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Outline

« A bias towards big cities: a competitive
creative city model: is it sustainable?

« Common assumptions and myths about
the creative city

* Need better understanding of the CCls

« Why small is beautiful ... or maybe more
sustainable

e Some lessons learnt and preliminary
conclusions



Research bias towards
creative industries and the
large cities ...



Based on ‘competitive’ creative city
model

o Alist of ‘assets’ that a city should have

to be creative or attract the creative
class:

o Competitions among cities;

e | ess attention to social / cultural 1ssues
In the city;

e Rhetoric about creative industries as
unique solution to all problems



Two different worlds ...

————————



Contradictions and limits of the
creative city policy

e Creative class versus creative
Industries & cultural workers.

* Local values versus global
competitiveness.

e Short-term attraction versus long-term
retention



Common
assumptions and
myths



Common assumptions and myths 1

To have a creative city
and grow creative
Industries, you need
flagships cultural
development and icons




“my worries is that then the public starts to consi der

culture just as the big shiny buildings

.. there is fantastic

things happening in pubs, there is fantastic things
happening in workshops, in the middle of no where,
there is some great great work which is not see by the

public” (public sector support manager)
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Common assumptions and myths 2

Creative industries are
a strong business
sector, that will lead to
local economic

growth for our cities




“they have a garage mentality. Not
enough of them want to be Microsoft.
[...] All they see is the next game. They
do not live to build the business”
(Leadbeater and Oakley 2001: 59).

90% of the SMEs surveyed have no
commercial goals [...] Less than half
have an up-to-date business plan.|...]
mostcurrently choose to apply that
talent to building cultural or social
capital rather than making money
(Northern Film & Media, 2004, p.7).




Common assumptions and myths 3

Creative City
We can plan and Planning Framework

engineer the creative city
with policy initiatives, = bty S =alu |

events and consultancy HELP SHAPE CREATIVE
SOLUTIONS FOR HAMILTON

The City of Hamilton, in partnership with the Imperial Cotton Centre for the Arts, is conducting a
feasibility study for a Creative Centre (also known as a 'Creative Catalyst'). The purpose of the study
is to investigate and recommend what this facility will look like, how it will operate, and how it can put
Hamilton and its creative businesses on the regional, national, and international stages.

Wh t-, Share your ideas and recommendations at a community workshop. Help provide
ate answers to questions such as:

+ What makes Hamilton a creative mmw

« How could Hamilton benefit from a sui | Creative Catalyst?

« What will a thriving Hamilton lock like in 10 years?

.....

........

o
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The workshop will consist of structured conversations where everyone participates.
Allideas are valid and the goal is to focus on the best of Hamilton and its potential.

W CreativeCity

Culture _
G makes our city

row

Tel: 009719-2244100
Fax: 009719-2244101

Website: www.creativeci
Email: cc@fujairabhmedia




“cultural policy tends to remain
Instrumentalist despite the insights of
complexity theorythat outcomes of
a given intervention cannot be
predicted in the way assumed in the
rational planning model 7 (M. Miles,
2005, p.894).

“the hype is surrounded by strong
pressure among policy-makers and
cultural practitioners to find the

perfect model of action [...] there
are no straight answers, or clear
models to follow “ (Garcia, 2004: 322)




A more grounded and
sustainable understanding of
the creative industries IS

needed



What we need to ask

> What lies behind the creative production
cycle?

> What is the relationship between CCls and
place?

> What can creative industries deliver for local
development?

> What can policy do to support CCIs?

> What can help foster creativity in the city?



Policy and city polarisation




Consumption
and sharing

Networks and Re-production
creative and
production celebration

\ Culture & Its cycle /

Creative Preservation and
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A networked model for understanding CCls & place

/

. : Specialig
ol E——
~and and .
< an R services
“training .- venues v -
=" S
SV SN >
A iation Creative h Creative
ssociations individuals firms : -
v Specialist
\a Ldﬁgl manufag}ﬂrin
Ui — Cultural and g support
, / creative -
/ support /
Busifiess.._ agencies ng;auw”““
support s
agencies
S L

%



Case study:
the North-East of England



The North-East of Epgland
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|. The Personal Dimension

« Sense of belonging
 Qualityoflife
 Localcreativity
 Contactwith nature

“Itisa place thatis easy
to get attachedto (...) it
engendersa very strong
sense of belonging and
loyalty.” (Director TV
company)

/_\

Creative
individuals

The quality of life here is
undeniable, the ability
to move around quite
quickly, geographically
[...]get to the
countryside easily and
the coast (Filmmaker)



Il. Operational Advantages
and Disadvantages

Creative Creative
individuals firms

. Lower overhead costs

. Love/Hate relationship
with London: distinctive,
less competition but also
problem of image

 Local strengths and
specialism

| have found it easier to
be creative here than in
London because in
London there is much
more economic pressure
on you to just survive
(Jewellery Maker)

Looking at drama, it offers every location that you
ever want. (...) within half an hour we have the
castles, the dungeons, the caves, the coasts...”

(Director, Film Company)
&&



l1l. Networking and
Collaboration

Social dimension of
networks

Role of policy
makers/
Infrastructure
Importance of local
networks

Audien

e creative . Rets ™
U

Itis on a social level, in the
cultural and creative sector |
think everyone probably knows
each, everyone knows of
everyone somehow, | think a lot
of itis social. (Small Publisher)

“vou end up with relationships that are based
more on friendship. So the glass community is
tiny and lots of people know lots of other

people...” (Glass artist)



I\VV. The larger regional
Infrastructure

 Importance of public support
& regeneration
« |mage and isolation

unlessyou have somethinglike Designed & Made
otherregions, and the rest of the UK and the world
won’t know about the North-east and what is
goingon here (Designer/Maker)

The industry, traditionally, has been London-centri ¢
and Manchester-centric,and Newcastle tends to

be out inthe sticks[...] as a result we're the poor
cousinswhen it comesto the cultural sector. [...] it

S
all about money. (Film Maker) &



Preliminary conclusions



1) Regeneration policy can
overpower the CCls and
their grassroots activities.

the Baltic really, tends to take a lot of
regional money , but don't really
iInvest in local people. The careers
structures that they promulgate tend
to be London bound (Visual artist)

e I

The whole bid for the capital of culture was really important
In creating a ‘buzz’, the investment and the regeneration, |
love the Angel, this buzz has made it less difficult to come
here because | see the attention at the public level and they
want people to be more aware of art (Glass artists)



2) Attention towards the degree of
freedom and self-organisation of CCls

Support to CCls does
not imply attentiononly
towards economically
driven activities

Support towards
‘creativity’ requires a risk
taking approach




3) Balanced policy approach

‘virtuous triangle’

“In the absence of one or
more of these three pillars,
creative spaces are unlikely
to establishthemselvesor
grow, and if one or more
elementdominates, the
creative space model can
become imbalanced”

(Evans and Foord, 2005: 28).

Creative
production
chain

Virtuous
Triangle

Consumption
Markets

Intervention
Public and/or
private




4) What kind of development
&*

these cultural of assets are the

kinds of things that ... it's good

to have. It doesn’t make

factories go faster or it doesn’t

make computer games easier

to program . (Manager, Public

Sector Media Support
Organisation)

CCls might not always be able to support economic
developmentbut they can help DEVELOPMENT
(social, cultural, intellectual) in a broader sense

Role of creativity in EDUCATION



5) Need to reconcile world-
class culture and local
audiences

cultural branding of cities which are
still experiencing social tensions and
problems from the post-industrial
decline but similarly in small context it
can alienate local audiences, causing
social frictions and neglectthe role of
social participation, especially for the
people which once had definedthe
character of those cities.
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