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About BOP… 

� Economic and social research company that specialises in 
the creative and cultural industries, particularly for public 
policy and innovation.

� Established in 1997 with a team of 14

� Clients include:

� sub-sector specific development agencies 

� economic development bodies at regional, sub-regional, local 
level and, increasingly, international e.g. Shanghai, South Africa 
and EU

� Higher Education/knowledge transfer and innovation for 
universities and UK government. 

� Major research on economic contribution of the creative 
industries in rural areas in specific places (Yorkshire, 
Lincolnshire, East Midlands) + national review in a multi-
client study (Creative Countryside) and for National 
Endowment for Science Technology and Arts (NESTA).

Cromford Mill, Derbyshire



Policy & Research Question 

� Urban issues dominate policy agendas on innovation, 
knowledge economy and the creative industries:

� ‘Cities and their hinterlands – city-regions – are the building blocks 
of the UK’s economy, especially the knowledge economy … 
Innovation is one of the most important drivers of long term growth 
and it is concentrated in and around cities’ (NESTA Working 
Paper/June 2007)

� ‘Creative clusters only viable in big cities’ (Regeneration & 
Renewal, 12/11/2006, reporting on a draft DCMS Creative Economy Renewal, 12/11/2006, reporting on a draft DCMS Creative Economy 
Programme ‘Infrastructure’ Report)

� Is this justified? Are the creative industries playing a role in 
the wider economic development and transformation of rural 
areas? 

Yorkshire Dales



Rural areas outperform urban areas over the last decade…
Average Gross Value Added (GVA) growth by type of area in England, 1995-2005
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…and rural economies increasingly resemble urban economies



Creative industries still account for a smaller share of employment 
in rural areas but …

… they account for a larger share of employment in the 
fastest growing rural areas in England (by GVA, 2004)
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Methodology

� DCMS Evidence Toolkit: provides SIC-code definition of creative 
industries

� Includes production chain: Creation, Making/Manufacturing, 
Dissemination, Exhibition, Archiving/Preserving and 
Education/Understanding

� Experian National Business Database (NBD)

� Annual Business Inquiry (Workplace Analysis) – ONS

� Weightings applied to selected SIC codes

� Repeatable: weightings and NBD supplied

Rural Creative Industries Workspace!!!



East Midlands

English Regions



Case Study:
Rural districts 
in the East Midlands 

� Major Towns include:
� Nottingham 
� Leicester
� Derby
� Lincoln 

� Size - 15,627 km² 
(ranked 4th)

Defra Classification of Local 
Authority Districts and 

Unitary Authorities in 
England, 2005

(ranked 4th)

� Population - 4,172,179 (2001)
(ranked 8 th)



Rural context

� East Midlands is third most rural region in 
England

� Rural population grew by 8.7% between 
1995 and 2005 (compared to 5.2% for 
region as a whole)

� Growing trend of urban to rural migration

� GVA in rural districts tends to be lower than UK 
or regional average

� Stock of businesses larger in rural areas -
largest increase in service sector - decreasing 
in agriculture and manufacturing

� Government policy support for rural areas: 
Rural Development Plan for England (2007-13) 
– e.g. ‘improve quality of life and diversify 
economy’.economy’.

The Rural East Midlands in 2007, EMDA, 2007

Harley Gallery, Nottinghamshire



Creative Industries: Main Findings 

� Creative industries – an increasingly significant element of rural 
economy

� 28,600 employment (2005) = 3% of all employment across all rural 
districts of East Midlands 

� Over 7,800 businesses (2005) = more than 8% of all businesses

� Employment grew by 20% (2001 to 2005) compared to 8% in the 
economy as a whole

� Number of businesses grew by 23% (2001 to 2005) compared to 
11% growth in businesses as a whole

� Average GVA per head was £24,500 (2004)

� GVA per head grew by 14% between 2001 & 2004

Harley Gallery Grounds, Welbeck Estate
Nottinghamshire



Geographic Distribution

� Higher relative levels of 
Creative Industries employment 
in south of the region

� Proximity to large centres, 
communications, type and 
quality of settlements and built 
environment

� Proximity to towns and places 
outside East Midlands



Qualitative Overview: case studies
� Home working, low cost accommodation and re-use of ‘old’ buildings

� Values driven – connections (family, education), green issues, 
quality of life. 

� Virtual working important for market reach and networking –
broadband is ‘crucial’

� Contribution to cultural infrastructure for tourism, (e.g. festivals, 
visitor attractions)  visitor attractions)  

� Proximity to London (good transport links for access to clients) 

� Low levels of contact with public sector

� Brokerage role of sector specific support agencies with other 
providers such as universities The Caravan Gallery, Wirksworth Festival 

Derbyshire



Overview: developing a knowledge economy in rural areas 

 

Education Base 
�  Few or no HEIs 

�  Specialist training scarce due to 
thinness of business demand 

Business Environment 
�  Lack of agglomeration economies and 
knowledge spillovers 

�  Possible lack of firm rivalry and competition 

�  Potential lack of sophisticated demand 

Physical Environment 
�  Attractive environment but often serious 
constraints on development and land use due to 
protected status  

A. Generic weaknesses in the 
‘economic fundamentals’ of rural areas

 

Governance Structure  
 
�  Can provide 

prominent advocates 
for change  in the 

�  Institutional 
inertia and ‘lock-in’ 
still often stymies 

Business Environment �  Inputs into B2B 
markets under-developed 
(& therefore potential as 
‘diffusers of innovation’) 

Education Base 

�  Source of (aspirational) higher skilled 
jobs  

�  Increasing overall demand for higher 
skills  

�  Little effect on 
graduate retention as 
entrepreneurs older 
and often SOHOs 

�  Entrepreneurialism, new firms 

�  Supply chain links to metropolitan centres  

�  Intermediate inputs and links with other 
(consumer) sectors  

Physical Environment 

�  Re-use, refurbishment and upgrading of built 
environment 

�  

�  Can contribute to 
pressure on housing 
markets  

B. How creative industries offset or exacerbate 
these weaknesses

protected status  

Social & Cultural Infrastructure 
Often weak due to: 

�  ‘thinness’ of consumer demand to support 
(physical) venues  

�  large distances and poor transport 
connections make social and business networks 
difficult to maintain 

Governance Structure 
�  District council structure ill-equipped to 
deal with major structural challenges 

�  Coalition of interests based on land-based 
industries still holds sway in many areas 

for change  in the 
focus and strategic 
direction of local 
econ dev actors 

 

still often stymies 
change 

�  Sustainable, low environmental impact in 
keeping with protected status 

�  Extend time use of market towns  

markets  

Social & Cultural Infrastructure  
 �  Provision of new cultural amenities & activities 

�  Development of social networks often linked to 
urban centres 

�  Can enhance ‘cultural capacity ’ & cult  identity  

�  Potential as 
regards cultural 
capacity weak as often 
few actual ties into 
local community  

Governance Structure  
 �  Can provide prominent advocates for 
change in the focus and strategic direction 
of local econ dev actors 

�  Institutional 
inertia & ‘lock-in’ still 
often stymies change 



Overview: summary
Direct economic growth -
significant sectoral growth BUT 

� Concentrated in accessible areas 
and particularly those close to 
successful urban economies (i.e. it’s 
about degrees of both rurality + 
peripherality)

� Particularly true of many of the 
higher value-added activities (e.g. 

Wider importance in transforming 
less accessible rural economies:

� Intermediate inputs into local consumer 
sectors – Originals and Experiences contribute 
strongly to upgrading the tourism, hospitality 
and retail offers of rural areas e.g. festivals, art 
farms, galleries, co-location with other uses 
etc

� Intermediate inputs into local B2B sectors –
less evidence on the role of the sector as 
‘diffusers of innovations’ (e.g. in design, 

Creative Services) in the sector
‘diffusers of innovations’ (e.g. in design, 
branding, ICT etc.) though cannot yet be 
established whether this is a supply or 
demand problem  

� Production of ‘non-commodity’ outputs – hard 
to measure but there is a contribution to 
‘placemaking’; generating cultural and social 
value.



Josefa de Obidos Centa com Cerejas, Queijos & Barros

The Long View… 



BOP Consulting thanks you for your time

Please contact : 

Josephine Burns on 020 7307 3090 or jo@bop.co.uk

Yorkshire Sculpture Park


