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about us

We are a high profile creative economy, arts and
cultural planning eonsultancy based in London,
and we offer policy and industry leadership across
the creative, cultural and knowledge economy.
Through research, strategy and partnership , we
position creativity as a key tool for economic and social
development.
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!----- Four Nordic Pollcy Themes
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The Trajectory and Rhetoric of Growth

KEA/ Media Group 6Economy of Cultured, 2006:

-ln 2003 the o6Cultural and |Creative Sectoro ad a
turnover of more than 0654 billion; contributing

to 2.6% of EU GDP. This compares with a % GDP
of 0.5% for textiles and 1.9% for food, beverage
and tobacco manufacturing.

-The overall growt haddei t he |[sectorés valiue
was 19.7% in 1999-2003, which was 12.3%
higher than the growth of the general economy.

- In 2004, 5.8 million people worked in the
sector: 3.1% of total employment.

- There are a range of non-quantifiable
contributions.
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"Look into the toolbox
creativity Is the only tool we

have left ... and it's important
to see it in the round.:
creativity Is a new adrug, or a
better engine for cars - we
shouldn't get trapped in a
narrow definition.”
(Lord Puttnam).




B WS |
New Tools and a New Language for Understanding the
Role and Potential of the Creative Industries
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Reconceptuali se What We I\/Iean B
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Di fferent Noti ons of OCul tu
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Issues of Expectation Management, Impact Lags & Superficiality
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Re-think the Role of Cultural Infrastructure
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AA recession catlt
time to re -think corporate
strateqgy, products, and
especially R&D approaches.
Indeed, what many
companies want to achieve
IS the next breakthrough
that launches the
organisation forward or in
a new direction - a
di srupti ve [ nni

This applies to nations as
well as companies



AThe economic downturn is going
to free up top talent to do other
things that are going to change

- the metabolism of cities..in a

1
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A B) et ween 2009 and
creative industries will grow on

average at 4% - more than double
the rate of the rest of the economy.

By 2013, the sector Is expected to
employ 1.3 million people, likely to

be more tt han the [
(NESTA).
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Formidable Challenges & Considerable Opportunities
What are the Known -knowns?
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A. Economic Restructuring Continues
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Shifting Landscapes

Now
Then

Top down

Within a company or
organisation

Bottom up

Connected to partners,
supply chains and end
users

Based on commercially

. : Global not local
exploiting an idea or

concept Non-exclusive
Geographically specific Supported by technology
Exclusive
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0The Conceptual Agebo

(Affluence, technology, Globalisation)

ATG
Conceptual Age
(Creators and Empathizers)

Information Age
(Knowledge Workers)

Industrial Age
(Factory Workers)

Daniel H. Pink “"A Whole
[Agricultural Age } New Mind

(Farmers)

18th Century ~ 19th Century  20th Century  21st Century
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Globalisation / Glocalisatin
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Fragmentation to Specialisation to Portfolios
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B. Ideation & Creativity = Innovation & Competitiveness
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The Emergence of Causality 1 or at Least Reciprocity

Consumer retail of Creative product

Sales of hardware to layer 1

Agents for layer 1

Exhubition organisers Casting

LAYER 1 ACTIVITIES:

Writing Performing

Financing Publishing

Acting Composition

Filming Programming

Commnussioning Adaptation of layer 1 outputs

Manufacture of hardware and raw materials used in layer 1

Manufacture of hardware and raw materials used n layer 2 and layer 3
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C. Personalisation in a Networked Economy / Ecology
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facebook

Search »

Applications edit

Lf'.ij Photos
28 Groups
E Events
52 marketplace
‘ Happy Hour!

¥ Mmore

Facebook Flyer
Millionaire Dating

Join a quality dating
site for Professional
Men & Attractive
Single Women,

Enjoy the benefits of
interacting with
arguably the most
desirable people in
dating today.

Join us and see,

Chick to see more

[seeall]
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Pervasiveness of Connectivity

Photos of You Added by Others

Photo 2 of 13 | Back to Photos of You Previous

Anceey &

TouChGraph

Katherine

David H
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Convergence
Open Source

woel D gital Cities

publishing
Mobile media LOndOI'I’S FUtUI'e 21 November 2008 - 24 January 2009

Hyper-mobility

The planning, organisation and governance of our towns and cities are being rapidly

ili t data in this digital age. Tn
. . transformed by the ability to capture, analyse and forecast | B
Democratication s exhiition highlights some of the resources and technologies which designers ¢a

: alongsiae 1
consumer choice n the development of the city and explores areas of debate that arise

opportunities of this new digital world.
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Next -generation, super -
fast broadband will be a
vital part of the emerging
creative econo
infrastructure, enabling
dramatic improvements

in connectivity and

offering new possibilities
for businesses, public
services and local
communities.
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Enabling Disruption
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A Return
& OReal

“What is becoming plain, even under
the strains of recession, is that the
futurologist's answer should lie in the
realm not of electronics but of reality.
It is in reality television, reality politics,
reality entertainment and sport, the
immediate, the active, the present,
the live.

The phenomenon is near-universal.
People do not want to spend their
spare time in front of the same
screens at which they increasingly
work. They want to “go out”. They will
use the internet and iPod, MySpace
and YouTube, but as a proxy for the
real. The popularity of “reality”
television lies in being brought closer
to truth to life than drama can ever
be”.

Simon Jenkins, The Times, June 08
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iThe Rise of the O6Ex /‘,';‘*T
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E. Interculturalism & Syncretism
e

Polish

African

Asian Foods
Ton Ubs
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Recobinant Senses of ldentity and Plac
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'E Environmental Sustainability?
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, Designing -in Sustainability
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/
Reposition Creativity and the Creative Economy at
the Intersection of a Set of Strategic, Institutional &
OPersonal 6 Desire Li

s
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A Transforming Landscape 1T 5 Creative Opportunities
for the Nordic -Baltic Region
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1. Support Talent 1 Mainstreaming Creativity In
Education, Work & Policy
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Karl Larsson,
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Participatory, Engaged, Open Source Brokerage
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Creating Spaces Where Interactions Take Place
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AWhat s needed /s not new or aa"apt
transfer, but something quite different. the spaces in which interactions
can take pl aceo
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Different Models & Forms of Engagement
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Interdisciplinary
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New Types of Cultural Infrastructure
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AEvery Al spent on design by par z‘/ c/ paz‘

turnover above expected levels. Every £1 spent on design by participating
compani es saw a A2 increase in prof
UK Design Councn Designing Demand Immerse Programme |
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Also Connecting Eastwards
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http://www.facebook.com/photo.php?pid=3595656&id=720195091

The Nordic /Baltic Region as a Creative Connector

Between creative
industries &
the wider economy

Between Europe &
the world

Between education &
business

Between innovation
& creativity
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High Quality Cultural Offer Linked to Open Creative
Ecology
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Commi ssion & Expose
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Bring the &6distinctivedo
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