type of collaboration 
built on the respective strengths and 
needs of culture and commerce. 
By working together on these, the 
creative sector can transition from 
survival to recovery – helping to drive 
economic growth and help maintain 
London’s competitive advantage. 

• There are fve priority areas where 
culture and commerce can work 
together for mutual beneft and where 
action needs to be taken now to aid 
the recovery of the culture and creative 
sector and boost the competitive 
business advantage of the City, 
London and the UK. These are: 

A. Grow sustainability and investment 
B. Secure space 
C. Strengthen professional skills 

and nurture talent 
D. Accelerate digital transformation 
E. Build international connections 

Details of these are set out on the 
following pages, together with how 
you can play a role in taking forward 
these recommendations. 
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Artist Commission - New Approaches 

Patrick Bullock is a multi-disciplinary artist, designer, illustrator, and sculptor who weaves narratives 
from unusual materials using natural forms. His work responds to the theme of ‘New Approaches’. 



5. Insights from our Industry Champions: Business model disruption and innovation during COVID-19 in the creative content industries, https://pec.ac.uk/ 
assets/publications/Industry-insights-write-up-Business-model-innovation.pdf, Creative Industries Policy & Evidence Centre, September 2020 

6. National Audience Research: Audience views on booking tickets now, returning to live cultural events with social distancing, and experiencing culture in 
diferent formats,  http://s3-eu-west-1.amazonaws.com/supercool-indigo/Act-2-Report-wave-2-results.pdf, Indigo, July 2020 

7. Local economic impacts from cultural sector investments: A report to DCMS, ECOTEC Report template (publishing.service.gov.uk), ECORYS, May 2014 
8. The projected economic impact of COVID-19 on the UK creative industries, Oxford Economics, 16th July 2020 

3. Priority areas and actions 
Grow sustainability and investment 

Challenges/opportunities: 
• Collapse of old business models 

- Social distancing and reductions 
in footfall mean traditional channels 
to market for creative sector have 
disappeared5. Organisations have 
been forced to switch to completely 
unfamiliar ways of doing business 
– in many cases involving direct to 
consumer models rather than the 
previous approach of going through 
intermediaries. Audience and customer 
behaviours may have fundamentally 
changed due to digital acceleration 
and a new demand for hybrid ofers 6. 
The creative sector has been giving 
away its digital ofer for free during the 
pandemic and now needs business 
support to understand how to value and 
monetise its digital IP. 

• Cultural value is not properly 
understood 
- The enormous benefts from London’s 
world-leading creative sector have not 
always been explicitly recognised and in 
some cases, the return on investment 
can be challenging to directly attribute. 
There is a limited understanding of the 
multiplier efect of London’s creative 
sector (‘how the efects of expenditure 
are multiplied throughout the economy 
of the area in question as a result 
of second or subsequent rounds of 
spending, creating further economic 
activity’ 7) and agreed metrics that 
capture the critical role it plays in 
London’s competitiveness as a place in 
which to live, work, learn and visit. 

• Limited access to fnance 
- The opportunity to access fnance 
for many across the subsidised and 

commercial creative sectors has 
been challenged including private 
and philanthropic funding. There is 
great urgency for philanthropy at the 
moment, given the challenges facing 
the charitable sector in particular, and 
the UK still lacks the USA’s pervasive 
culture of philanthropy. There appear 
to be increased tensions around the 
politics of investment in culture by 
philanthropists and commercial parties 
including concerns around ‘artwashing’ 
or support for the arts being used as 
a means to direct attention away from 
the focus of business activity. There 
is sometimes a limited understanding 
of the motives of investors and donors 
and a perception that some investors 
require ‘rewards’ in return. Where 
these tensions exist, they need to be 
addressed in order to ensure strong 
and meaningful partnerships between 
providers and investors. 

• Lack of support for freelance workers 
- The creative sector’s reliance on the 
fragile freelance workforce has been 
exposed and government support 
to date has been focused mainly on 
organisations. Oxford Economics 
projected that 287,000 UK freelance 
roles would be terminated by the end 
of 20208. With redundancies and more 
people establishing themselves as self-
employed, the working environment for 
the self-employed needs addressing. 
With much of the regrowth work being 
led by organisations, the voices and 
needs of freelancers are signifcantly 
underrepresented in the debate about 
the regrowth of the creative sector. 

a. 
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9. Insights from our Industry Champions: How policymakers can support local growth in the creative industries, https://www.pec.ac.uk/assets/publications/ 
Final-Insights-from-our-Industry-Champions_-Local-Growth.pdf , Creative Industries Policy and Evidence Centre, February 2020 

• Limited collaboration with those 
experiencing the same or similar 
problems across London 
- Whilst these are sector-wide issues, 
there are limited forums which bring 
public and private aspects of the 
ecology together. It is also clear that 
London’s economy is inter-related and 
whilst partnerships do happen (such 
as Culture Mile and the Foundation 
for Future London’s collaboration on 
the Fusion Prize), districts across 
London often work in silos rather than 
sharing learning and developing shared 
approaches. 

Recommended actions: 
• Build a more sophisticated 

understanding of cultural value 
 The sector needs to be better able 

to demonstrate their value, return on 
investment, multiplier efect in order 
to harness their value and grow like 
any other asset. 

• Use signifcant, visible creative 
activities to attract footfall and join 
up initiatives across London districts 

 Footfall needs to be encouraged and 
new ways are needed to bring people 
into the City and other areas of London 
that have seen a reduction in visitors 
and workers. A collaborative creative 
campaign is needed to capitalise on the 
pent-up demand for London’s creative 
ofer. Districts across London need to 
collaborate to maximise impact and 
share learning/approaches. 

• Grow employment opportunities 
and new markets 

Grants are important, but creatives 
also need employment and opportunities 
to monetise their assets and skills in 
ways that truly recognise their value. 
Integrating creatives into existing 
organisations (and those in sectors 
they may not usually work within) may 

be mutually benefcial by establishing 
new markets for the skills of creatives 
(for example demonstrating the role 
they can play in helping to support staf 
through well-being programmes, in the 
wake of the pandemic). 

• Develop a Freelancers Compact 
Self-employed workers need a 

higher profle platform where they can 
contribute to the debate, set out their 
needs, and London – as the epicentre 
of employers and employees for the 
creative sector – should model a new 
Compact for more sustainable working 
conditions for freelance creative workers. 

• Grow access to fnance 
Creatives need signposting to 

potential investment opportunities9. 
Without investing in secure foundations, 
the creative sector will not be able to 
deliver the more ambitious programmes 
needed to kickstart London’s recovery 
more widely. A better system is 
also needed to connect investors/ 
philanthropists with initiatives seeking 
support to ensure a good ft on both 
sides for example a brokerage system 
or investment summit. Long-term 
philanthropists and investors need 
to be nurtured as cornerstones of 
organisations. 
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10. Freelance Taskforce, https://freelancetaskforce.co.uk, 2020 

Celebrating London’s Creative Ofer: 
A major creative moment for London 
that capitalises on the time when social 
distancing and travel no longer restrict 
in-person gatherings. It should act 
as a major celebration of the creative 
sector and ofer a captivating activity. It 
should be emotive – reminding people 
how amazing London is and stimulating 
a renewed enthusiasm for London’s 
creative ofer. This should provide a major 
philanthropy and investment opportunity 
for those wanting to support the creative 
sector and change perceptions that 

investors require visible recognition in 
return. It should ofer a moment of focus 
for those areas of London wanting to 
attract footfall – this includes the City of 
London plus any other districts keen to 
take part. There is potential for this to 
be linked to Festival 2022. It could also 
be connected to the proposed ‘Back to 
the Workplace’ campaign in the City of 
London; existing City events such as the 
Lord Mayor’s Show; and the ‘Dressing 
the City’ proposal under the ‘Space’ 
strand of this report. 

Proposed projects: 

Creatives for London: 
A London-wide campaign encouraging 
commissioners across the city to 
employ artists and creatives as part 
of project teams for urban and civic 
renewal programmes that build solutions 
for London (akin to the ‘New Deal’ 
programme in the USA) at the earliest 
stage. This should provide employment 

for the creative sector – in particular 
freelancers – as well as reinvigorating 
London’s vibrancy by further embedding 
creativity in the fabric of London. It 
should particularly focus on where 
there is already an intention to develop 
something. 

Freelancers Network: 
A dedicated forum giving freelancers 
a voice in planning for the future of 
the creative industries, sharing their 
needs (informing a long-term Compact 
between employers and employees that 
creates a better working environment 
for creative freelancers), connecting 
with targeted support and establishing a 
resource which can be tapped into 

by those seeking to employ creative 
freelancers. It should be explored 
whether a gap in provision needs to 
be flled, or more joining up of activity 
is needed when considered alongside 
the Freelancer activities being taken 
forward by the GLA, Creative Industries 
Federation and the ‘Freelance Task 
Force’ initiated by Fuel.10 
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Artist Commission - New Spaces 

Hannah Starkey is a photographic artist working from the female perspective. She lives in East London 
and creates most of her work there. Her work responds to the theme ‘New Spaces’. 



11. Insights from our Industry Champions: How policymakers can support local growth in the creative industries, https://www.pec.ac.uk/assets/publications/ 
Final-Insights-from-our-Industry-Champions_-Local-Growth.pdf , Creative Industries Policy and Evidence Centre, February 2020 

12. Don’t let London become a Donut, https://www.cityam.com/dont-let-london-become-a-donut/, CityAM, October 2020 

Secure space 
Challenges/opportunities: 

• Risk of empty spaces 
 The efects of the pandemic (changes 

in behaviour patterns and working 
culture, rise of remote working, 
risks or perception of risks in high-
density occupation of space, public 
transportation/commuting, failure 
of a number of businesses) are likely 
to signifcantly impact on the use of 
space, resulting in a need to repurpose 
space in order to maximise appropriate 
use of existing buildings and facilities.11 

• Crisis for London’s creative workspace 
 Greater London faces a market 

failure in the availability of low-cost 
creative workspace, vital for sustaining 
small creative businesses and artists. 
According to Creative Land Trust, 
17% of London’s workspace was lost 
between 2017 and 2020. The pandemic 
has compounded this crisis, with a 
disproportionately acute impact on the 
incomes of creative entrepreneurs and 
businesses. 

• Need to drive footfall across London 
in a balanced way 

 Footfall is currently at a very low base 
and we need to attract workers and 
visitors back into Central London to 
avoid the ‘doughnut efect’ (where outer 
London boroughs recover faster from 
Covid restrictions than the city centre, 
resulting in London being crowded on 
the outside and empty in the middle12) 
whilst being balanced to support the 
new localism and ensure ecosystems, 
activity and footfall is retained across 
all areas of London. 

• Demand for improved public space 
The pandemic has heightened the 

demand for safe, healthy, welcoming 
and sustainable spaces in our urban 

landscape. This has led many global 
cities to rapidly accelerate the 
improvement of their public realm and 
civic amenities. Public realm needs 
to be ft for purpose to enable a safe 
and inviting welcome for all workers 
and visitors, and it can contribute to 
addressing physical and mental well-
being for these communities. There is 
a real opportunity to engage with the 
creative sector to enhance amenities 
and infrastructure for the day, evenings, 
nights and weekends. 

• Workers missing human connections 
The post-pandemic appetite for 

cross-disciplinary connections, agility 
and connectivity that encourages 
innovation is likely to be accelerated 
and there is a strong appetite for 
networking. Workers in a mixed 
economy of home and ofce working 
are increasingly likely to use workspace 
for collaborative work. Networks in 
the creative sector are being further 
fragmented by the pandemic - 
becoming narrower and harder for 
people to fnd. SME teams and the 
self-employed in particular are seeking 
opportunities to physically connect 
and ideate. 

• Opportunity to use creativity 
to animate space 

 London’s cultural and creative ofer 
has the power to attract people back 
to areas of low footfall – demonstrating 
London’s vibrancy and providing ‘can’t 
miss’ moments of engagement. The 
impact of Covid has led to greater use 
of the outdoors, lighting design and 
many other public realm enhancements 
that can radically enhance perceptions, 
providing both safety and a sense of 
theatre and spectacle in our streets 
and spaces. 

b. 
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13. Creative Places: Supporting your local creative economy, https://www.local.gov.uk/sites/default/fles/documents/12.22_Supporting_the_creative_sec-
tor_07.1%20-%20creative%20places%20-%202%20Sep.pdf Local Government Association, August 2020 

• Attracting new types of business 
to the City and London 

 The City has always been home to a 
mixture of large and small businesses, 
as highlighted in the 2015 Ramidus 
study. However, the majority of these 
businesses have historically been 
concentrated in specifc sectors. The 
‘London Recharged’ report (City of 
London Corporation, 2020) sets out an 
aspiration for 20% of ofce tenants to be 
new businesses to the city by 2025. 

• Limited space in central London 
for cross-sector usage 

 There has been a drive in recent years 
to encourage space for diversity of 
land uses and attract diferent kinds of 
talent. A new approach to space usage 
is required that provides the opportunity 
for cross-pollination across sectors, with 
spaces that are fexible and adaptable 
to meet rapidly changing demand. 
These fexible, ft-for-purpose spaces 
are currently in short supply and are 
essential in order to aid the agility and 
connectiveness necessary to shore up 
competitiveness. 

• Demand for collaboration spaces 
 A growing number of creative 

businesses are moving to multi-locational 
working patterns. Typically, this combines 
days in the ofce with days working from 
home and also the use of ‘third spaces’. 
The City is well placed to establish itself 
as a focal point where creative teams 
come together for periods of focused 
collaboration, even if their primary ofce 
might be in a diferent part of London. 

• The importance of accessible social 
spaces as creative spaces 

 Evening and night-time venues are 
a critical networking provision for 
freelancers and those without existing 
networks. Cheap, accessible social 
spaces/music venues help build the 
ecosystem from every aspect of the 
supply chain of the creative industries 

through to the cross-fertilisation of 
workers in many diferent sectors. 

Recommended actions: 
• Make a bold statement welcoming 

people to the City 
 The narrative that the City is open (when 

Covid restrictions allow), welcoming, 
beautiful and dynamic will shift the debate 
away from a dominating ‘death of the 
ofce’ message and remind people what 
London ofers. The City of London has 
the opportunity to make a signifcant 
and generous statement that can move 
the dial in terms of the ‘welcome’ to the 
City – transforming the daily experience 
of being in or visiting the City, making it 
less intimidating and fostering a sense 
of belonging. There is potential to drive 
new, diverse communities to see the 
area as a place to work, live and visit by 
making creativity accessible and visible. 
This recommendation is also addressed 
in the City Corporation’s Covid Recovery 
Taskforce work. 

• Demonstrate collaborative solutions 
for repurposing space 

The creative and commercial sectors 
have the opportunity to come together 
and co-design solutions to repurposing 
space – inside and outside our buildings. 
These spaces need to be safe spaces, ft 
for a post pandemic world. There needs 
to be a series of tactical and ‘experimental 
initiatives’ to showcase innovation and 
demonstrate what’s possible, working 
closely with City Hall’s work in this area. 

• Identify how much space and where 
 A model for data collation is required 

together with an audit, feld work and 
surveys to consider space, stranded 
assets and infrastructure, and issues of 
ownership and management, access 
and engagement 13. This should be 
done alongside the Mayor’s Cultural 
Infrastructure Map https://maps.london. 
gov.uk/cim/index.html 
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• Target a set of priority categories 
and sectors 

 In line with the ‘London Recharged’ 
report aspiration to attract new kinds of 
business, there is particular beneft for 
the City in prioritising three categories 
that currently face acute difculty: 
1) Creative sector start-ups and 
scaleups; 2) Black-founded, female-
founded businesses and those 
founded by leaders from other diverse 
communities and 3) Social enterprises 
and purpose-driven businesses. 
This is also an opportunity to rebalance 
diversity in the City. A fourth potential 
category has been identifed as 
insuretech start-ups and scale-ups. 
These ventures do not face such 
great hardship, and they can aford 
to pay market rent. However, there 
is a valuable opportunity for the City 
to establish itself as a focal point 
for insuretech, building the historic 
strength in the insurance sector into 
the next generation. 

• Establish a mentoring and brokerage 
model for creative meanwhile use 

 A system can be developed that 
makes it easy to understand the space 
that creative individuals/businesses 
are looking for, which businesses 
are looking at their use of space 
and where there is available space. 
The scheme should be promoted 
both to landowners with space that 
is temporarily unlet, and to large 
employers who have space available in 
their ofces. There is likely to be greater 
take-up with buildings that are already 
ftted out and ready for occupation, 
rather than new buildings in ‘shell and 
core’ condition. A brokerage model is 
required: promoting the initiative to 
landowners and occupiers; providing 
templates and guidance; managing the 
pipeline of applicants; and validating 
that applications meet the necessary 
requirements. Space would be provided 
on a temporary basis, with a minimum 

period of six months. It is envisaged 
that there would be a spectrum of 
incoming businesses – from those 
paying market rent, to target groups 
who would be ofered space for 
free. Non-fnancial benefts to host 
organisations, such as workforce 
engagement and cultivating creative 
thinking, should be clearly articulated 
and substantiated.  

• Nurture ecosystems of uses 
Technical infrastructure for events 

and performance in public spaces 
needs to be built as well as securing 
loose-ft, cheap studio and rehearsal 
space for photography, editing and, 
recording. This is invaluable for fexibility 
and development. There is also a need 
for more outdoor and tech-enabled 
spaces for new creative forms such as 
gaming, 5D technology and spaces to 
host international creative trade shows. 

• Invest in long-term integrated spaces 
 Temporary initiatives serve a purpose, 

but the resilience of the sector and 
stronger impact that a long-term 
creative space can have in revitalising 
a neighbourhood and creating jobs, 
also needs to be harnessed. These 
spaces need to be safe, ft for a post-
pandemic world, fexible and – rather 
than co-working spaces where 
individual businesses work on their 
individual ideas – they need to be 
places to truly share knowledge and 
skills. They need to be designed to be 
ft for the post-pandemic landscape 
and allow the commercial, creative and 
civic sectors to come together in more 
powerful ways. They should be curated 
to create a fertile innovation space 
for communities that don’t normally 
encounter each other to start mixing 
for mutual beneft. This should also act 
as a physical base and focal point for 
many of the initiatives recommended 
in this report. 
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Enhancing the City: 
An at-scale commissioning scheme 
to fll the streets, public spaces, shop 
windows and prominent lobbies of the 
City with curated creative activity for 
City workers, visitors and residents 
when COVID restrictions allow. This 
should amplify civic amenity for City 
communities with environmental 
enhancements, green infrastructure and 
extended uses for evening, night and 
weekend. It should provide opportunities 

to showcase creative practitioners and 
enable them to help shape the City’s 
public realm for all. Connections and 
alignment with other London districts 
should be explored. Celebrate the 
programme through outstanding and 
accessible creative communications 
campaign. This could be connected to 
the ‘Creative Celebration’ proposal under 
the ‘Investment’ strand of this report. 

   
 

  
 

 
 

 
 

 
 

 
 

 
 

 
 

 

 

   
  

 
 

 
 
 

 
 

 
 
 

 

• Maximise opportunities arising from 
emerging City of London Corporation 
developments 
– The City of London Corporation has 
made some radical planning moves 
(including the City of London 2019 
transportation strategy, Culture Mile 
and the emerging City Plan 2036) and 
as a major property owner in the Square 
Mile, there is an opportunity to hardwire 
space for the creative sector.  A strategic 
framework for delivering culture and 
creativity in the City that is embedded 
within key Corporation policy such as the 
London Recharged recommendations 
and planning process would help to 
further strengthen the post-pandemic 

Proposed projects: 

Create in the City: 
A mentoring and brokerage model 
supporting owners, occupiers and 
employers to maximise meanwhile 
opportunities and make unused ofce 
and retail space available as workspace 
for small creative businesses, diverse-
led ventures and other target groups. 
The initiative should help to animate 
City locations, advance the goals set 
out in ‘London Recharged’, promote 
the City’s diversity agenda and make 
a signifcant contribution to London’s 
creative sector at a moment when it 
faces unprecedented challenges. The 
brokerage scheme should be supported 

regrowth of the creative sector in the City 
specifcally. 

• Lay the foundations for the future 
Smithfeld vision 
– Bringing creative businesses into the 
City provides a powerful opportunity 
to support longer-term strategies 
and thinking around the future of the 
Smithfeld area at the heart of Culture 
Mile. Every aspect of the initiatives 
undertaken now should be conceived so 
they make the maximum contribution to 
the long-term vision, cementing the area 
as a place where there is creative energy. 
The City Corporation’s Markets Co-
location Programme has the potential to 
be a critical pillar in achieving this goal. 

by a central hub and meeting space, 
fostering new relationships between 
creative practitioners and established 
City professionals. This could potentially 
be hosted in the Smithfeld area, as part 
of the Market’s Co-location Programme’s 
plans for the future of its existing market 
locations. Short-term elements of the 
project should feed into longer-term 
strategies being developed by the City. 
Opportunities should be explored to 
collaborate with other London boroughs, 
to build a pipeline of talented individuals 
and teams meeting the criteria for 
support through the programme. 
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Artist Commission - New Skills 

Catherine Yass is a Turner Prize-shortlisted English artist, who is known for her 
wall-mounted lightboxes. Her work responds to the theme of ‘New Skills’. 



14. The impact of COVID-19 on diversity in the creative industries: Insights from our Industry Champions: In partnership with the APPG for Creative Diversity,  
https://www.pec.ac.uk/assets/publications/PEC-and-Creative-Diversity-APPG-The-impact-of-COVID-19-on-diversity.pdf Creative Industries Policy & 
Evidence Centre, December 2020 

Strengthen professional skills and nurture talent 
Challenges/opportunities: 
• Sector silos and a lack of connection 

 A post-pandemic world needs 
the skills of culture and business. 
There are rich creative resources 
and cultural strengths in London 
but a lack of connection means 
they are not being optimised. There 
is a powerful opportunity to join up 
creative organisations, creators and 
other companies to develop fusion 
skills (the combination of creative, 
technical, educational and emotional 
skills needed for success in the 21st 
century), practice and business if 
the motive is right. Currently there is 
a lack of knowledge in where to fnd 
the necessary fusion skills from other 
sectors and how to tap into them. 

• Risk of London losing a generation 
 With income dropping for many 

people and increasing competition 
for post-pandemic jobs, London risks 
becoming an increasingly expensive 
place to live. The consequence could be 
young creative talent fnding that they 
are unable to sustain themselves in 
London and moving away. 

• Employment pathways are unclear 
There is a whole generation of 

talented young people leaving 
education unable to fnd employment 
or the necessary skills and connections 
to get ahead. The pandemic has 
fragmented the creative sector so 
networks, and therefore pathways into 
jobs, are becoming narrower. The full 
range of opportunities open to young 
people and how their skills could be 
valuable beyond traditional roles are not 
always visible to them. Local creative 
talent and skills are not being attracted 
or retained in the city or made best use 
of. Parents are becoming risk adverse 

and steering their children towards what 
they perceive as more secure careers. 

• Recruitment of diverse talent remains 
a challenge 

There is a strong appetite to recruit 
a greater number of people from a 
wider range of backgrounds and skills 
into commercial and creative sectors 
but this is not yet being fully achieved 
despite corporate businesses in 
particular investing heavily in their own 
individual initiatives. The pandemic has 
also resulted in redundancies in 
the creative sector which has also 
afected the diversity of organisations 
as under-represented groups have 
been more heavily impacted by this.14 

There needs to be honesty about 
diversity and inclusion gaps, and the 
ambition and action to make a step 
change and create an inclusive site 
of experimentation. 

• New business and digital models 
 The creative sector has many of the 

skills needed for an uncertain future 
– empathy, resilience, imagination, 
entrepreneurship – but the precarity 
of the sector has been exposed during 
the pandemic. New business and digital 
models are needed; not just for creative 
organisations who want to adapt to 
post-pandemic audiences, but in 
collectively creating more sustainable 
working practices and value chains. 

• City of London is not yet recognised as 
a hub for both culture and commerce 

Despite the City Corporation being the 
UK’s fourth largest investor in culture, 
the City is still perceived by many to be 
a global commercial hub rather than 
a place welcoming and developing 
creatives. Bringing together culture and 
commerce is at the heart of ensuring a 
balanced ecology in the City. 

c. 
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• Opportunity to build a new style 
of relationship between culture 
and commerce 

Across the commercial, creative 
and civic sectors in London, there is a 
strong appetite to support the regrowth 
of the creative sector and wide 
recognition of the valuable role culture 
can play in post-pandemic business 
regrowth. There is a desire for a less 
transactional relationship between 
the sectors where people are able to 
share their skills in new settings. With 
increasing recognition of the role arts 
and culture can play in addressing social 
and environmental crises, there is an 
opportunity for the commercial sector 
to ofer workers new purpose, wellbeing 
and to encourage innovation through 
exchange with the creative sector. 

Recommended actions: 
• Segment the needs of the sector 

 Recognise that the cultural and 
creative sector consists of a wide range 
of diferent sub-sectors and types of 
organisation with difering needs and 
strengths. These organisations need to 
be segmented and the specifc needs 
of each should be identifed so that 
programmes can be tailored to ft. 

• Welcome creative talent into the City 
 Diverse talent and creative 

entrepreneurs should feel the City 
is for them and that they can access 
the business support needed to start, 
adapt and grow. Physical workspaces 
within the City should act as connectors 
rather than merely incubators for 
individual projects, and experimental 
spaces and activities should be on ofer 
that clearly welcome young people in 
an enduring way (eg. leased space, 
makerspace, spaces for activities such 
as biking or skating). This will help 
develop the talent pipeline, increase 
accessibility and change perceptions 
of what happens in the City. 

• Increase opportunities for young 
people in the creative sector 

 Young people from all parts of 
London, particularly more deprived 
boroughs, need to be inspired by the 
range of job opportunities open to them 
(for example through a skills fair or 
competition that inspires and excites 
about creative sector opportunities). 
More concrete programmes are needed 
to deliver jobs and entrepreneurial 
opportunities for young people. 
Schemes such as the Government’s 
Kickstart campaign or East Bank’s 
STEP programme could be extended 
across the City and many of the cultural 
institutions in the City, especially those 
in the Culture Mile partnership, already 
provide world-class creative learning. 
Clearer pathways for young people 
and the next generation of creative 
practitioners from other London 
boroughs need to be provided, to 
enable them to access the City and 
all its assets, whilst being sensitive 
and balanced to ensure existing 
ecosystems and footfall is retained 
across all areas of London. 

• Develop a collaborative approach 
to diversifying recruitment 

 Scope the potential for corporate 
businesses and creative organisations 
to work together to develop a 
framework of opportunities that 
connect young people from a range 
of backgrounds and experiences 
(particularly those from more deprived 
areas of London) with recruitment 
opportunities across the creative and 
commercial sectors. By pooling the 
extensive resources currently being 
invested in individual recruitment 
initiatives, sharing good practice and 
networks, and challenging pre-
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15. Creative Places: Supporting your local creative economy https://www.local.gov.uk/sites/default/fles/documents/12.22_Supporting_the_creative_sec-
tor_07.1%20-%20creative%20places%20-%202%20Sep.pdf Local Government Association, August 2020 

Creative Exchange Programme: 
A wide-ranging skills and knowledge 
sharing programme [potentially run 
from a physical ‘creative hub’ in the 
City of London], ofering two-way skills 
development opportunities between 
creative and commercial sectors such 
as futures work, forward business 
planning, investment models, asset 
valuing, resilience, leadership, IP 
rights, organisational development, 
entrepreneurship, mentoring, ideation, 
tech; particularly exploring ways to 

develop business acumen in the 
creative sector, creative and innovation 
behaviours in the corporate sector 
and enhancing the skills of freelancers. 
It should ensure that any cohort 
represents London in its demographics. 
It should link with physical space 
initiatives and provide complementary 
‘wrap around’ support to those using 
the space. It could link to other creative 
exchange hubs across other districts – 
in London and potentially across the UK. 

Proposed projects: 

 

  

 
 

 

   
 

   

 
 

   
  

 

 

conceptions on the skills thought to 
be needed/who should be recruited 
to particular sectors15, real structural 
change is more likely to be achieved. 
There is an opportunity to work 
alongside the Mayor of London’s 
programmes in development to increase 
representation in the creative sector. 

• Build the long-term resilience 
of the creative sector 
– It is not enough to provide a short-
term fx – there have been fundamental 
shifts as a result of the pandemic 
that mean the sector is taking the 
opportunity to reset and rebuild 
its long-term resilience. Radical 
reinvention of creative organisations is 
required and some parts of the creative 
sector can learn from how commercial 
businesses are adapting and forward 
business planning and what this 
means for post-pandemic leadership, 
through a mutually-benefcial learning 
programme. 

• Map the assets 
– Assess the skills, expertise and 
acumen available across the City 
that could be leveraged to accelerate 
the regrowth of the creative and 
business sectors. 

• Design a mutually-benefcial 
learning programme 
– A programme of active learning 
experiences needs to be built that 
draws on the assets of the City and 
marries these with the support needed. 
It should break down industry silos and 
encourage two-way sharing between 
the creative and commercial sectors 
in a less transactional way in order to 
strengthen both culture and commerce. 
It should provide space for inquiry, 
testing ideas beyond traditional sector 
boundaries and co-designing solutions. 
It should develop staf at diferent 
levels, facilitate intergenerational 
connections and show how skills can 
be of use in other sectors. This could 
include speed networking, fellowships, 
artist or business leaders in residence 
schemes, design-thinking, creative 
confdence or business clinics. 
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Creative Skills London 2021: 
A creative skills event – potentially 
forming part of the wider Skills London 
programme - that responds to the 
challenge facing a generation of young 
people coming out of school seeking 
employment in the post-pandemic 
landscape. It should remind talented 
young people that this is a place where 
creativity and innovation fourishes and 
make clear the range of opportunities 
and pathways into creative sector 
jobs. These should include fringe-style 

events involving creatives and have a 
celebratory tone to it. Businesses could 
support events by providing spaces 
and telling their story. The potential to 
foster links between this and London 
Tech Week should be explored in order 
to also grow connections between 
creative and tech skills. There is also 
potential to link this to the Mayor of 
London’s Initiative for a Creative Skills 
Academy, London Careers festival, and 
London Games Festival. 

 
 

 
 

 
 

 
 
 

 
 

 

 
 

 
 

 
 

 
 

 
 

 

36 



Artist Commission - Digital 

Soofya is a visual artist, designer and illustrator. Their work provides a socio-political commentary on race, 
gender and inclusion in the arts and cultural sector. Their work was inspired by the theme ‘Digital’. @soofya 



16. Insights from our Industry Champions: Business model disruption and innovation during COVID-19 in the creative content industries https://pec.ac.uk/ 
assets/publications/Industry-insights-write-up-Business-model-innovation.pdf, Creative Industries Policy & Evidence Centre, Sept 2020 

Accelerate digital transformation 
Challenges/opportunities: 
• Rapid digital acceleration 

 As a result of the pandemic, there 
has been a major increase in the use of 
digital engagement tools throughout 
the creative sector. For some this has 
meant reaching new and increased 
audiences, achieving far greater global 
reach, or enabling deeper relationships. 
However, others are at risk of being 
left behind 16. 

• Wide-ranging capabilities 
 There is a huge variation in the quality 

of skills across the creative sector. 
Some teams are fnding it difcult to 
adapt to remote collaboration which 
is further hampering their ability to 
develop. This is particularly relevant 
for freelancers and micro businesses, 
which make up 90% of those in the 
creative sector. There are also an 
increasing number of creative jobs 
requiring digital skills – if you are a 
digital novice, you run the risk of being 
left out. 

• Digital poverty and poor infrastructure 
Half of all people in London 

categorised as living in poverty have 
no Wi-Fi. Digital acceleration does 
not necessarily mean that culture 
is being democratised and learning 
opportunities are more widespread. 
The quality of technical equipment 
in the sector also varies enormously 
and whilst some companies are still 
in survival mode, others have the 
capabilities to grow even more powerful 
in the digital feld, making it hard to 
compete for those without quality 
infrastructure. This is not as simple 
as large versus small organisations, 
as some SMEs have shown exciting 
innovations in this feld. 

• Digital not fully embraced 
 Whilst some organisations have 

quickly adapted, running exceptional 
digital audience engagement or social 
media campaigns, digital has remained 
a side-line for some in the creative 
sector. This must transform now and 
there is an opportunity to explore how 
tech can best enable accelerated 
regrowth right across the work of 
the creative sector – for example 
innovations in ticketing, higher quality 
broadcasting, hybrid experiences. 
Despite the impact of the pandemic on 
physical audiences, embracing digital 
can also give creatives access to a 
much broader, international audience. 

• Giving away content 
 In order to maintain their connectivity 

with their audiences, many creatives 
have been giving away top-quality 
content for free. This profoundly 
undervalues the input of artists, 
producers and creators into that digital 
content. Monetisation is intricately 
bound up with digital acceleration and 
the sector has been forced to switch 
to unfamiliar, often direct-to-consumer, 
models. 

Recommended actions: 
• Develop whole-organisational digital 

strategies 
 The creative sector needs to ensure 

cohesive digital strategies are in place 
that build emergency responses into 
something much more productive for 
the entire sector. 

• Grow access to London’s talent pool 
of digital natives 

 There is a huge talent pool in London, 
particularly across the Gen X, Y and Z 
groups. This needs to be harnessed by 
the creative sector. 

d. 
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• Ensure ongoing upskill opportunities 
As the world of digital advances 

rapidly, this is not a one-of exercise. 
Those within the creative sector 
need to continue to develop their 
digital expertise. Best practice should 
be shared across the creative and 
commercial sectors in blended models 
of internal staf collaboration, mentoring, 
ecommerce to accelerate learning. 

• Test ways to monetise digital content 
 The creative sector needs to catch up 

on this and work needs to be done to 
test and develop direct-to-consumer 
ofers and platforms so this becomes 
part of the income in organisational 
business models. Investment is needed 
to create new models of digital delivery 
which reach new, under-served and 
international audiences. 

• Provide access to digital 
infrastructure and equipment 

Those in digital poverty and without 
quality infrastructure need access to 
digitally-enabled spaces and quality 
technical equipment in order to fully 
enable the democratisation of culture 
and to create more of a level playing feld. 

• Harness the opportunity to establish 
the Square Mile as a hub for digital 
creativity 

 There is an opportunity for the City to 
welcome creative digital entrepreneurs 
and those in digital poverty by investing 
in an environment that provides, for 
example, high quality 5G infrastructure, 
digitally-enabled spaces and digital 
platforms to connect creatives directly 
with consumers. Providing access 
to these and making the City less 
intimidating for creative entrepreneurs 
could encourage innovation and 
regrowth across the creative sector by 
co-locating digital creatives in London’s 
fnancial hub. 

This could be done in partnership with 
major tech companies (for example 
through a 5G private network). 

• Foster connections between 
the creative and tech sectors 

 The UK is recognised globally as 
having both world-leading creative 
and tech sectors. We need to provide 
opportunities for the two to better 
connect in order to prototype the 
cross-pollination of ideas between the 
public and private sectors and explore 
how digital innovation can accelerate 
artistic practice - for example, through 
Open Innovation Challenge Funds, 
hackathons and digital innovation 
showcases. 

• Leverage London’s global status 
through technology 

Capitalise on the extended global 
reach of London’s creative sector as a 
result of the digital acceleration to grow 
global audiences, attract international 
visitors and develop new markets. 
Explore the potential to demonstrate 
leadership in the development of the 
new ‘goods’ of the future where digital 
and creative expertise come together 
(e.g. the ‘back ofce’ frameworks for 
emerging felds of system creativity, 
fusion management and sustainable 
creativity). There is potential for culture 
and commerce to work together to 
provide the functions that fuel creative 
growth through innovative support 
in terms of fnance, insurance, legal 
frameworks etc to capitalise on 
emerging felds (for example intangible 
monetisation, virtual IP protection and 
insurance of ideas). 
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Createch: 
A programme drawing on the City 
of London as a digital ‘test bed’ for 
the creative sector – building a ft for 
purpose environment for creatives 
to grow and test new technology-
dependent products/experiences/ 
services (e.g. digitally-enabled spaces, 

direct to consumer platforms, hacks, 
5G roll out, speed networking and digital 
innovation ‘showcase’ events). The tech 
sector has existing models around these 
ideas with which the creative sector 
could be engaged. 

Creative Digital Acceleration Programme: 
A skills and capacity building programme 
which supports creative organisations 
to take a whole-organisational approach 
to embedding digital transformation and 
expertise at the heart of their business 
and use digital to accelerate regrowth – 
for example to capitalise digital reach into 

hybrid activities. This could be explored 
with the charity ‘Digital Boost’ (a charity 
set up to help small businesses on their 
digital transformation journey) and their 
technology mentors. 

Proposed projects: 
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Artist Commission – International Connections 

Ferha Farooqui is a painter whose work explores the cultural and social changes that afect the Borough 
of Newham, where she lives. Her work responds to the theme ‘International Connections’. 



Build international connections 
Challenges/opportunities: 
• Risk to London’s international 

standing 
 The combination of reduced 

international travel, Brexit and the 
economic impact of the global 
pandemic pose a risk to London’s 
continued success on the world stage. 
Competition is ferce with cities such 
as Amsterdam, Lisbon and Berlin 
ofering attractive fscal incentives 
and afordable workspaces to attract 
international creatives. It is vital that 
confdence is maintained in London 
and its position in the global 
marketplace is not diminished. 

• International work requires 
long-term relationship building 

 When it works well, people come 
together and make connections. 
This enables UK assets to be promoted, 
business to take place, messages to 
be shared about the UK being open for 
business and wanting to support fair 
and free trade, prosperity and better 
security across the world. 

• Our creative ofer is a hugely 
valuable asset 

 The UK’s wealth of culture, creative 
industries, heritage and history is 
globally admired and valued. Activities 
such as festivals and creative industry 
showcases have provided signifcant 
platforms for global relationship 
building and a way of developing bi-
lateral connections with key countries. 
These attract direct beneft to the 
creative sector through showcasing 
talent and ideas and generating 
signifcant income. These experiences 
are also infuential in the decisions 
made by people around the world on 
where they choose to do business. 

• Creative industries trade has the 
potential to be further strengthened 

 International trade in the creative 
industries themselves has been 
extremely successful, for example 
The Games and Production Finance 
Markets (which matches international 
investors with flm/games projects). 
There is an opportunity for this to be 
further expanded.17 

• Cultural connections enable vital 
trust and understanding 

 Making and enjoying culture together 
can build trust and understanding 
between countries. Establishing trust is 
the basis for any trading relationship. 

“ 75% of people who had been involved 
in a British Council cultural relations 
programme said they trust the UK 
and those who trust the UK are roughly 
twice as likely to want to do business 
or trade with us.”18 

Deep and long-term cultural 
connections enable countries to 
continue relationships and retain 
trust through the ups and downs 
of geo-political changes, supporting 
the environment for trade. 

• There is a risk of losing international 
work by the cultural and creative 
sectors 

 The pandemic has halted international 
travel, international projects have 
been cancelled and many creative 
organisations are struggling for 
survival. The reality is that whilst the 
pre-pandemic fnancial model for 
international work was viable, the 
additional logistical considerations 
required in a post-pandemic 
environment pose signifcant fnancial 
challenges to the model. Whilst we 
know that international exchange 
and trade will continue to require 

17. Creative Places: Supporting your local creative economy https://www.local.gov.uk/sites/default/fles/documents/12.22_Supporting_the_creative_sec-
tor_07.1%20-%20creative%20places%20-%202%20Sep.pdf Local Government Association, August 2020 

18. The Value of Trust, www.britishcouncil.org/sites/default/fles/the_value_of_trust.pdf, British Council, 2018 
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real-life interactions at key moments, 
the additional logistical and fnancial 
hurdles are likely to result in a reduction 
in international activity. 

• Brexit is compounding the risk to 
international work 

 Further hurdles to international work 
are expected to result from Brexit  
reduced income from EU funding, 
increased fnancial costs such as 
social security charges in all countries 
where work takes place, challenges 
to engaging global talent in restricted 
movement of people19, cabotage rules 
denying UK-registered trucks more 
than two EU stops within a seven-
day period which will severely impact 
touring, and logistical challenges to 
co-commissioning and international 
knowledge exchange. The European 
Union is the creative economy’s biggest 
market so direct income to the sector is 
also at risk, if free movement of goods 
and services is restricted. 

• International activities are fragmented 
and need reimagining 

Those looking to build connections 
internationally across culture and 
commerce have limited resources 
and there appears to be a lack of 
joined up activity to maximise the 
impact. London is at risk of falling 
back on old practices whilst other 
UK cities are testing imaginative 
new ways of connecting – exploring 
environmental and social crises 
through international collaborations 
and global crowdsourcing of ideas to 
solve problems. 

• Align with City of London’s vision as a 
global hub for culture and commerce 

 The City of London Corporation 
highlights in its Corporate Plan its 
ambition to be ‘a global hub for 
innovation in fnance and professional 
services, commerce and culture’. 

It aims to ‘promote London for its 
creative energy and competitive 
strengths’, as well as ‘strengthening 
international relationships to secure 
new opportunities for business, 
collaboration innovation’. 

Recommended actions: 
• Protect and invest in our creative assets 

 Research shows that investing in our 
creative assets will have a signifcant 
impact on the UK’s ability to attract 
workers, businesses and visitors as well 
as Foreign Direct Investment. Creative 
assets need investment by the public 
sector and through philanthropy and 
business support for the future of soft 
power in an increasingly competitive 
market and to attract the talent which 
fuels commerce. 

• Be bold and grow our international 
connections 

 Maintain confdence in the creative 
ofer London/UK has to share in the 
global marketplace, acting boldly rather 
than homogenising our activities. See 
all international relationships as bridges 
to other countries – links which cannot 
be underestimated. This will also help 
maintain the international market for 
the national/London creative economy. 

• Super-charge the ‘GREAT’ campaign 
and join up international work 

 Assets and resources need to be 
maximised through joint initiatives 
and campaigns. Integrated networks 
of institutions overseas need to be 
capitalised on, with Government 
working closely with overseas missions. 
In partnership with the Department 
for International Trade as its lead body, 
a supercharged version of the UK’s 
international promotional ‘GREAT’ 
campaign should be explored, bringing 
culture and commerce together 
to promote the UK, with London as 
the engine. 

19. The impact of Brexit on UK’s cultural and creative sectors: more heat than light? https://pec.ac.uk/blog/the-impact-of-brexit-on-uks-cultural-and-crea-
tive-sectors-more-heat-than-light Creative Industries Policy & Evidence Centre, December 2020 
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International Creative Collaboration Programme: 
A programme of international exchanges 
that brings together culture and 
commerce to reimagine the trade visit 
model. The programme could focus 
on international locations that are a 
priority for the UK. Under the banner 
of a major marketing campaign, this 
programme could connect cohorts of 
representatives from local communities, 

and the commercial and creative 
sectors. Cohorts could use creative 
approaches to explore signifcant global 
issues together such as climate change 
and the role that culture can play in post-
pandemic recovery. Global Networks 
such as that of the British Council, could 
help to seed relationships. 

Proposed projects: 

  
 

  

 

 

 

   
 

   
  

• Reimagine trade visits to incorporate 
collaborative learning 
– The model for international visits 
needs revitalising as the traditional 
‘showcasing strengths’ approach 
to international trade is increasingly 
inappropriate in a post-Brexit world. 
International creative projects and trade 
visits need to come together through 
cohorts of creative and business 
delegates working together on 
collaborative projects with international 
partners.  Focusing on shared socio-
economic issues or themes, involving 
young people and diverse communities 
can help develop deeper connections 
and drive knowledge sharing. 

• Foster an ethos of two-way exchange 
– International programmes using 
culture to build connections need to 
celebrate not only our own culture, but 
that of others, on an equal footing. 
Two-way creative exchange can 
be enabled by developing global 
connections between local 
communities in a more inclusive way. 
There is a strong appetite for a more 
humane post-pandemic world, and we 
need to explore how this is achieved 
in conversation with other countries. 
Frameworks need to be built which 
enable a more generous spirit - 
connecting people to bring diferent 
skills and assets together to solve 

global problems. The British Council 
can help to broker connections and 
bring knowledge, and work should 
also take place with other NGOs 
and central government to address 
policies that increase challenges to 
international exchange. 

• Develop imaginative hybrid models 
for cultural exchange 
– There is a strong demand 
internationally for creative exchange 
with the UK. Innovating online enables 
us to reach many more people, in 
particular young people. Experiment 
with how embedding hybrid (digital and 
physical) approaches in international 
cultural initiatives can accelerate and 
strengthen cultural exchange. 

• Strengthen London’s fagship 
creative events 
– Travel is expected to be less frequent 
in the wake of Brexit and the pandemic. 
International travellers are therefore 
expected to be more discerning and 
innovative fagship events are likely to 
become even more important. We need 
to ensure London’s fagship events are 
on the international ‘must-go’ list and 
explore how moments such as the 2022 
festival can be an opportunity to tell the 
national story and explore London’s role 
as an international city, powered by our 
cultural and creative sectors. 
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Artist Commission – New Voices 

Jess Nash is a freelance illustrator inspired by culture and narrative. 
Her work esponds to the theme ‘New Voices’. @jess__nash 



Our vision is for culture and commerce 
to work together to ensure London’s 
creative energy and competitive 
strengths retain its position as the best 
city in the world in which to live, work, 
learn and invest. 

By the end of 2021, we want to see: 
• A renewed creative sector at the heart 

of London’s ofer, being rebuilt in ways 
that address long-term structural 
challenges 

• Repurposed spaces that address the 
infrastructure needs of the creative 
sector and reanimate London in ways 
that increase footfall and encourage 
people to work and visit 

• Increased skills sharing between 
the creative and commercial sectors 
in order to increase employment 
opportunities, develop talent and 
support innovation 

• Improved collaboration taking place 
between London districts in order to 
share learning and join up initiatives 
that address cultural recovery 

• Strengthened cultural connections 
between London, the UK and key 
international cities in ways that build 
London’s competitiveness as a place 
to do business 

• Stronger recognition of the City 
of London as a welcoming & inclusive, 
creative district which brings together 
culture and commerce for mutual 
beneft 

• More sophisticated understanding of 
cultural value and the embedding of 
collaborative working between culture 
and commerce for mutual beneft 

Next steps 
Implementing the recommendations will 
be the focus for 2021 and ensuring that 
real change can be achieved by bringing 
commerce and culture closer together.  
In 2021 the Taskforce will focus on 
making the strongest ideas a reality 
and seek to fnd delivery partners, 
and investors to implement the 
recommendations. The Culture & 
Commerce Taskforce will act as Steering 
Group – setting the direction, recruiting 
partners and monitoring progress 
through regular meetings convened 
by the Lord Mayor and working groups 
will be established bringing together 
the Taskforce, delivery partners and 
investors to deliver the proposed 
initiatives. Towards the end of 2021, 
the impact, lessons learned, and legacy 
will be shared. 

In addition, the City Corporation will 
develop a workplan which will identify 
the recommendations most appropriate 
to its strategic ambitions and where its 
infuence and resources may be best 
deployed, translating these into an 
executable set of projects that focus 
on driving recovery for the creative and 
cultural sectors within the City, with a 
specifc focus on the Culture Mile area. 

4. Vision: Culture & Commerce 
Stronger Together 
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Our values 
The Culture & Commerce Taskforce has 
identifed a set of values which will guide 
future work: 

• Focus on what culture and commerce 
can do together for mutual beneft 

• Break down silos and galvanise 
a joined-up approach 

• Provide a framework that channels 
energy and resources to maximise impact 

• Focus on tangible 2021 activity whilst 
building towards the necessary long-
term structural changes 

• Ask uncomfortable questions, use 
the broadest defnition of culture and 
embed equality, diversity and inclusion 
in everything we do 

• Explore how sustainability and climate 
action can be supported through 
everything we do 

• Test how models can be developed that 
draw on the assets and expertise in the 
City of London for wider rollout across 
London, the UK and beyond 

Value of collaboration 
The Taskforce has highlighted that 
the understanding of the value of 
the creative sector to London needs 
further strengthening. The enormous 
benefts from London’s world-leading 
creative sector have not always been 
explicitly recognised and the metrics 
used to capture its impact are not 
sophisticated enough to demonstrate 
the critical role it plays in London’s 
competitiveness as a place in which to 
live, work, visit and invest. The Taskforce 
will therefore explore a collaborative 
model and metrics that tell the story 
and capture the impact of the creative 
sector in London’s recovery. It will 
champion the connectedness of culture 
and commerce, engaging with other 
London forums driving recovery and 
share learning with other districts on 
collaborative approaches between 
culture and commerce. 

 

 

  

  

 

 

 

 

 

47 



The Culture & Commerce Taskforce is calling on the creative, civic and commercial 
sectors to take forward the ten proposed projects outlined in this report which we 
believe will deliver results to accelerate our post-pandemic recovery and deliver 
mutual beneft for culture and commerce. 

The Taskforce seeks partners to work together in these areas to regrow a creative 
sector that can help drive London’s competitiveness and economic recovery.  

The Taskforce therefore seeks partners from across London who are able to 
contribute to the delivery and potentially take on leadership roles in progressing 
one or more of the ten projects: 

Creative Activation 
• Creatives for London 
• Celebrating London’s creative ofer 
• Enhancing the City 
• Createch 

Creative Exchange 
• Creative Exchange Programme 
• Creative Digital Acceleration programme 
• Creative Skills London 2021 
• International Creative Collaboration programme 

Creative Enterprise Hubs 
• Create in the City 
• Creative Freelancers Network 

Contact 
If you would like to get involved, please contact the Culture & Commerce Taskforce, 
referencing which project(s) you are interested in contributing to: 
cultureandcommerce@cityofondon.gov.uk 

5. Get Involved 
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20. There will be no back to normal, Nesta, 9th April 2020 
21. Knowledge workers are more productive from home, Birkinshaw, Cohen & Stach, Harvard Business Review, 31st Augusts 2020 
22. The projected economic impact of COVID-19 on the UK creative industries, Oxford Economics, 16th July 2020 
23. The projected economic impact of COVID-19 on the UK creative industries, Oxford Economics, 16th July 2020 
24. The impact of Covid-19 on jobs in the cultural sector, https://www.culturehive.co.uk/CVIresources/the-impact-of-covid-19-on-jobs-in-the-creative-and-

cultural-sectors/, O’Brien, Taylor and Owen, December 2021 

i) Related Evidence 
The Culture & Commerce Taskforce 
recognises and commends the extensive 
and varied work already taking place 
across London, the UK and globally to 
support and reinvigorate the regrowth 
of the creative sector. The Taskforce 
recognises that recovery will come 
from collaboration across the ecology 
of culture and commerce and is 
therefore keen to connect, build upon 
and share learning with those delivering 
related initiatives. 

The fndings of the Taskforce build 
upon on a suite of research and related 
initiatives. Much of the evidence was 
collated in Autumn 2020 and therefore 
includes data refective of this period. 
Key evidence included: 

The pandemic has caused an epic 
shift in how people behave 
• The pandemic has caused a massive 

change in behaviours, including 
the normalisation of working from 
home, the reluctance to spend time 
commuting, a reappraisal of priorities 
and an increased use of local amenities.20 

• There is a growing body of research 
that shows that knowledge workers are 
fnding that they are more productive 
when working from home. One such 
study found that knowledge workers 
are spending 12% less time drawn into 
large meetings, 50% of activities are 
done though personal choice because 
they are seen as important, and the 
number of tasks rated as tiresome has 
dropped from 27% to 12%. However, 
the same study cites concerns about 
long-term efectiveness, creativity, and 
personal resilience. 21 

Time is of the essence for the 
survival of the creative sector 
• The UK’s creative industries are on 

the brink of devastation. Projections in 
August 2020 estimated that the creative 
sectors would be hit twice as hard as 
the wider economy in 2020, with a GVA 
shortfall of £29 billion. Many creative 
sub sectors were expected to lose more 
than half their revenue and over half of 
their workforce. And despite the Job 
Retention Scheme, the report projected 
that 122,000 permanent creative 
workers would be made redundant 
by the end of 2020. The impact on 
employment was set to be felt twice 
as hard by creative freelancers with 
287,000 freelance roles expected to 
be terminated by the end of 2020.22 

• London was expected to account for 
more than half (51%) of the £29 billion 
shortfall cited above, with a £14.8 billion 
drop in GVA, and more than a quarter 
of total job losses, totalling in excess 
of 110,000 workers. A further 82,000 
workers were projected to lose their 
jobs in the creative industries across 
the South East.23 

• More recent research shows that in 
the six months following the beginning 
of lockdown, we saw a collapse in 
working hours across the creative 
industries; 55,000 job losses (a 30% 
decline) in music, performing and visual 
arts; and signifcantly higher than 
average numbers of people leaving 
creative occupations compared to 
previous years.24 
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25. https://www.culturehive.co.uk/CVIresources/the-impact-of-covid-19-on-jobs-in-the-creative-and-cultural-sectors/ 
26. Economic impact of COVID-19 on London’s small and medium-sized enterprises, Greater London Authority & Bloomberg Associates, 7th September 2020 
27. High streets recovery tracker, Centre for Cities, 10th September 2020 
28. https://www.theguardian.com/business/2021/jan/11/the-city-of-london-is-still-eerily-empty-will-workers-and-shoppers-ever-return 
29. https://www.visitbritain.org/2021-tourism-forecast 
30. https://www.visitbritain.org/2021-tourism-forecast 
31. A tourism vision for London, London & Partners, August 2017 
32. Tourism statistics - City of London, City of London Corporation, 2019 
33. Based on footfall data collected by the Cultural Services Division of the Town Clerk’s Department, City of London, August 2020 
34. City tourism outlook and ranking: coronavirus impacts and recovery, Oxford Economics, 15th April 2020 
35. How cities can help the sector navigate through ongoing uncertainty, World Cities Culture Forum, 1st September 2020 
36. Culture Secretary announces Cultural Renewal Taskforce, gov.uk, 20th May 2020 

• ONS data shows that 15% of people 
who worked in creative occupations 
in January-March 2020 were no longer 
working in creative occupations in April-
June 2020. This is signifcantly greater 
than between the same period in the 
previous fve years, where on average 
we see around 10.5% of creative leave 
the sector. 25 

• In Mar-June 2020, it was estimated that 
small and medium-size organisations 
in the arts, entertainment and recreation 
sectors had an estimated 44,610 
furloughed staf, accounting for two 
thirds (66%) of the total.26 It is likely 
that when the job retention scheme is 
withdrawn there will be an increase in 
job losses. 

• London is experiencing one of the 
slowest returns of footfall among 
UK cities, at less than a third (29%) 
of pre-lockdown levels.  In December 
2020, activity at the weekend was 
less than half (46%) of pre-lockdown 
levels but footfall from workers 
remains stubbornly low at around 
one in nine (11%). 27 

• Footfall at retail and leisure locations 
in the City of London was 83% lower 
in the middle of December, even before 
the region entered tier 4 restrictions, 
compared with levels measured 
pre-pandemic between 3 January 
and 6 February 2020, according to 
Google Mobility Reports.28 

• Visit Britain’s latest central scenario 
forecast for inbound tourism to the UK 
in 2020, as of December 11th 2020, is for 
a decline of 76% in visits to 9.7 million 
and a decline of 80% in spending to 

£5.7 billion. This would represent a loss 
against the pre-Covid forecast of 32.3 
million visits and £24.7 billion spending.29 

• Visit Britain’s central forecast for 
inbound tourism in 2021 is for 16.9 
million visits, up 73% on 2020 but only 
41% of the 2019 level; and £9.0 billion to 
be spent by inbound tourists, up 59% on 
2020 but only 32% of the 2019 level.30 

• Tourism accounts for one in six jobs 
in the capital (with 700,000 workers) 
and accounts for 11.6% of the capital’s 
GDP. 31 Prior to the pandemic, the City 
of London welcomed 21 million visitors 
a year spending £2.1 billion, supporting 
1,800 businesses and 20,000 jobs.32 

City attractions saw an 86% drop in 
footfall in August 2020 alone. 33 

• The number of international tourists 
in London is unlikely to recover to 
pre-crisis levels until 2024, making 
the capital one of the worst impacted 
European cities. 34 

• The impact of the pandemic will be 
felt unevenly across the creative sector, 
but cities have a crucial role to play 
in working with creative organisations 
to ensure the sector’s voice is 
positioned at the heart of planning 
for this new reality. 35 

• The UK Government announced a £1.57 
billion investment in July 2020, to protect 
Britain’s world-class cultural, arts and 
heritage institutions.  The Department 
of Culture, Media & Sport established 
the Cultural Renewal Taskforce, chaired 
by Neil Mendoza, to get the sector up 
and running again. 36 
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• Some research suggests that the worst 
impacts may have been masked or 
delayed. Before the release of Cultural 
Recovery Funding, some organisation 
leaders described the prospect of 
hard-won fnancial reserves being 
drained within months if restrictions 
remained in place and further funding 
was not forthcoming. Organisations 
are therefore likely to require continued 
support for business development, 
fnancial and strategic planning, to 
build strong leadership, to maintain and 
grow networks, and to enable digital 
innovation.37 

• London cultural sector can be key to 
recovering central London’s growth 
engines, including footfall, and to 
securing new sources of dynamism, 
innovation and inclusion.38 

• Research from Nesta on the creative 
economy and future of employment 
(2017) concluded that 87% of creative 
jobs are unlikely to be automated, 
meaning that creativity can shore up 
our global position in the future.39 

London’s world-leading creative 
sector was a major part of London 
and the UK’s attraction and economy 
prior to the pandemic 
• In April 2019, the arts and culture industry 

had grown by £390 million to contribute 
£10.8 billion a year to the UK economy 
and £2.8 billion a year to the Treasury via 
taxation, as well as supporting 363,700 
jobs nationwide.  Productivity in the arts 
and culture industry between 2009 
and 2016 was greater than that of the 
economy as a whole, with gross value 
added per worker at £62,000 for arts 
and culture, compared to £46,800 for 
the wider UK economy. 40 

• Prior to the pandemic, the UK’s wider 
creative sector was growing at fve 
times the rate of the wider economy, 
employing over 2 million people and 
contributing £111.7 billion to the economy 
- more than the automotive, aerospace, 
life sciences and oil and gas industries 
combined. 41 

• In London, the wider creative sector 
generates £58.4 billion GVA and 
accounts for 688,000 jobs (or 26% 
of total employment in the capital). 42 

• For every full-time equivalent job in 
the creative industries, a further 0.75 
full time equivalent job is created 
within the supporting supply chain. 
London’s cultural infrastructure 
supports a total of 203,250 jobs along 
the various supply chains. 43 

“… dependency on the creative sector 
exists at various points along the 
creative supply chain, not just amongst 
direct suppliers.”44 

The creative sector has a critical role 
to play in accelerating London’s post-
pandemic recovery 
• There is agreement amongst senior 

leaders across private, NGO and (non-
culture) government sectors that culture 
is a key ingredient in a city’s success. 45 

“ London’s culture and lifestyle ofer 
is a huge draw to internationally 
mobile talent” 46 

• The local arts and cultural ofer is a 
factor, both for people considering 
moving to an area and for people 
remaining within an area. It is cited as 
an equal priority to ‘schools’ in people’s 
decision to move to or remain in an 
area. Research found that it is equally 

37. https://www.culturehive.co.uk/CVIresources/impacts-of-covid-19-a-snapshot-from-the-cultural-sector/ 
38. Securing the future of culture in London amid COVID-19, Central London Forward and BOP Consulting, 3rd September 2020 
39. Creativity Vs. Robots: The Creative Economy and the Future of Employment,  https://www.thecreativeindustries.co.uk/media/292766/creativity_vs_robots_ 

wv.pdf, Nesta, 2015 
40. Contribution of the arts and culture industry to the UK economy, Centre for Economics & Business Research on behalf of Arts Council England, 17th April 2019 
41. The projected economic impact of COVID-19 on the UK creative industries, Oxford Economics, 16th July 2020 
42. The projected economic impact of COVID-19 on the UK creative industries, Oxford Economics, 16th July 2020 
43. Cultural infrastructure plan: a call to action, Mayor of London, Greater London Authority, March 2019 
44. Cultural infrastructure plan: a call to action, Mayor of London, Greater London Authority, March 2019 
45. World cities report 2015, Bloomberg Philanthropies, BOP Consulting & Mayor of London, 2015 
46. City as a Place for People, City of London Corporation, March 2018 
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https://www.theglobalcity.uk/PositiveWebsite/media/research-downloads/the-city-as-a-place-for-people.pdf


important to someone employed in a 
high-skilled job as to someone seeking 
employment in a lower skilled role. It also 
helps attract creative entrepreneurs and 
enterprises who, given their size, can be 
more fexible in their location decisions. 47 

“Many businesses want to be close to 
the innovative knowhow and creativity 
that will give them a competitive edge” 48 

• A case study of Southbank’s visitor 
economy highlighted that culture was 
driving growth in ofce space, refecting 
the cultural ofer’s attractiveness to 
business 49 

• Performing arts organisations add to 
the growth of the knowledge economy 
and the attract knowledge workers.  
A study in the US found that the 
118 metropolitan areas with at least 
one performing arts organisation 
generated $60 billion in annual income 
and attracted more than half a million 
additional knowledge workers, over a 
ten-year period (12% of the total)50 

• In a study of 1,500 global CEOs, IBM 
found that chief executives believe that 
successfully navigating an increasingly 
complex world will require creativity.51 

• Companies who place greater emphasis 
on creativity perform better fnancially 
than their peers: two thirds (67%) had 
above-average organic revenue growth, 
seven in ten (70%) had above-average 
total return to shareholders and nearly 
three quarters (74%) had above-average 
net enterprise value.52 

• Businesses who integrate creativity 
in their workforce can beneft from 
a ‘creative dividend’, which makes it 
easier to attract and retain talent; seven 
in ten (69%) companies that cultivate 
creativity in the workplace report 
winning awards and recognition as a 
‘best place to work’, as opposed to less 
than a third (27%) who did not embed 
creative practices.53 

• The simple act of putting art in ofces 
can improve productivity by 17%.54 

Furthermore, 80% of employees said 
artworks improved their sense of 
well-being55 and arts interventions and 
creative art therapies have been shown 
to reduce stress in employees by 81%.56 

• Kenneth S. Rogof (Professor of Public 
Policy and Professor of Economics 
at Harvard University) asserts in 
‘Bloomberg Opinion’ that the arts 
sector can create and sustain jobs for 
workers of diverse backgrounds to 
pursue creative careers and ones that 
are mobile. In turn, the culture industry 
is a magnet for creative clusters, and 
provides synergies that can spill over 
into a much broader range of economic 
endeavours.57 

• The World Bank’s Sustainable Cities 
blog also believes culture is not just 
another afected sector in need of 
public support during this crisis. In 
fact, culture can also accelerate socio-
economic recovery from the pandemic.58 

47. The value of arts and culture in place-shaping, Wavehill on behalf of Arts Council England, August 2019 
48. City as a Place for People, City of London Corporation, March 2018 
49. Improving Placing, Kings College, Arts Council England & Mayor of London, November 2017 
50. The association between professional performing arts and knowledge class growth: implications for metropolitan economic development, Economic 

Development Quarterly, 7th December 2015 
51. IBM 2010 Global CEO Study: Creativity Selected as Most Crucial Factor for Future Success, IBM, 18th May 2010 
52. Creativity’s bottom line: How winning companies turn creativity into business value and growth, Brodherson, Heller, Perrey & Remley, McKinsey, 16th June 2017 
53. The Creative Dividend: How creativity impacts business results, Forrester Consulting, August 2014 
54. Designing your own workspace improves health, happiness and productivity, Dr Craig Knight, Exeter University, 7th September 2010 
55. Say Hello to the Online Art Rental Market; can it make a dent in a $50bn industry?, Edmund Ingham, Forbes, 23rd April 2015 
56. Creative arts interventions for stress management and prevention: a systematic review, Lily Martin et al, 22nd February 2018 
57. Investing in the Arts Will Speed Economic Recovery,   https://www.bloomberg.com/opinion/articles/2020-09-01/investing-in-the-arts-will-speed-cities-

economic-recovery, Rogof and Gersten, Bloomberg opinion, September 2020 
58. The World Bank’s Sustainable Cities blog, https://blogs.worldbank.org/sustainablecities/culture-covid-19-recovery-good-your-wallet-good-resilience-and-

good-you, Wahba, Ottone, Amirtahmasebi, Aug 2020 
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59. Data report: Arts Council-funded cultural infrastructure, https://www.artscouncil.org.uk/sites/default/fles/download-fle/Data%20report%20-%20 
ACE%20Funded%20cultural%20infrastructure%20FINAL%20140920.pdf, Arts Council England, June 2020 

60. The rise of urban innovation districts, Katz and Wagner, Harvard Business Review, 12th November 2014 
61. Culture Mile creative enterprise & innovation report, BOP Consulting & Publica, Culture Mile 2019 
62. The value of arts and culture in place-shaping, Wavehill on behalf of Arts Council England, August 2019 
63. Let’s Create, Arts Council England 
64. Cultured Communities, Fabian Society & City of London Corporation, August 2020 
65. Enriching Britain: culture, creativity and growth, The Warwick Commission, Warwick University 2015 
66. The art of partnering, Kings College London, 2017 
67. https://www.culturehive.co.uk/CVIresources/impacts-of-covid-19-a-snapshot-from-the-cultural-sector/ 

• New research into the cultural 
infrastructure funded by Arts Council 
England highlights “the value of cultural 
organisations to our high streets, 
signalling the important role these 
spaces will play in reanimating local 
economies as we emerge from the 
Covid-19 pandemic”59 

Culture & commerce need to work 
together in new ways for mutual beneft. 
• Studies have found that interactions 

between people at a ‘hyper local’ level 
help to spread ideas and innovations 
between large successful frms and 
nimble entrepreneurs to their mutual 
beneft. Individual frms extend their 
activities into the surrounding urban 
fabric, using local amenities as places 
to think, meet, produce, gain inspiration 
and network.  60 

“The potential for more collaborative 
working within and between cultural and 
creative sectors, and for cross-sectoral 
commercial and innovation opportunities 
is not yet being harnessed.” 61 

• In 2019, research identifed that 
businesses did not invest in their local 
arts and cultural ofer because of a 
lack of awareness of the potential 
commercial benefts and the absence 
of local networking opportunities to 
engage with the sector.  It identifed 
considerable potential to forge new, 
mutually benefcial partnerships to 
support investment in a local arts 
and cultural ofer. 62 

• There is a pressing need for cultural 
organisations to develop new ways of 
working and innovate business models, 
because many existing business 
models of publicly funded cultural 
organisations are often fragile, and 

generally lack the fexibility to address 
emerging challenges and opportunities, 
especially around the decline of 
public funding and the growth of 
new technologies.  Many creative 
practitioners and leaders of cultural 
organisations report a retreat from 
innovation, risk-taking and sustained 
talent development. 63 

• The arts can contribute to improved 
wellbeing, increased social mobility, 
transformed local communities, 
and a growing economy.  However, 
this needs cross-sector partnerships 
with the private sector, community 
organisations and other public 
bodies to build local capacity that 
can encourage the sector’s growth 
over the long-term. 64 

• Creativity and cultural vibrancy nurtures 
brilliance in design, engineering, and 
enterprise more generally, which can 
be achieved by the arts and cultural 
industry working with businesses.  65 

• While the notion of partnership 
between the arts and culture sector 
and the business community is now 
ubiquitous it may not be matched by 
reality.  However, it is critical to put into 
practice in an increasingly complex 
environment with fewer resources.66 

• Initial research shows that 
organisations have boosted their 
digital or online presence during the 
pandemic, with museums and galleries 
in particular describing this as an 
‘acceleration’. However, many remain 
uncertain about how to monetise digital 
activity, how to improve its quality in 
the face of strong existing competition, 
and how to use digital technologies to 
interact meaningfully with audiences.67 

  

 
 
 
 
 
 
 
 

 

  

 
 

 

  
 

 
 

 

 

 

 

 
 

 

 

 

 
 

 

  

 

 

53 

https://www.artscouncil.org.uk/sites/default/files/download-file/Data%20report%20-%20ACE%20Funded%20cultural%20infrastructure%20FINAL%20140920.pdf
https://www.artscouncil.org.uk/sites/default/files/download-file/Data%20report%20-%20ACE%20Funded%20cultural%20infrastructure%20FINAL%20140920.pdf
https://hbr.org/2014/11/the-rise-of-urban-innovation-districts
https://assets.website-files.com/5cb5f2076cf2f5decd4d4c78/5cd994bf21be61907e53188e_Culture%20Mile%20Report%202019%20Exec%20Summary-compressed.pdf
https://www.artscouncil.org.uk/sites/default/files/download-file/Value%20of%20Arts%20and%20Culture%20in%20Place-Shaping.pdf
https://www.artscouncil.org.uk/letscreate
https://fabians.org.uk/wp-content/uploads/2020/09/Fabians-Cultured-Communities-Report-D4-1.pdf?utm_campaign=11814953_London%20Culture%20Forum%20-%20September%202020&utm_medium=email&utm_source=London%20Councils&dm_i=192K,718H5,1D8W91,SDR2Q,1
https://fabians.org.uk/wp-content/uploads/2020/09/Fabians-Cultured-Communities-Report-D4-1.pdf?utm_campaign=11814953_London%20Culture%20Forum%20-%20September%202020&utm_medium=email&utm_source=London%20Councils&dm_i=192K,718H5,1D8W91,SDR2Q,1
https://www.kcl.ac.uk/cultural/resources/reports/full-report.pdf
https://www.culturehive.co.uk/CVIresources/impacts-of-covid-19-a-snapshot-from-the-cultural-sector/


The City of London has the potential to 
model culture and commerce working 
together and to play a signifcant role 
in accelerating London’s recovery. 

• Since 2010, growth of the creative 
industries across the City of London 
has outpaced the rest of the UK.  68 

• Over £4 billion per annum could 
be added to the output of the City, 
together with up to 50,000 new jobs 
by unlocking the latent potential within 
the creative sector and establishing 
Culture Mile as a hub of commerce, 
culture, and innovation. 69 

ii) Summary of wider engagement 
In the development of this report, a 
series of wider engagement activities 
were undertaken to enhance the thinking 
with a broad range of views from across 
the creative and commercial sectors. 
The fndings from these activities are 
summarised below. 

Digital survey 
Working with PCP Market Research, and 
reaching out across Taskforce, Culture Mile 
and City of London Networks, the ‘Culture 
& Commerce Taskforce survey’ was 
completed by 239 respondents across 

Greater London, of which 104 are based 
in the City of London.  Those who took 
part in the survey work across creative 
and commercial sectors and were asked 
to identify the areas where cross-sector 
collaboration could deliver the greatest 
positive advantage for their business. 
Respondents were also asked to suggest 
new and bold ideas, as well as thoughts 
on how these could become reality. 

In the main, the survey responses 
aligned with Taskforce thinking and 
reiterated the primary themes emerging 
within the Taskforce recommendations 
as the priority areas where culture and 
commerce could work better together 
for mutual beneft. Some contributions 
may also pave the way for new areas of 
investigation or action for the next phase 
of the Taskforce. 

Key themes 
Survey respondents were asked to 
complete free text boxes in which they 
ofered their ideas on how culture and 
commerce might work together on their 
top 2 priority areas. 

This word cloud highlights the 
commonalities across their responses. 

68. Culture Mile creative enterprise & innovation report, BOP Consulting & Publica, Culture Mile 2019 
69. Culture Mile creative enterprise & innovation report, BOP Consulting & Publica, Culture Mile 2019 
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Headline responses 
Respondents to the Culture and Commerce taskforce survey were asked to 
prioritise the Taskforce recommendation areas  with the following question: 

“When thinking about cross-sector collaboration between culture and 
commerce, which of the following areas could deliver the biggest positive 
advantages to your business?”. 

The responses are shown below: 
Fig 1. Percentage of responses for each priority area from the whole sample. 
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Fig 2. Percentage of responses for each priority area from the City of London 
respondents. 
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Fig 3. Priority levels segmented by sector (cultural organisations versus 
commercial organisations) 
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Key ideas 
Survey respondents were asked for 
ideas on how culture and commerce 
could work together, as well as 
suggestions on how these ideas could 
be taken forward. The following 
headlines highlight the main areas of 
consensus arising from the survey 
responses. Some contributions have 
the potential to open up new areas of 
discussion or possible pilot projects 
for the next phase of the Taskforce. 

Grow Sustainability and Investment 
• Skills exchange and development 

opportunities via cross sector 
collaboration will ofer added value 
when organisations develop new 
business models. 

• Placemaking, access to new networks 
and relationship brokering is needed. 

• Innovation needs to be more visible
 in order to maximise its potential 
and impact. 

Strengthen professional skills 
and nurture talent 
• Training should consider online 

models that are afordable and utilise 
technology in new, innovative ways. 

• The benefts of cross-sector and cross 
workforce networking, problem solving, 
and knowledge need to be exploited, 
alongside provision of mentorships and 
apprenticeships. 

• Relationships, space and work 
opportunities should be brokered 
between commercial and creative 
sectors with shared goals. 

• There is a greater need for inclusive 
spaces, which can ofer resources or 
opportunities to groups who may not 
be well represented currently. 

Secure space 
• The pandemic has accelerated the 

need for fexible, agile and shared 
working spaces. 

• Innovative and experimental ideas 
can enable us to re-think how we 
consider and use space, and this can 
be unlocked through partnerships with 
landowners and other businesses. 

• The public realm and accessible lobby 
spaces can open new opportunities for 
artists and creative interventions.  

Accelerating digital transformation 
• There is a signifcant skills gap 

across sectors, and we need to utilise 
the expertise of tech innovators to 
support upskilling in an inclusive and 
afordable way. 

• Gen Z need to be involved when we 
explore what future tech programmes 
may look like. 

• Digital infrastructure such as 5G 
needs to be embedded to provide 
more opportunities for business. 

Build international connections 
• Culture can help to forge stronger 

relationships for international businesses 
which in turn supports success. 
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Roundtables 
Three roundtables were convened 
alongside the Taskforce to help inform, 
challenge and shape the emerging 
recommendations.  The participants 
were invited from across the creative 
and commercial sectors, and included 
experts in their feld, as well as service 
users and those already pivoting to 
new ways of working across culture 
and commerce.  

The Digital Roundtable was convened 
by Taskforce member Russ Shaw of 
Tech London Advocates and Global 
Tech Advocates, focusing on the topic 
of ‘Accelerating Digital Expertise’ with 
leaders representing creative, digital 
and tech. The aim was to discuss how 
best to engage the City of London 
and its resources to support the re-
imagination of technology within the 
creative industries. The discussions of 
this roundtable have directly informed 
the recommendations and key issues 
highlighted in the d) Accelerate Digital 
Transformation section of this report. 

The SME Roundtable was chaired by 
Anthony Impey, MBE, of Be the Business, 
and invited small businesses and 
industry representatives from across 
diferent sectors to test and debate the 
emerging Taskforce recommendations. 
The session helped to consolidate ideas 
across all areas of this report. 

The Space and Infrastructure 
roundtable was convened by Lucy 
Musgrave, OBE of Publica and Charles 
Armstrong of The Trampery. This 
roundtable was an opportunity for key 
stakeholders across the civic, culture 
and commercial sectors to discuss and 
put forward ideas in relation to the use 
of space and physical infrastructure in 
the City. Specifcally Create in the City 
and Dressing the City were tested with 
this group and the fndings from this 
roundtable have directly informed the b) 
Secure Space section within this report. 

For a list of Roundtable participants 
please see section iii in the Appendix. 
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for her wall-mounted lightboxes. In 2020 
the Guildhall Art Gallery acquired its 
frst digital media artwork Last Stand 
(2019) by Catherine Yass. The flm was 
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from the residency were acquired for the 
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See more of Hannah Starkey’s work 
here and here.  
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Foreword

The Local Government Association (LGA) 
is launching this guide on how councils 
can best support local creative economies 
at a time without precedent. At the start of  
lockdown, councils’ resources were rightly 
redeployed to the Herculean effort of  keeping 
their residents safe from a global pandemic. 
During this time our local creative industries 
have faced the same hardships as our wider 
economy, with many creative businesses 
struggling to stay afloat.

As we begin to consider what recovery might 
look like, it has never been more important to 
understand how councils can best support 
the stabilisation and future growth of  their 
local creative economy and consider the 
role of  the creative industries in shaping 
successful places.

Parts of  the creative industries have been hit 
hard by lockdown and the ill-effects will last 
longer than for other sectors of  the economy. 
Those businesses that rely on attracting 
audiences or visitors will be the last to return 
to normal operations with no clear picture of  
when that might be. If  we value the sector, we 
must all work together to secure its future.

As well as supporting the sector in its time 
of  need, we must also consider the part 
creative enterprises and freelancers will 
have in helping us lead the nation’s recovery. 
Before the pandemic, the creative industries 
were one of  the fastest growing sectors, 
contributing £111 billion to the UK economy 
in 2018. We must harness the creativity 
and innovation inherent in the sector to take 
on the challenges of  a post-COVID world, 
generating jobs and investment in local 
economies. 

Councils invest over £2 billion annually in 
culture, leisure and related services and 
understand their importance in shaping 
vibrant places in which people want to live, 
work and visit. Our wider place-shaping role 
means we have oversight of  services that 
have an impact on the environment in which 
the creative industries operate, be it planning, 
licensing, education, skills or a range of   
other areas.

This document is designed to help councils 
understand the creative sector, illustrated by 
examples and case studies and with tips from 
councils across England. Whilst the majority 
of  the research and drafting was undertaken 
before the COVID-19 crisis, the measures 
outlined are still vital to supporting what is 
an incredibly important asset to our local 
economies and communities. 

I am pleased we have been able to work with 
a wide range of  councils and representatives 
of  the creative sector to produce this report 
and I hope it will provide inspiration and 
support in building new and successful 
collaborations.

Councillor Gerald Vernon-Jackson CBE 
Chair, LGA Culture, Tourism and Sport 
Board



Golant Innovation is an agency sharing innovations between creative, digital and cultural 
enterprise and the public and third sectors. It uses human-centred design, systematic 
evidence and futures thinking to drive innovation; develops strategies and creates business 
models with social, economic and creative value; and does research to inform policy.

Golant Innovation is the enterprise arm of  The Audience Agency Group

www.theaudienceagency.org/golant-innovation

http://www.theaudienceagency.org/golant-innovation
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Introduction 

The ability to be creative is what differentiates 
human beings from both animals and 
computers. Imagination and creative 
expression dates back to pre-history, with 
some cave paintings thought to be the work 
of  Neanderthals. Now in the 21st century, 
creativity expressed in all its diversity has 
an ever-increasing power to enrich our 
communities and boost our economies.

Creativity has a vital role in affecting how 
a place both defines itself  and is seen 
by outsiders. People like living in places 
with a thriving creative and cultural life. 
Local creative economies have benefited 
from ‘agglomeration’ – clusters of  creative 
enterprises and individuals that feed and 
inspire, in turn, more creativity. The resulting 
innovation benefits businesses from the wider 
‘non-creative’ sectors as well.

As the UK faces the challenges of  the 
21st century, creativity has a role to play in 
shaping our response to climate change, 
globalisation and technological innovation 
– and in enabling the economy and society 
to ‘bounce forwards’ from the impacts of  the 
COVID-19 pandemic. Making places resilient 
and outward looking depends on creative 
activities of  all kinds – in our professional  
and personal lives, in the local economy  
and civil society.

The UK’s creative industries have been an 
international powerhouse and, prior to the 
coronavirus pandemic were the fastest 
growing sector of  our economy. 

1	 www.gov.uk/government/news/uks-creative-industries-contributes-almost-13-million-to-the-uk-economy-every-hour 
2	 www.gov.uk/government/statistics/dcms-sectors-economic-estimates-2018-gva 
3	 www.nesta.org.uk/blog/mapping-a-creative-nation

Government statistics published in February 
20201 showed that in 2018 the UK’s creative 
industries contributed more than £111 
billion to the UK economy, equivalent to 
£306 million every day or £13 million every 
hour. That’s more than the automotive, 
aerospace, life sciences and oil and gas 
industries combined. This was a 7.4 per cent 
increase on 2017, so growth in the creative 
industries was more than five times larger 
than growth across the UK economy as a 
whole.2 Meanwhile statistics released in 
February 2020 show the creative industries 
have increased their combined contribution to 
Gross Value Added (GVA) by 43.2 per cent in 
current prices since 2010.

More than 2 million people work in the UK’s 
creative industries and, before the COVID-19 
crisis, the sector was projected to create 
another million jobs by 2030. Jobs in the 
creative economy tend to be higher value, 
better paid and be more skilled than the 
average in the wider economy. However, 
to sustain this requires a talent pool to be 
developed and maintained. 

The creative industries have always adopted 
employment trends before other sectors 
– more than a third of  people who work in 
the sector are self-employed and 94 per 
cent companies in the sector are micro-
businesses.3 These are also the jobs of  the 
future, research from Nesta found that only 
15 per cent of  jobs in the creative sector are 
likely to be replaced by automation. 

http://www.gov.uk/government/statistics/dcms-sectors-economic-estimates-2018-gva
http://www.nesta.org.uk/blog/mapping-a-creative-nation
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Infographic courtesy of the Creative Industries Council

So, it’s not surprising that councils of  all 
shapes and sizes have been considering how 
they can support the local creative economy 
for the benefit of  their communities. Some 
are developing wide ranging strategies – 
others are making smaller, more targeted 
interventions. As councils begin to think 
about their response to economic and social 
recovery from the COVID-19 pandemic, 
these strategies have never been more 
important. Whatever the scale or breath of  the 
intervention you are thinking of, making it a 
success depends on how you design it. 

 

This handbook is designed to help you 
understand the sector and take you through 
a design process that will lead to positive 
results – illustrated by examples and case 
studies, with tips from councils across 
England and the sector. The majority of  
the research and drafting was undertaken 
before the COVID-19 crisis. However, we 
believe the measures outlined below will still 
be vital to supporting what is an incredibly 
important asset to our local economies and 
communities. 
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The impact of COVID-19 

As councils emerge from the immediate 
challenges created by COVID-19, supporting 
the creative economy may not at the top of  
anyone’s agenda.

However, while councils’ finances 
and workforces are still reeling from 
consequences of  the lockdown and ongoing 
social distancing, there are two reasons why 
supporting your local creative economy is a 
challenge councils should rise to.

The first is that parts of  the creative industries 
have been hit harder and the ill-effects will 
last longer than for other sectors of  the 
economy.4 Much of  the creative and cultural 
economy ground to an immediate halt as 
the lockdown took effect. The parts of  the 
sector that depend on attracting audiences or 
visitors will be the last to resume operations 
and they may not be able to operate ‘as 
normal’ for years. Many creative small and 
medium enterprises (SMEs) and freelancers 
have had their work dry up and seen their 
projects disappear almost immediately. The 
Creative industries Federation reported in 
April 2020 that more than 50 per cent of  
creative organisations and professionals had 
already lost 100 per cent of  their income.5 A 
survey by creativehub in May 2020 also found 
that 56 per cent of  ‘professional creatives’ 
had no work booked in.   

4	 www.oxfordeconomics.com/recent-releases/The-Projected-Economic-Impact-of-COVID-19-on-the-UK-Creative-Industries
5	 www.creativeindustriesfederation.com/news/press-release-over-400-leading-creative-figures-warn-uk-becoming-cultural-

wasteland-unless

Secondly, creative enterprises and 
freelancers will have a huge part to play  
in leading the country out of  the crisis. 

•	 The patterns of  work that will become the 
‘new normal’ are nothing new to creative 
enterprises and freelancers. They are 
used to working digitally, from home and 
have a wealth of  experience in remote 
collaboration that will be useful to other 
sectors who are having to adapt.

•	 The wider economy needs to innovate 
fast – with everyone talking of  the need 
for enterprises of  all sizes to ‘pivot’ 
their business models. This commercial 
innovation requires creativity – in inventing 
new products and services and new ways 
to promote, deliver and monetise them. It 
also benefits from unique ideas, knowledge 
and creative assets in which the cultural 
sector is very rich.

•	 Creativity and culture have a huge role to 
play in social innovation, helping councils – 
and other parts of  the community, voluntary, 
third and public sectors – co-create with 
communities a vision for the future of  their 
local area and everyone’s role in its ‘new 
normal’. 

•	 Lockdown has prompted a huge interest in 
culture and creativity. From e-books, digital 
exhibitions and streamed theatre shows 
to crafts activities and community singing, 
the crisis has demonstrated how important 
culture can be in supporting mental 
wellbeing. We must not forget this lesson 
as we move into the recovery phase and 
support people to return to the ‘new normal’. 

http://www.oxfordeconomics.com/recent-releases/The-Projected-Economic-Impact-of-COVID-19-on-the-UK-Creative-Industries
http://www.creativeindustriesfederation.com/news/press-release-over-400-leading-creative-figures-warn-uk-becoming-cultural-wasteland-unless
http://www.creativeindustriesfederation.com/news/press-release-over-400-leading-creative-figures-warn-uk-becoming-cultural-wasteland-unless
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•	 Creative industries have traditionally 
been ‘early colonisers’ of  regeneration 
projects, particularly in quirky premises 
eg ceramic kilns in Stoke. Are there 
opportunities to revitalise newly empty high 
street properties into creative hubs and 
workspaces?

•	 As noted earlier, the creative industries 
have been the fastest growing part of  
the UK economy in recent years. With 
appropriate support, they have the potential 
to lead the way in the ‘bounce back’ from 
COVID-19.

Creativity is what binds communities together. 
Already communities in Greater Manchester 
have come together to support their creative 
economy, co-ordinated by the Greater 
Manchester Combined Authority (GMCA). 
Launched at the beginning of  April 2020 the 
United We Stream6 project raised £260,000 
in 30 days with all proceeds going to the 
city-region’s night-time economy, cultural 
organisations and charities. 

Cultural and creative activities are keeping 
people occupied and connected during 
lockdown. Libraries have been offering a wide 
range of  services remotely, including e-books, 
story time sessions, Lego clubs, book groups 
and literature festivals. Kingston Libraries 
broke records by attracting over 10,000 
people to one of  their live-streamed sessions, 
while the Cooper Gallery in Barnsley has 
had ‘visitors’ from as far away as Brazil to its 
weekly virtual jigsaw challenge, based on 
images from its collection. Some performing 
arts venues have been live-streaming 
performances to people in their own homes.

6	 www.greatermanchester-ca.gov.uk/news/united-we-stream-raises-260-000-for-greater-manchester

Not everyone has access to the internet 
however, and this presents a different 
challenge to communities and organisations 
in keeping people connected. Slung Low 
Theatre Company in Leeds has been asking 
for contributions of  artwork from local people, 
which they are displaying on lampposts 
around the city. GemArts in Gateshead has 
put together simple creative arts packs to 
send to the members of  one of  their Health 
and Wellbeing groups. B Arts in Stoke have 
been delivering bread to local families along 
with art activities and stories for children.

As we move into the recovery phase, it will be 
important to remember the role culture and 
creativity have played during lockdown and 
consider how they can be used in rebuilding 
our way of  life.

http://www.greatermanchester-ca.gov.uk/news/united-we-stream-raises-260-000-for-greater-manchester


10          Creative places Supporting your local creative economy

What is the creative economy? The ‘must know’ key ideas:

q Creative industries and creative economy

q The cultural sector – and the non-profit creative economy

q How the creative industries are different to other sectors

What’s happening in your area?
q Map your local creative economy

q Understand the impact of  COVID-19 on your local creative economy

q Use existing data and other research

q Commission tailored research

q Develop local future scenarios 

Who with? Involving others…

q Co-design your approach with creative sector and other stakeholders 

q Carry out formal consultations, if  necessary

How to set local goals. Building the case for support to your local 
creative economy

q Map its fit with local plans and strategies

q Link it to national policies

q Take inspiration from international developments

Who with? Involving others…

q Create consensus on priorities and goals

q Get senior sponsorship and political support

How to deliver it. Which mix of  levers and resources to use

q Embed support into local policies and strategies 

q Design programmes to build capacity 

q Make the most of  key assets and resources

q Invest and secure additional funding 

q Use your leadership role and convening power  



11          Creative places Supporting your local creative economy

In more detail: Creative industries sub-sectors

Subsector Includes

Advertising Marketing, branding and other creative or media agencies or freelancers –
crossing over with digital marketing and content

Architecture Design practices and consultancies working in the built environment and 
public realm

Arts & Culture Museums, galleries, libraries, heritage, performing and visual arts

Crafts Makers and makerspaces – including those using digital technologies

‘Createch’ ‘Creative technology’ – from consumer-facing digital services or apps to 
immersive media, and more traditional Information Technology (IT)

Design Industrial and product design, graphic design – and increasingly experience 
and service design and design thinking

Fashion With products ranging from haut couture to value brands – its supply chain 
spans designers via labels to retailers

Games From online, mobile to console games – across a supply chain of  producers, 
distributors, retailers and specialists

Music Live performance, recorded music, radio, podcasts and other audio – with 
venues, management, promotion as well as talent

Publishing Books, magazines, newspapers, e-books, online journals, academic publishing

TV & Film Cinemas, broadcasters, producers, distributors, special and visual effects, 
animation, video

What is the creative 
economy?

The creative parts of  our economy and 
society are variously described as the 
‘creative industries’ or the ‘creative economy’. 
Sometimes they are assumed to include 
the ‘cultural sector’, sometimes to exclude 
it. Worse still, ‘creative’ and ‘cultural’ 
sector, industries or economy are often 
used interchangeably – which is unhelpful, 
because they are not the same. 

These different views all focus on creativity but 
have distinct ways of describing its applications 
and outcomes. We’ll help clarify matters.

Creative industries
The concept of  the creative industries as 
a sector of  the UK economy was born in 
1998 with a mapping exercise undertaken 
by the then Department for Culture, Media 
and Sport (DCMS) which defined the sector 
as comprising ‘those activities which have 
their origin in individual creativity, skill and 
talent and which have a potential for wealth 
and job creation through the generation and 
exploitation of  intellectual property’. 
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Creative economy
The creative economy, a definition developed 
by Nesta in 2014, is mostly understood to 
cover employment in the creative industries 
plus creative jobs in non-creative sectors in 
the wider economy – for example, designers 
in manufacturing companies. This recognises 
the way in which creativity is interwoven into 
the fabric of  our economy from health to 
engineering, from finance to space. 

Infographic courtesy of the Creative 
Industries Council

The cultural sector – 
and non-profit creative 
economy
The creative industries have a substantial 
non-profit side to them. Most of  creative 
enterprises and activities that are non-profit 
fall into what members of  the public and other 
non-experts would broadly call ‘culture.’ This 
broader idea of  culture spans more creative 
sub-sectors than just ‘arts and culture’ and 
‘crafts.’ Even the ‘arts and culture’ and ‘crafts’ 
sub-sectors have a significant number of  for-
profit operators.

7	 CEBR for Arts Council England, Contribution of the arts and culture industry to the UK economy, 2017 
www.artscouncil.org.uk/publication/contribution-arts-and-culture-industry-uk-economy-0 where arts and culture is taken to 
include book publishing, sound recording and music publishing, performing arts, artistic creation and operation of arts facilities.

Why does this matter?
‘Arts’ and ‘culture’ are ambiguous: some 
people will assume they mean only non-profit, 
funded operators – others will assume they 
include for-profit. Depending on the context 
they may or may not include heritage (historic 
buildings, industrial and natural heritage etc), 
certain film exhibition or crafts. It is important 
to be clear what you and others mean. 

Similarly, not all non-profit creative 
organisations are cultural – for example, 
digital non-profits delivering social outcomes 
in the so called ‘Tech4Good’ sector. You may 
find that significant parts of  your local third 
sector ecology overlap with your local  
creative economy – which can give rise  
to additional opportunities.

Not-for-profit organisations may receive 
funding from a variety of  sources – local 
councils, trusts and foundations, individual 
donors, corporate sponsors, Arts Council 
England, National Lottery Heritage Fund  
and others. However, the activities, spend  
and employment of  such funded non-profits 
still directly contributes to the economy, 
mostly locally. 

For example, the arts and cultural sector 
was responsible for £6.1 billion in employee 
compensation – with £8.6 billion Gross Value 
Added (GVA) directly generated by the 
sector and a further £2.2 billion by the wider 
economy as a result. For every job supported 
by arts and culture, an additional 1.65 jobs 
have been supported in the wider economy.7 

The UK Creative Economy 2018
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1,162,000

A
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Non-creative/
support
jobs within 
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Creative
occupations 
outside the 
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industries

Creative
occupations 
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Numbers of 
creative industries 
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Figures rounded to 
(000's)

Total 3.2m jobs in the UK creative economy

creative economy = A+B+C 
creative industries= A+B

Employment in the UK creative economy 2018

33..22MILLION JOBS

http://www.artscouncil.org.uk/publication/contribution-arts-and-culture-industry-uk-economy-0
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In more detail: non-profit and for-profit activities in the creative economy ecosystem

Creative Industries  
Sub-Sector

Non-profit For-profit

Crafts •	Charitably or council-run craft 
centres 

•	Exhibitions of  craft within the  
not-for-profit visual arts

•	Freelance makers

•	Commercial galleries  
exhibiting craft

•	Online platforms to sell craft

Film & TV •	Producers and distributors of  
‘cultural’ film

•	Non-profit cinemas, screening 
venues and touring networks

•	Funded ‘artistic’ activities with 
these media that overlap visual 
arts/galleries

•	Image, audio and immersive work 
in non-profit cultural organisations 

•	Public service broadcasting

•	Businesses across the supply 
chain of  broadcasters, 
producers, production services 
and design, post-production, 
distribution, sales, cinemas, 
entertainment retail etc

•	Performing artists, creatives and 
technicians – and their agents

Createch •	Creative digital activities within 
not-for-profit organisations

•	Non-cultural ‘Tech4Good’

•	Commercial businesses ranging 
from creative digital design 
through apps and software 
publishers to IT services and 
consultancy

Arts & culture •	Services, venues, other visitor 
attractions, festivals, touring 
schemes etc run by local 
authorities, universities, charities, 
social enterprises or community/
voluntary groups

•	Similar organisations helping to 
develop skills, talent and sector 
capacity

•	Commercial galleries, 
theatres, producers and venue 
management companies

•	Privately or commercially 
managed or owned heritage 
buildings, land or other heritage 
visitor attractions

•	Performing artists, creatives and 
technicians – and their agents

•	Commercial property developers 
and landowners

Music •	Funded venues, orchestras and 
talent development

•	Commercial producers, labels, 
promoters, venues

Publishing •	The funded ‘literature’ sector

•	Non-profits developing readers  
or writers

•	Commercial publishing

•	Commercial bookshops

•	Commercial online book  
and e-book platforms
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Most not-for-profit creative or cultural 
organisations will trade in products, services 
and experiences to generate earned income 
to supplement any funding they may receive. 
Many will have for-profit ‘trading’ subsidiaries 
which function like normal commercial 
businesses except that they donate their 
profits to their non-profit owners. Examples 
of  services they offer include shops, cafés, 
publishing and facilities hire.

As public funding has reduced, arts culture and 
heritage non-profits are adopting ever more 
‘social enterprise’ business models in order 
to be more financially resilient. Distinctions 
between the commercial and not-for-profit 
sectors are blurring further as a result. 
Unfortunately, organisations with business 
models most reliant on earned income are 
some of the most affected by COVID-19.

The non-profit cultural and for-profit parts of  
the creative industries are closely intertwined: 
“Public investment in cultural organisations 
creates a pool of  creative talent that is vital 
to the commercial success of  the creative 
industries”.8 Each commissions the other for 
services. For example, a theatre company 
contracting a media company to record 
and stream its productions – or commercial 
publishers or producers licensing content 
from collections or archives. 

Finally, heritage is an important part of  
the creative economy, with both private/
commercial and not-for-profit/community 
operators supporting economic activity and 
employment as well as spillover benefits into 
other parts of  the visitor economy. 

How the creative  
industries are different 
from other sectors
The creative industries’ subsectors have 
distinct supply chains, business models and 
processes. However, there are many common 
factors they share:

8	 www.creativeindustriesfederation.com/sites/default/files/2019-05/Public%20Investment,%20Public%20Gain%20-%20
Creative%20Industries%20Federation%20and%20Arts%20Council%20England.pdf 

9	 https://creativeconomy.britishcouncil.org/resources/how-global-creative-economy-evolving

•	 Almost all organisations in the sector are 
small or even micro-enterprises (less than 
10 employees).

•	 Self-employment dominates, with 
freelancers working in multiple subsectors.

•	 Collaboration and partnership are the norm 
– as small core teams are supplemented 
by freelancers and partners for larger, more 
complex projects.

•	 Different subsectors often work closely 
together – performing arts using immersive 
technology, publishing licensing content for 
video games.

Because of  this fragmentation and need for 
cross-sector collaboration, urban policy has 
focused on ‘clusters’ formed of  businesses 
located in the same geographic area and 
often part of  the same subsector. London, 
Manchester and Bristol are examples of  this 
approach.

TOP TIP 

“Fostering clusters 
(‘agglomeration’) of  creative 
enterprises isn’t enough. 
There also has to be 
connectivity between them 
as collaborators and partners 
– and with businesses and 
other organisations outside the 
creative industries as clients and 
financiers/funders”.
New and Changing Dynamics: How the 
Creative Economy is Evolving, British 
Council 20169

Physical hubs have traditionally been a key 
part of  the creative ecosystem – spaces 
that bring together freelancers and micro 
businesses, frequently start-ups, in a co-
working space with access to shared 
resources and enabling networking and 
collaboration. 

http://www.creativeindustriesfederation.com/sites/default/files/2019-05/Public%20Investment,%20Public%20Gain%20-%20Creative%20Industries%20Federation%20and%20Arts%20Council%20England.pdf
http://www.creativeindustriesfederation.com/sites/default/files/2019-05/Public%20Investment,%20Public%20Gain%20-%20Creative%20Industries%20Federation%20and%20Arts%20Council%20England.pdf
https://creativeconomy.britishcouncil.org/resources/how-global-creative-economy-evolving
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They can take many forms – large and small, 
in new builds or old unused buildings. The 
COVID-19 pandemic raises questions about 
the future viability of  this model in the context 
of  social distancing. However, there are still 
benefits to hubs. They also give visibility within 
the wider local economy to a sector dominated 
by homeworkers and micro-enterprises.

Other common features of  creative 
enterprises:

•	 They have a highly entrepreneurial culture, 
able to change tack quickly.

•	 Outward looking, they are as likely to  
have global clients as local ones,  
despite their size.

•	 Their ability to create, protect and exploit 
Intellectual Property (IP) underpins their 
commercial success.

Creative enterprises see their organisational 
culture and processes as being different 
to other sectors. Imagination, new ways of  
thinking and experimenting are at the heart of  
the development of  the sector’s products and 
services. Generic management language and 
‘business speak’ is a turn off.

TOP TIP 
Make enterprise and business support 
specific to the creative industries not 
generic. Promote it using language and 
design that will appeal to leaders in those 
sectors, avoiding corporate and public 
sector look and feel. Use providers and 
experts who understand the specifics of the 
creative sub-sectors you are targeting.

Apart from some specific high-growth 
companies – often digital – most creative 
businesses are likely to want to grow 
steadily over a long period of  time rather 
than rapidly increase their turnover. The 
traditional incubator and accelerator models 
of  venture-backed tech firms tends not to 
work with creative enterprises unless adapted 
to suit their organisational cultures and the 
motivations of  their leaders. 

Where should we start?
If  you are considering how to support and 
grow your local creative economy, it’s best to 
understand what is already happening locally, 
including the impact the COVID-19 might 
have had on your local creative economy. 
Start with mapping creative assets and 
resources, economic supply and demand 
and their impact. 
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What’s happening  
in your area?

If  a council is going to start supporting its 
local creative businesses then it needs to 
know who they are, where they are and  
what they are. 

Map your local creative 
economy
To avoid making decision based only on 
your personal knowledge, gather research 
to provide evidence for your strategy and 
decision making. Think forwards to plan for 
the future of  your local creative economy 
rather than its past. Use this research and 
futures thinking to formulate the key outcomes 
you want to drive support to your local 
creative economy.

TOP TIP

“You need to clearly identify 
all of  the things that you want 
your investment in the creative 
industries to achieve – for 
example, financial growth, raising 
the profile of  your area, making 
the sector more equitable, 
ensuring the talent pipeline 
etc… before you make any major 
intervention. Then you need to get 
the evidence – the data – to map 
the existing creative sector and to 
understand what already exists 
and where are the gaps.”
Eliza Easton, Head of Policy Unit, Policy 
and Evidence Centre for the Creative 
Industries.

Data and other research helps to answer 
questions coming out of  council, businesses 
or other funders considering investing in a 
local creative economy – for example:

•	 How many of  the businesses which have 
accessed COVID-19 support funding from 
councils are considered part of  the creative 
sector?

•	 Is there a wider regional economy that 
your local creative sector feeds? Is it your 
region’s major city?

•	 Does local FE and HE provision generate 
the kind of  creative talent that local creative 
enterprises will need? 

•	 Are there buildings that can attract and 
host clusters of  local creative enterprises?

•	 Can local broadband and 5G support 
the creative enterprises? And their 
self-employed, often homeworking, 
collaborators?

•	 Where are the gaps in local creative 
enterprise support? Is there access to the 
right kind of  finance and advice?

However, as we make clear later in this guide, 
it is important not to base your entire approach 
around need, but rather the assets already 
present in your local creative economy.

TOP TIP

“Create a ‘map’ out of  your data 
as raw data often goes straight 
over people’s heads.”
Robin Widdowson, Senior Creative Sector 
Development Officer, Kirklees Council.
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The creative economy is complex – and  
your local creative economy will be no 
exception. So, we provide on page 26 
a worked example of  a template for a 
framework for mapping evidence about  
your local creative ecosystem.

Using this format has the following benefits:

•	 Because it follows the structure of  
existing economic models and evaluation 
frameworks it will assist in making your 
case for investment and – after securing 
funding – reporting results.

•	 Having a model like this for your local 
economy can help build a common 
frame of  reference and language 
amongst colleagues and partners whose 
specialisms come with different jargon and 
world views.

So, from left to right of  the framework we have:

•	 Inputs – the current and potential future 
assets and resources that provide the 
raw materials for a thriving local creative 
economy:

	◦ ‘Capabilities’ – financial and human 
resources 

	◦ Physical ‘tangible’ assets – such as 
buildings or digital infrastructure

	◦ Intangible assets – ranging from 
brands and formal designations such 
as UNESCO World Heritage Sites to 
so called ‘intangible heritage’ – a folk 
history associated with Robin Hood or 
King Arthur for example.

TOP TIP

“The most successful 
interventions start not by looking 
at a community’s needs but at its 
assets and capabilities.”
John Newbigin OBE, Ambassador for the 
Creative Industries for Mayor of London, 
Chair PEC International Committee, Chair 
British Council Advisory Group for Arts and 
Creative Economy

10	  www.unesco.org/culture/pdf/creative-economy-report-2013.pdf

Taken from UNESCO’s 2013 special report 
on the global creative economy, sub-titled 
‘Widening Local Development Pathways’10.

•	 The supply of  products and services by 
local organisations and individuals:

	◦ working in the creative industries

	◦ in the wider creative economy – ‘non-
creative’ enterprises with creative roles

	◦ within sectors – such as tourism – where 
there is a strong interdependence 
between their success and the success 
of  your local creative economy. 

•	 Demand for those products and services 
from:

	◦ individual ‘consumers’ – local residents 
and people who work locally, together 
with visitors and ‘remote’ customers, 
buying at a distance – online or by 
phone, for example

	◦ customer organisations – remembering 
that public and third sector organisations 
can be significant purchasers as well as 
SMEs and larger corporations – and be 
local, based in the UK or from outside 
the UK

•	 The impacts of  the activity resulting 
from ‘supply side’ of  your local creative. 
economy responding to the needs of  the 
‘demand side’:

	◦ economic
-	 direct impact on individuals and 

organisations in the local creative 
economy

-		 indirect impact of  ‘spillover benefits’ 
which include, for example, creative 
organisations or freelancers 
purchasing from their suppliers, 
additional spend from the customers 
of  creative enterprises with other local 
businesses, additional business rates 
revenue etc

	◦ social – where possible align with your 
existing ways of  measuring social value 
and impacts

http://www.unesco.org/culture/pdf/creative-economy-report-2013.pdf
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	◦ environmental – use your existing 
climate change and biodiversity 
indicators.

Use existing data  
and other research
You may be able to complete much of  the 
mapping described above based on your 
own local and regional knowledge. However, 
where there are gaps, existing data may help 
to connect the dots.

Evidence-based decision making is key to 
recovering from the impacts of  COVID-19 
– and requires live market intelligence and 
customer insight specific to a sector and 
geography.11

Councils, sector bodies, government – as well 
as businesses and investors – all struggle 
to find data which is specific to the creative 
part of  a local or regional economy. Between 
them they have different parts of  the puzzle 
– but these need to be connected together 
and combined with other research to get an 
overall picture.

Some national datasets have regional and 
local detail, notably:

•	 Nesta have interactive maps12 for creative 
and high-tech.

•	 UKIE have an interactive map of  the UK.13

•	 Arts Council England14 provide dashboards 
for local government, LEPs and of  local  
and regional demand. Their regional  
offices may also be able to provide 
additional information.

•	 The Audience Finder service15 that Arts 
Council England commission from The 
Audience Agency provides detail of  
demand by location, activity type and 
demographics.

11	 As this opinion piece explains www.millwardbrown.com/global-navigation/blogs/post/mb-blog/2020/04/01/market-research-is-
more-important-than-ever-in-the-age-of-covid-19 

12	 http://data.nesta.org.uk/creativity/Cartogram.html
13	 https://ukie.org.uk/tags/uk-games-map
14	 www.artscouncil.org.uk/research-dashboards/local-government-investment-dashboard
15	 https://audiencefinder.org
16	 https://historicengland.org.uk/content/heritage-counts/pub/2018/heritage-and-the-economy-2018

•	 The Heritage Counts service16 provided by 
Historic England included regional reports 
and council profiles .

•	 The Tourism Data Hub - introduced as a 
policy commitment by the Tourism Sector 
Deal highlights would appear to be ever 
more important as:

	◦ the experience of  local operators and 
public administrations with similar 
services in other countries.

	◦ using evidence-based decision making 
is key to recovering from the impacts 
of  COVID-19 – and requires live market 
intelligence and customer insight 
specific to a sector and geography.

It is important to correctly estimate the size 
of  your local creative industries but there are 
some challenges it’s worth being aware of:

•	 The ‘Standard Industry Classification’ 
(SIC) codes which are used to denote the 
industry type of  businesses are neither very 
granular nor aligned with creative industries 
categories. You will need to find sources of  
evidence that are beyond what is published 
nationally by government.

•	 The wider creative economy – comprising 
activity of  people in creative roles within 
enterprises that do not fall within the 
creative industries sector definitions – will 
not come from company records.

•	 Start-up businesses and self-employed 
people who do not operate through a 
company will have less publicly available 
data available.

Here are some ways you could solve this 
problem:

•	 It may be worth contacting the sector 
bodies for specific creative sub-sectors 
(listed in Appendix 1) to see if  they have – 
or would be interested in co-commissioning 
– research specific to your area.

http://www.millwardbrown.com/global-navigation/blogs/post/mb-blog/2020/04/01/market-research-is-more-important-than-ever-in-the-age-of-covid-19
http://www.millwardbrown.com/global-navigation/blogs/post/mb-blog/2020/04/01/market-research-is-more-important-than-ever-in-the-age-of-covid-19
http://data.nesta.org.uk/creativity/Cartogram.html
https://ukie.org.uk/tags/uk-games-map
http://www.artscouncil.org.uk/research-dashboards/local-government-investment-dashboard
https://audiencefinder.org/
https://historicengland.org.uk/content/heritage-counts/pub/2018/heritage-and-the-economy-2018
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•	 You may need to source or commission 
employment research against specific roles 
of  individuals within organisations.

•	 Company, VAT, charity and other 
registrations can provide part of  the 
picture.

•	 You may need to use surveys, local 
networks and associations – perhaps even 
local professional services firms whose 
clients are the kinds of  smaller or earlier 
stage creative enterprises or freelancers 
you want to track – to help you build up a 
picture of  this level of  creative economic 
activity.

Data aggregation specialists such as 
Curator17 are emerging who provide 
innovative companies a kind of  ‘location 
intelligence’ service. Councils and research 
agencies could this type of  dataset to profile 
business, employment and talent for a 
geographical area.

Often, to get an accurate, up-to-date picture 
of  your local creative economy, it’s necessary 
to commission tailored research.

Commission tailored 
research
There are limitations of  the data and other 
research available. There is a lack of  data 
specific to a geographic area and quite a 
lot of  the creative economy is invisible in 
generic statistics. This and the complexity of  
combining, comparing and analysing data 
from different sources means many councils 
and LEPs end up commissioning their own 
research. This can then be tailored and 
focused to their needs and priorities.

17	 https://curatortechnologies.com/#Products 
18	 www.kirklees.gov.uk/beta/arts-help-and-advice/pdf/creative-economic-impact-study.pdf 
19	 www.london.gov.uk/what-we-do/arts-and-culture/cultural-infrastructure-toolbox/cultural-infrastructure-map
20	 www.southeastlep.com/good-governance/working-groups/south-east-creative-economy-network 
21	 www.eastsussex.gov.uk/media/9998/secen-creative-industries-report.pdf 
22	 www.tendersdirect.co.uk/indexer/UK_Lewes___South_East_Creative_Economy_Network_%E2%80%93_Creative_Work_

Space_Development_(RFQ)_-000000008131538.aspx 
23	 https://heartofswlep.co.uk/wp-content/uploads/2018/11/Creativity-and-Productivity-in-the-Heart-of-the-South-West.pdf

MINI CASE STUDY

Mapping the creative companies in the 
district has enabled Kirklees Council 
in West Yorkshire to understand how 
important they are to the local economy. 
Although Huddersfield had been home to 
the internationally renowned Huddersfield 
Contemporary Music Festival since 1978, 
the council was still focussing its efforts on 
shoring up its traditional industries. 

To demonstrate the value of  the creative 
industries to an incoming chief  executive in 
2015 officers commissioned a report that 
identified that the sector was worth £100 
million to the local economy, much bigger 
than anyone thought.18 Alongside this they 
turned the report’s raw data into a map 
showing the location and clusters of  creative 
companies alongside digital and physical 
infrastructure. 

In London, the Greater London Authority 
(GLA) has produced a cultural infrastructure 
map.19 It’s used for lots of  different purposes, 
but its main use is giving local planning 
officers evidence of  the cultural infrastructure 
in their area to help inform planning decisions 
and support planning applications.

South East Creative Economy Network 
(SECEN) a sub-group of  the South East LEP20 
(SELEP) has commissioned:

•	 general mapping and evidence of  local 
creative industries21

•	 specific research and advice around 
creative workspaces.22

A wide range of  local industrial strategies 
have also commissioned analyses of  the 
creative sector to inform their planning.23

https://curatortechnologies.com/#Products
http://www.kirklees.gov.uk/beta/arts-help-and-advice/pdf/creative-economic-impact-study.pdf
http://www.london.gov.uk/what-we-do/arts-and-culture/cultural-infrastructure-toolbox/cultural-infrastructure-map
http://www.southeastlep.com/good-governance/working-groups/south-east-creative-economy-network
http://www.eastsussex.gov.uk/media/9998/secen-creative-industries-report.pdf
http://www.tendersdirect.co.uk/indexer/UK_Lewes___South_East_Creative_Economy_Network_%E2%80%93_Creative_Work_Space_Development_(RFQ)_-000000008131538.aspx
http://www.tendersdirect.co.uk/indexer/UK_Lewes___South_East_Creative_Economy_Network_%E2%80%93_Creative_Work_Space_Development_(RFQ)_-000000008131538.aspx
https://heartofswlep.co.uk/wp-content/uploads/2018/11/Creativity-and-Productivity-in-the-Heart-of-the-South-West.pdf
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Economic research which spans all sectors 
often miss the finer details about creative 
subsectors which makes it difficult to develop 
a concrete strategy. Research frequently omits 
the arts, culture and heritage sectors – and 
other non-profit parts of  the creative industries 
– altogether. You need to be specific and 
focused in any research you commission.

The wide range of  potential policy 
interventions open to councils to support 
their local created economy have different 
related datasets – and require different 
research and consultancy specialisms. The 
stakeholders and potential funders for them 
also differ. So, it may be worth – in addition to 
overall economic mapping – commissioning 
separate studies about:

•	 creative workspaces and hubs – which 
requires an understanding of  planning and 
local built environment context

•	 skills and talent – considering the needs 
of  young people and locally available 
provision of  Further and Higher Education

•	 enterprise and business support, including 
access to finance – recognising the mix of  
potential provision from universities, private 
and third sector providers as well as public 
funders and private investors.

If  your policy priorities are ‘rebalancing’ your 
local economy – ‘good’ or inclusive growth 
with social as well as economic outcomes 
– you will need to ensure that research 
and consultancy suppliers have social 
impact modelling skills as well as economic 
experience.

24	 www.falmouth.ac.uk/research/programmes/creative-industries-futures
25	 www.gov.uk/government/groups/futures-and-foresight 
26	 www.themj.co.uk/Councils-vs-coronavirus-the-future-starts-now/217410 

Developing local future 
scenarios
Data and other research on past performance 
of  your local creative economy – and related 
sectors – is only one kind of  evidence. On 
their own, they risk a council designing 
interventions that are not fit for how your fast-
moving local creative economy will be in the 
future. 

This is why ‘futures’ work – horizon scanning 
for drivers and trends and developing future 
scenarios, such as the Creative Industries 
Future programme at Falmouth University24 – 
are so important. 

Central government provides guidance 
and support25 on futures and foresight 
approaches. These are designed to be used 
in volatile and unpredictable environments 
such as that created by COVID-19 – using 
a range of  techniques, often bringing 
together a range of  expert and non-expert 
views. Councils can use them to imagine the 
potential future contexts in which its work and 
interventions will be situated.26 

Futures work can be incorporated into – or 
run alongside – tailored research that you 
commission. Ensure you require specific 
futures expertise and experience from the 
research agencies or consultancies that you 
use.

http://www.falmouth.ac.uk/research/programmes/creative-industries-futures
http://www.gov.uk/government/groups/futures-and-foresight
http://www.themj.co.uk/Councils-vs-coronavirus-the-future-starts-now/217410
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Co-design your approach 
with the creative sector 
and other stakeholders 
Because there is often such a broad mix 
of  stakeholders involved in delivering any 
such change, chances are that they have 
not all met or worked together before. Using 
the convening power of  the council and 
elected members from early on in the policy 
development process helps to form broad 
alliances to support change that ‘sticks’. 

Collaborating with a range of  potential 
beneficiaries and delivery partners can also 
help image future scenarios, generate new 
ideas and sense check proposed approach. 

TOP TIP

“Councils have huge convening 
powers, bringing people 
together, opening doors, building 
partnerships. For example, when 
thinking about high streets it’s 
very important that the local retail 
sector is involved...”
John Newbigin OBE, Ambassador for 
the Creative industriesfor Mayor of 
London, founder and first Chairman 
Creative England, Chair PEC International 
Committee, Chair British Council Advisory 
Group for Arts and Creative Economy:

Such co-design activities can be 
commissioned as part of  tailored research – 
or run in parallel to it, or to wider policy 
development in this area. 

Carry out formal 
consultations, if  necessary 
Depending on what changes are being 
considered – and your approach to engaging 
to residents and local businesses – you may 
want or need to carry out formal consultations 
to gather views or feedback.
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How to set local goals

The mapping of  your local creative economy 
will have identified needs and opportunities, 
gaps and challenges and key assets and  
resources. It will also evidence its past  
impact – and give you a sense of  its potential 
future benefits.

You now need to set the goals for the 
intervention you as a council may make. 
These goals can be in any policy area – 
economic regeneration, wellbeing and  
health, employment and skills, environmental 
impact etc. 

The impact that your potential intervention 
will have should be measurable, with the 
implication that:

•	 goals for your intervention should  
be SMART27 

•	 the mapping should provide evidence 
for the current ‘baseline’ against which 
improvements will be compared

•	 it may help to benchmark current and 
future performance against comparators – 
internationally as well as elsewhere in  
the UK.

It will help to build the case if  you can map 
how supporting your local creative economy 
fits with local plans and strategies as well as 
national and international policies.

27	  Special Measurable Achievable Realistic and Time-limited

TOP TIP

“Supporting the creative sector 
is about councils having policies 
that produce an environment 
in which the local creative 
ecosystem can flourish, rather 
than trying to manage the 
ecosystem directly.”
John Davies, Economic Research Fellow 
Creative and Digital Economy, Nesta.

Map the fit with local plans 
and strategies
Helping to reframe and align goals locally is 
one of  areas where leaders and policymakers 
in local government can add the most value. 
This is the key up front work required to 
‘connect the dots’ – as well as later down the 
line continuing to join up different activities in 
delivery.

It is common for both those in and outside 
the creative industries to view support to 
that sector as having ‘creative outcomes’, 
as if  the impact was only on them. Similarly, 
funding culture is often seen by members, 
officials and cultural leaders and practitioners 
as having predominantly intrinsic ‘cultural 
impacts’, such as people having the 
opportunity to be creative or enjoy culture and 
entertainment. 
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But this framing risks underplaying the key 
extrinsic social, economic and environmental 
benefits resulting from interventions in a local 
creative economy. For example:

•	 the economic value of  growth, employment 
and enterprise in the creative industries – 
including the cultural sector

•	 their role in ‘good’ or inclusive growth, 
rebalancing a local economy to 
benefit those whose life chances and 
circumstances are less fortunate

•	 their social value in delivering social 
prescribing and care support can address 
isolation and wellbeing

•	 their ability to bring together communities 
can help community cohesion and local 
democracy 

•	 their contribution to STEAM education, 
readying young people for the jobs of  the 
future in creative and knowledge-intensive 
roles across the economy

•	 supporting local place-shaping by 
contributing to the identity and culture  
of  a locality and its ‘brand’

•	 delivering concrete outcomes in destination 
marketing with business visitors as much 
as tourism.

It is a task to map the potential benefits of  
supporting your local creative economy 
to all these other local agendas – and to 
communicate this wider description of  value 
to others. But it will enable you to secure 
community and political support, funding from 
other budgets and sources and resources 
and assets from new partners. 

Link to national and 
international policies
Policymakers nationally and internationally 
understand that the creative industries and 
wider creative economy have an impact 
across many agendas and can help in 
the development of  solutions to the grand 
challenges that society faces today – health 
and wellbeing, inclusive or ‘good’ growth, 

environmental issues, regeneration of  rural 
areas, towns and cities – as well as rebuilding 
strong and resilient communities.

Why is this important?
In your own objective and priority setting 
for any interventions into your local creative 
economy, it can be worth aligning your 
goals with those developed by national or 
international policymakers or researchers. 
This can have the following benefits:

•	 They may be based on broader and more 
in-depth research and analysis than is 
available for your area or region. 

•	 Using the language and viewpoint of  these 
wider goals can help you secure additional 
funding and partners. We mention here 
some sources of  strategic funds which 
may shape your intervention. More tactical 
bidding for money in delivery is covered in 
co-bidding for grants on page 47.

•	 It makes it more likely that your local 
intervention can be more easily joined up 
with those led or funded by others in your 
or neighbouring areas.

•	 Your local actions can more easily 
contribute to national or global challenges 
– as digital technologies and globalisation 
make the local and global more connected.

However, you will always need to judge what 
is applicable and tailor goals to suit local 
circumstances.

Industrial Strategy
Your Local Industrial Strategy will be linked to 
the national Industrial Strategy. 

It may help you to align the goals of  any 
interventions you make in your local creative 
economy with:

•	 challenges and themes in the national 
Industrial Strategy 

•	 priorities in the Creative industries Sector 
Deal that sits under that.
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It is highly likely that there will continue to 
be additional funding from bodies such as 
UK Research & Innovation (including all 
the Research Councils and Innovate UK) to 
support these. Past funding has included 
Creative Clusters28 under the Audiences of  
the Future programme. 

Even at the time of  writing, there have already 
been multiple such calls into which projects 
addressing the following goals can apply:

•	 Impacts of  COVID-19 on your local  
creative economy.

•	 Local social and economic recovery 
from COVID-19 which your local creative 
economy can contribute to. 

Any such bids would need to be with 
Higher Education or business partners. 
They could be used to help to map your 
local creative economy – as well as setting 
goals for or designing any interventions you 
make. Alternatively, you could use them to 
support the evaluation of  the impact of  any 
commitment of  resources or attention that you 
make – and to provide you with evidence that 
can help steer your interventions as you move 
into delivery.

For more on aligning creative economy 
support with the implementation of  your Local 
Industrial Strategy see page 29. For more on 
potential related funding, see Co-bidding for 
grants on page 47.

Local growth funding
A few national policies supporting for example 
towns, high streets and coastal communities 
may be focused on culture or the creative 
economy, but many will be more general.

However, it is possible for you – alongside 
other partners – to make the case for the 
creative economy to be included as part of  
an overall strategy when bidding into related 
local growth funding. 

28	 https://ahrc.ukri.org/innovation/creative-economy-research/the-creative-industries-clusters-programme
29	 www.artscouncil.org.uk/letscreate
30	 www.heritagefund.org.uk/about/strategic-funding-framework-2019-2024 

Successful bids of  this kind (such as WAVE in 
Cornwall, see case study on page 50) often 
involve partnerships which the council can 
play a significant role to convene.

See more on Co-bidding for grants on page 
47 and Convening power on page 52.

Arts, culture and heritage
Aligning the goals of  interventions into your 
local creative economy with national policies 
around arts, culture and heritage doesn’t 
just give you and local creative, cultural and 
third sector organisations opportunities for 
additional funding. It enables you to take 
advantage of  the latest research and thinking 
in this quite specialised area. You will find 
such national agencies surprisingly open to 
conversations on how to collaborate.

Arts Council England (ACE) have recently 
published their new strategy to 2030, 
Let’s Create.29 It majors on place-based 
regeneration including the links between 
the funded arts and cultural sector and the 
wider commercial creative industries. This 
touches on the development and retention of  
talent and creativity as key employability skill 
alongside STEM. 

The last round of  regularly funded ‘National 
Portfolio Organisations’ included a number of  
regional clusters of  arts, culture or heritage 
organisations. A new category of  community-
led creative projects, Creative People and 
Places (CPPs), were also introduced. We 
would expect support from ACE to such 
activities to expand as a proportion of  their 
overall investment – especially as a result of  
COVID-19.

The National Lottery Heritage Fund’s (NLHF) 
strategic funding framework to 202430 
includes contribution to local economy as one 
of  its outcomes. Many know them for their 
funding of  the built environment, museums 
and archives. 

https://ahrc.ukri.org/innovation/creative-economy-research/the-creative-industries-clusters-programme
http://www.artscouncil.org.uk/letscreate
http://www.heritagefund.org.uk/about/strategic-funding-framework-2019-2024
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Less well known is their work supporting the 
community, intangible and natural heritage 
categories. You may be able to reframe 
certain placemaking and creative community 
activities to align with their goals and be 
eligible for their funding. 

NLHF has invested alongside Arts Council 
England into a number of  Great Place 
schemes – and we would expect to see such 
cultural place-shaping to continue to be 
supported in response to COVID-19.

Meanwhile, Historic England secured 
significant backing from central government 
its own place-based regeneration 
programmes – Heritage Action Zones31 and 
Heritage Action Zones High.32 It also gathers 
best practice and evidence around the 
benefit to placemaking33 of  historic buildings 
and environments.34 In addition to developing 
policy in this area, it can provide advice 
and support to councils whose interests are 
aligned with its overall strategy35 to protect 
such historic assets and increase the public’s 
engagement with them.

Exporting
Digital exports of  creative industries are a 
growth area as the digital age has opened 
new opportunities for the UK’s creative 
industries to reach global audiences. 
Research from the Creative Industries 
Federation/CEBR shows that official 
government statistics underestimate their 
scale and growth – and that almost two thirds 
of  creative exports are digital.36 

The Creative Industries Trade and Investment 
Board – another thing established by the 
Creative Industries Sector Deal – has 
published its International strategy for the 
creative industries 2019-22.37 

31	 https://historicengland.org.uk/services-skills/heritage-action-zones/breathe-new-life-into-old-places-through-heritage-action-
zones 

32	 https://historicengland.org.uk/services-skills/heritage-action-zones/regenerating-historic-high-streets 
33	 https://historicengland.org.uk/content/docs/planning/he-places-strategy-2019 
34	 https://historicengland.org.uk/content/docs/research/creative-industries-summary-report
35	 https://historicengland.org.uk/about/what-we-do/corporate-strategy
36	 www.creativeindustriesfederation.com/sites/default/files/2018-03/Federation%20Cebr%20CIC%20The%20true%20value%20

of%20creative%20industries%20digital%20exports.pdf 
37	 www.thecreativeindustries.co.uk/media/529975/cic_3yr_export_strategy_v3_singles.pdf 

Aims include increasing creative exports 
through government funding and trade advice 
working alongside creative sub-sector bodies 
to help companies develop and execute more 
ambitious export strategies.

Ensuring your mapping covers international 
customers and partners and discussing 
export potential with local creative economy 
stakeholders will help formulate specific goals 
for these markets.

Take inspiration from 
international developments
Increasingly local and regional government 
is seen as critical in delivering against global 
challenges – around the environment and 
inequality. The global nature of  creative 
industries and culture mean that local leaders 
and policymakers need to think local and 
global at the same time, especially when 
setting goals for interventions they may make.

International research and policy can help in 
setting goals by informing:

•	 export opportunities

•	 potential international partnerships and 
collaboration, including research & 
development (R&D)

•	 additional sources of  commercial finance 
and funding

•	 benchmarking against comparable cities, 
towns or international regions 

•	 competition from other countries and 
international regions.

The UN’s Sustainable Development Goals 
may be particularly helpful in setting local 
goals for inclusive growth.  

https://historicengland.org.uk/services-skills/heritage-action-zones/breathe-new-life-into-old-places-through-heritage-action-zones
https://historicengland.org.uk/services-skills/heritage-action-zones/breathe-new-life-into-old-places-through-heritage-action-zones
https://historicengland.org.uk/services-skills/heritage-action-zones/regenerating-historic-high-streets
https://historicengland.org.uk/content/docs/planning/he-places-strategy-2019
https://historicengland.org.uk/content/docs/research/creative-industries-summary-report
https://historicengland.org.uk/about/what-we-do/corporate-strategy
http://www.creativeindustriesfederation.com/sites/default/files/2018-03/Federation%20Cebr%20CIC%20The%20true%20value%20of%20creative%20industries%20digital%20exports.pdf
http://www.creativeindustriesfederation.com/sites/default/files/2018-03/Federation%20Cebr%20CIC%20The%20true%20value%20of%20creative%20industries%20digital%20exports.pdf
http://www.thecreativeindustries.co.uk/media/529975/cic_3yr_export_strategy_v3_singles.pdf
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European Union policy, funding and the 
creative economies of  member states will 
continue to have very significant impact on 
UK activities in this area. Intellectual property 
and trade policy especially for creative and 
cultural products and services operate 
globally.

See Appendix II for international resources.

Create consensus around 
priorities and goals
Your goals for interventions into your local 
creative economy may be more start-ups 
or more scale ups; growing a particular 
sub-sector, such as games or advertising; 
raising productivity, developing and retaining 
a supply of  talent or securing additional 
investment. They will most likely end up  
being a combination of  choices along such 
different dimensions.

As with many policy areas, a council is 
not directly ‘in charge’ of  its local creative 
economy. It must work with a wide range 
of  independent businesses and other 
organisations, representative bodies and 
networks to achieve change and increased 
impact. There may be a variety of  national 
and local funders involved alongside the 
council – or an initiative may span multiple 
local authority areas or a city region.

Linking to national and international policies 
and local strategies and plans – and co-
developing your approach with stakeholders 
– will help to create consensus. You may need 
to use existing governance structures – or set 
up new ones (see page 53 for more details). 

You may involve stakeholders in work on 
mapping of  your local creative economy. And 
persuade them and others with the evidence 
it generates, helped by them endorsing 
research they have had a hand in creating.

Worked example: Local creative economy mapping 
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The worked example shows research findings 
which would be documented with evidence 
and quantified, such as:

•	 on the input side, the strength of  potential 
investment from a media producer and 
weakness of  unused heritage buildings

•	 on the supply side, strong local games 
and immersive media companies with 
a manufacturing sector which needs 
designers in order to add value

•	 demand from gamers worldwide for 
products made and sold from here – and 
from local creative SMEs for other creative 
and tourism services

•	 impacts including director GVA growth  
and indirect tourism employment levels.

Get senior sponsorship 
and political support
You will be best placed to know how to 
turn good ideas and consensus around 
an approach into political support, the 
commitment of  financial resources and 
attention from the best people. 

Exactly who you need to get signed up  
will depend on which of  the many levers  
for change you choose to use.
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How to deliver it

Councils hold many of  the ‘levers’ and resources needed to further support the local  
creative economy:

•	 Using council key policies and strategies, you can ensure the range of  council services  
and funding can be attuned to support the creative sector.

•	 Local assets and infrastructure can be leveraged to create local environments conducive  
for attracting more creative enterprises.

•	 Councils are uniquely placed to accelerate local capacity building.

•	 There are also ways that councils can help attract investment and funding into the sector.

Local levers for change

Leading & 
convening

Key policies 
& strategies

Assets & 
infrastructure

Local capacity 
building

Investment
& funding

• Local Industrial Strategy
• Cultural strategy
• Planning
• Licensing
• Public Health, Wellbeing & Social Care
• Education
• Regeneration & your local plan

• Council assets
• Others’ assets
• Public realm
• Digital – infrastructure & data

• Business support
• Developing skills & retaining talent
• Attracting businesses and talent

• Advocacy
• Convening power

• Engagement and Consultation
• New organisational structures

• Political Leadership
• Working with the council

• Using council budgets
• Co-bidding for grants
• New funding models
• Inward investment
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Key policies and strategies
Having established your goals for supporting 
your local creative economy, you will need to 
work out how you are going to undertake the 
work. There are a wide range of  interventions 
that a council can make, starting by ensuring 
that support for the sector is baked into every 
relevant council policy or strategy.

Local industrial strategy
As part of  the UK Industrial Strategy, Mayoral 
Combined Authorities and Local Enterprise 
Partnerships (LEPs) were asked to draft 
local industrial strategies (LIS) to set out how 
local efforts would increase productivity and 
deliver inclusive growth for the benefits of  
all communities. It is now likely they will be 
repurposed to focus on recovery. 

Each place was challenged to use their LIS 
to consider their strengths and weaknesses 
and how they will improve or address them. 
Many local industrial strategies have identified 
creative and cultural businesses as key to 
local economic growth. Some LIS have a 
cultural strategy sitting beneath them for 
example.

Councils are key partners in the delivery 
of  LIS alongside public and private 
stakeholders/networks, educational 
stakeholders and community organisations 
and it is important you consult the relevant 
local industrial strategy to understand how 
it could be used to support your own local 
work. All LIS were asked to establish their 
goals on the back of  a detailed evidence 
base. It is worth while exploring whether 
this has included a survey or analysis of  the 
creative sector. 

The LGA has a Local Industrial Strategy (LIS) 
support offer for councils looking to play 
an active role alongside Local Enterprise 
Partnerships and Combined Authorities in the 
development of  a LIS.38

38	 www.local.gov.uk/topics/devolution/devolution-online-hub/local-growth/local-industrial-strategies-online-hub
39	 www.local.gov.uk/cultural-strategy-box 

Checklist:

q 	 Do you know how the LIS can be used to 
support your local creative economy?

q 	 Has the LIS developed a creative sector 
evidence base that you could use for your 
own mapping activity?

q 	 Is your Local Enterprise Partnership 
undertaking or has it committed to any 
local activity relating to the creative sector 
in support of  the local industrial strategy’s 
ambitions?

q 	 Is there a way these measures could 
support your council’s ambitions? 

q 	 Are there plans in place to support the 
creative sector in recovering from the 
COVID-19 crisis?

Cultural strategy
Once you’ve decided to start taking action to 
support your local creative economy, a useful 
first step is to look at either developing a new 
cultural strategy or updating your existing 
strategy. 

The LGA published a handbook about 
writing a cultural strategy in March 2020. 
‘Cultural Strategy In A Box’39 describes how 
a council should write a cultural strategy 
which is tailored to suit the needs of  a council 
and its place. It draws on good practice 
examples from across England. 

Having an effective cultural strategy alongside 
strategic partnerships with combined 
authorities or other independent cultural 
institutions can trigger social and economic 
outcomes that will enhance your locality. It 
increases the likelihood of  securing funding, 
such as from Arts Council England because 
councils with a strategy can demonstrate a 
strategic commitment to culture. 

http://www.local.gov.uk/topics/devolution/devolution-online-hub/local-growth/local-industrial-strategies-online-hub
http://www.local.gov.uk/cultural-strategy-box
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Conversely councils that don’t have a cultural 
strategy will not only result in a lack of  a 
strategic cultural vision for the area, but  
also means they miss out on funding 
opportunities which will exacerbate 
challenging funding circumstances 
that councils are currently facing.

Embedding the creative industries 
in people’s lives in Leeds	
Leeds City Council has turned a setback 
into an opportunity. It’s always had a 
vibrant creative offer, it’s the only city in 
the north with its own opera, theatre and 
ballet companies, it’s the biggest centre 
for dance outside London, an international 
centre for music across classical, jazz and 
rock, is a growing international centre for 
sculpture and, with nearly 10,000 students 
studying creative subjects across six 
Higher Education Institutions in the city it’s 
only rivalled in the north by Manchester/
Salford as a centre for creative and cultural 
education. 

The council thought they had a good 
chance of  being designated as European 
Capital of  Culture in 2023. Having spent £1 
million on the bid, their hopes were dashed 
when the EU decided to exclude British 
cities from the bidding after the UK’s exit. 
However, they decided to use the work 
they had put into the bid into creating their 
current cultural strategy, which will shape 
the city until 2030, and in creating their own 
year of  culture, Leeds-2023. The approach 
reaped an almost immediate reward with 
the decision in 2018 by Channel 4 to move 
its headquarters to the city.

The council sees investing in the creative 
industries as key to delivering against a 
number of  other policy ambitions. The 
Culture Strategy40 is related to the Inclusive 
Growth Strategy as well as the Best 
Council Plan, the Health and Wellbeing 
Strategy and Child Friendly Leeds and 
Young People’s Plan. To provide strong and 
visible leadership the leader of  the council 

40	 https://leedsculturestrategy.co.uk/culture-strategy
41	 www.musicleeds.com
42	 https://leedsdigitalfestival.org

is the portfolio holder for both economic 
development and culture.

One of  the key policy areas is workspace 
for the city’s creative sector. The council 
commissioned research on the provision of  
creative and digital workspace and found 
there a shortage of  creative workspace in 
the city centre as well as a lack of  more 
affordable creative workspace in the city 
fringe locations. It also discovered that 
landowners and workspace operators were 
unlikely to develop creative workspace 
without public funding support. To 
tackle this the council has created a £1 
million Creative and Digital Workspace 
Fund which has funded three schemes 
to support additional workspace in the 
music, arts and media sectors. All of  the 
schemes are located in city centre fringe 
areas highlighted as priority wards by the 
council. Two of  them are part of  a larger 
regeneration scheme to establish a creative 
hub next to Leeds city centre. 

They’ve also taken a lead in convening 
stakeholders, setting up the Leeds Culture 
Trust to deliver Leeds2023 as well as 
supporting organisations like Music: 
Leeds41 a centralised point to support, 
develop, grow and promote music in the 
city and the Leeds Digital Festival42, the 
biggest tech festival in the north.

Since 2010 Leeds has seen employment 
in the creative industries grow by 42 per 
cent and they want that growth to continue. 
By 2030, Leeds could look very different. 
The ambition is that culture and creativity 
will be embedded at the centre of  vibrant 
neighbourhoods and will be supporting 
intercultural dialogue, giving more of  a 
voice to diverse communities. 

These changes are more than a 
philosophical ambition, as with other big 
cities the pressure on arts funding is not 
keeping pace with rises in property values 
so there is a need to create affordable 
spaces for creative practitioners.

https://leedsculturestrategy.co.uk/culture-strategy
http://www.musicleeds.com/
https://leedsdigitalfestival.org/
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Creative Industries sub-sector:

•	 film, TV, video, radio and photography

•	 IT, software and computer services

•	 museums, galleries and libraries

•	 music, performing and visual arts

•	 heritage

Council Policy type used:

•	 local industrial strategy

•	 public health, wellbeing & social care

•	 education

•	 regeneration & your local plan

•	 business support

•	 developing skills and retaining talent

•	 council assets

•	 others’ assets

•	 political leadership

•	 working with the council

Checklist:

	❑ Do you have a plan for writing a cultural 
strategy?

	❑ How will it feed into work on the wider 
local creative economy?

Planning
Making sure that the needs of  your local 
creative economy is reflected in your planning 
policies plays a key part in ensuring that 
it can thrive. Councils need to think about 
the bigger picture, as well as the detail, in 
individual planning applications.

The National Planning Policy Framework 
(NPPF) introduced the ‘Agent of  Change’ 
principle in 2018. This means that developers 
have to take responsibility for making sure 
their new buildings are protected against 
noise coming from adjacent live music and 
other venues, rather than making the existing 
venues deal with the issue. But this still means 
that councils have to ensure that these laws 
are reflected in the detail of  design – the 
placement of  bedrooms, doorways and 
entrances, the amount of  soundproofing etc. 

Another change is that councils can now also 
refuse automatic permitted development rights 
where a site is next to a cultural building.

Planning conditions can be used by councils 
to deliver creative and cultural infrastructure 
and workspace via Section 106 (S106) 
obligations or the Community Infrastructure 
Levy (CIL). Arts Council England and The 
National Archives have produced guides for 
libraries and archives on making the case for 
S106 and CIL investment in those services. 

Planning policies can also help councils combat 
gentrification as an unwelcome by-product of  
creative-led regeneration, where creatives move 
into an area, help regenerate it, but then get 
priced out as property values increase. In the 
United States, cities such as New Orleans and 
San Francisco have tackled this by enacting 
policies that either keep the size of commercial 
units small, so they are not attractive to chains 
– or otherwise prevent units from being taken 
over by larger commercial operators.

Ensuring the needs of  its local creative 
economy are accommodated on a council’s 
planning policy, might involve working out 
what sort of  artforms or creative subsector a 
council wants to support – as each will have 
different infrastructure requirements covering 
buildings, transport infrastructure or digital 
connectivity, amongst others.

It’s worth talking to the organisations that 
represent local creative enterprises and 
freelancers, especially where they are 
statutory consultees on planning matters.

MINI CASE STUDY

In London, section 106 money from an office 
development near Regent’s Park has been 
used to fund a theatre, the New Diorama. The 
developer, British Land, has now recognised 
that the theatre is a huge benefit to them. 
It has brought more people into the area 
in the evening, making the development 
more attractive to companies, driving above 
average occupancy levels and higher rental 
income. British Land are still subsidising the 
theatre after the end of their initial agreement 
because it makes financial sense for them.



32          Creative places Supporting your local creative economy

Checklist:

	❑ Does your local planning policy cover the 
needs of  your local creative economy?

	❑ Are there any current or future planning 
developments large enough to provide 
S106 or CIL money that could be used to 
create buildings for the creative sector?

	❑ Have you talked to all the statutory 
consultees that represent creative 
enterprises about planning applications 
where relevant?

Licensing
As with planning, councils need to work out 
how licensing powers can be used to support 
its local creative economy.  

Licensing makes a fundamental contribution 
to how communities develop and used 
creatively it can be a tool to shape vibrant 
places and to support the local creative 
economy to thrive. 

Under the Licensing Act 2003 councils 
licensing committees are responsible

for considering and proposing the authority’s 
statement of  licensing policy (SLP), and 
for taking decisions on specific licence 
applications or issues. 

A SLP sets out how licensable activities will be 
regulated and how licensing functions will be 
exercised in an area, as well as expectations 
of  licence holders and operators. In addition 
to identifying areas where the risk of  harm may 
be greater, and how risks can be mitigated the 
SLP is also an opportunity for councils to take 
a strategic look across all of  the licensable 
activities within their area and set out a 
vision for them. The SLP can play a key role 
in supporting the development of  a creative 
economy, for example encouraging certain 
types of  applications like nightclubs or venues 
in certain areas.   

Creating a safe, vibrant and diverse night-
time economy is in everyone’s interests and 
alongside the councils and its partners, local 
businesses and the community play a central 

role to achieving this. The role of  the council 
is to facilitate dialogue between different 
groups including local businesses and 
residents, councils should ensure there are 
forums for these conversations to happen and 
consider how to include the voice of  the local 
creative economy in those discussions. 

Checklist: 

	❑ Have you thought about what types 
of  creative enterprises you want to 
encourage in your local creative economy 
and how you can make use of  licensing 
policy to achieve that? 

	❑ Are creative businesses represented in 
any local forums that have been set up to 
advise on the night-time economy?  

	❑ Are councillors thinking about the needs 
of  creative enterprises when residents are 
referring issues to them?   

Luton’s licensing approach to 
the night-time economy and role 
attracting inward investment	
Working with local partners, Luton Council 
has successfully developed their offer for 
creative enterprises in the town as part of  
a wide programme of  work to diversify the 
night-time economy. This was done through 
a combination of  the development of  a 
new licensing policy, supporting positive 
initiatives, creating innovative inward 
investment strategies and developing a 
vibrant events programme. 

Through the Town Centre Framework 
Plan the council identified eight areas for 
development, including a new cultural 
quarter and Luton’s updated licensing 
policy includes a matrix of  ‘stress areas’ 
that reflects and supports the development 
of  the desired areas. Both of  these have 
acted as a framework to help create a more 
vibrant town centre. 

Boosted public confidence in the town centre 
through initiatives such as the Business 
Improvement District has helped to attract 
inward investment, and the council worked 
alongside the University of  Bedfordshire to 
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offer opportunities for incubator businesses, 
offering low rents and short term lets in the 
town’s historic hat factories. 

The arts and culture offer within the town 
has flourished through this work and the 
appointment of  a cultural enabler whose 
role is to drive the implementation of  the 
artistic vision. This involves working with a 
wide range of  Luton organisations, artists 
and practitioners and with the new Luton 
Creative Forum. 

More information about Luton’s work to 
diversify the night time economy, alongside 
other case studies around approaches to 
managing the night-time economy can be 
found on the LGAs website.43   

Creative industries sub-sector

•	 music, performing and visual arts

Council policy type used

•	 regeneration and your local plan

•	 business support

•	 developing skills and retaining talent

•	 attracting businesses and talent

•	 councils assets

•	 others’ assets

•	 public realm

•	 inward investment

•	 convening power

•	 new organisational structures

•	 political leadership.

Public health, wellbeing 
and social care
Creative enterprises may be able to help 
councils deal with some of  the challenges 
posed in the arena of  public health, 
wellbeing and social care. It’s becoming well 
understood that the arts make a powerful 
contribution to health and wellbeing and 

43	 www.local.gov.uk/sites/default/files/documents/10%2040%20Approaches%20to%20managing%20the%20night-time%20
economy%20-%20case%20studies_v05.pdf

44	 www.culturehealthandwellbeing.org.uk/appg-inquiry/Publications/Creative_Health_Inquiry_Report_2017_-_Second_Edition.pdf 

people who are exposed to creative projects 
live healthier lives and make fewer demands 
on health services.

An enquiry carried out in 2017 by the All-
Party Parliamentary Group on Arts, Health 
and Wellbeing into the role of  arts and culture 
in health and wellbeing found that:44

•	 The arts can help keep us well, aid our 
recovery and support longer lives better 
lived.

•	 The arts can help meet major challenges 
facing health and social care: ageing, 
long-term conditions, loneliness and mental 
health.

•	 The arts can help save money in the health 
service and social care.

A similar approach in using creative 
organisations to design and deliver services 
to deliver healthy outcomes is called ‘social 
prescribing’ and an LGA handbook ‘Just What 
The Doctor Ordered’, was published in 2017. 
A further guide will be published in 2020.

Research shows that social prescribing 
projects developed by local councils save 
money and deliver better outcomes than 
projects without a creative or cultural element. 
In St. Helens, an arts on prescription service 
has shown a social return on investment of  
£11.55 for every £1 invested. In North West 
England, a project using museums as a 
location for health and wellbeing services has 
delivered a £3 return on every £1 invested.

Councils should work with groups such 
as local health providers, third sector and 
charitable organisations, schools and 
colleges and local companies to commission 
social prescribing projects.

The digital sector of  your local creative 
economy also has a part to play in promoting 
public health. Some councils are beginning 
to create approaches to protect and improve 
public health using digital technology, big 
data and digital ways of  working. 

http://www.local.gov.uk/sites/default/files/documents/10%2040%20Approaches%20to%20managing%20the%20night-time%20economy%20-%20case%20studies_v05.pdf
http://www.local.gov.uk/sites/default/files/documents/10%2040%20Approaches%20to%20managing%20the%20night-time%20economy%20-%20case%20studies_v05.pdf
http://www.culturehealthandwellbeing.org.uk/appg-inquiry/Publications/Creative_Health_Inquiry_Report_2017_-_Second_Edition.pdf
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The LGA guide ‘Using digital technology to 
improve the public’s health: a guide for local 
authorities’45 contains many examples of   
best practice.

Councils should consider how they 
commission public health and social 
care services from cultural and creative 
organisations – ensuring they value small 
scale and innovative projects. Because the 
creative economy is largely made up of  SMEs 
and freelancers they may struggle to either 
bid for or deliver work for councils. 

Therefore, councils may need to simplify 
and shorten their procurement processes, 
often these are so complex that only larger 
organisations are able to respond. Councils 
should recognise that creative enterprises 
and freelancers may not be able to scale up 
to deliver services that cover a whole borough 
and will often be best employed delivering 
bespoke services. 

Kent County Council has developed an 
excellent resource for councils wanting to 
commission from the arts and cultural sector.46 

MINI CASE STUDY

The London Borough of  Dagenham and 
Redbridge commissioned the Serpentine 
Gallery to deliver a programme called ‘New 
Town Culture’. This explored the world 
of  labour and employment and will take 
place in adult and children’s social care 
centres across the borough. The gallery 
will produce a series of  collaborative 
artist residencies and projects with local 
residents designed to explore new creative 
ways of  working to enhance social care 
services and unlock the value of  art and 
culture for all our communities.47

45	 www.local.gov.uk/using-digital-technology-improve-publics-health-guide-local-authorities
46	 http://artscommissioningtoolkit.com
47	 www.lbbd.gov.uk/new-town-culture
48	 www.bbc.co.uk/news/education-42862996
49	 www.creativeindustriesfederation.com/sites/default/files/2017-05/CIF_EduAgenda_spreads.pdf

Checklist questions:

	❑ Are you thinking about how local creative 
enterprises or freelancers can help you 
deliver public health benefits, either 
using digital projects or through social 
prescribing?

	❑ Can you bring together different 
organisations to amplify all your work?

	❑ Have you considered making some 
of  your procurement processes more 
accessible to SMEs and smaller scale?

Education
If  your local creative economy is to 
continue to grow then schools, colleges 
and universities will need to educate young 
people with the necessary creative skills. 

Sector bodies report that creative education 
is in trouble in England. In 2018 a BBC 
survey48 found that creative subjects are 
being squeezed in secondary schools. More 
than 40 per cent of  schools responded to the 
survey and nine in 10 of  them reported that 
they had cut back on lesson time, staff  or 
facilities in at least one creative arts subject. 
This is partly due to funding cuts, but also 
because the Government policy on education 
in England focuses on the importance 
of  STEM subjects (Science, Technology, 
Education and Maths).

The Creative Industries Federation believes that 
arts and science are not an either/or and they 
want to turn STEM into STEAM. Their Creative 
Education Agenda49 has a six-point plan, while 
it’s mainly aimed at the government, councils 
can address some of them:

•	 Making sure that all children and young 
people are offered a high quality cultural 
and creative education. This means that 
all children have the opportunity to have a 
STEAM (science, technology, engineering, 
arts, mathematics) education that also 

http://www.local.gov.uk/using-digital-technology-improve-publics-health-guide-local-authorities
http://artscommissioningtoolkit.com/
http://www.lbbd.gov.uk/new-town-culture
http://www.bbc.co.uk/news/education-42862996
http://www.creativeindustriesfederation.com/sites/default/files/2017-05/CIF_EduAgenda_spreads.pdf
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develops creativity, technology and 
enterprise across the curriculum.

•	 Asking secondary schools to take 
responsibility for publishing what their 
pupils are doing for three years after their 
leaving date.

•	 Setting up creative apprenticeship 
schemes to ensure a pipeline supply of  
creative and technical talent.

There are challenges here for councils, due 
to the complexity of  the structure of  primary, 
secondary and FE education as well as 
funding constraints, but there are things 
councils can do to help. By mapping what is 
going on locally councils can identify areas of  
particular shortage and work with third sector 
providers to create schemes such as after-
school clubs using school facilities. 

They can also use their convening power 
by bringing local educational institutions 
together so they can collaborate to ensure 
that providers are providing the educational 
opportunities that are needed by your local 
creative economy.

MINI CASE STUDY

In Bradford, the City Council helped set 
up a partnership called Bradford Film 
Literacy50 with the BFI, Bradford City of  
Film and CapeUK (now IVE). The Bradford 
Film Literacy Programme was designed to 
engage and inspire teachers and students 
to use film and moving image to create, 
develop and enthuse young people’s 
interest in literacy. 

Checklist questions:

	❑ Do you know how healthy creative 
education is in your area?

	❑ Can you enable head teachers and 
teachers of  creative subjects to network 
and support each other?

	❑ Can you help third sector organisations 
set up educational sessions in schools 
and colleges?

50	  http://bradfordfilmliteracy.com

Regeneration and  
your local plan
The biggest weapon in a council’s arsenal for 
supporting their local creative economy is its 
local plan which sets the long-term strategy 
for the development of  the place the council 
covers. Every council must produce one and 
it informs everything they do. So, if  a council 
wants to support its local creative economy 
(and in turn reap the benefits of  doing so) it’s 
essential to consider the sector’s needs when 
drawing up or amending the local plan. 

The NPPF describes how a council should 
think strategically to ensure a community 
has the creative facilities it needs. Planning 
policies and decisions should: 

1.	 plan positively for the provision and use of  
shared spaces, community facilities (such 
as local shops, meeting places, sports 
venues, open space, cultural buildings, 
public houses and places of  worship) to 
enhance the sustainability of  communities 
and residential environments 

2.	 take into account and support the delivery 
of  local strategies to improve health, 
social and cultural well-being for all 
sections of  the community 

3.	 guard against the unnecessary loss of  
valued facilities and services, particularly 
where this would reduce the community’s 
ability to meet its day-to-day needs 

4.	 ensure that established shops, facilities 
and services are able to develop and 
modernise, and are retained for the 
benefit of  the community 

5.	 ensure an integrated approach to 
considering the location of  housing, 
economic uses and community facilities 
and services. 

http://bradfordfilmliteracy.com/
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Checklist questions:

	❑ When is your local plan next due to be 
rewritten or updated?

	❑ Can regeneration projects in your local 
plan benefit local creative enterprises?

	❑ How your local creative economy can 
support the delivery of  objectives 
contained in the plan?

Planting the creative industries 
at the heart of  Taunton’s 
regeneration
Somerset West and Taunton District 
Council (SWT) have embedded support 
for the creative industries into their vision 
for the regeneration of  Taunton as the first 
designated ‘garden town’ in the South 
West. SWT see the creative industries as 
a key driver in meeting their over-arching 
priority to create a dynamic and prosperous 
community founded on knowledge, culture 
and business.

The council is leading the development 
of  a cultural strategy and an action plan 
with local stakeholders and cultural 
organisations and institutions. Their funding 
bid to central government for the garden 
town made the case that the creative and 
cultural sector are central to its ability to 
deliver its ambitions. 

SWT have spent two years raising 
awareness of  the power that the cultural 
and creative industries have in place-
making, providing a high quality of  life and 
generating prosperity. They have brought 
together leaders from the sector with 
other organisations, statutory bodies and 
business to create a cultural forum that will 
shape the cultural and economic strategies. 
The vision is based on the idea that having 
quality culture on their doorstep will enable 
people of  all ages and backgrounds will to 
learn new skills, socialise and play. It’s also 
designed to encourage people to move to 
Taunton. SWT has researched how 16-18 
year olds define culture and what facilities 
and opportunities for career paths are 

missing in the offer for that generation.

The garden town strategy is being 
delivered across several strands of  work:

The development of  a cultural quarter 
within the town centre, with an enhanced 
Brewhouse Arts Centre as well as a 
proposal for a multi-purpose venue with 
flexible performance space, cinema and a 
range of  collaborative work/studio spaces 
for creative and cultural practitioners at 
its strategic Firepool regeneration site, a 
former cattle market. 

Working with the UK Hydrographic Office, 
the global leader in marine geospatial 
information and hydrography and with 
business led networks such as Digital 
Taunton and the cultural and creative 
enterprise centres to develop opportunities 
around big data, digital and innovation and 
STEM skills.  

Building partnerships between business, 
cultural organisations and the research-
intensive higher education sector to provide 
pathways to creative careers so that young 
people stay in and are attracted to the 
town.

Creating new and imaginative way to 
support Taunton’s cultural assets, leisure 
industry, artists and creative entrepreneurs 
through funding models such as CIL/
s106, Community Asset Transfers, social 
prescribing, loans, matched funding and 
seed grants to increase resilience - SWT 
will lead on consortium funding bids.

SWT realise that access to cultural 
experiences is key to delivering against 
health and wellbeing measures as well 
as GDP. Providing a vibrant arts and 
culture programme is also seen as vital to 
attracting high-quality jobs to Taunton.

Creative Industries sub-sector:

•	 advertising

•	 architecture

•	 crafts

•	 design (product, graphic, fashion)

•	 film, TV, video, radio and photography



37          Creative places Supporting your local creative economy

•	 IT, software and computer services

•	 museums, galleries and libraries

•	 music, performing and visual arts

•	 publishing

•	 video games

•	 heritage 

Council Policy type used:

•	 planning

•	 regeneration and your local plan

•	 business support

•	 developing skills and retaining talent

•	 council assets

•	 others’ assets

•	 public realm

•	 digital – infrastructure and data

•	 inward investment

•	 convening power

•	 political leadership

Local capacity building
As this handbook shows, one of  the things that 
creative enterprises and freelancers struggle 
with is ensuring they have the capacity to grow 
their businesses. Councils can support their 
creative economy by creating programmes 
that provide support for:

•	 business skills for creative enterprises  
and freelancers 

•	 developing the skills and talents of  people 
working in the sector

•	 providing a supply of  new employees  
who have the necessary training 

•	 creating the right conditions to attract  
new businesses 

•	 enabling the creative sector to tap into 
export markets.

Business support
The way the creative economy sector is 
structured means it often needs help in 
developing business skills. While most people 
working in the creative sector are highly 
skilled at their particular specialisation, that 
doesn’t mean that they have well-developed 
skills necessary to running a small business 
such as accounting, finance, or HR. The 
Creative Industries Federation has found that 
more than one in ten (13 per cent) creative 
enterprises identified a lack of  business skills 
as a key challenge. This is a particular issue 
for businesses with lower turnovers  
and freelancers. 

The fragmented nature of  the sector also 
means that freelancers or people working in 
SMEs don’t have the opportunity to network, 
learn from peers, access finance or source 
expertise from outside their sector.

TOP TIP

“Because they’re passionate 
about the work they do, many 
creative business founders tend 
to work ‘in’ and not ‘on’ their 
businesses. That can mean their 
business lacks the strategy and 
planning needed to develop 
and grow. So getting the right 
support and investment readiness 
advice can be crucial. But it has 
to feel relevant to them. Creative 
businesses often overlook general 
business support, feeling it 
won’t understand their business 
model and markets. Make sure 
your business support offer is 
properly tailored to your creative 
audience.“ 
Terry Corby, Chief Commercial Officer, 
Creative Industries Federation and Creative 
England 
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Councils can have a big impact by creating 
business support programmes for creative 
practitioners. These need to be aimed at the 
creative economy as schemes designed for 
people in other sectors may not cover what 
creative enterprises or freelancers need. An 
example of  a business support package 
designed to meet the needs of  local creative 
economies is the government-funded Creative 
Scale-Up programme which is delivering 
packages of  business support tailored to 
meet the needs of  the creative economy in 
Greater Manchester,51 the West Midlands 
Combined Authority52 and the West of  
England Combined Authority.53

In the West of  England, the programme has two 
strands, connecting investors with businesses 
and delivering a bespoke business support 
programme. The first strand is designed to 
explain the sector to investors who may not be 
investing in ‘creative industries’ as they don’t 
understand the term, but they do know what a 
TV producer, a software company or a VR studio 
is. The second strand is a business support 
programme led by industry experts aimed 
at businesses who can demonstrate growth 
but need help to grow further. Its designed to 
deliver a bespoke package involving mentoring, 
consultancy and coaching. The West Midlands 
Combined Authority scheme differs because 
it’s designed to respond to a different creative 
ecosystem. Its built around workshops which 
are designed to help creative enterprises help 
each other by helping them collaborate and 
develop creative outputs.

TOP TIP

“Don’t just think about start-ups, 
but also about scaling up existing 
businesses in order to build a 
sustainable creative sector.”
John Davies, Economic Research Fellow 
Creative and Digital Economy, Nesta.

51	 www.businessgrowthhub.com/creative-scale-up-programme
52	 www.wmca.org.uk/what-we-do/culture-and-creative-economy/creative-scale-up-programme
53	 www.westofengland-ca.gov.uk/business/creative-scale-up
54	 https://cultivatorcornwall.org.uk 
55	 www.thecreativeindustries.co.uk/resources/exports 
56	 www.great.gov.uk/markets/?sector=Leisure+and+tourism&sortby=title 
57	 www.research-live.com/article/news/uk-ad-industry-launches-export-group/id/5065912 

In Cornwall the council has co-funded with 
the ERDF and ACE a bespoke creative 
skills and business support programme 
– Cultivator,54 led by Creative Kernow. The 
first phase saw Cultivator successfully 
support over 600 businesses. It uses 
industry specialists as advisors and offers 
mentoring, employment bursaries, skills 
workshops, funding advice and networking 
events. The programme is about to enter its 
second phase which will also have a focus 
on enabling innovative interventions and 
partnerships to support and raise the profile 
of  Cornish creative enterprises. 

The Creative Industries Federation provides 
a useful summary of  the support available 
from government for creative enterprises 
to support exports.55 Online information is 
quite high level – providing suggestions of  
international markets for ‘leisure and tourism’ 
services,56 for example. Detailed advice and 
support is most likely to be available from 
trade associations for each specific creative 
sub-sector, eg UK Advertising Export Group 
launched in March 2020.57

Checklist questions:

	❑ Do you know what business skills the 
creative economy in your area needs?

	❑ Is there a bespoke programme providing 
coaching, mentoring and advice?

	❑ Do local creative businesses have access 
to export advice and support?

	❑ Are local creative enterprises supported 
to access finance?

	❑ Have you considered the needs of  scale-
ups and start-ups?

http://www.businessgrowthhub.com/creative-scale-up-programme
http://www.wmca.org.uk/what-we-do/culture-and-creative-economy/creative-scale-up-programme
http://www.westofengland-ca.gov.uk/business/creative-scale-up
https://cultivatorcornwall.org.uk/
http://www.thecreativeindustries.co.uk/resources/exports
http://www.great.gov.uk/markets/?sector=Leisure+and+tourism&sortby=title
http://www.research-live.com/article/news/uk-ad-industry-launches-export-group/id/5065912
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Developing skills and 
retaining talent
As well as helping freelancers and local 
creative enterprises with business skills, 
councils should also think about how they can 
make sure there are the right sort of  training 
opportunities available to help the sector 
develop skills and retain talent.

Councils can address two separate but 
related problems here. The first is that 
the creative sector has an acknowledged 
problem with training existing staff  and 
recruiting new suitably skilled workers - 
because it is largely made up of  SMEs and 
freelancers who find both recruitment and 
training difficult and expensive. 

In turn, this compounds a second issue, 
which is a lack of  diversity in the sector 
– in terms of  ethnicity, socio-economic 
background, disability, age and gender. 
The two issues are inter-related because, 
since the sector is poor at recruitment and 
training, people wanting to pursue creative 
opportunities tend to follow in the footsteps 
of  role models. The lack of  role models 
from diverse backgrounds means people 
from those communities don’t perceive that 
creative opportunities are either relevant or 
accessible to them and aren’t then prompted 
or motivated to join the sector.

There are lots of  ways that councils can help 
grow the skills base for creative industries in 
their areas. The Creative Industries Federation 
recommends that local councils work with 
partners including city regions, LEPs and 
businesses to prioritise the creative industries 
as a key growth sector. These partnerships 
should then design tailored skills programmes 
leveraging investment outside of  what can be 
received from UK government.

58	  https://www.screenyorkshire.co.uk/training-skills/beyond-brontes-increasing-diversity-in-the-screen-sector/

TOP TIP

“The talent and skills supply chain 
is essential for future development 
of  the sector. Councils can help 
with the local education policy 
and with apprenticeships by 
paying or subsidising the wage.”
Neil Hatton, CEO UK Screen Alliance, Chair 
of the Creative Industries Council group on 
apprenticeships and T-Levels.

Some councils are doing this on their 
own. Channel 4’s relocation to Leeds 
has highlighted that there are big skills 
gaps in the city, especially among diverse 
communities. Many communities, especially 
BAME residents, have not traditionally 
had access to the training they needed to 
develop skills that would enable them to take 
advantage of  the new opportunities created 
by the arrival of  Channel 4. The council has 
worked with Screen Yorkshire to develop a 
skills programme, Beyond Bronte,58 that is 
designed to break down the perceived and 
actual barriers that prevent young people 
from diverse backgrounds breaking into the 
screen industries.

TOP TIP

“Everything takes longer than  
you think.”
Amy Lewis, Cultural Economy Development 
Manager, Cheshire East.

“Embrace flexibility, over the 
course of  a three year programme 
things will change and flex 
over time with the needs of  the 
participants, so you should plan 
to change.”
Helen Paton, Cultural Economy Manager, 
Cheshire East.
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MINI CASE STUDY

Cheshire East Council has taken a different 
approach, killing two birds with one stone 
by creating a skills programme designed 
to provide their thriving digital and gaming 
creative cluster with the employees they 
need but also help train young, challenged 
and vulnerable people. Cheshire East has 
hundreds of  small creative businesses 
many employing less than 10 people who 
find recruitment demanding, expensive and 
risky. To create a pool of  potential skilled 
employees the council is delivering a skills 
programme aimed at local young people. 
It offers an initial tasting session after 
which young people can work towards an 
accredited award with representatives from 
local companies in structured sessions over 
an eight or 16-week period. The sessions 
are focused on enabling young people on 
the scheme to develop skills in film making, 
animation, photography, graphic design, 
audio production, computer game design, 
music making or creative coding.

Checklist questions:

	❑ have you worked out what skills the 
creative economy in your area needs?

	❑ have you considered surveying 
enterprises and freelancers in your local 
creative economy about the skills they 
need to develop? 

	❑ are you working with local skills and 
training providers to create skills 
programmes?

	❑ are you developing skills programmes 
to help a diverse set of  people join the 
creative industries?

Attracting businesses  
and talent
Councils already put a lot of  effort into 
attracting businesses to their areas, but there 
are added benefits in bringing in creative and 
cultural institutions. 

People like living in areas with a strong 
artistic, creative and cultural presence, so 
attracting creative industries has a multiplier 
effect as it helps bring in other businesses  
as well.

There are many different approaches that a 
council can take. They can work to create the 
physical and professional infrastructure that 
the creative economy needs, by, for instance, 
attracting a large organisation that will bring 
in other smaller organisations in its wake. 
Another approach is to stimulate creative 
activity by commissioning their own creative 
events – or supporting community initiatives. 
Many councils have done some or all of   
these approaches.

Attracting and supporting high-profile 
institutions involves taking a financial risk 
but can pay off, as Kent County Council has 
shown. Despite the budgetary pressures faced 
by all councils in the aftermath of  the financial 
crash of  2008 it continued to fund the Turner 
Contemporary Gallery in Margate for many 
years. The investment has created enormous 
economic and cultural value. As well as 
providing the venue for the 2019 Turner Prize, 
the gallery has attracted inward investment into 
local studio spaces, providing a new home for 
the artist Tracy Emin. Margate has therefore 
become a creative hotspot attracting creative 
practitioners to move to the area.

Variations on the ‘City of  Culture’ approach 
are proving successful. The London Borough 
of  Culture Awards launched in 2017 and have 
inspired councils across the capital to bid for 
up to £1 million to deliver a programme of  
cultural activities and a plan to make culture 
an integral part of  the borough’s future. Even 
London boroughs who entered but were 
not successful have found that they have 
had a renewed focus on working with the 
cultural sector and other creative enterprises. 
Greater Manchester has repurposed the idea 
and created the ‘Town of  Culture’ scheme, 
awarded in 2019 to Bury which will benefit 
from £120,000 of  investment, while the 
Liverpool City Region named St Helens as its 
first Borough of  Culture in 2018, with Wirral 
following in 2019.
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Leeds City Council also supports the Leeds 
Digital festival, the largest in the North, 
which is now self-financing, while in Sheffield 
the city council supports the long running 
Documentary Film Festival.

Checklist questions:

	❑ Do you know why creative professionals 
are motivated to move to your area?

	❑ Do you have an approach to attracting 
more creative enterprises? 

	❑ Can you set up a ‘place of  culture’?

Assets and infrastructure
The creative sector has a powerful capacity 
to drive economic development and 
regeneration in a locality, and creative and 
cultural properties are major strategic assets 
for councils who are embarking on all sorts of  
projects to improve the lives of  their residents. 
But the creative sector can also be a victim 
of  its own success. As creative enterprises 
contribute to the increased desirability of  an 
area they often end up being priced out of   
it because of  resulting increases in rents  
and rates.

Councils have several ways of  supporting 
their local creative economy by taking 
innovative approaches to the use of  assets 
and infrastructure, both theirs and those 
owned by other people. 

Council assets
As well as thinking about the traditional 
buildings associated with culture and 
creativity such as museums, libraries, 
theatres, cinemas and studios, councils also 
need to consider emerging needs such as 
affordable and flexible co-working spaces  
for SMEs, sole traders and freelancers.

Getting to the next level, rebooting 
a plan to build a ‘creative quarter’ 
to stimulate Warwick’s  
games sector
Leamington Spa is the third largest digital 
games cluster in the UK, more than 50 of  
the UK’s best games businesses are based 
in the town and between 2,000 and 2,500 
people have full time jobs in the sector.  
But the success of  ‘Silicon Spa’ meant  
that companies were running out of  
available workspace.

Meanwhile Warwick District Council’s plans 
to regenerate some run-down buildings 
in the Old Town of  Leamington Spa as 
a ‘creative quarter’ had been stalled for 
a decade. The council realised that it 
couldn’t finish the job itself  and needed 
a commercial partner with experience of  
delivering complex regeneration projects. 
After a two-year rigorous competitive 
tendering process, a company called 
Complex Development Projects (CDP)  
was appointed in December 2017.

The councils and CDP jointly developed a 
masterplan vision, The Big Picture which, 
after extensive consultation, was adopted  
in late 2019. 

The masterplan aims to:

•	 regenerate the Old Town as a creative 
quarter

•	 support the creative and digital 
industries in Leamington Spa by 
providing workspace they need to grow

•	 create a place that satisfies the needs  
of  residents, employers and visitors

•	 encourage inward investment into the 
creative sector.

The masterplan is also helping the council 
meet a number of  its other priorities such 
as its ‘Health, Homes, Communities’, 
‘Green, Clean, Safe’ and ‘Infrastructure, 
Enterprise, Employment’ strands.
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As well as making its assets available 
the council has also helped access 
funding and informed planning decisions. 
It has also helped with communication, 
engagement and consultation, making the 
case for the need to invest. However, it has 
had to maintain a ‘Chinese wall’ between its 
role as a local planning authority and as a 
development partner.

Work is planned to start on two buildings 
in the creative quarter in early 2020. 
Subsequent work will involve the restoration 
of  several key buildings as well as 
delivering new buildings and public  
realm improvements. 

Creative Industries sub-sector:

•	 IT, software and computer services

•	 animation and VFX

•	 video games.

Council Policy type used:

•	 local industrial strategy

•	 planning

•	 regeneration and your local plan

•	 attracting businesses and talent

•	 council assets

•	 others’ assets

•	 public Realm

•	 using council budgets

•	 inward investment

•	 convening power

•	 engagement & Consultation

•	 new Organisational structures

Leeds City Council responded to the decision 
by Channel 4 to move its headquarters 
to the city by reviewing the infrastructure 
that was needed to support all the other 
creative organisations that will follow in the 
broadcaster’s wake. Having identified a lack 
of  cheap and flexible office and co-working 
space they created a fund that will invest in 
three buildings on the periphery of  the city 
centre. 

They also worked out that they needed more 
TV production space and have worked with 
external partners to create a film studio which 
will open in 2020 on former derelict land they 
owned. They are also offering another council 
building, the historic former ‘Engine Room’, 
to the market, though private companies will 
have to refurbish it.

TOP TIP

“You need a strategy which 
outlines the detail of  how you will 
‘seed’ the local creative economy 
to enable it to grow. Leeds looked 
at what Salford has done and 
decided to offer facilities for a 
different kind of  TV programme – 
not ‘shiny-floor’ studios, as Salford 
had cornered that market in  
the north.”
Safiya Laher, Leeds City Council, Chief 
Officer Economic Development.

Councils should also think about the best way 
of  making a return on their buildings, it might 
not be by maximising the financial returns, it 
may be better to offer reduced or peppercorn 
rents to creative enterprises which will 
stimulate other business and therefore 
economic returns. Many creative enterprises, 
especially smaller venues with less than 
500 seats, struggle to make ends meet and 
reduced rents or business rates may make 
the difference between surviving and going 
under. They also need stability so councils 
should also offer long-term leases of  at least 
20 years to enable creative companies to 
justify investments. 

Buildings don’t have to be expensively 
refurbished to be useful to the creative 
industries – some creative organisations make 
a lot of  noise and mess so artists, musicians 
and performers will often happily use un-
refurbished buildings as studios or rehearsal 
spaces that might not be suitable for other 
sectors.
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TOP TIP

“Councils might not be revenue 
rich, but they are capital rich. 
They should look at their assets, 
buildings and spaces and 
understand the need for basic 
things like physical space. This 
can be used to give people 
security for their businesses by 
not always having to move.”
Rosy Greenlees, Executive Director,  
Crafts Council.

In Sheffield, where Yorkshire Art Space 
(YAS) has been turning former industrial 
buildings into affordable artist studios and 
makerspaces since 1977, the City Council 
rented them a building at a minimal cost and 
then facilitated the outright purchase, creating 
a building-based asset for YAS’.

TOP TIP

“Understand the time it takes. 
You need partners who really 
understand the landscape and 
the requirements. Understand that 
beyond the buildings you need to 
be clear about what you want to 
achieve. Understand the role of  
partners.”
Guy Collier, Programme Manager Town 
Centres Development Services, Warwick 
District Council. 

Many councils are being creative about how 
they run their own venues, often contracting 
them out to third parties. In Stockton on 
Tees the Borough Council has signed up the 
Ambassador Theatre group to reopen the 
art-deco Stockton Globe in late 2020, hoping 
to bring £18 million into the local economy 
by attracting audiences who currently travel 
north to Newcastle or south to Leeds. 

Alongside the reopened venue there will be 
improvements to transport, a new hotel and 
new restaurants. In Croydon the recently 
revamped Fairfield Halls is being managed 
by BH live, a social enterprise, which has 
enabled them to host creative organisations 
with a social purpose which might struggle to 
afford space at commercial rates.

Councils already have the country’s most 
successful cultural and creative institutions. 
Taken together, the UK’s 3,000 public libraries 
have the biggest reach of  any creative or 
cultural institution in the country. Libraries 
typically generate more than 200 million visits 
every year, attracting a diverse audience that 
do not always participate in arts and culture. 
They act as enablers and catalysts for wider 
cultural and creative enrichment. Across the 
country libraries have been are working with 
partners to facilitate innovative approaches 
to creative and cultural activities and events 
including:

•	 as venues for cultural and creative activities 
hosted by library staff  

•	 creative commissioning with arts 
and cultural professionals to inspire 
experimentation, proto-typing, piloting, 
taking risks and ‘trying things out’ 

•	 as cultural hubs and creative making 
spaces

•	 simulcasting high profile cultural 
experience in a central library that have 
been streamed or toured to a network  
of  smaller local libraries 

•	 using libraries as venues for creative 
leadership by empowering artists to  
lead and co-ordinate cultural events  
and activities. 

Even with their buildings closed during the 
lockdown, libraries were at the forefront of  
creative innovation, investing in e-books, 
curating online events and reaching out to 
new digital audiences.
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MINI CASE STUDY

A good example of  a creative use of  
libraries was a partnership with the BBC 
who carried out a major research project 
with libraries across the country, testing 
audience’s reaction to emerging Virtual 
Reality tech. The BBC needed venues 
that enabled them to rapidly consumer-
test editorial propositions with a wide user 
base at venues that would enable them 
to cut through the hype around the new 
technology. Libraries turned out to be ideal, 
they enabled a wide range of  audiences 
that don’t always engage with the BBC to 
take part. Because those audiences trusted 
the space that helped them engage with an 
unfamiliar technology.

Checklist questions:

	❑ Do you know if  you have under-used 
buildings that might be available to help 
your local creative economy?

	❑ Do you know what sort of  physical 
infrastructure or assets your local creative 
economy needs?

	❑ Have you rethought how you calculate  
the value generated by your buildings  
or other physical assets?

	❑ Have you thought about different  
ways of  managing your buildings  
or physical assets?

Others’ assets
Councils will already have relationships with 
local property developers, landlords and 
heritage bodies who own buildings and land 
and it will be important to work with them to 
make sure they are considering the needs of  
creative enterprises. 

An approach which can help both your local 
creative economy and property owners is the 
trend for ‘meanwhile spaces’, where vacant 
buildings or spaces are used for creative  
or cultural reasons whilst long-term plans  
are finalised. 

59	 www.local.gov.uk/topics/economic-growth/revitalising-town-centres-toolkit-councils

‘Meanwhile spaces’ can be available for as 
little as a few weeks or for as long as several 
years, depending on where the space is and 
who owns it. Uses of  ‘meanwhile spaces’ are 
very varied, from putting shipping containers 
on undeveloped land to make pop-up food or 
retail courts to the use of  empty lots in retail 
malls as temporary museums. 

By transforming dilapidated or difficult 
buildings into something that can be used 
for creative or cultural purposes for a very 
low cost ‘meanwhile use’ unlocks underused 
space for the benefit of  creative and cultural 
activity as well as facilitating community 
cohesion and enterprise. It is worth noting 
that shopfronts in town centres left empty by 
the impact of  COVID-19 could in some cases 
be repurposed to offer space for creative and 
cultural organisations. The LGA’s ‘Revitalising 
Town Centres’ toolkit for councils has been 
updated to include newly updated guidance 
on COVID-19 recovery planning and may also 
be helpful in supporting the revitalisation of  
high streets.59

Checklist questions:

	❑ Are you talking to property developers  
or building owners about how they  
might use their assets to help your  
local creative economy?

	❑ Are there ways in which vacant or under-
used buildings can be used to support 
your local creative economy?

Public realm
Councils have a leading role in placemaking, 
creating places that are prosperous and 
welcoming to the benefit of  both businesses 
and residents. They are also often the 
landlord or leaseholder for cultural and 
creative assets and other buildings. This 
gives councils a significant role in creating an 
environment that supports your local creative 
economy which, in turn, improves the places 
where residents live.

http://www.local.gov.uk/topics/economic-growth/revitalising-town-centres-toolkit-councils
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TOP TIP

“Think about the place-making 
value of  culture. Councils need to 
have places where people want  
to live and work. Place-making  
is as much about activities that 
give people pleasure as it is  
about nice buildings.”
Jon Morgan, CEO, Theatres Trust

Getting architects and other creative 
professionals on board at the beginning can 
lead to as much better imagined scheme. 
The LGA has recently been working with 
RIBA on the ‘Future Place’ programme60 an 
initiative designed to improve the potential of  
placemaking at a local level through quality 
in design, future thinking, and knowledge 
sharing. Involving an architectural practice 
in developing the masterplan has enabled 
Great Yarmouth Borough Council to develop 
a holistic scheme that identified and linked 
together four areas of  the town which serve 
different needs, including the local tourist 
economy, its status as England’s offshore 
energy capital, and residential and retail areas. 

Councils are also developing policies to deal 
with places where creative enterprises and 
freelancers have become victims of  their own 
success. Artists and creative practitioners are 
early adopters of  run-down areas, creating 
community wealth and becoming early agents 
of  regeneration. As property prices or rental 
values rise as a result, they can be priced out 
of  areas they have helped regenerate.

An approach to tackle this is the London 
Mayor’s Creative Enterprise Zones, which is now 
being adopted by councils across the country, 
including in the south-east and in Lincolnshire. 
Launched in 2017, the CEZs differ from a 
Business Enterprise Zone as they explicitly 
target the creative industries by focussing on 
creating affordable permanent workspaces, 
offering relevant skills and support, supporting 
the creative sector in local plans and policies 
and building supportive communities. 

60	 www.architecture.com/campaign/futureplace# 

Checklist questions:

	❑ Are there places where people in the local 
creative economy are being priced out of  
your locality?

	❑ Will the CEZ approach work for you?

	❑ Have you got an overarching plan about 
how the creative industries can help 
improve the public realm?

Digital – infrastructure  
and data
Good connectivity either via broadband or fast 
mobile networks is vital to your local creative 
economy. Because the sector is largely 
made up of  SMEs and freelancers, creative 
practitioners work flexibly, from home, from 
coffee shops, from flexible working spaces 
and even from their local park! They need to 
be online wherever and whenever they can 
be and need good connectivity to collaborate, 
create content and share large files.

Councils may need to do more to help the 
rollout of  digital connectivity in their areas. 
According to Ofcom, the rollout of  the fastest 
full-fibre broadband networks is speeding up, 
but still less than 10 per cent of  households 
in the UK can get it. About half  the country 
is capable of  being connected to ‘Ultrafast’ 
broadband (more than 300Mbps) with the rest 
connected to ‘Superfast’ (up to 24Mbps). But 
as the COVID-19 lockdown has shown, for 
many people ‘Superfast’ isn’t good enough to 
let them run uninterrupted video calls while 
working from home, especially of  more than 
one person in a household is online at the 
same time.

TOP TIP

“Just get on with it, people are 
inherently collaborative.”
Stuart Clarke, Leeds Digital Festival.

http://www.architecture.com/campaign/futureplace#
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Councils have a variety of  ways in which they 
can help broadband companies and mobile 
network operators (MNOs) speed up their 
network roll outs. As well as helping smooth 
street works by using barrier busting teams, 
councils can also help demonstrate demand 
which in turn helps companies make the 
investment cases they need. The LGA has 
a handbook which explores this in detail - A 
Councillor’s Guide to Digital Connectivity 
which is available on the LGA website.61 

Full-fibre broadband is necessary to enable 
the MNOs to roll out the latest 5G networks, 
which will offer enormous opportunities to 
the local creative economy. Councils have 
a role to play here thinking about how they 
can use 5G networks and the latest digital 
technologies such as internet-connected 
sensors to support their local creative 
economy. There may be opportunities to 
bid for money from government and other 
funds to stimulate opportunities in industries 
including film, TV and video games among 
others.

Councils may find it useful to look at the work 
of  the 5G Innovation network – which has a 
Creative Sector Working Group which looks 
at how 5G could radically disrupt the Creative 
Industries.62

Some councils are taking innovative 
approaches to using digital to support their 
local creative economy. As part of  the Rural 
and Industrial 5G competition Nottingham 
County Council are helping create cutting 
edge apps in Sherwood Forest that will 
transform the visitor experience, with Robin 
Hood telling the history of  the medieval 
forest via virtual and augmented reality on 
5G networks. In Bristol, the city council and 
the university created ‘Bristol Is Open’, a 
partnership funded by Department for Digital, 
Culture, Media & Sport (DCMS) which is 
setting up a research infrastructure across 
the city that will work out how software 
networks, the Internet of  Things (IoT) and big 
data can deliver better services to  residents, 
businesses, students & visitors. 

61	 www.local.gov.uk/councillors-guide-digital-connectivity-0
62	 https://uk5g.org/about/working-groups/creative-industries

In Brighton, the City Council has worked with 
local businesses to create the Brighton Digital 
Exchange in an under-used council building. 
They have created a cooperatively owned and 
run data centre, where member businesses 
can peer and collocate equipment from 
which they can provide services to Brighton 
businesses and the world.

Checklist questions:

	❑ Have you got an accurate map of  
connectivity in your area?

	❑ Are there creative enterprises or freelancers 
struggling with connectivity in not-spots?

	❑ How can Smart Cities and 5G 
technologies support local creative 
enterprises or freelancers?

	❑ How can local creative enterprises help 
you with digital innovation? Could you 
secure funding together?

Investment and funding
Investing in creativity and culture does more 
than just create jobs and deliver growth. It can 
deliver a wide range of  returns – including 
against health and wellbeing, social, and 
educational ambitions as well as delivering 
economic and financial benefits. Your local 
creative economy can provide compelling 
investment propositions which help you deliver 
against your civic outcomes and there are 
many different strategies that councils can 
deploy to help the creative sector financially.

Using council budgets
Councils are the biggest funders of  arts 
and culture in England. Even in an era of  
severely constrained budgets many councils 
continue to fund or part-fund arts and cultural 
organisations through project or ongoing 
grants. This provides a lifeline for many 
creative and cultural organisations and may 
offer provide a foundation that enables them 
to keep ticking over while they seek extra 
funding from other sources.

http://www.local.gov.uk/councillors-guide-digital-connectivity-0
https://uk5g.org/about/working-groups/creative-industries
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However, while there is value in providing 
start-up grants to organisations that are just 
getting off  the ground, some organisations do 
need ongoing funding. Some of  the details 
and constraints of  the way council budgets 
are constructed may need careful explanation. 
For instance, a creative organisation may not 
necessarily understand the difference between 
capital and revenue budgets and could be 
caught out if  they were looking for ongoing 
funding where the council is only giving a one-
off  grant from a capital budget.

Checklist questions:

	❑ Do you have any money in your budget for 
funding creative enterprises?

	❑ Are you using it for the best outcomes?

	❑ Are your funding opportunities open and 
transparent?

	❑ Have you recently re-evaluated your 
criteria for funding creative or cultural 
organisations?

Co-bidding for grants
Much of  the funding available to the creative 
sector comes via grants, loans or awards 
which have to be applied for on a competitive 
basis.

Often the turnaround time for these funding 
sources is tight and the bid process is 
demanding – both of  which make it hard for 
small creative enterprises to write effective 
bids. Councils can help enterprises and 
freelancers in their local creative economy 
to write draft bids which can be kept on 
file, ready to be worked up when a funding 
opportunity arises. 

Creative enterprises may need support in both 
the bid writing process itself  – access to data 
and help constructing the documents so they 
meet the terms of  the funding opportunity – or 
they may need funding to cover staff  costs 
while they go through the time-consuming 
process of  pulling the bids together.

See also the specific funding opportunities 
relating to national policies on page 23.

MINI CASE STUDY

Sheffield City Council has set up a 
partnership with the city’s universities which 
collaborates on bids for external funding. 
The University uses academics to write the 
reports based on data created by research 
students and their recently delivered bid to 
the High Street fund has been described as 
an exemplar by the Treasury. 

Checklist questions:

	❑ Do you have a list of  all the available 
funding sources for the sector?

	❑ Do you have an idea of  what projects in 
your area might need funding?

	❑ Are there people who can help your local 
creative enterprises write bids for money?

Collaborative Kent delivers 
creative cash
Kent County Council’s approach is a 
response to adversity. Following the 
financial crash of  2008 both the council 
and the county’s publicly funded cultural 
organisations started to think independently 
about how to cope with significant budget 
cuts. They realised they would benefit 
by combining council bureaucracy with 
creative energy and so formed the Cultural 
Transformation Board (CTB). The council 
initially took a formal role, forming the 
secretariat, establishing the terms of  
reference and convening and chairing 
meetings. The CTB is now sector-led, 
though the council still do the formal work 
and help shape discussions.

The CTB was just getting underway when 
the opportunity arose to bid for UK City 
of  Culture in 2013-14. This was the key 
moment that coalesced the vision, the bid 
planning got people working together and 
imagining the possibilities. Although they 
lost out to Hull, the process of  bidding 
created momentum and ambition. 

Now the CTB mainly acts as an incubator 
for creative projects in the county that are 
in need of  a boost, either creatively or 
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financially. Via the board, the council offers 
small amounts of  grant funding of  between 
£4,000 and £10,000 so that partners can 
work up collaborative bids so they are 
ready to be submitted when larger funding 
opportunities arise. Recently this model 
has proved successful with four schemes 
combining as a single project called 
‘Pioneering Places’ to win £1.5 million 
from the Great Places funds announced 
in the 2016 Cultural White Paper. Working 
together, the partners are delivering a multi-
site, polycentric placemaking project taking 
place across four towns and spanning four 
local authorities. The principle purpose 
is to show how contemporary artists and 
creatives can reimagine and animate 
historical sites that have lost their original 
purpose. As a result, four schemes are 
underway in East Kent:

1.	 In Canterbury, The Kit, a live museum 
and playhouse named after Elizabethan 
playwright Christopher Marlowe, offers 
creative facilities in a 12th century listed 
building.

2.	 Pioneering Places at Fort Burgoyne in 
Dover will open the Fort and its West 
Wing Battery to the public for the first 
time in its history.

3.	 Creative Folkestone is working with 
residents, artists, architects, historians 
and policy makers to re-imagine the 
abandoned and historically important 
former Gasworks site on Ship Street.

4.	 The Turner Contemporary Gallery have 
worked with 60 local schoolchildren 
to commission contemporary artist 
Conrad Shawcross to create an artwork 
for Ramsgate Harbour Ramsgate.

Learning from Pioneering Places is being 
used to influence national planning policy.

As well as helping attract £10 million 
in funding, The CTB has had a number 
of  intangible benefits. It has helped the 
council to develop the Kent Cultural 
Strategy that runs until 2027.63 

63	  www.kent.gov.uk/__data/assets/pdf_file/0016/13408/Kent-cultural-strategy.pdf 

The council has highlighted the role of  
culture to deliver outcomes identified 
in the Cultural Strategy, such as skills 
development, business growth, community 
wellbeing, placemaking, quality of  life and 
tackling loneliness. It is also feeding into 
statutory services in public health through 
strategic commissioning. It has also helped 
build strategic links into the local LEP, the 
South-East Creative Economy Network. 

The CTB succeeds because it is not 
fettered by bureaucracy. Board member 
Alistair Upton, the Chief  Executive of  
Creative Folkestone has coined the phrase 
‘Creative Ambiguity’, describing a sense 
of  responsibility among the members to 
work collaboratively to serve the group’s 
needs rather than representing the 
interests of  their own organisation. But 
all parties recognise more transparency 
is now required so that organisations to 
understand how they can join or progress 
within the organisation and a governance 
review is underway.

Creative Industries sub-sector:

•	 advertising

•	 architecture

•	 crafts

•	 design (product, graphic, fashion)

•	 film, TV, video, radio and photography

•	 publishing,

•	 museums, galleries and libraries

•	 music, performing and visual arts

•	 heritage

Council policy type used:

•	 local Industrial Strategy

•	 business Support

•	 developing skills and retaining talent

•	 attracting businesses and talent

•	 using council budgets

•	 co-bidding for grants

•	 inward investment

•	 convening power

•	 new organisational structures

•	 political leadership.

http://www.kent.gov.uk/__data/assets/pdf_file/0016/13408/Kent-cultural-strategy.pdf
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New funding models
Some parts of  the creative economy are 
not used to borrowing money to finance 
investment. It is much more used to grant 
funding so demand for repayable finance  
and the associated appetite for risk in  
some creative and most cultural  
organisations is limited.

Councils could think about new types of  
loan- based investments such as Corporate 
Social Venture Funds (CSVs) as proposed 
by the 2019 Cultural Cities Enquiry. This 
is an approach that both invests in and 
provides support for early-stage ventures. 
They achieve positive and sustainable social 
impact because they mix loan funding and 
business support. Financial returns can be 
either delivered to investors or put back into 
the fund, which provides a sustainable basis 
for delivering investment to social enterprises. 

What makes CSVs distinctive is that the 
businesses investing into the fund are closely 
involved in the administration of  the fund and 
mentor successful investees which gives 
them confidence the loans will be repaid.

Inward investment
Lots of  councils have dedicated teams 
working on persuading industry or investors 
to bring money into their areas – this is 
business as usual. But these sorts of  
approaches will need to recognise the nature 
of  your local creative economy if  they are to 
be a success. It will be necessary to ensure 
that inward investment teams understand the 
demands of  your local creative economy, how 
it works, how it’s set up, where the creative 
hubs are and so on if  they are to successfully 
attract inward investment. 

It’s important that when working to attract 
companies from outside the region to 
relocate, a council should make sure that it 
understands what companies already exist 
and ensure that they are not displaced by a 
new arrival.

64	  www.locateinkent.com 

Kent County Council commissions an arms-
length body, Locate In Kent64 to attract 
companies and inward investment into the 
county. They have ensured it understands the 
requirements of  its local creative economy 
and can provide impartial advice on skills 
training, funding, partnerships and the 
availability of  property. 

Checklist questions:

	❑ Does your local economy team know  
what investment the local creative 
economy needs?

	❑ Are you talking to creative enterprises  
and freelancers about why they need  
the investment?

	❑ Are you talking to creative enterprises and 
freelancers about what sort of  investment 
they are comfortable with?

	❑ Are you talking to sources of  finance to 
sell your local creative economy to them?

	❑ Do you have a programme designed 
to encourage creative enterprises and 
freelancers to move to your area?

	❑ Have you mapped your local creative 
clusters so outside companies know  
what local trading conditions are like?

Leading and convening
Councils are uniquely placed to provide 
local leadership and bring together key 
stakeholders in their locality. Enabling a co-
ordinated approach to support your local 
creative economy across all relevant public 
and private sector stakeholders can have 
multiple benefits. As well as raising levels of  
ambition, aligning investment and resource 
towards common goals, it can also ensure 
that the local creative and cultural offering is 
aligned with what local communities want.

Creating a clear common vision and plan 
can also unlock additional local resources 
– money, skills and property – for strategic 
creative and cultural projects, and also 
increase success in attracting additional 
external resources.

http://www.locateinkent.com/
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Providing leadership and creating networks 
will also directly help your local creative 
economy. SMEs and freelancers find it hard to 
network, which limits their ability to combine 
forces and generate the benefits of  scale. It 
also means they can struggle to engage with 
larger organisations or take on projects which 
require them to scale up.

TOP TIP

“It’s important to manage people’s 
expectations that the council’s 
role in supporting the creative 
industries is not about funding 
things but acting as the enabler. 
This must involve getting feedback 
from partners about how best the 
council can support them.”
Mark Wathen, Lead Specialist – Prosperity 
& Economic Development, Somerset West 
and Taunton.

Cornwall and the Isles of  Scilly 
– leading and collaborating in a 
rural region		
Cornwall is a rural region with a strong 
cultural identity and is rich in creativity and 
innovation. However, it has low productivity, 
it is the second poorest region in Northern 
Europe and relies heavily on tourism and EU 
funding. It does have a significant creative 
sector, but it is dispersed and largely made 
up of  freelancers and micro businesses. 
Although creating high quality work – the film 
‘Bait’ winning a BAFTA in 2020 – the sector 
faces challenges from low levels of  business 
skills and a lack of  access to finance.

There is strong leadership for the creative 
industries in both the council and the 
Cornwall and Isles of  Scilly LEP and 
a close effective working relationship 
between the two. The importance of  the 
sector is recognised in their strategies for 
growth – the LEP has creative industries as 
number one in its list of  10 opportunities. 

The council has combined creative 
industries and culture as a team within the 
Economic Growth Service, which means it 
is positioned to receive central government 
funds. This also enables the council to 
facilitate cross fertilisation and create joint 
projects to realise its strategic vision to be 
the leading rural creative economy.

The creative industries are seen as 
contributing not only to economic growth but 
also to other key policy areas such as health 
and wellbeing, place shaping and growing 
strong communities. To support the creative 
economy the council has invested in and 
leads the development of  a powerful digital 
infrastructure making it one of  the best-
connected rural regions in the UK.

The council’s interventions are designed to 
maximise impact with modest resources:

•	 Collaboration, cross sector leadership 
and partnership. Since signing an MOU 
with the LEP, Arts Council England, 
Heritage Lottery Fund and Historic 
England, Cornwall Council has invested 
£1 million into a range of  projects, 
leveraging £7.4 million of  external 
funding. It co-commissions with the LEP 
and works closely with its two HEIs. 

•	 Partnership projects such as the 
Cornwall Museums Partnership, 
and Falmouth University, use Cornwall’s 
digital infrastructure, skills, and 
distinctive heritage to benefit of  the 
local economy. Officers support projects 
like wAVE, an immersive experience 
in museums, funded by the Coastal 
Communities Fund.

•	 Investments/funding. The council 
stimulates new initiatives such as Screen 
Cornwall, designed to be a catalyst for 
the development of  the screen (film, TV, 
games & interactive) sector – supported 
by both the LEP and Cornwall Council, 
with seed funding providing resource 
to help local talent leverage funds from 
institutions such as the BBC and BFI, 
as well as attracting production into the 
region. 
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•	 Research and development. The council 
is supporting R&D in developing of  
high-quality innovative projects. Before 
inviting full applications for grants for 
projects to celebrate the Ordinalia, 
Cornwall’s homecoming of  the medieval 
mystery plays, the Council funded R&D 
applications which resulted in higher 
quality bids to the project.

•	 Skills & business support. To support 
the infrastructure, particularly for sole 
traders and micro businesses, the 
council is providing seed funding for 
projects like Cultivator, a bespoke skills 
programme for the creative sector.

•	 Places & spaces. The council is 
developing workspaces that help both 
place shaping and economic growth, 
such as Krowji in Redruth. Cornwall’s 
largest creative hub provides studios 
and workspaces for a wide range of  
over 200 creative practitioners. Money 
from several sources is funding the ‘Hall 
for Cornwall’, a state-of-the-art theatre 
and a collaborative workspace for a new 
digital cluster. Its estimated it will create 
165 jobs and will add £35.6 million to 
Cornwall’s economy.

Through these interventions Cornwall 
Council is:

•	 raising the ambition and capacity of  the 
sector locally

•	 raising the skills level, particularly 
business skills and R&D

•	 helping the sector to develop networks, 
new partnerships and collaborate 
effectively

•	 raising its profile nationally as a leader 
for the development of  the creative rural 
economy.

•	 Keywords	

•	 Creative Industries sub-sector: 

•	 film & TV

•	 games

•	 Createch

•	 design 

•	 crafts

•	 arts & culture

•	 heritage 

Council Policy type used:

•	 local Industrial Strategy

•	 public Health, wellbeing and social care

•	 education

•	 regeneration and your local plan

•	 business support

•	 developing skills and retaining talent 
attracting businesses and talent

•	 digital – Infrastructure and data

•	 co-bidding for grants

•	 new funding models

•	 inward investment

•	 convening power

•	 new organisational structures

•	 political leadership

Advocacy
A local council can have a key role 
advocating on behalf  of  enterprises in 
their local creative economy. This can take 
two forms – helping creative enterprises 
engage with both local communities and 
with funders and policy bodies. This will help 
local communities understand the purpose 
of  the local creative economy as well as 
encouraging funders to invest in it. Having 
appropriate representation on groups such 
as the Health and Wellbeing Board and the 
LEP can ensure that the role the cultural 
and creative sector plays in the health and 
economic wellbeing of  a community can be 
communicated at a strategic level.

The dialogue should also flow in the 
opposite direction and councils should help 
communicate the needs of  local communities 
to enterprises in their local creative economy. 
This will help them understand their needs 
and how to prioritise their work so that it is 
attractive to those communities.
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Many cultural and creative organisations 
will have governance bodies. Councillors or 
officers can become trustees, governors or 
delegates on these bodies – this enables 
for councils to gain an understanding of  
what these organisations need and enables 
councils to speak up on their behalf. Though 
it should be clear what role councillors are 
playing when they do this.

TOP TIP

“Familiarise yourself  with who’s 
operating in your area and create 
a means for communicating 
with them and understand how 
they might be useful. Apply 
imagination to the problem.”
Charlotte Jones, Chief Executive, 
Independent Theatre Council.

Checklist questions:

	❑ Are elected members on all the local 
governance or boards they should be?

	❑ Are you speaking up for the creative 
economy on all the right forums?

	❑ Can you set up mechanisms so that 
creative enterprises can talk to people in 
your local communities?

	❑ Can you help enterprises in your local 
creative economy shape their message so 
it suits the needs of  funders?

Convening power
Similarly, a council’s convening power can 
be a very useful tool for supporting its local 
creative economy. A council is uniquely 
placed to set up working or stakeholder 
groups to bring together representatives from 
the creative and cultural sectors to network 
and support each other. They can also 
provide vehicles for bidding for money from a 
variety of  sources.

65	 https://sheffieldcreativeguild.com 

There are many examples of  councils doing 
this well. In Sheffield the City Council has set 
up several different bodies to serve different 
purposes. Their bid for City of  Culture 2013 
created the impetus for the Sheffield Cultural 
Consortium, an idea borrowed from Liverpool, 
which is a monthly meeting of  people that 
reflects the range of  cultural and creative 
activity in the city. It aims to provide strategic 
leadership for the creative industries. 
Together the council and the Sheffield Culture 
Consortium created the Sheffield Creative 
Guild,65 a membership organisation that any 
creative practitioner in the city can join, which 
is designed to help people who work from 
home. The guild has a web-based tool that 
helps micro-industries to collaborate and 
grow by offering skills sharing, time-banking 
and social collaboration. Initially set up with 
Arts Council England funding it’s now run 
through membership fees and grants from 
Sheffield City Council and Sheffield Hallam 
University. 

TOP TIP

“Collaborate with confidence 
– be sure of  your facts and be 
confident of  what the sector can 
achieve. When funding comes 
online be clear of  the outcomes 
who want to achieve around 
growth, skills and community 
cohesion. Get everyone talking in 
a shared language about shared 
outcomes.”
Tony Witton, Culture and Creative Economy 
Manager. Kent County Council.

Checklist questions:

	❑ Do you know who all the key players in 
your local creative economy are?

	❑ Have you got them around a table?

	❑ Have you set up mechanisms to 
encourage enterprises in your local 
creative economy to collaborate with  
one another?

https://sheffieldcreativeguild.com/
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Engagement and 
consultation
With everything that councils do, engagement 
and consultations with local residents 
and stakeholders must be baked into any 
interventions on supporting your local creative 
economy. You should think about approaches 
like co-designing projects to ensure that 
they meet the needs of  local people and are 
relevant – especially to meet the needs of  
diverse audiences and communities.

However, this is an area where the council 
can get input from the creative industries 
to help them experiment with new forms or 
engagement – after all this is meat and drink 
to them!

TOP TIP

“Although the investment in 
Auckland Castle will boost tourism 
it’s important that the community 
realises it benefits them as well. 
They need to feel that the town 
centre belongs to them, not just to 
the tourists.”
David Anderson, Town Clerk, Bishop 
Auckland Town Council.

Checklist questions:

	❑ Are you articulating the benefits of  
supporting the local creative economy to 
your residents and involving them in co-
designing ways of  doing that? 

	❑ Have you thought about how you can 
involve enterprises in your local creative 
economy in helping you engage and 
consult with residents more effectively?

New organisational 
structures
As this section has shown, councils can 
support the creative industries very effectively 
by bringing people together. Across the 
country there are lots of  examples of  councils 

working with other bodies to set up all sorts of  
different approaches such as working groups, 
task forces and partnerships.

TOP TIP

“Relationships are everything. 
If  people like working with you, 
things will happen.”
Rebecca Maddox, Head of Business 
Development (Culture), Sheffield City 
Council.

These arrangements will need to vary to 
meet the needs of  each council’s local area. 
Councils should be considering working with 
representatives of  local creative enterprises, 
public and private, big and small, HEIs, 
third sector organisations and other publicly 
funded organisations like LEPs.

An emerging model is that of  ‘Cultural 
Compacts’, a product of  the 2019 Cultural 
Cities Enquiry report from Core Cities and 
other partners. The model is well defined 
and can be implemented in areas other than 
cities. The idea is to develop a holistic vision 
for culture by developing creative and digital 
clusters, drawing up local skills strategies 
and incorporating the requirements of  other 
areas such as tourism, health and other local 
priorities. Cultural Compacts should have 
a distinctive and locally agreed purpose 
and include a locally defined range of  
stakeholders who should define a business 
plan that delivers their agreed priorities.

Other approaches include more discrete 
partnerships. Sheffield City Council runs 
a partnership delivery team with the city’s 
universities which applies for external money 
and has commissioned research reports 
on creativity in the city. Leeds City Council 
has worked with the local LEP to set up a 
range of  panels which bring together private 
sector experts and leaders from business 
and the public sector partly as they realised 
that creatives in broadcasting needed to be 
encouraged to talk to each other as ‘Indies’ 
(the broadcasting term for small companies) 
vary widely in size from SMEs to one-man 
bands. In Bishop Auckland the town council 
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created the town team in 2012 to apply for 
money made available to revitalise High 
Streets after the Mary Portas review in 2011. 
It’s recently been revived as a result of  the 
investment in the Bishop’s Palace and the 
arrival of  the Kynan festival.

TOP TIP

“Think about partnerships within 
the broader sub-region - eg 
Morecambe Bay bringing in 
Lancaster Uni, Cornwall involving 
Plymouth. Where you locate 
culture and creative industries 
within an LA does matter – 
it’s the policy driver rather 
than the access to resources 
elsewhere which is most 
important, eg a reporting line to 
the Cabinet Member for Economic 
Development (if  that is the policy 
driver).” 
Paul Bristow, Director of Strategic 
Partnerships, Arts Council England.

Some councils are also working with 
stakeholders from outside their immediate 
area. In 2018 Cornwall Council signed a 
ground-breaking MoU66 with the LEP, Arts 
Council England, Heritage Lottery Fund 
and Historic England, bringing together key 
funders of  the sector to operate in partnership.

Marching to the same beat, 
partnerships to support the 
creative industries in Sunderland
Sunderland has long had a vibrant music 
scene. It’s the home of  critically acclaimed 
bands like Field Music and Frankie and the 
Heartstrings who exemplify Sunderland’s 
independent creative sector. Both 
collaborate with other artists across many 
different artforms (Frankie and the 

66	  www.artscouncil.org.uk/news-and-announcements/historic-mou-signed-cornwall

Heartstrings even opened the city’s popular 
‘Pop Recs’ music shop/gallery/café/venue) 
but neither band have seen commercial 
success match their creative reputation. 

They illustrate that, like the rest of  the 
north-east, while the city’s creative sector 
is growing fast, it’s starting from a low 
base. Sunderland’s reputation is often 
overshadowed by its neighbours to the 
north on the River Tyne. But Sunderland 
City Council now wants the creative 
excellence of  its residents to get the 
recognition it deserves.

The city’s work on supporting its creative 
industries was refocused and reframed by 
its bid to become the UK City of  Culture 
in 2021. The decision to bid kickstarted a 
wide-ranging consultation on the role that 
culture and the creative industries could 
play in Sunderland - looking at how the 
creative industries could support young 
people, connect communities and also 
what the city could do to support creative 
industries. Although Sunderland lost out to 
Coventry the process has proved to be a 
catalyst for a more enduring approach.

The bid was created by a partnership 
between the council, Sunderland University 
and a business-led charity, the Sunderland 
Music, Arts and Culture Trust. The 
partnership then decided that the best 
way to deliver their vision was to set up an 
independent organisation - Sunderland 
Culture. This both operates cultural venues 
across the city and commissions and 
develops cultural projects. The council 
has continued to be an active member of  
Sunderland Culture and has two seats on 
the board.

Sunderland Culture’s work to support the 
creative industries is being delivered by the 
‘Unlock The City’ programme, developed 
in partnership with the City Council, North 
East Business and Innovation Centre 
(BIC), Digital Catapult North East, and 
Sunderland BME Network. This has two 
strands, developing the spaces that 

http://www.artscouncil.org.uk/news-and-announcements/historic-mou-signed-cornwall
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creative industries need and providing 
business support and skills development 
programmes.

To create workspaces, Sunderland Culture 
is helping to open up and revitalise 
out-of-use historic buildings in the city 
centre. Four buildings within Sunderland’s 
Heritage Action Zone: Mackie’s Corner 
and Mackie’s Workshop, The Athenaeum 
and 170-175 High Street West will become 
vibrant spaces for artists and creative 
practitioners.  At the Athenaeum on Fawcett 
St, Sunderland Culture has worked with 
Breeze Creatives to create art gallery and 
studio spaces while work started in early 
2020 to create a new home for Pop Recs  
at the listed buildings at 170-175 High 
Street West.

The skills programme recognises that 
the needs of  the creative industries are 
different to those in other sectors. SMEs 
are often so focused on their own projects 
that they don’t have time to network with 
their peers, even those in neighbouring 
buildings. They also often find large 
organisations hard to penetrate. To tackle 
this, Sunderland Culture is putting on 
workshops, creating mentoring and  
one-to-one sessions and convening peer 
to peer networks to help creative SMEs 
connect both with each other and with 
larger organisations. 

Like any city, Sunderland has a wide range 
of  agencies and organisations offering 
support. By bringing together the NE BIC, 
Sunderland Software City, the City Council 
and Sunderland Culture this complex 
landscape has been made easier for artists 
and creative businesses to navigate.

Sunderland Culture say the response 
to their training offer shows there is an 
appetite for creative businesses to invest  
in their own development. Since being  
set up they have engaged with over 200 
artists and creative businesses, raised £5 
million in grants and awards and attracted 
more than 2 million visitors to venues and 
city programmes.

Creative Industries sub-sector:

•	 Crafts

•	 Design (product, graphic, fashion)

•	 IT, software and computer services

•	 Museums, galleries and libraries

•	 Music, performing and visual arts

•	 Heritage

Council Policy type used:

•	 Local Industrial Strategy

•	 Public Health, Wellbeing and Social care

•	 Regeneration and your local plan

•	 Business support

•	 Developing skills and retaining talent

•	 Attracting businesses and talent

•	 Councils assets

•	 Others’ assets

•	 Public realm

•	 Inward investment

•	 Convening power

•	 New organisational structures

•	 Political leadership

Political leadership
Supporting your local creative economy 
has one thing in common with everything 
else a council does, it needs support from 
elected members – not only from backbench 
members who represent wards where 
creative and cultural institutions are situated, 
but also from the cabinet or committee 
chairs (depending on how your council 
is organised). As all the case studies and 
examples of  best practice in this handbook 
have shown councils have been able to take 
action where senior political leaders are 
involved or have responsibility for creative 
industries and culture. In Leeds, the City 
Council Leader, Cllr Judith Blake is the 
Executive Member for Economy and Culture. 
In Waltham Forest, the Leader, Cllr Clare 
Coghill has responsibility for ‘Promoting 
and building links with arts organisations. In 
Cornwall County Council the cabinet contains 
a Portfolio holder for Culture, Economy and 
Planning, currently Cllr Bob Egerton.



56          Creative places Supporting your local creative economy

TOP TIP

““Political backing is crucial, the 
Creative Enterprise Zones policy 
came out of  the Mayor making 
culture and creative industries a 
top priority for his administration.”
Amanda Decker, Senior Programme 
Manager, Creative Enterprise Zones, GLA.

Working with the council
As this handbook has shown, the creative 
economy is mostly made up of  SMEs or 
freelancers who may find it hard to work 
out who is the right person to talk to at their 
local council. To get the best out of  the 
enterprises and freelancers in your local 
creative economy you will need to make it 
easy for them to work with you. Councils can 
be hard for external organisations to navigate, 
especially when they have an automated 
switchboard and a complicated website that 
doesn’t list officers’ direct phone numbers or 
email addresses.

Councils should also consider who is best 
placed to lead on working with their local 
creative enterprises. Often these relationships 
will sit with arts and culture teams, but it may 
be that officers in regeneration, business 
improvement or economic development teams 
that are better placed to lead this sort of  work. 
Whoever takes the lead on this, they should be 
talking to arts and culture colleagues.

In Leeds, the council supports Music:Leeds, 
an organisation designed to be a single 
centralised point of  contact to help musicians 
navigate the council, as their needs cut 
across many council departments such as 
skills, culture and economic development. 
Music:Leeds also helps deal with a different 
issue - that council boundaries may not 
mimic cultural boundaries - so they liaise with 
councils in Leeds, Wakefield, Bradford and 
other nearby boroughs to ensure that cross 
border issues can be resolved.

67	 www.itc-arts.org/resources/cultural-commissioning/cultural-commissioning.
68	 www.ncvo.org.uk/practical-support/information/public-services/cultural-commissioning-programme.

TOP TIP

“Try and understand the systems 
and departments in place and 
make sure you’re speaking to the 
right person. Understand that 
artists are entrepreneurs and  
that may not be the priority of  
cultural teams.”
whiskas, Director, Music:Leeds.

Many organisations in your local creative 
economy are actively looking for ways to 
help councils deliver their statutory duties. If  
councils want to get take advantage of  their 
creativity then they may need to rethink the 
way they commission and procure services. 
Complex procurement processes are very 
hard for small organisations to respond to,  
so they may not bother putting in the effort  
to respond to a lengthy ITT. 

The Independent Theatre Council says 
councils need to value small scale innovative 
projects and understand that while creative 
organisations can deliver bespoke services, 
often they don’t have the scale to cover a 
whole borough. Their 

website contains an information exchange on 
cultural commissioning and links to a series 
of  guides and case studies.67  Similar guides 
can be found at the National Council for 
Voluntary Organisations website.68 

Checklist:

	❑ Is it easy for smaller creative organisations 
to find out who to talk to at the council?

	❑ Have you thought about who in the council 
should be responsible for working with 
creative industries?

	❑ Have you thought about how you 
commission work from creative and 
cultural organisations? Is it easy?

	❑ Are you working with your neighbours to 
commission creative or cultural services 
that cut across council boundaries?

http://www.itc-arts.org/resources/cultural-commissioning/cultural-commissioning
http://www.ncvo.org.uk/practical-support/information/public-services/cultural-commissioning-programme
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Conclusion

Your local creative industries – and wider 
creative economy – can be the cornerstone 
of  recovery for your communities and local 
economy from the impacts of  COVID-19. 
They both need to be integrated into your 
wider economic, social and environmental 
strategies – and linked across to other key 
agendas such as health and wellbeing.

The creative economy in your area is an 
ecosystem of  commercial businesses, social 
enterprises and other non-profit organisations 
and activities in the third and public sector. 
The arts, culture and heritage sectors are 
an important part of  this creative economy – 
and contribute to economic as well as social 
impacts. The for-profit parts of  your local 
creative economy can also deliver social 
change as well as straightforward economic 
benefits through inclusive or ‘good’  
growth agendas.

It is only through aligning your goals with 
others locally – and aligning your goals with 
national and international trends and policy 
– that your local actions will have significant 
impact. Although this takes effort, you will 
then find you will as a consequence have 
access to additional expertise, research, 
funding and partners. Complex problems 
require such grand alliances. 

The global nature of  creativity, culture, digital 
technologies, research and innovation mean 
that local and regional governments have as 
big a role to play in delivering on the global 
challenges to humanity and the environment 
as do national ones.

Local leaders and policymakers have a 
unique perspective of  viewing the creative 
economy through place – and the particular 
needs and assets of  their local communities 
and enterprises. Now is the time to use  
this and all the levers at your disposal 
including your convening power enable 
creativity, culture and digital work together  
to bounce forwards towards a better society 
and economy.
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Appendix 1 – sector bodies 
and trade associations

Subsector Sector bodies and trade 
associations

Website

All creative 

sub-sectors

Creative Industries Federation www.creativeindustriesfederation.com/
contact 

Creative England www.creativeengland.co.uk 

Creative Industries Council www.gov.uk/government/groups/
creative-industries-council

Creative & Cultural Skills www.ccskills.org.uk

Advertising Institute of  Practitioners in Advertising ipa.co.uk

Interactive Advertising Bureau www.iabuk.com

British Design and Art Direction 
(D&AD)

www.dandad.org

Architecture Royal Institute of  British Architecture 
(RIBA) 

www.architecture.com

Forum for the Built Environment fbeonline.co.uk

Landscape Institute www.landscapeinstitute.org

Arts & 
Culture

Heritage Alliance www.theheritagealliance.org.uk

Association of  Independent Museums 
(AIM)

www.aim-museums.co.uk

UK Theatre uktheatre.org

Association of  Leading Visitor 
Attractions

www.alva.org.uk/index.cfm

Culture, Health & Wellbeing Alliance www.culturehealthandwellbeing.org.uk

Cultural Learning Alliance https://culturallearningalliance.org.uk

Arts Council England www.artscouncil.org.uk 

National Lottery Heritage Fund www.heritagefund.org.uk 

Historic England https://historicengland.org.uk

Crafts Crafts Council www.craftscouncil.org.uk

Design Nation designnation.co.uk

Heritage Crafts Association heritagecrafts.org.uk

http://www.creativeindustriesfederation.com/contact
http://www.creativeindustriesfederation.com/contact
http://www.creativeengland.co.uk/
http://www.gov.uk/government/groups/creative-industries-council
http://www.gov.uk/government/groups/creative-industries-council
http://www.ccskills.org.uk/
http://ipa.co.uk/
http://www.iabuk.com/
http://www.dandad.org/
http://www.architecture.com/
http://fbeonline.co.uk/
http://www.theheritagealliance.org.uk/
http://www.aim-museums.co.uk/
http://uktheatre.org/
http://www.alva.org.uk/index.cfm
http://www.culturehealthandwellbeing.org.uk/
https://culturallearningalliance.org.uk/
http://www.artscouncil.org.uk/
http://www.heritagefund.org.uk/
https://historicengland.org.uk/
http://www.craftscouncil.org.uk/
http://designnation.co.uk/
http://heritagecrafts.org.uk/
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Subsector Sector bodies and trade 
associations

Website

Createch Tech UK www.techuk.org

British Interactive Media Association bima.co.uk

Design Design Council www.designcouncil.org.uk

Design Business Association www.dba.org.uk

British Institute of  Interior Design biid.org.uk

…and many others www.dexigner.com/directory/loc/
United-Kingdom/Organizations

Fashion British Fashion Council www.britishfashioncouncil.org.uk 

UK Fashion & Textile Association www.ukft.org

Games UK Interactive Entertainment (UKIE) ukie.info

Independent Games Developers 
Association (TIGA)

tiga.org

Music UK Music www.ukmusic.org

…and many others www.musictank.co.uk/resources/key-
industry-bodies

Publishing Publishers Association www.publishers.org.uk

British Educational Suppliers 
Association (BESA)

www.besa.org.uk

Association of  Online Publishing www.ukaop.org

News Media Association www.newsmediauk.org

TV & Film British Film Institute (BFI) www.bfi.org.uk

Producers Alliance for Cinema & 
Television (PACT)

www.pact.co.uk

Film Distributors Association www.launchingfilms.com

UK Cinema Association www.cinemauk.org.uk

http://www.designcouncil.org.uk/
http://www.dba.org.uk/
http://biid.org.uk/
http://www.dexigner.com/directory/loc/United-Kingdom/Organizations
http://www.dexigner.com/directory/loc/United-Kingdom/Organizations
http://www.britishfashioncouncil.org.uk/
http://www.ukft.org/
http://ukie.info/
http://tiga.org/
http://www.ukmusic.org/
http://www.musictank.co.uk/resources/key-industry-bodies
http://www.musictank.co.uk/resources/key-industry-bodies
http://www.publishers.org.uk/
http://www.besa.org.uk/
http://www.ukaop.org/
http://www.newsmediauk.org/
http://www.bfi.org.uk/
http://www.pact.co.uk/
http://www.launchingfilms.com/
http://www.cinemauk.org.uk/
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Appendix 2 – consultees

Organisation  Person consulted  Job title 

Leeds City Council  Pam Johnson  Principal Officer for Culture and Sport  

Leeds City Council  Safiya Laher  Chief  Officer Economic Development 

Leeds City Council  Gareth Read  Economic Development Manager 

Kent County Council  Tony Witton  Culture and Creative Economy Manager 

Sheffield City Council  Rebecca Maddox  Head of  Business Development (Culture) 

Sheffield University  Vanessa Toulmin  Director of  City & Culture  

Bristol City Council  Jon Finch  Head of  Culture and Creative Industries 

The Auckland Project  Liz Fraser  Director of  Curatorial and Engagement 

Bishop Auckland Town 
Council 

David Anderson  Town Clerk 

Durham County Council  Chris Myers  Regeneration Projects Manager 

Locate in Kent  Anita Glover  Marketing Manager 

Kirklees Council  Robin Widdowson  Senior Creative Sector Development 
Officer 

Independent Theatre 
Council 

Charlotte Jones  Chief  Executive 

Music:Leeds  whiskas  
(Samuel Nicholls)

Director 

Leeds Digital Festival  Stuart Clarke  Festival Director 

Warwick District Council  Ellie Hirons  Project Officer, Cultural Services 

Warwick District Council  Guy Collier  Programme Manager Town Centres  
Development Services 

Greater London Authority  Amanda Decker  Senior Programme Manager, Creative 
Enterprise Zones 

BBC  Zillah Watson  (Former) BBC Commissioning Editor  
for Virtual Reality 

UK Music  Tom Kiehl  Deputy CEO 

Theatres Trust  Jon Morgan  CEO 
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Organisation  Person consulted  Job title 

West of  England 
Combined Authority 

Nona Hunter  Creative Scale Up – Programme Manager 

Sunderland Culture  Rebecca Ball  Creative Director 

Cheshire East  Amy Lewis   Cultural Economy Development Manager  

West Midlands Combined 
Authority 

Fiona Latter  Creative Enterprise Scale Up Programme 
Lead 

Somerset West and 
Taunton 

Mark Wathen  Lead Specialist – Prosperity & Economic 
Development 

Creative England  Jim Farmery  Head of  Partnerships 

Arts Council  Paul Bristow  Director of  Strategic Partnerships at Arts 
Council England 

UK Cinema Association  Phil Clapp  Chief  Executive 

Edinburgh Fringe  Lyndsey Jackson  CEO 

Crafts Council  Rosy Greenlees  Director 

Guildford Borough Council  Chris Stanton Policy Officer – Economy and Innovation  

Guildford Borough Council  Chris Burchell  Local Economy Manager

Historic England  Ian Morrison  Director of  Policy & Evidence 

Department for Digital 
Culture Media & Sport 

Ian Rimington  Senior Policy Advisor, Place and Creative 
Economy 

Association of  Leading 
Visitor Attractions (ALVA) 

Bernard Donoghue  Director 

Creative Industries Policy 
and Evidence Centre 

Eliza Easton  Head of  Policy Unit 

Nesta  John Davies  Economic Research Fellow Creative  
and Digital Economy 

Mayor’s Office London  John Newbigin 
OBE 

Chair Cultural Strategy Group/
Ambassador for Creative Industries 

UK Screen Alliance and 
Creative Industries Council 

Neil Hatton  CEO 

Cornwall Council  Tamzyn Smith  Principal Lead Culture and Creative 
Industries 

Cornwall Council  Lea Guzzo   Senior Culture and Creative Industries 
Officer 

Sunderland Culture Laura Brewis Artist Development and Creative 
Industries Producer

Waltham Forest Borough 
Council 

Cllr Clare Coghill  Leader 
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Organisation  Person consulted  Job title 
Lincolnshire County 
Council

James Sharples  Business Transformation Manager 

Somerset West and 
Taunton 

Cllr Benet Allen  Deputy Leader and Portfolio Holder for 
Communications and Culture 

London Borough of  
Hackney 

Cllr Guy Nicholson  Cabinet Member for Planning, Culture  
and Inclusive Economy 

Creative Industries Policy 
and Evidence Centre  

Claudia Burger  Insights Manager 

Heritage Alliance  Hannah Shimko   Head of  Policy Unit 

British Fashion Council   Judith Rosser-
Davies 

Head of  Government Relations  
& Education 

The Association for 
Interactive Entertainment 
(UKIE) 

Daniel Wood  COO 

Sunderland City Council  Catherine Auld  Asst Economic Director 
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Appendix3 – international 
policy and research resources

Source Useful policy or research Key points

UN Sustainable Development 
Goals

The SDGs are an internationally agreed 
framework which interlinks social and 
economic impacts – decent work, 
environmental sustainability etc – which 
you can use to understand and measure 
the benefits of  your local creative economy, 
against international comparators

https://sustainabledevelopment.un.org

UNCTAD69 Trade generally including 
trends in International Trade 
in Creative Services

Strong growth at “intersection of  culture, 
technology, business and innovation”

“Creative services expanding alongside the 
digital... economies… heavily enmeshed 
with emerging e-commerce activity”

https://unctad.org/en/pages/PublicationWebflyer.aspx?publicationid=2328

UNESCO World Heritage sites World Heritage site designations can 
contribute to local visitor economy

https://whc.unesco.org/en/interactive-map

https://whc.unesco.org/en/socio-economic-impacts

UNESCO Generally, social and cultural 
benefits of  arts, culture and 
heritage

Museums’ contribution to 
creative economy 

UK is a signatory to the 2005 Convention 
for the Protection and Promotion of  the 
Diversity of  Cultural Expressions

‘Inclusive growth’ as a key concept and 
cultural heritage’s contribution to it

https://en.unesco.org/creativity/sites/creativity/files/periodic_reports/old/uk_report_
ownformat_uk_2012_0.pdf  

https://en.unesco.org/creativity/sites/creativity/files/cultural_times._the_first_global_map_of_
cultural_and_creative_industries.pdf  

https://unesdoc.unesco.org/ark:/48223/pf0000371549  https://en.unesco.org/creativity/sites/
creativity/files/ifcd_2017_en_final_web.pdf  

UK National 
Commission for 
UNESCO

UNESCO policy or research 
– wider UN policies relating 
to creative economy, cultural 
policy, education

They can support applications for World 
Heritage, Intangible Heritage and other 
designations

www.unesco.org.uk

69	 The United Nations Conference on Trade and Development, which despite its name is a permanently constituted body within the UN

https://sustainabledevelopment.un.org/
https://unctad.org/en/pages/PublicationWebflyer.aspx?publicationid=2328
https://whc.unesco.org/en/interactive-map
https://whc.unesco.org/en/socio-economic-impacts
https://en.unesco.org/creativity/sites/creativity/files/periodic_reports/old/uk_report_ownformat_uk_2012_0.pdf
https://en.unesco.org/creativity/sites/creativity/files/periodic_reports/old/uk_report_ownformat_uk_2012_0.pdf
https://en.unesco.org/creativity/sites/creativity/files/cultural_times._the_first_global_map_of_cultural_and_creative_industries.pdf
https://en.unesco.org/creativity/sites/creativity/files/cultural_times._the_first_global_map_of_cultural_and_creative_industries.pdf
https://unesdoc.unesco.org/ark:/48223/pf0000371549  https://en.unesco.org/creativity/sites/creativity/files/ifcd_2017_en_final_web.pdf
https://unesdoc.unesco.org/ark:/48223/pf0000371549  https://en.unesco.org/creativity/sites/creativity/files/ifcd_2017_en_final_web.pdf
http://www.unesco.org.uk/
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Source Useful policy or research Key points

The Organisation 
for Economic 
Co-operation 
and 
Development 
(OECD) have 

Place-based development 
including tourism, better 
quality jobs, innovation and 
SMEs

Policy and statistics for  
‘sub-national’ governments

Specialised business support needed  
to fit creative enterprises and freelancers 

Innovation in public and private finance

Centre for Entrepreneurship, SMEs, 
Regions and Cities 

Cultural and Creative Sectors and Local 
Development project

www.oecd.org/  http://www.oecd.org/CFE

www.oecd.org/cfe/regional-policy/subnational-finance.htm 

www.oecd.org/cfe/leed/2018-SACCI-Handbook.pdf

World Intellectual 
Property 
Organisation 
(WIPO)

IP protection and monetization in the 
publishing, games and film industries

Impact of  ‘fourth industrial revolution’ of  
digital technologies on creative enterprises 
that rely on a range of  IP to underpin their 
business models.

www.wipo.int/publications/en/details.jsp?id=4166 

www.wipo.int/meetings/en/details.jsp?meeting_id=49006

European Union European wide statistics on 
the creative economy

Creative Europe funding 
and collaborative initiatives 
programme

Agenda and Work Plan for 
Culture

Digital single market

Horizon R&D investment and 
other innovation policy

Programmes for SMEs, 
entrepreneurship, IP and 
financing

Future of  work studies 
and creativity in education 
policies and programmes

Historically the UK has been a significant 
beneficiary of  EU funding programmes 
and has influenced policy in the creative 
economy, culture, innovation, digital and 
enterprise

Whatever our future relationship, local 
creative economies will continue to be 
interwoven with the EU creative economy 
– and local creative economic and social 
strategy will need to take trends, research 
and policy at a European level into account

https://ec.europa.eu/culture/policy/cultural-creative-industries_en

http://www.oecd.org/  http://www.oecd.org/CFE
http://www.oecd.org/cfe/regional-policy/subnational-finance.htm
http://www.oecd.org/cfe/regional-policy/subnational-finance.htm
http://www.oecd.org/cfe/leed/2018-SACCI-Handbook.pdf
http://www.wipo.int/publications/en/details.jsp?id=4166
http://www.wipo.int/meetings/en/details.jsp?meeting_id=49006
https://ec.europa.eu/culture/policy/cultural-creative-industries_en
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	regrowth of the creative sector in the City specifically. 

	• Lay the foundations for the future Smithfield vision 
	– Bringing creative businesses into the City provides a powerful opportunity to support longer-term strategies and thinking around the future of the Smithfield area at the heart of Culture Mile. Every aspect of the initiatives undertaken now should be conceived so they make the maximum contribution to the long-term vision, cementing the area as a place where there is creative energy. The City Corporation’s Markets Co-location Programme has the potential to be a critical pillar in achieving this goal. 
	by a central hub and meeting space, fostering new relationships between creative practitioners and established City professionals. This could potentially be hosted in the Smithfield area, as part of the Market’s Co-location Programme’s plans for the future of its existing market locations. Short-term elements of the project should feed into longer-term strategies being developed by the City. Opportunities should be explored to collaborate with other London boroughs, to build a pipeline of talented individua


	Artist Commission - New Skills 
	Artist Commission - New Skills 
	Figure
	Catherine Yass is a Turner Prize-shortlisted English artist, who is known for her wall-mounted lightboxes. Her work responds to the theme of ‘New Skills’. 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	conceptions on the skills thought to be needed/who should be recruited to particular sectors, real structural change is more likely to be achieved. There is an opportunity to work alongside the Mayor of London’s programmes in development to increase representation in the creative sector. 
	15

	• Build the long-term resilience of the creative sector 
	– It is not enough to provide a short-term fix – there have been fundamental shifts as a result of the pandemic that mean the sector is taking the opportunity to reset and rebuild its long-term resilience. Radical reinvention of creative organisations is required and some parts of the creative sector can learn from how commercial businesses are adapting and forward business planning and what this means for post-pandemic leadership, through a mutually-beneficial learning programme. 
	• 
	• 
	• 
	• 
	Map the assets 

	– Assess the skills, expertise and acumen available across the City that could be leveraged to accelerate the regrowth of the creative and business sectors. 

	• 
	• 
	Design a mutually-beneficial learning programme 


	– A programme of active learning experiences needs to be built that draws on the assets of the City and marries these with the support needed. It should break down industry silos and encourage two-way sharing between the creative and commercial sectors in a less transactional way in order to strengthen both culture and commerce. It should provide space for inquiry, testing ideas beyond traditional sector boundaries and co-designing solutions. It should develop staff at different levels, facilitate intergene
	36 

	Artist Commission - Digital 
	Artist Commission - Digital 
	Figure
	Soofiya is a visual artist, designer and illustrator. Their work provides a socio-political commentary on race, gender and inclusion in the arts and cultural sector. Their work was inspired by the theme ‘Digital’. @soofiya 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
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	Artist Commission – International Connections 
	Artist Commission – International Connections 
	Figure
	Ferha Farooqui is a painter whose work explores the cultural and social changes that affect the Borough of Newham, where she lives. Her work responds to the theme ‘International Connections’. 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	– 
	• 
	• 
	• 
	• 
	Reimagine trade visits to incorporate collaborative learning 

	– The model for international visits needs revitalising as the traditional ‘showcasing strengths’ approach to international trade is increasingly inappropriate in a post-Brexit world. International creative projects and trade visits need to come together through cohorts of creative and business delegates working together on collaborative projects with international partners.  Focusing on shared socioeconomic issues or themes, involving young people and diverse communities can help develop deeper connections
	-


	• 
	• 
	Foster an ethos of two-way exchange 


	– International programmes using culture to build connections need to celebrate not only our own culture, but that of others, on an equal footing. Two-way creative exchange can be enabled by developing global connections between local communities in a more inclusive way. There is a strong appetite for a more humane post-pandemic world, and we need to explore how this is achieved in conversation with other countries. Frameworks need to be built which enable a more generous spirit - connecting people to bring
	global problems. The British Council can help to broker connections and bring knowledge, and work should also take place with other NGOs and central government to address policies that increase challenges to international exchange. 
	• 
	• 
	• 
	• 
	Develop imaginative hybrid models for cultural exchange 

	– There is a strong demand internationally for creative exchange with the UK. Innovating online enables us to reach many more people, in particular young people. Experiment with how embedding hybrid (digital and physical) approaches in international cultural initiatives can accelerate and strengthen cultural exchange. 

	• 
	• 
	Strengthen London’s flagship creative events 


	– Travel is expected to be less frequent in the wake of Brexit and the pandemic. International travellers are therefore expected to be more discerning and innovative flagship events are likely to become even more important. We need to ensure London’s flagship events are on the international ‘must-go’ list and explore how moments such as the 2022 festival can be an opportunity to tell the national story and explore London’s role as an international city, powered by our cultural and creative sectors. 


	Artist Commission – New Voices 
	Artist Commission – New Voices 
	Figure
	Jess Nash is a freelance illustrator inspired by culture and narrative. Her work esponds to the theme ‘New Voices’. @jess__nash 
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