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Executive Summary 

 

The report includes an overview of definitional issues in the CCI; it indicates that CCI 

have specific characteristics relative to other industries, which vary between sub-

sectors; and the factors inherent in suitable/unsuitable business support mechanisms 

and their delivery. 

 

This report concludes that there is a need to develop a ‘Creative Industries Stress Test’ 

which can be implemented when considering [and measuring] the suitability of business 

support tools1 aimed at helping creative industry businesses succeed. 

 

The following 5-step test has been developed. It is suggested that each question is 

allocated a score (1 = low, 5 = high) and the final score will determine whether or not 

the tool is creative industry friendly. 

 

CCI Support Tool Stress Test 

 

1. Does the tool recognise the key characteristics of a creative businesses i.e. 

micro size, nature of employment, business models and processes?   

(1 = fails to recognise any characteristics, and 5 = recognises all characteristics) 

 

2. Does the tool take into account the hidden assets/creative IP of the business?   

(1 = fails to recognise any value, and 5 = recognises all assets) 

 

3. Does the tool provide a platform/testing ground2 for developing new ideas and 

product applications, exploring new technologies and trying new things? 

(1 = provides no opportunity, and 5 = provides opportunities for all players i.e. 

companies, technologists and academics) 

 

4. Does the tool require a fully skilled and resourced management team/board? 

                                                           
1 This can include a service, programme, benchmarking exercise, grant, event or opportunity aimed at 

creative industry businesses. 
2
 This could be a work-space, collaborative community of practitioners, programme of events. 
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(1 = requires full resource, and 5 = accepts a more flexible approach) 

 

5. Does the tool keep it simple? For example, minimal bureaucracy, appropriate 

metrics, accessible help, easy-to-use online application form etc. 

(1 = labour intensive, and 5 = minimal effort required) 

 

Tests that score over 15 are deemed to be Creative Industry friendly. 

 

1.0  Introduction 

 

This discussion paper has been prepared by Creative England (CE) and The Serious 

Games Institute (SGI). The aim is to identify the ‘CI friendly’ characteristics of business 

support mechanisms (tools, services and programmes), that is, the elements that make 

such mechanisms suitable and relevant for CI firms.   A better understanding of these 

characteristics will (i) contribute to the development of business support mechanisms; 

and (ii) provide support to cluster organisations who want to design and implement CI 

Friendly business support mechanisms. 

 

The paper is structured as follows.  

 

- Section 2 outlines the definitional issues associated with the Creative Industries. 

- Section 3 provides contextual information about the differing business support 

requirements of the creative industries.   

- Section 4 highlights the characteristics identified as important elements of business 

support mechanisms for the creative industries.  

- Section 5 concludes the document and summarises the key considerations for the 

partners. 
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Please note that additional contextual information about a range of cluster related 

issues can be found in the discussion paper produced by David Furmage in September 

2012.3  Additionally, the documentation generated by the TACTICs4 project may be of  

Interest particularly in relation to cluster organisations. 

 

 

 

  

                                                           
3
 Furmage, D. (2012) Developing next generation Clusters & Business Support for the creative and digital 

industries. Discussion paper for the Cluster2020 project. September 2012. Accessible at 
http://www.cluster2020live.eu/ 
4
 TACTICS is part of the PRO INNO Europe initiative. Accessible http://www.ECA-TACTICS.eu 

http://www.cluster2020live.eu/
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2.0 Definitions 

 

2.1 The Creative and Cultural Industries  

 

Various definitions and models exist and this issue continues to be the focus of 

discussion and research.  For clarity, this paper adopts the definition provided by the 

European Commission.  However we recognise that differences exist throughout 

Europe. Cluster2020 allows businesses to self-select as to whether they wish to be 

described as CCI or not. Additionally, cluster organisations will adopt whichever 

definition is appropriate to their needs and the needs of their members.  

 

The ‘creative and cultural’ industries are defined as “those concerned with the creation 

and provision of marketable outputs (goods, services and activities) that depend on 

creative and cultural inputs for their value”. 5 This includes Music, Print Media (books 

and press), Object d’art (glass, ceramics, cutlery, crafts, and jewellery), Film, Broadcast 

Media, Fine Arts (literary, visual and performance arts), Architecture, Design (fashion 

design, graphic design, interior design, product design), Advertising, Games software, 

new media, Libraries, museums, heritage, and Photography. 

 

The individual ‘creative’ and ‘cultural’ industries are defined as follows6: 

 

“Creative industries” are those industries which use culture as an input and have 

a cultural dimension, although their outputs are mainly functional. They include 

architecture and design, which integrate creative elements into wider processes, 

as well as subsectors such as graphic design, fashion design or advertising”. 

 

 “Cultural industries” are those industries producing and distributing goods or 

services which at the time they are developed are considered to have a specific 

attribute, use or purpose which embodies or conveys cultural expressions, 

                                                           
5
 European Commisson Enterprise and Industry (2011) Priority Sector Report: Creative and Cultural 

Industries. The European Cluster Observatory, EUROPA INNOVA Paper No. 16, April, p. 31- 32. [Online] 
Available at http://ec.europa.eu/enterprise/newsroom/cf/_getdocument.cfm?doc_id=7070 
6
 European Commission (2010) ‘Green Paper. Unlocking the potential of cultural and creative industries’, 

COM(2010)183, pp.5-6. [Online]. Available  at 
http://ec.europa.eu/culture/documents/greenpaper_creative_industries_en.pdf 
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irrespective of the commercial value them may have. Besides the traditional arts 

sectors (performing arts, visual arts, cultural heritage – including the public 

sector), they include film, DVD and video, television and radio, video games, new 

media, music, books and press. This concept defined in relation to cultural 

expression in the context of the 2005 UNESCO7 Convention on the protection 

and promotion of the diversity of cultural expressions”.  

 

In the UK, the original definition created by DCMS in the late 1990s remains in use but 

other models have been developed. The DCMS definition was adopted in the UK and 

recognised internationally. However this was not universal and various definitions have 

been suggested since that time.  A summary of the main definitions and models as 

perceived by UNCTAD 8 is provided in Appendix 1. Additionally, various perspectives 

about the CCI have emerged which focus less on defining industry categories and more 

on other aspects such as innovation systems, spillover effects, etc.. These are included 

in Appendix 1. 

 

2.2 Clusters 

 

Clusters are core to the European Commission’s ‘smart specialisation strategies9’ 10  

The following definitions are used in this paper. 

 

(i) Cluster – “geographic concentrations of interconnected companies, specialized 

suppliers, service providers, firms in related industries, and associated 

institutions in particular fields that compete but also cooperate” (Porter, 1998)11 

 

                                                           
7
 Accessible at http://portal.unesco.org/culture/en/ev.php-

URL_ID=33232&URL_DO=DO_TOPIC&URL_SECTION=201.html  
8
   UNCTAD (2010) The Creative Economy. A feasible development option.p.6-7. United Nations 

Publications [Online]. Accessible at http://unctad.org/en/Docs/ditctab20103_en.pdf 
9
 Further information about ‘Smart Specialisation Strategies” can be accessed at 

http://s3platform.jrc.ec.europa.eu/home 
10

 European Creative Industries Alliance, Institute for Innovation and Technology, and projektzukunft 
(2012) Developing Successful Creative and Cultural Clusters. Measuring their outcomes and impacts with 
new framework tools. October 2012. P. 7. [Online] Accessible at  
11

 Porter, M. E. (1998) On Competition. Harvard Business Press, p.215-216 

http://portal.unesco.org/culture/en/ev.php-URL_ID=33232&URL_DO=DO_TOPIC&URL_SECTION=201.html
http://portal.unesco.org/culture/en/ev.php-URL_ID=33232&URL_DO=DO_TOPIC&URL_SECTION=201.html
http://unctad.org/en/Docs/ditctab20103_en.pdf
http://s3platform.jrc.ec.europa.eu/home
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(ii) Cluster (management) organisation – a specialised institution which is 

responsible for managing a cluster. These institutions take on various legal 

forms. 12 

 

(iii) Cluster members (participants) - the companies and associated institutions that 

are gathered in a cluster.13
 

 

(iv) Creative cluster – it is suggested that this has four components14 

 

-    A community of ‘creative people’ (Florida, 2002) who share an interest in  

novelty but not necessarily in the same subject. 

- A catalysing place where people, relationships, ideas and talents can speak 

to each other. 

- An environment that offers diversity; stimuli and freedom of expression. 

- A thick, open and ever-changing network of inter-personal exchanges that 

nurture individuals’ uniqueness and identity. 

 

3.0 Characteristics of CCI businesses 

 

3.1 Differences and similarities 

 

It has been suggested that the characteristics of CCI businesses indicate that they are 

different from other industries and that such differences mean that different business 

support is needed. The fact that differences exist is not disputed. Indeed, the CCIs are 

themselves heterogeneous in nature: “Despite many similarities and interdependencies 

the activities gathered under the umbrella of creative and cultural industries need to be 

                                                           
12

 European Commission Communication (2008) Towards world-class clusters in the European Union: 
Implementing the broad-based innovation strategy. SEC(2008) 2637 17 October 2008, p.8. COM(2008) 
652 final/2. [Online] Accessible at  
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2008:0652:REV1:en:PDF 
13

 Porter, M. E. (1998) On Competition.  Harvard Business Press. 
14

 De Propris L. and Hypponen L. (2008) Creative Clusters and Governance: The Dominance of the 

Hollywood Film Cluster, in Cooke P. and Lazzeretti L. (Eds) Creative Cities, Cultural Clusters and Local 
Development, pp. 340-371, Cheltenham: Edward Elgar  
 

http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2008:0652:REV1:en:PDF
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understood as separate industries in their own rights”15 (the discussion paper by David 

Furmage provides further details about the characteristics of CCI and clusters16). 

However the extent of these differences and the impact of this is less clear. We have 

therefore provided some contextual data in this section which highlights some of the 

issues 

 

There are suggestions that CCI firms have different characteristics. For example in 

terms of entrepreneurship certain characteristics “may separate them from ‘regular’ 

entrepreneurship. They frequently operate in specific market conditions, produce goods 

that are ‘cultural’ by nature, work with people who are often more content-driven than 

commercially orientated and usually create very small enterprises (micro SMEs) that 

may exist on the basis of permanent networks”.17 

 

It is also argued that differences such as these mean that business support has to differ. 

For example in relation to support for innovation, it has been suggested that: “In order to 

deliver real benefits to the creative industries in the long term, the sector as well as 

policy makers will have to devise new tools and approaches that help to evaluate the 

innovation potentials of creative business”. 18 

 

It is suggested that the characteristics of CCI could impact on the type of business 

support that such businesses require. However the level at which this needs to take 

place is less clear. 

 

There are a range of characteristics that have been recognized in the CCI. These are 

summarized in Table 1. However it is evident that many of these characteristics could 

be applied to firms in other industries 

                                                           
15

 European Commisson Enterprise and Industry (2011) Priority Sector Report: Creative and Cultural 
Industries. The European Cluster Observatory, EUROPA INNOVA Paper No. 16, April, p. 31- 32. 
.[Online]. Available at http://ec.europa.eu/enterprise/newsroom/cf/_getdocument.cfm?doc_id=7070 
16

 Ibid 
17

 HKU (2010) The Entrepreneurial Dimension of the Cultural and Creative Industries. Hogeschool vor de 
Kunsten Utrecht: Utrecht. [Online] Accessible at http://ec.europa.eu/culture/key-
documents/doc/studies/entrepreneurial/EDCCI_report.pdf  
18

 KEA European Affairs (2010), Business Innovation Support Services for Creative Industries, Short 
study prepared for the European Commission (DG Enterprise and Industry), Draft of 2

nd
 February 2010.p. 

6. 

http://ec.europa.eu/culture/key-documents/doc/studies/entrepreneurial/EDCCI_report.pdf
http://ec.europa.eu/culture/key-documents/doc/studies/entrepreneurial/EDCCI_report.pdf
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Table 1.Characteristics of CCI firms 

 

Theme Characteristic  

Size of companies 
 

- Large number of freelancers and micro businesses 
- Lack of medium sized companies  
- High level of entrepreneurial activity 

 
Nature of the outputs 
 

- User value differs 
- Cultural by nature 
- Content focused 
- Intangibility 
- Value difficult to define and linked to creativity 

Labor practices 
 

- Diverse skills 
- Informal hiring 

Business processes 
 

- Project based 
- Network based 
- Less structure 
- Proximity to clients and consumers 

Business models 
 

- Volatile market 
- Emergent business strategies 
- Digital impact 
- Different models  
- (Some) close to clients and consumers 

Sectors 
 

- Diversity  
- Fragmented and dynamic 
- Immature lifecycle 

Market 
 

- Niche 
- Limited knowledge  
- Changing environment 
- International dimension (global value chain) 

Statistical variance and 
unsuitability 

- Lack of suitable statistics 
- Intangible nature of the CCI 

 

Sources  HKU (2010)19, Creative Industries Council Access to Finance Working Group 
(2012), KEA European Affairs (2010), Carr (2010)20, Cluster2020 workshops (2012) and 
consultations with various interviewees during 2013. 
 

                                                           
19

 HKU (2010) The Entrepreneurial Dimension of the Cultural and Creative Industries. Hogeschool vor de 
Kunsten Utrecht: Utrecht. [Online] Accessible at http://ec.europa.eu/culture/key-
documents/doc/studies/entrepreneurial/EDCCI_report.pdf 
20 Carr J., (2009) Creative Industries, Creative Workers and the Creative Economy: A review of selected 

recent literature. Edinburgh:Scottish Government. Accessible at www.scotland.gov.uk/socialresearch 

 

http://ec.europa.eu/culture/key-documents/doc/studies/entrepreneurial/EDCCI_report.pdf
http://ec.europa.eu/culture/key-documents/doc/studies/entrepreneurial/EDCCI_report.pdf
http://www.scotland.gov.uk/socialresearch
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At this stage, the UK partners are examining those CCI-specific issues which directly 

result in a need for tailored business support.  

 

However, a recent study21 in the UK about access to private sector investment provides 

a useful example of how it might be a combination of factors, only one of which is CCI 

characteristics, which creates barriers to suitable support.  The study concluded that CI 

businesses encountered similar issues to other businesses, particularly SMES, but 

were affected more acutely due to a number of factors. We have listed these factors 

in Table 2 and attempted to categorise each factor. 

 

Table 2.  Factors relating to CCI which can result in more acute barriers for businesses  

Factors  
 

Category 

Lack of official data 
 

External - statistical 

Variety of subsectors Industry-specific 

Lack of recognized framework to help 
financiers access skills and business 
abilities 

External - assessment tools 

Difficult in predicting whether future 
creative products will be successful 

Business-specific (nature of outputs) 

Lack of recognized framework to assess 
IP and business value, and business 
models 

External - assessment tools 

Lack of collateral, making debt finance 
hard to raise 

Business-specific (nature of finance) 

Relative cost of doing due diligence on 
small investments, making equity finance 
hard to raise, while debt finance is 
unsuitable for many creative content 
businesses due to their risk profile.  

Business-specific (risk profile and size) 

Fear that creative enterprises are 
focused on creative success rather than 
commercial outputs.  

External - perception (by investors) 

 

 

                                                           
21

 Creative Industries Council Access to Finance Working Group (2012). December. [Online] Accessible 
at http://www.creativeengland.co.uk/wp-content/uploads/2012/12/CE-ReportDec2012e-without-
Registration1.pdf 
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These findings support an earlier study into accessing finance which identified that 

market failure in terms of finance access was more acute in some sectors (i.e. ‘Software 

and Other Creative Content’ namely publishing, video, film and photography, radio and 

TV) but not in others (Music/Visual Performing Arts, Advertising and Architecture) which 

were comparable to non CI businesses 22 

 

Additionally, at a cluster level, it is suggested 23 that the characteristics of the creative 

economy do influence the CCI clustering patterns as follows: 

 

- Uncertainty in demand, reliance on creative talent and project-based working 

drives talent clustering. 

- Proximity to clients and consumers is also important in rapidly changing markets. 

- Sector fragmentation and dynamism in markets and technologies increase the 

need for collaboration. 

- Social networks are important in the dissemination of valuable information and 

knowledge. 

- Sectoral crossover produces important benefits. 

- Other issues  

o differences between creative sectors in their clustering (and co-location) 

patterns 

o international dimensions of creative clusters  (e.g. many value chains are 

globalised – variations in costs, uneven distribution of resources, and need to 

access local markets) 

- Policy initiatives to nurture local creativity 

 

  

                                                           
22

 BIS and DCMS, Access to finance for Creative Industry Businesses, Final Report, Prepared for BIS and 

DCMS by S. Fraser and IFF Research Ltd. May 2011, p 2 
23

 Mateos-Garcia, J. and Sapsed., J (2011) use this term to include the thirteen sectors defined by DCMS 
(DCMS, 2008) plus Digital and Information Technology industries described in ‘The Fuse’ Report (CIHE, 
2010) and sectors such as Heritage, Archives, Museums and Libraries. 
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4.0 Business support mechanisms for CCI     

 

4.1 Characteristics of CI friendly business support 

 

A key aim of this discussion document is for the partners to agree the characteristics 

that make business support mechanisms suitable for businesses in the CCI, that is, ‘CI 

friendly’.  The outcome of our initial research is provided in this section. It is not 

definitive but provides a basis for the partners to discuss this further.  

 

The emerging themes have been divided into two categories.  

 

(i) Characteristics of the business support tool/service/programme itself are 

summarised in Table 3. This highlights six key themes that emerged as being 

necessary for support to be suitable and ‘CI friendly’.  

 

(ii) The delivery method of the business support  is examined in table 4.   Six 

themes were identified as being relevant if the delivery of the support is to be 

considered suitable. 

 

This data reflects our initial findings, however this may change as more information 

becomes available.  

Table 3. Characteristics required in CI friendly business support  

Accessible - - Jargon free 
- - Quick access 
- - Ease of application 

Market relevant - - Linked to market trends and changing  

-    environment 
- - Acknowledges unpredictability of  creativity 

Flexible - - Variety of support 
- - Not just project funding alone  
- - Adaptable to different circumstances 

User focused - - Needs based 
- - Relevant for the services/products supplied by  
-   the user  
- - Suited to a range of business structures including   
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-   freelancers 

Practical 
 

- Personal hands-on support  

Added value - Knowledgeable 
- Well connected/networked 

 

Table 4. Characteristics required in the delivery of business support 

Effective - Minimal bureaucracy 
- Well coordinated 
- Quick access 

Personal - -Practical support 
- -Trusted 

- -Knowledgeable 

Flexible - - Adapt support 
- - Variety of policy tools – not just funding 

User focused - - Knowledgeable about markets and  operating   
-   context  
- - Familiarity with user characteristics 
- - Co-creation with users 
- - Relevant indicators/performance measures  

Transparency - - Clear support provision and access  
-   Procedures 

Well connected - Representation/lobbying 
- Awareness raising 
- Project management 
- Delivery of business support via networks 
- Facilitate access to partnerships, market, support,  
  finance etc. 
- Effective signposting 

 

A report by The European Creative Cluster Lab (ECCL), a think tank for new 

approaches and processes for creative cluster management, has identified key 

characteristics of creative cluster managers as being crucial to the successful 

implementation of CI-friendly business support tools. This includes: 

 

 Creative thinking [key to building trust with creative industry businesses] 

 Mediation, conflict management and communication 

 The ability to develop a cluster strategy and vision    

 Forward thinking and trend aware 

 The ability to adapt traditional tools [to evaluate and measure success] 
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 Understanding of innovative formats for cross-sectorial networking [in order to 

encourage traditional industries and creative industries to work together] 

 Fundraising skills 

 Politically aware [understanding the non-monetary value of the Creative 

Industries] 

 

Daniel Stürzebecher, Head of International Cluster Programmes, said: “Having 

interviewed Creative Cluster Managers across Europe, we recognize that many creative 

start-ups are lacking business skills and subsequently require specialised support and 

coaching.”   

 

4.3 Examples of good practice 

 

This section will be populated further as we gather more data. In the meantime, we 

have provided three examples in this section to illustrate business support mechanism 

that might be considered to be CI friendly.  

 

(i) Creative Enterprise Toolkit 

 

The first example is the ‘Creative Enterprise Toolkit’, created by NESTA, a charitable 

organisation. This toolkit is a business support tool for use by creative industry 

businesses, particularly at the start-up stage of their business.  The toolkit presentation, 

activities and material are designed to be attractive to the creative people and 

encourage them to engage and use the tool.  Further information can be found here: 

http://www.nesta.org.uk/areas_of_work/creative_economy/creative_enterprise_toolkit_st

artups and there is video footage here http://vimeo.com/52003315 

 

(ii) National Good Practice Guide 

 

The second example is the ‘National Good Practice Guide’. This was created to raise 

awareness about good practice activities by the Business Link (public sector) network in 

http://www.nesta.org.uk/areas_of_work/creative_economy/creative_enterprise_toolkit_startups
http://www.nesta.org.uk/areas_of_work/creative_economy/creative_enterprise_toolkit_startups
http://vimeo.com/52003315
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England. The guide specifically focuses on business support to the CCI. It provides 

business advisors with data about good practice.  

 

The Business Link network is no longer active following infrastructural changes 

throughout England in recent years. However the content of the guide could provide 

useful guidance to cluster organisations in their support of CCI businesses. The key 

areas of the guide are summarised in Table 4. This indicates the Business Support 

category, examples of good practice, and the benefits that resulted from it. 

 

Table 4. Summary of good practice projects by Business Link and partners 

Category Good Practice Benefits 

Information, 
Diagnostic and 
Brokerage (IDB 

Individual 
Coaching and 
Mentoring for High 
Growth 
Companies  

-Accelerates business growth 
-Stronger and more intensive relationship with 
clients 
-Good feedback from creative businesses 
-Creates interest for learning and business 
growth 
-Low entry threshold of greater benefit to 
Creative businesses 

Business Growth 
Services 

Leadership and 
Management 
Training 

-Enhances growth potential of business 
-Targets a ubiquitous need of creative sector 
businesses 
-Potential to demonstrate long lasting value to 
clients/sector 
-Creates interest in learning and business 
growth 

Partnerships Single access 
point for finance 

-Improve success rate of funding application 
-Better understanding of funding options 
-Needs detailed business plan 
-Enhances viability of business 
-Understanding of investment finance and 
relationships with funders and investors 

 Business support 
voucher scheme 

-Reduces financial barriers to consultancy 
-Demonstrates value of services 
-Gents clients used to paying for key support 
-Needs detailed business plan 
-Introduces market value 

 Formal 
partnership 
agreement 

-Stronger clearer relationship with key 
organisations 
-Improves sector profile and reach 
-Improves potential for referrals 
-Establishes formalised collaborative services 

 Shared resource -Makes advisors more visible 
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partnerships -Adds credibility to service and enhances 
reputation of BL 
-Strengthens relationships with key partners 
-Helps to prevent duplication and improves 
services to creative industries 

 Supporting, 
sponsoring or 
delivering industry 
events in 
partnership 

-Community outreach and capacity 
development 
-Visibility and reputation of Business Link can 
be enhanced 
-Support and maintain partner relationships 
-Inform support provision 

 Key location 
centres 

-Known access points to a Business Link 
advisor 
-Overcomes wider geographic remit of each 
Business Link 
-Builds partnerships with intermediary agencies 
-Better access for businesses in rural locations 

Industry 
knowledge 

Systematic sector 
market research 

-Advisors who have worked in the sector and 
understand it 
-Extends advisor’s contact network 
-Instils confidence in clients and boosts 
reputation of -Business Link 
-Can improve regional competitiveness 

 Sector profiles 
and case studies 

-Demonstrates knowledge of sector 
-Demonstrates what Business Link can do 
-Widens audience for marketing of Business 
Link 
-Reference tool for business 

Marketing Branding and 
sector marketing 

-Reinforces commitment to and understanding 
of the sector 
-Promotes sector to wider audience 
-Appeals to ‘design savvy’ sector 
-Extends Business Link brand reach 

Data 
Management 

Open Access 
Data 

-Allows for wider reach for data collection 
-Information sharing can build trust and 
relationships 
-Non-duplication for businesses 
-More accurate GVA 

 Using data as a 
strategic asset 

-Data can be used as strategic asset enabling 
re-sell to other organisations 
-On the ground’ approach is more intuitive to 
categorisation and allows Business Link to build 
capacity. 

 Using data to 
enhance internal 
intelligence 

-Gives advisors/brokers tools to analyse data in 
real-time 
-Allows advisers to create their own reports and 
reduces the time to acquire this knowledge 
Combines advisers ‘on the ground’ knowledge 
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with data 

Web 2.0 
Technologies 

Research, 
development and 
adoption of Web 
2.0 technologies 

-Visibility of Business Link across new platforms 
-Access to new generation of creative 
entrepreneurs 
-Demonstrates Business Link’s awareness of 
changing business approaches and models. 

 Online Advisors -Parity of service across the region 
-More instant access for clients 
-Reduces environmental impact of service, 
reducing travel costs and time 

Source: The White Room (2009) Creative Beacons. National Good Practice Guide. 

[Online] Accessible at http://www.scribd.com/doc/17572478/Beacons-Good-Practice-

Guide 

 

(iii) International Good Practice Guide 

 

A report24 prepared by the Warsaw School of Economics and commissioned by ECCL, 

identifies tools which could improve and support creative entrepreneurship and 

cooperation. These tools can be grouped into 1) diagnostic tools and 2) development-

support tools. 

 

Diagnostic tools involve the requirement to study in detail the current stage of 

development of the creative sector with particular regard to:  

 Statistical data – the estimated numbers and sizes of creative entities, broken 

down by respective lines of business, 

 Economic data – the estimated employment, generated value and growth rate of 

creative entities, 

 The preparation of a map of the creative sector – identifying and devising a plan 

of links between the companies to explore the processes of network and cluster 

creation. 

Such a diagnosis can give a better perspective on the sector's reach and suggest its 

main development directions. 

                                                           
24 Report on the performance of the contract regarding the development of mini-studies within the 

framework of the European Creative Cluster Laboratory Project, 2012. 
 

http://www.scribd.com/doc/17572478/Beacons-Good-Practice-Guide
http://www.scribd.com/doc/17572478/Beacons-Good-Practice-Guide
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Development-support tools involve methods for a positive impact on the growth of 

entrepreneurship in the creative sector and ways to encourage these entities to build 

networks and clusters. The solutions proposed include tools of infrastructural, 

organisational and educational nature and more information is provided in the report. 
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5.0  Conclusion  

 

5.1 Introduction 

 

This document is intended to initiate discussions between the Cluster2020 partners  

about the factors that contribute to Cluster Excellence and CI friendliness. The  

document included (i) an overview of definitional issues in the CCI; (ii) an indication of  

potential differences in CCI characteristics relative to other industries; (iii) the factors  

inherent in suitable/unsuitable business support mechanisms and their delivery. 

 

5.2. Initial findings 

 

The initial findings from the UK partner are as follows: 

 

 Similar to other industries, the CCI have specific characteristics. Additionally, these 

vary between sub-sectors.  

 

 The impact of the CCI characteristics is not easily quantified particularly in terms of 

(i) how it affects business needs; (ii) how it affects the type of business support and 

the components of this and (iii) how it affects the delivery of business support 

 

 CI friendly components were identified within the tool/service/programme level and 

the delivery method. At the tool/service/programme level, there is a need to address 

the business-specific needs, be relevant, timely and add value; The delivery method 

has three components (i) the personnel; (ii) the process and (iii) other contextual 

factors such as organisational structure, policy etc. 

 

 The range of characteristics that CI friendly business support mechanisms need is 

not dissimilar to firms from other industries at similar stages in the business growth 

cycle.   
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 One challenge is to illustrate the combination of factors that affect the suitability of 

the business support tool/service/programme. There are a number of things that are 

relevant to this: 

 

- CCI characteristics (general and specific) 

- CCI business needs (general and specific) 

- Business support components, for example 

o product/service/programme  

o delivery factors  

o cluster organization processes/requirements/measurements  

- Business lifecycle stages, value chain position etc. 

- Industry characteristics 

- Wider issues  

o Metrics e.g. availability and/or inappropriateness of relevant statistics, 

assessment frameworks, etc. 

o Policy and strategy e.g. national and local Government objectives and 

resources, etc. 

 

5.3 Next steps 

 

The next stage in this process is to develop a ‘Stress Test’, taking into account the 

factors highlighted in this report, which can be used to assess the suitability of business 

support tools25 aimed at creative industry businesses. This can then be tested by the 

Cluster 2020 partners. 

 

 

 

 

  

                                                           
25 This can include a service, programme, benchmarking exercise, grant, event or opportunity aimed at 

creative industry businesses. 
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Appendices 

 

Appendix 1 – Creative Industry models and definitions 

 

Table 5. Creative Industry models as presented by UNCTAD (2010) 26 

Model Description Industries 

DCMS Model - 
UK Department 
of Culture, 
Media and 
Sport (DCMS 
2001)”     

 Creative industries are 
those requiring creativity, 
skill and talent, with 
potential for wealth and 
job creation through the 
exploitation of their 
intellectual property. 

- Advertising 
- Architecture 
- Art and antiques market 
- Crafts 
- Design 
- Fashion 
- Film and video 
- Music 
- Performing arts 
- Publishing 
- Software   
- Television and radio 
- Video and computer games 

Symbolic texts 
model 
(Hesmondhalgh, 
2002) 

The processes by which 
the culture of a society is 
formed and transmitted 
are portrayed in this 
model via the industrial 
production, 
dissemination and 
consumption of symbolic 
texts or messages, 
which are conveyed by 
means of various media 
such as film, 
broadcasting and the 
press. 

Core cultural industries 
- Advertising 
- Film 
- Internet 
- Music 
- Publishing 
- Television and radio 
- Video and computer games 
Peripheral cultural industries 
- Creative arts 
Borderline cultural industries 
- Consumer electronics 
- Fashion 
- Software 
- Sport 

Concentric 
circles or value 
chain (Thorsby, 
2001) 

 This model is based on 
the proposition that it is 
the cultural value of 
cultural goods that gives 
these industries their 
most distinguishing 
characteristic. This the 

Core creative arts 
- Literature 
- Music 
- Performing arts 
- Visual arts 
Other core cultural industries 
- Film 

                                                           
26 Adapted from UNCTAD (2010) The Creative Economy. A feasible development option.p.6-7. United  

Nations Publications [Online]. Accessible at http://unctad.org/en/Docs/ditctab20103_en.pdf 
 

 

http://unctad.org/en/Docs/ditctab20103_en.pdf
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more pronounced the 
cultural content of a 
particular good or 
service, the stronger is 
the claim for inclusion of 
the industry producing it. 

- Museums and libraries 
Wider cultural industries 
- Heritage services 
- Publishing 
- Sound recording 
- Television and radio 
- Video and computer games 
 
Related industries 
- Advertising 
- Architecture 
- Design 
- Fashion 
 

WIPO copyright 
model (World 
Intellectual 
Property 
Organisation, 
2003) 

This model is based on 
industries involved 
directly or indirectly in 
the creation, 
manufacture, production, 
broadcast and 
distribution of 
copyrighted works The 
focus is thus on 
intellectual property as 
the embodiment of the 
creativity that has gone 
into the making of the 
goods and services. 
 

Core copyright industries 
- Advertising 
- Collecting societies 
- Film and video 
- Music 
- Performing arts 
- Publishing 
- Software 
- Television and radio 
- Visual and graphic art 
Interdependent copyright industries 
- Blank recording material 
- Consumer electronics 
- Musical instruments 
- Paper 
- Photocopiers, photographic equipment 
Partial copyright industries 
- Architecture 
- Clothing, footwear 
- Design 
- Fashion 
- Household goods 
- Toys 

UNCTAD (2004)  Focus on  
enlarging the concept of 
“creativity” from activities 
having a strong artistic 
component to any 
economy activity 
producing symbolic 
products with a heavy 
reliance on intellectual 
property and for as wide 
a market as possible 

This classification is fourfold with nine 
subgroups. designed to understand cross 
sector interactions as well as the broad 
picture. 
-  Heritage  
- Arts 
- Media 
- Functional creations 
-  
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Additionally, the following three perspectives have emerged and may be of interest to 

the partners:  

  

(i) Linkages to the Innovation cycle27  - This perspective extends beyond single 

industries and views CCI as part of the innovation system of the broader 

economy in various models  

 

- Industries experiencing market failure - principally the publicly supported arts 

and cultural heritage. 

- Established, mature business sectors - addressed by established regulatory 

and market-competitive conditions. 

- Growth drivers – suppliers of novelty across the economy and attracts an 

investment model of policy response. 

 

(ii) The ‘Trident’ method28  – The focus is on the workforce aspects of the CCI and 

highlights three core elements (i) specialist jobs – creative occupations inside the 

creative industries; (ii) embedded jobs – creative occupations outside the 

creative industries; and (iii) support jobs – jobs within the creative industries that 

are not themselves creative occupations.  

 

(iii) CCI spill over benefits – For example, The European Commission29 highlights the 

important contribution that CCI can make to other sectors and to regional 

innovation systems as a whole. 

 

- Provision of content for technology that encourages adoptions and 

development. 

- Contribution to ‘innovation-friendly climate’ via their impact on social/cultural 

trends and consumer demand. 
                                                           
27

 Potts and Cunningham, S. (2008) in Hartley et al, 2009 – chpt 2) 
28 Higgs, P., Cunningham, S., Hearn, G., Adkins, B. and Barnett, K. (2005) ‘The Ecology of Queensland 

Design’, Technical Report, CIRAC, Queensland University of Technology. Accessible at 
http://eprints.qut.edu.au/archive/00002410  
29

 European Commission (2010) Green Paper. Unlocking the potential of cultural and creative industries. 
Brussels: European Commission, COM(2010)183. pp17-19 

http://eprints.qut.edu.au/archive/00002410
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- Enhance firm performance by contributing to innovation in organisations in 

the wider economy. 

- Integration within non CCI organisation by creative workers.  

- Contribution to the attractiveness of geographic locations to facilitate 

innovation and attract talent. 

- Contribute to major global challenges such as sustainability by reshaping 

attitudes. 

 


