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THE POLITICAL CHALLENGE

Creative minds: the capital of the future

Creativity pays, but to fully exploit its potential political
and strategic initiatives are required

Creativity is an Edinburgh goldmine

How the Scottish capital became a creative magnet

The art of counting opportunities

Counting heads in order to strengthen the creative sector

ACCESS TO FINANCE

Invisible angel answers growth company’s prayers
Italian Internet company “Spreaker” needed an injection of
capital to survive. Now it's well on the way to conquering
the American market

New financing opportunities can sprout here

CEEl Asturias has chosen to focus on access to finance, but
the creative sector requires input for more innovative
financing options

INCUBATORS

The start-up that grew strong in an incubator

Swedish designer and entrepreneur, lbolya Vass’, company
only got off the ground thanks to the incubator help she
received

The perfect puzzle
Creative Growth describes all the pieces a well-functioning
incubator needs

Entrepreneurial incubator lifts the creative sector

An office environment with free access to consultation,
sounding boards and networks in a creative environment
makes founding a new company much easier. We visit
Spinderihallerne in Denmark

KNOWLEDGE

International company looks for small design company
Traditional companies innovate in cooperation with small
creative companies

“Get inspired” ...

- by European projects that bring communities, research
institutions and industry together

Knowledge sharing can take you to the end of the
rainbow

Decision makers create new opportunities for knowledge
sharing

NETWORK

Together we make a difference

Networks are key tools for financial and developmental
success in the creative industries

From Scotland to Hungary

The exchange of good networking practices inspired a
Hungarian company to establish a local online network
for creative companies



Fashion & design is by a clear margin the most significant creative sector in the Emilia-Romagna region. A third (34 percent) of all regional creative start ups in 2006 belonged to this category. Many

of these businesses have a distinctive environmental profile, including “Esercizi di Stile”: Giorgia Palmirani and Ludovica Benedetti’s two-man company. The duo make their popular Saisei bags in an
atmospheric little flat in the centre of town. The bags are sold across ltaly and manufactured from nostalgic customers’ old material and the business’ entire concept is built around transforming gran’s
old rug or the remains of dad's old soldier’s uniform into a personal and user-friendly bag. www.saisei.eu. Photos Tine Hvolby

CREATIVE MINDS

The capital of the future

In today’s world, growth takes place where creativity, knowledge
and experience meet

They're known as CCl's. The small and large creative and cultural industries that currently
account for just under five percent of European GDP and provide employment to just under
four percent of the workforce. The sector is growing rapidly, as is its significance for the
industrialised countries’ commercial development.

Creative ideas, typically generated in innovative partnerships between technicians, artists
and business people, are becoming the western world’s growth engine.

Find them, spoil them and bring them together
Attracting and retaining CCls and creative talent is the new political mantra at both the local
and regional levels. And for several very good reasons, including:

- CCl employees and entrepreneurs earn, on average between a third and a quarter more
than average local wages, thereby providing a positive contribution to the local economy
through consumption and taxation

- Theycanstrengthenanarea’s cultural valueandreputation generally by, amongstother
things, raising cultural awareness and providing a basis for a creative subculture to flourish

- They attract like-minded professionals. According to American professor and author
Richard Florida, who coined the term "the creative class,” creative and cultural workers and
employees are likely to go their own way. They want to live in areas in which there are a high
proportion of like-minded individuals

In general, the creative class is extremely mobile. They take their skills with them to wher-

ever the best partners or business opportunities are. For business legislators the task is to

strengthen creative magnetism by appealing to potential newcomers' curiosity and aesthetic

sense. Plus, innovators need a framework in which to meet, and easy access to risk capital,
4 knowledge and up-to-date infrastructure.



“Imagine what the world would be like
without theatres, newspapers, magazines,
concerts and not least the innovation and
entrepreneurial spirit that creative residents
foster. Without this wed be poorer, more
ignorant and unemployed. No-one would
want to move here.”

Politica n and President of Ostsam Regional Development Council,
Jan Owe-Larsson

“The winning regions are those who will be able
to spread creativity throughout “traditional”
sectors, and foster innovation in creative com-
panies.”

Head of the Emilia-Romagna Region Economic
Development Policies Unit Dr. Silvano Bertini

"They are typical risk-takers and pioneers and play a decisive role
when it comes to finding new talents, developing new trends
and designing new techniques. . (). ..plus the cultural sector
and CCI's generally are important contributors to our fight
against significant challenges such as global warming..”

Quote from the European Commission’s Green Paper: Unlocking the Potential
of Cultural and Creative Industries, April 2010

"If Europe wants to achieve a competitive edge in a
global marketplace undergoing rapid change there’s
a pressing need to create the optimal conditions for
creativity and innovation to flourish and to foster a
new entrepreneurial culture.”

President of the European Commission José Manuel Barroso

FACTS

For many years the European Commission has increased its focus
on the creative sector. The most recent working paper from March
2011, which builds on a survey titled Unlocking the Potential of Cul-
tural and Creative Industries (which in turn builds on submissions
from several hundred organisations and individuals both within and
beyond the EU), makes the following recommendations regarding
the regional development of new CCl magnets:

Cities’ old industrial buildings and infrastructure can often be
profitably converted to new centres for creative communities

Regions should stress their unique features in order to brand

the
area to CCls and give local CCls a platform on which they can
brand themselves

CCls should be encouraged to meet and work with more
production-oriented industrial companies in order to generate
valuable synergies

European clusters should be encouraged to work together
across national boundaries

INFO

Spanish delegation learned from the Scots

Creative Growth partners have learnt a great deal from each other
during the project’s three years. A delegation from the CEEIl business
office in Asturias went on a fact-finding mission to Scotland to take a
closer look at the Scots’ ambitious business support systems, provid-
ed through the Cultural Enterprise Office www.culturalenterpriseof-
fice.co.uk. It has developed into a pilot project, where one Creative
Growth partner looks at transfering a good practise from one region
to another.
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PASSION + RESPECT
= CREATIVE GROWTH

The long term strategy for creative growth has paid
off in Edinburgh. Mike Stevenson, managing director
at Thinktastic, a local communications agency, reveals
the secret behind more than a decade of growth in the
creative industry

Why is Edinburgh such a magnet?

It's a vibrant city with a fantastic transport infrastructure, it's extremely rich
in history with narrow streets as well as broad boulevards and it's dramati-
cally beautiful with the castle at its heart.

The festivals attract our kind of people. Many want to settle here, and
that expands an already rich pool of talent — important for any employer.

Which parameters were important to you when deciding to establish
your business in Edinburgh?

Studio availability, choice and price; plus a business-empathetic council
with a powerful economic vision and a generally positive environment for
the creative sector. Transport links are also vital in and around the city —
Edinburgh excels here.

How important is civic policy to creative industry growth?

It is vital. The city sees the creative sector as an economic driver and is
putting its energy and money into supporting infrastructure and growth.
Easy market entry for new start-ups is provided along with a range of sup-
port mechanisms, and that is great. But, even more critical is the city's com-
mitment to helping the sector scale-up, increase its global market potential
and create collaborative business models.

What'’s your advice to other regions wanting to attract creative indus-
tries and increase productivity and growth in this sector?

Follow Edinburgh’s example. Create attractive infrastructure, show passion
and respect for the industry and make it central to economic policy - that
will attract and retain companies. But creative companies are often small
and detached, so make sure you bring them together, find the leaders and
shakers in the sector and encourage collaborative business models — that's
what Edinburgh does and it's a great approach.

Mike Stevenson, managing director at Thinktastic

“We are proud of our artistic
ensembles and creative artists
and the city’s cultural and
sporting life. Outstanding talents
are rewarded with scholarships
and organisations that provide
high-quality artistic activities

are provided with operational
support”

Dr. Ferenc KOVACS, Mayor of Nyiregyhdza County
Seat and Member of the Hungarian Parliament

"Creativity is a significant com-
petitive parameter, and it plays
an important economic role.”

Zoltdn Pajna, President of the Eszak-Alféld regional
development Council, Hungary

"Many micro-enterprises
demonstrate a high level of
creativity and entrepreneurial
spirit, but are not large enough
to take advantage of scaling op-
portunities such as: purchasing
power, production efficiencies,
effective marketing and bidding
for major contracts. Through
our creative cooperation project,
we facilitate genuine growth in
the creative sector,”

CllIr Tom Buchanan, Convenor of the Economic
Development Committee City of Edinburgh Council

Creativity is an Edinburgh gold mine

Edinburgh hosts over 250 different markets and
festivals, making it a local magnet for the creative
sector with all that entails. The city is referred

to as the creative capital of Great Britain after
London. Edinburgh also clearly demonstrates the
advantages of following a strategy of appealing
to the creative sector. The city boasts the UK's
second-highest standard of living, second only
to St. Albans. Despite its relatively modest size,
Edinburgh is also the nation's fifth-largest source
of new patents and was crowned the UK's most
competitive city by the Centre for International
Competitiveness.



The art of
counting
opportunities

Putting a figure on the creative sector and
describing and predicting developments is a
significant challenge, but it pays off

Fredrik Sunnergren from the Ostsam Regional Development Council
in Sweden is one of the driving forces behind the Creative Growth
mapping project.

“There is a pressing need for a joint international definition to en-
hance opportunities for comparisons and benchmarking. Interna-
tional organisations often work with very loose definitions that give
a very misleading picture of the sector at both the local and regional
level,” he says.

He describes a number of general features common to the crea-
tive sector which the figures reveal when a local area is considered
in more detail:

« In several regions, the number of workplaces associated with the
creative industry is growing at more than twice the average speed

o Creative companies are often one-man companies. They rarely
proliferate like traditional industrial companies. It is in cooperation
with other creative companies or companies outside the creative
sector that new products and services are developed

« Creative companies are easily overlooked and are easily neglected.
Amongst other things because their products are often intangible.
That adds to the need to measure this growth sector and put it
firmly on the political map

Statistics create attention

It takes figures to make politicians aware of the creative sector’s po-
tential for improving the general quality of life in a particular region.
Something President of the Eszak-Alféld Regional Development
Council Zoltédn Pajna knows only to well. He feels that creativity is
a significant competitive parameter - both at the international
and the national level, but prior to the mapping project he found
difficulty in winning support for his point of view.

"The Creative Growth project has helped the region’s policy mak-
ers to realize the importance of developing the creative industries,”
he says. And so does the Bulgarian Creative Growth partner.

“Thanks to the Creative Growth project local authorities in our re-
gion have improved their knowledge of how to develop and imple-
ment effective policies at the regional and local level affording full
business support services and solutions for the creative sector. We
now hope to be able to put some of the experiences gained into
practice,” says Mariela Petrova, Regional Association of Municipali-
ties, Central Stara Planina, Bulgaria.

Every region has its own unigue
Creative brand

Here are a couple of examples from the project’s extensive
mapping of the creative sector in 8 out of the 10 participat-
ing regions

Amusement park, destinations Newspapers and magazines
Music Software
Fashion and design Television and radio

Arts and crafts ® Advertising
® Literature ® Filmand TV
® Art, theatre and dance @ Photography
@ Architecture @ Toys

Creative industries as defined by Creative Growth

DISTRIBUTION OF COMPANIES
BETWEEN SECTORS 2006

Asturias, Spain
Architecture 35% -

Literature 16 % -

The region is home to large numbers of small companies that
work in the areas of architecture and literature.

DISTRIBUTION OF NEW
COMPANIES 2008

Eszak-Alfold
Hungary

" Fashion & design 30% -

Architecture 20% -

In this region almost a third of the 2006 crop of creative start ups
worked within the areas of fashion and design.

DISTRIBUTION OF NEW
COMPANIES 2006

Smaland,
Sweden

Architecture 25% -

art, theatre and dance 17% -

A large proportion of the start ups, at least when compared to
the other regions, were within the areas of art, theatre and dance.



INVISIBLE ANGEL ANSWERS
GROWTH COMPANY'S PRAYERS

The story of WWW-radio service Spreaker shows just how cru-
cial timely financial support can be when a creative and inno-
vative business success takes its very first steps

You don't get an immediate impression of innovation and creativity
when you visit Bologna University Faculty of Agricultural Science. It's
located in a new campus outside the town centre, where a number
of creative start ups have taken over a floor at one of the faculty
buildings.

Long white corridors simply decorated with an endless orange
stripe. The pervasive silence only adds to our doubts. Have we got
the wrong building? A sign bearing the word "Spreaker” has been
set up next to one of the off-white doors. Behind the door there
is the noise of busy keyboards and eager conversation. Hectic and
concentrated. It takes at least a minute for all five smiling faces to
welcome us inside. The two men and three women illustrate clearly
how creativity is in fact a symptom of human energy.

A platform for DJ dreams

Spreaker is a unique web-based radio concept that allows anyone to
create and hear music programmes completely free of charge. Extra
features are available against payment, but the basic system costs
nothing and is so simple to use that anyone who wants to can let
their inner DJ loose, or listen to others do so.

The idea came to Managing Director Francesco Baschieri a couple
of years ago.

"l was driving along listening to a really great podcast I'd down-
loaded off the net and couldn't help thinking how great it would
be if the people behind it got the chance to send that sort of thing
live,” he says.

"We've built a platform, where people, if theyre good enough,
can actually kick-start a DJ career. It's a quick ticket to fame,” explains
Chairman Daniele Cremonini.

Both Daniele Cremonini and Francesco Baschieri are engineers
and they have both founded companies previously. So when taking
the opportunities offered by the incubation programme We Tech
Off, they launched Spreaker in the autumn of 2010 in cooperation

EU FUNDS FINANCE ART MUSEUM REFURBISHMENT

Hungarians have a long and proud tradition of creative innovation. A tradition
E‘ which, amongst other things, includes the airship, the telephone exchange, the
ballpoint pen, the Rubiks Cube, a car that can drive on water and the concept of

with two designers. They knew all too well that it was do or die. Even
the best new sites can be overlooked or quickly abandoned by the
Internet’s fickle users. If the project was to stand any chance of sur-
viving beyond the very first stages a massive marketing campaign
was required.

The problem was they didn't have the finances.

Flying start

"We really needed capital. All the funds we'd been able to raise had
gone on designing and programming the solution,” recalls Daniele
Cremonini.

Today, he is thankful that his prayers were answered by Angels for
Growth, www.italianangels.net the largest forum for business angels
in Italy and winner of last year's European Business Networks Award.

A number of investors chose to put their funds into Spreaker and
in next to no time the company had 300,000 Euros of growth capital.
Money which went on three new staff members and various initia-
tives designed to raise the new net radio to prominence in no time.

"From day one we had to deliver a solid base of users and listeners.
If we didn't have that advertisers wouldn't take a second look at us,”
explains Daniele Cremonini, whose primary responsibility is product
marketing.

Half a year later when Creative Growth Magazine visit Spreaker
for the first time, they have taken on two further staff and 100,000
enthusiastic users and 300,000 listeners in Italy alone. Interest in the
self-service radio is spreading to USA and Spain and the next stage
of the company’s expansion is already on the drawing board with a
brand new marketing and sales department just outside Los Ange-
les, California.

"Now all we have to do is deliver a fantastic return for our inves-
tors. They're expecting to see the value of their stake multiply several
times before they sell it on in a few years time. And, of course, that's
what we want too,” Daniele Cremonini assures us.

"The huge interest shown in
the increasingly popular inter-
national programme
"FolkedanceNet” indicates that
the financial support we've
received has been well given.

FLOW. The high-profile modern art museum called MODEM in Debrecen is one of the largest

and probably the most up-to-date modern and contemporary art gallery in Hungary.

When the time had come to renovate and extend the tourist magnet in 2009 with a multi-
media centre and a new museum park, local politicians couldn't come up with the necessary
financing. In the wake of the global financial crisis it simply wasn't realistic. Instead, the mu-
seum received help in raising approximately 825,000 Euros from the Eszak-Alféld Operational

Almost a thousand domestic
and foreign participants prove
this each and every year.”

Sandor Kovdcs, president of Jdsz-Nagykun-Szol-

Programme, and in June 2011 the renovation was complete and ready to be celebrated and nok County Assembly, vicepresident of Eszak-Alfsld

admired. www.modemart.hu

regional development Council



"From day one we had to deliver
a solid base of users and listeners.
If we didn't have that advertisers
wouldn't take a second look at us.”

SPREAKERS, from left

Tonia Maffeo, Community Manager
Daniele Cremonini, Chairman

Francesco Baschieri, Chief Executive Officer
Laura Gramuglia, Radio Content Manager
Anna Piazza

Photos Tine Hvolby



NEW FINANCING OPPORTUNITIES CAN SPROUT HERE

Growth in the creative sector is often very different to that in the
industrial sector. Many creative micro-companies don't grow in the
conventional fashion. They seldom employ new staff and may not
even have any growth ambitions. However, development really
takes off when a range of companies, perhaps even from a number
of different sectors, come together to create new mindsets. The re-
sultis an innovative fusion of knowledge and experience. This means
there’s a need to look at start-up assistance and company develop-
ment in a new perspective.

Subsidies

Magazrtin Hungary supports

technical development projects
www.palyazatihirek.eu/vallalkozasok/18-vallalkoza-
sok-fejlesztese/435-van-keret-a-gop-211a-palyaza-
tokra-senki-nem-lesz-elutasitva-forrashiany-miatt

Multiannual national

programme

Stimulating the development of
handicrafts protects trades that involve
traditional cuisine, folk art and other
handicrafts by promoting their products
and services
http://otimmctm.softclass.net/index.
php?category_id=1000022

CEEl Asturias has led a working group, which has looked into the 10
participating regions’ potential to access creative business finance.
This process has resulted in a mosaic of good practices, the effects
of which are already visible as new initiatives begin to take form. The
need for synergies and a new approach becomes ever clearer:

EU-loans
Anumber of European
financial institutions act as

Venture capital
Risk capital investors are often
highly selective about which

qguarantors for start and de-
velopment loans to small and
medium-sized businesses

Dprojects they wish to inject funds www.access2finance.eu
into. These investors have yet to

recognise the creative sector’s

potential. www.ceei.es/pgcee.

asppg=108

Micro credits

Small quick loans to help a good idea get off
the ground fast. Normally limited to 30,000
Euros. Well-suited to small fast-growing

companies with new ideas
www.ceei.es/pgceei.asp’pg=35
www.almi.se/ALMI-in-English

State-guaranteed

loans
www.vf.dk/For%20banker-
realkredit/KIG-laen.aspx

Combined with incubators
Some institutions have chosen to combine a
physical site with financial aid support services.

CEEl Asturias & We Tech Off
New market support www.ceel.es
(CCls receive market consultancy www.wetechoff.eu/en

and export assistance at a
reduced rate. http://stoet-
teguide.regionsyddanmark.
10 dk/ordning.asp?id=/8&sc=0&i
de=2&sort=dato&itp=2

Low cost knowledge

In Lithuania innovative SMEs are provided with research
services from a university or college at a reduced rate
(100%, 75% or 25%)

. . . . www.mita.lt/It/inovacijos/inovaciniai-cekiai/apie
The full report: “Access to Finance” is available from www.creative-growth.eu / v



Enrico Maria Pastorello sells his pro-
gressive designer furniture with sup-
port from ltalian start-up programme
We Tech Off www.wetechoffeu.
Theeasy chair pictured is called Ex(N)
OVO and is made from egg boxes.
wwwi.callearchitettura.it

Photo Tine Hvolby

FACTS
Business Angels

/nvesrors‘putrfskcapita/imo cre.ari\./e H OW TO H E LP CR EAT'VE E NTR E P R EN EU RS G ET ACC ESS
cmirapatiepag st TO PROJECT FINANCE
www.asban.es/index.asp?lang=en,

wwwiban.it www.bban.eu CEEl Asturias Financia is an example of best practice. They use a methodology that is struc-

tured in several phases. From initial contact with entrepreneurs, including pre-feasibility
analysis, to the checking and validation of business plans. The system involves agreeing on a
task schedule, the assigning of a specialised tutor and frequent consultations until the busi-
ness plan and technical report are validated. The process is results-oriented, and based on a
formal quality system including support documents and established procedures. CEEl As-
turias Financia provides the framework based on the entrepreneurs’ requirements and the
type of funding that interests them. The roles of the various entities that contribute to frame-
work partnerships are coordinated and complementary, which is also an additional source of
knowledge and added-value. Currently, CEEl Asturias is a formal validator for business projects
that apply for micro credits, business angels, risk capital and NTBFs subsidies.

Managing Director of CEEl Asturias, Mrs. Eva Pando Iglesias, explains:

“The system can make access to funding easier. CCls become investment-ready
thanks to CEEl Financia and their role as intermediaries in establishing effective
communication between SMEs and financial institutions or investors. Other key
factors in accessing funding are CCls" intangible assets, risk-guarantee mecha-
nisms and their ability to minimise cash-flow issues.  www.ceei.es

"Paradoxically, over-specialization is one of the greatest strengths and, at
the same time, weaknesses of entrepreneurs in the field of cultural and
creative industries. Without the support and advice from the CEEl As-
turias staff it would have been impossible to focus on our job. Through
their projects and activities we can achieve a key formation to make our
entrepreneur plans come true. That is the reason that it s vital to have a
platform like the CEEl capable to encourage and unleash the potential
of the business model.”

Maria Gémez Martin and Misael Arturo Lépez Zapico, Archistec Consultoria Histdrica S.L. www.archistec.es



The start-up that grew
strong in an incubator

Afantastic place to meet new people and network, that's how a young
designer describes the incubator where she kick-started her company

Two years ago 29-year-old Swedish de-
signer Ibolya Vass took over a desk in an in-
cubator for newly-established companies.
Today her company is flourishing outside
this protective environment, thanks, in no
small part, to the network and business de-
velopment tools that she acquired during
her time in the incubator.

"In the Kronoberg incubator | got a
cheap workplace amongst 15 other small
companies. It turned out to be a fantastic
place to meet new people and network,”
says Ibolya Vass.

Her company, Vass forms, specialises in
designing logos, brochures, packaging,
websites and products, including the de-
signer's own jewellery collection: Memories
of Sweden.

Incubator for promising start-ups

The Kronoberg Incubator (INK) in Smaland,
Sweden is a non-profit organisation that fo-
cuses on the most promising start-ups. The
incubator screens entrepreneurial appli-
cants before offering them a three-month
stay in a pre-incubator where they are pro-
vided with business development support.
After a subsequent quality assessment the
companies with the greatest growth po-
tential are welcomed into the incubator.
For up to two years they receive financial
advice and business development support,
are invited to relevant workshops and in-
cluded in the network.

Different types of companies

"At INK there were actually a lot of differ-
ent types of companies, ranging right from
graphic design and illustration to technol-

Survival rate after 4 years

. New companies that recieve no advice and
who don't stay in an incubator survive with
40% after 4 yrs

New companies that recieve advice and who
don't stay in an incubator survive with 60%
after4yrs

New companies that recieve advice and
who stay in an incubator survive with 90%

after4yrs

Source: http.//www.danskeudviklingsparker.dk

ogy and healthcare. The advantage was
that | had the opportunity to acquire new
skills and see things from a different point
of view. There was only one other entre-
preneur working within the area of product
design. He'd had his company for a while
and had a lot of customers. He was able to
pass on work to me and he also gave me
lots of help,” recalls Ibolya Vass, who also
found inspiration by observing the way the
other companies operated.

My network is everything

Her time in INK gave the young designer
the opportunity to extend her network,
which, according to Ibolya Vass, is absolute-
ly crucial to her company.

"My network is everything. When I'm
developing new products | get tips and
inspiration from my network, exchange
ideas and share knowledge,” says Ibolya
Vass, who also finds partners for large scale
projects from her network.

"I had planned to develop my company
by taking on an employee, but it makes
more sense to invite people from my net-
work to help me solve specific tasks such
as websites, copywriting and photography.
| chose to run my own company because
I wanted to go my own way and have the
freedom to do what I'm best at. If | took on
employees I'd have to find time to manage
the staff, be in the office at particular times,
and secure a pipeline of work to cover
wages,” points out the designer behind the
one-woman company. www.vassform.com

100
90
80
70
60
50
40
30
20

AQIOAH U] 0104d



THE PERFECT PUZZLE

— all the pieces a well-functioning
incubator needs

Organise / Manage
brocesses, daily procediyres
bridging function in wards
and outwards

faa s

INCUBATION CENTRE FOR CREATIVE INDUSTRIES SCIENCE PARK — HUNGARY

[=] A [m]
4 Entrepreneurs and small IT companies benefit from the latest technology, a
E research environment and expert advice at The University of Debrecen. The
centre brings the university into close contact with companies and promotes
the use of academic knowledge in the commercial world, with significant knock-on effects for
teaching and research. The centre is based in the University of Debrecen’s Department for IT
Research and Development. The expertise and contacts of the incubator and the university’s
IT faculty help companies find research partners as well as aiding their participation in Euro-
pean research programmes. www.dekiik.hu

E*E| KTC - LITHUANIA

.- KTCis a physical incubator located in Kaunas, Lithuania's second city. It's home
to 64 companies that work in the fields of IT, mechatronics, publishing, mar-
keting, technology and innovation. Amongst other things, the companies are
provided with consultancy services, office space, secretarial assistance and conferences and
workshops. KTC was founded by the Lithuanian Ministry of Economy and the Kaunas Uni-
versity of Technology. The incubator’s mission it to stimulate the technological transference
process from science to industry. www.ktc.lt

"l

E35m| TIMISOARA SOFTWARE BUSINESS INCUBATOR - ROMANIA

Fil Timisoara Software Business Incubator supports the development of sustain-
E able and innovative business ideas and regional start-ups. As well as a physical
site, the incubator provides a number of services including training sessions
and promotional events (where a select team of companies represent the incubator in na-
tional and international fora) general entrepreneurial consultancy, legal and financial assist-
ance and contact to educators, researchers and university students. www.it-incubator.biz

CEElI ASTURIA - SPAIN

CEEl'is a Spanish technology and innovation incubator in the Asturias region
that provides support for entrepreneurs. It provides start-ups with assistance
from the earliest stages, through growth and consolidation including consul-
tancy, training and access to finance such as the Asturian Business Angels Network- ASBAN.

From 2005 to 2010, CEEI Asturias has facilitated access to finance through the incubator to
130 business projects to a total value of 10,631,136.52 €. Innovation and technology-based
projects received 75% of this funding. www.ceei.es

EIFE

m[w]| WE TECH OFF — ITALY

There are 52 companies at-
tached to We Tech Off, an

E - incubator whose objective is
to strengthen and support innovation in the
[talian region of Emilia-Romagna. We Tech Off
is both a virtual incubator and a support pro-
gramme with information antennas based at
seven regional universities and research cen-
tres.

The centre provides finance, training, as-
sistance in formulating business plans, fun-
draising services, business development as-
sistance, hardware and software facilities and
meeting rooms. We Tech Off works to a three
stage model: pre-incubation, incubation and
post-incubation. www.wetechoff.eu

[E%fhm| OUT OF THE BLUE -
SCOTLAND

[m]=t'4 Out of the Blue is a physical

incubator for artists and crea-
tive companies in Edinburgh. Over 150 entre-
preneurs in the incubator’s two departments
benefit from using studios of a range of differ-
ent sizes, plus a meeting room, exhibition space
and café. In addition, the incubator provides
entrepreneurs with the opportunity to take part
in workshops, receive consultancy and partici-
pate in a number of projects and artand culture
events. Out of the Blue opens its doors on a daily
basis in connection with youth employment
projects, art classes (involving 5,500 participants
annually), plays, festivals, art markets and exhibi-
tions — and is thus thoroughly integrated in the
local community. www.outoftheblue.org.uk
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1. Preparations for the exhibition "The Danish
Design Award 2010/11". Spinderihallerne open
their doors and invite interested parties inside to a
number of exhibitions, events and conferences.

2. Jewelry, a collection in acrylic and print. Dea
Simonsen, one of Spinderihallerne’s creative entre-
preneurs, has achieved considerable national and
international success in high end designershops
with her company “Umlaute Designbureau.”

3.Smalltalk, professional consultantcy and team-

work are all part of day-to-day life in studio G13,
where Film Producer, Torsten Frastrup (foreground)
has his workplace. www.froestrups.dk

4. Headhunter Sgren Bage Serensen, has chosen a
workplace in the common room outside Spinderi-

hallerne’s studlios.

Photos Tine Hvolby




ENTREPRENEURIAL INCUBATOR
LIFTS THE CREATIVE SECTOR

In Spinderihallerne, a Danish incubator, entrepreneurial com-
panies meet in a creative sector network. They meet around
the lunch table, at workshops and as they work together on
specific projects

The companies benefit from studios that are right next door to each
other in the old factory building that for 100 years was home to a cot-
ton mill, but now functions as an incubator for the creative industries.
Behind the orange and green doors and in full view behind glass walls
there are graphic designers, IT developers, product designers, journa-
lists, animators and film producers — just a small selection of the 52
companies behind the desks in the 22 studios and open office envi-
ronment.

Spinderihallerne, with its 13,000 sqg. meters, is located in Vejle, a
town of over 50,000 inhabitants in the south of Denmark. Accord-
ing to Manager of Spinderihallerne, Lene Lawaetz, it's a place where
creative entrepreneurs can experiment and go new ways, and where
knowledge institutions and public bodies can meet to drive business
development.

Network and partner organisations

For a relatively low rent entrepreneurs get a workplace, colleagues to
talk to, monthly entrepreneurial consultancy, mentoring, inspiration
through talks and events, and, last but not least, access to a corporate
and skills network.

"Originally, we planned Spinderihallerne as an environment for
graphic designers, clothing designers, potters and industrial design-
ers. But we now also house journalists and photographers, amongst
others, and what characterises us today is the sheer variety of skills we
have under one roof,” says Lene Lawaetz. In her opinion, there’s great
strength in diversity.

"Something happens when you bring people with so many differ-
ent backgrounds together in the same place. That diversity adds value
to the individual company, and provides a network the company can
draw on when tackling a project that requires a variety of skill sets.
We're each other’s network and partners,” says Lene Lawaetz who
feels that there's a need for small fast-moving creative companies that
can rapidly adjust to new market conditions.

Bringing projects and companies together

Spinderihallerne not only aims to be a creative growth centre for new
start-ups. It's also a place where start-ups can collaborate with estab-
lished and conventional companies with a view to strengthening

FACT
What is an incubator?

Incubators provide business development programmes
and services. Virtual business incubators provide these ser-
vices off-site. A fully-fledged incubator, however, provides a
physical focal point for networking and collaboration and
covers a specific geographical area.

“Incubators for Creative Entrepreneurs — based on 27 case
studies”. Full report and study at www.creative-growth.eu.

competitiveness by focusing on design and creativity. Good design is
increasingly the engine of both growth and innovation. The objective
of Spinderihallerne is therefore also to create design-driven growth by
linking creativity with traditional businesses and enhancing collabora-
tion with other professions.

Thisis done through a variety of development projects. One of them
is Designandelen (Designers” Cooperation) which sources develop-
ment projects and matches them to companies that work together to
carry out the job.

"We work constantly to bring the companies into play in a variety of
ways. The local authority chose to place people here who's job it is to
develop the sector and attract sizeable development projects which
the companies can work on and tackle together,” explains Lene La-
waetz.

Incubator and idea factory

Spinderihallerne is based in a municipality which has invested political
capital in the cultural and creative industries. Lene Lawaetz is in no
doubt that the decision by local politicians to establish an institution
like Spinderihallerne attracts growth to the region.

"In time this place will become a major idea factory, and the creative
ideas that come out of here will have a knock-on effect on local busi-
nesses. Traditional companies have to improve the way they develop
their products. Some companies have closed down their product de-
velopment departments as a consequence of the financial crisis. Other
companies could just do with a breath of fresh air and some outside
assistance. They can now tell their customers: ‘My development de-
partment is the 52 companies in Spinderihallerne. The fact that these
companies have found a niche and can do business here shows that
there’s a need for creative companies that look at things in a different
light and come up with innovative solutions,” says Lene Lawaetz.

Creativity replaces machines

One of the driving forces behind Spinderihallerne, is Vejle's Head of
Municipality Niels Agesen. He's in no doubt that supporting the crea-
tive industry locally will pay dividends.

"Vejle is a town with a lot of history. It's an industrial town which
has had a high proportion of manual workers. The transition from an
industrial society to an information society and an experience-based
economy where machines are replaced by creativity and ideas has
meant that we've had to make a special effort to attract and support
the creative class,” he says, making the case for an entrepreneurial in-
cubator for the creative sector.

"Our experience tells us that the people who run creative micro-
companies want to achieve their professional goals whilst remaining
small and flexible operators and working together in a network. If we
can create the conditions to let that happen then that's fantastic,” says
Niels Agesen.

Network - the key to success

Film Producer Torsten Frgstrup is just such an entrepreneur. He shares
studio G13 with an architect, a graphic designer and a 3D visualisa-
tion designer. When the former advertising professional moved
into Spinderihallerne just over a year ago he came from a perma-
nent position and needed support and assistance to help him
set up his own company. Since then, Torsten has expanded
his customer base, and the incubator environment has
played a significant role in helping him achieve that suc-
cess:

"Spinderihallerne has made a huge difference and re-
ally helped me build a network in what for me is a new
sector. We also benefit from each other's company in the
studio. We exchange ideas and suggestions, both gener-
ally but also in relation to quite specific professional issues.
Sometimes we can make use of each other’s skill sets to tackle
the projects we're working on. It's really fantastic having so many
different types of companies working in one place. And it's in that
crossover area between the different specialisations that new syner-

gies really arise.” www.spinderihallerne.dk



A CREATIVE EUROPE

The creative sector has the potential to drive European growth if deci-
sion makers invest in incubators, entrepreneurial support and risk capital
provision. That's the overall conclusion of three leading European crea-
tivity experts. In the following, they present their vision for a creative
Europe.

Tobias Nielsen sees a future where Europe will continue to invest
in museums, the performing arts and art to attract both the creative
classes and tourists. A Europe in which creative companies will be part
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of the process when major traditional industrial concerns develop new
products that bring creativity and technology together.

Hasan Bakhshi's vision is of a Europe where technologies we can
scarcely imagine will play an ever greater role in all aspects of our lives.
And where Europe, with its strong cultural inheritance, has the opportu-
nity to combine culture, aesthetics and technology. A process which in
actual fact is already well under way. Just consider the artists who pro-
duce pictures on their iPads, and publish them free-floating both within
and outside museums. Or the partially sighted who, at Tate Modern, can
feel their way through an exhibition.



According to Klaus A. Mogensen, open innovation in large online crea-
tive networks has a fantastic future. That's how the 3D printer was cre-
ated, and that's how the innovative products and solutions of the future
will be achieved across industries, research institutions, industrial com-
panies, public sector organisations and boundaries.

Tobias Nielsen is the CEO of research-based consulting and publishing
firm ONB Volante. He works with creative industry mapping, financial
and management controls in creative SME's, the economic effects of live
events and cultural and industrial policy.

Hasan Bakhshi is the Director of Creative Industries in NESTA's Policy
& Research Unit. NESTA is the National Endowment for Science, Tech-
nology and the Arts in the UK. He is a leading creative industry policy
researcher and also provides economic analysis support.

Klaus £. Mogensen is a futurist employed by the Copenhagen Insti-
tute for Future Studies. He is the editor and co-author of CIFS's book
'Creative Man’ which deals with how and why creativity and innovation
are becoming increasingly prevalent in all spheres of life. -



FACT
Triple helix perspective

“Triple helix perspective,” is the term for dialogue-based co-
operation between society generally, research institutions
and industry. The political contribution to such projects lies
in providing direction, creating markets and starting pro-
grammes.

Research institutions contribute with research platforms
and established joint projects. In turn, industry brings mar-
ket-knowledge and co-financing to the table. A process is
established in which one party’s actions affect the behav-
jour and results of the other contributors. Design-Region
Smaland is just such a triple helix perspective project.

Photo Tine Hvolby



INTERNATIONAL COMPANY LOOKS
FOR SMALL DESIGN COMPANY

"Kahrs Design Studio is a design workshop and competition open to newly-established designers...,
read the invitation that the international wood flooring manufacturer inssued from its headquarters
in Smaland, Sweden

DOm0 A manufacturing company that last year generated a turnover of 143 million euros recently invited creative micro-companies
to attend a design workshop that benefited both the young designers and the company. With 800 employees in 10 countries
you'd think the company could come up with some ideas themselves. However, there are significant advantages to cooperat-

=] ing with small creative companies, as Assistant to the Managing Director in Kéhrs, Karin Lagerlof, explains: "We wish to support
young designers and design students in the region and to help maintain Smaland’s tradition for innovation and design.”

At the same time, Karin Lagerl6f is happy to acknowledge that the company also has a number of internal goals for the project.

"The wood flooring industry is a highly traditional one. K3hrs has existed since 1857, so it's a good opportunity for us to work with young people and
to bring new knowledge and fresh ideas into the company. Plus, a project like this gives us a design network that can help us forge new contacts and
make it easier for us to identify new business opportunities,” says Karin Lagerlof.

The project may even result in the development of a whole new wood floor design.
"We don't know what will come out of the project, but we're hoping that the young designers will develop new ideas for new wood flooring which
we can turn into commercial products. Profitability isn't in itself a project goal but we are a company so of course we have to keep that in mind,”
says Karin Lagerrlof.

Kéhrs Design Studio is part of a larger project in Design-Region Smaland. According to Project Manager Anders Wisth, the project’s goal is to
strengthen Smaland'’s position as a regional design centre.
"We are a regional design centre. We're a region with a lot of innovation; but it takes place in a variety of design areas. The project will help
us promote cooperation between different design areas and between industry, young designers and universities, thereby consolidat-
ing Design-Region Smadland,” he says.
The project’s success criteria are: to make Design-Region Smaland a recognised brand, to create a design network that spans
companies, universities and participating local authorities, to establish 10 new regional design companies and to initiate 20
joint projects between companies during the project period.

For more information about Design-Region Smaland see www.designregionsmaland.se
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1.0 |Ezm INNOVATION PROGRAMME
BEHIND 100 NEW COMPANIES

E Eb More than 100 new high-knowledge companies have been
founded in Emilie-Romagna in Italy since the Spinner programme took off in 2000.

The Spinner 2013 programme has been developed to promote the upgrading and qualifica-
tion of people working in R&D, technology transfer and innovation and to create a commu-
nity in which people are at the core of the innovation processes and the development of a
new knowledge-based society.

The programme is dedicated to innovative business ideas, industrial research, technology
transfer and organizational innovation activities in collaboration with universities, research
centres and companies. It provides an integrated system of grants, opportunities and services.
Through Spinner 2013, people with an innovative business idea, a technology transfer project
or an organizational innovation project can completely dedicate themselves to the project
over a defined period. This is possible because of the well-structured support path including
financial support, budgets for specialized consultancy and project development guidance
and assistance carried out on a day to day basis from the 11 Spinner Points, a network of
information and assistance offices based in the main towns of the Emilia-Romagna region.
Participants also benefit from the services of dedicated personnel.

And the programme has made a difference

Sustainable Design is an innovation project developed by a young designer and graduate of
the School of Fine Arts in Bologna, Stefania Biagini, in cooperation with Grafiche dell’Artiere,
an innovative typography company based in Bologna, Celery Design, an import design com-
pany based in Berkeley, USA and the Design Centre in Bologna. The Spinner 2013 programme
has supported Stefania’s project and her international travels, the goal of which were to trans-
ferinnovative design solutions to Grafiche dell’Artiere and produce new paper products using
innovative and sustainable technologies. For more information see the report on “Education,
Research and Industry Relations” at www.creative-growth.eu or www.spinner.it.

EE TRANSFERRING BUSINESS KNOWLEDGE TO
INDUSTRY

E The 2kt programme: Transferring Knowledge to Industry, has helped almost
170 Scottish SMEs increase their sales by around £1.5 million collectively since it was launched
in 2007 at Edinburgh Napier and Queen Margaret University in Scotland.

2kt's main objectives are to help businesses in Scotland to fill their skills or knowledge gaps,
access experts who can help take the business forward and find innovative solutions to help
their business grow.

Through 2kt, businesses are offered a kick-off meeting with an SME/academic chaired by
the 2kt team, a collaboration project definition, assistance in accessing collaboration project
funding, application process assistance, contractual assistance and assistance during the start
of their working relationship. In addition, 2kt provides access to the 2kt Innovation Fund which
offers funding of up to £5000 to Scottish based SME's to support collaborative projects with
2kt academic partners and develop new products, processes or services that will benefit their
businesses.

2kt receives funding support from the Scottish Government’s Scottish Executive Expertise,
Knowledge & Innovation Transfer programme (SEEKIT) the European Regional Development
Fund (ERDF) and Scottish Enterprise (SE).

For more information see the report on “Education, Research and Industry Relations” at
www.creative-growth.eu.

SPECIALISTS GET
COMMERCIAL

[=]. 7=
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Scientists and technology professionals get
commercial and enterprise competencies
though a successful programme at Escuela
De Tecnologis, a school of sales and com-
mercial development, in the Asturias re-
gion of Spain.

The extensive training programme aims
to improve the skills of technology profes-
sionals by focusing their activities on com-
mercialisation, thereby helping technology
professionals become more sales-oriented
and creating a meeting point where stu-
dents and business people can share expe-
riences and propose and develop activities.

The programme responds to the needs
of technology professionals. It provides
assistance with sales and commercial ac-
tivities relevant to technical products and
services. It also helps provide local busi-
nesses with commercial consultants with a
technical background.

Escuela De Tecnologos shows how peo-
ple with a specific professional profile such
as scientists and technology professionals
can be provided with commercial and en-
terprise competencies .

For more information see the report on
“Education, Research and Industry Rela-
tions” at www.creative-growth.eu.

Using allyour senses. A young designer takes his

time studying and feeling the structure of the wood during a
workshop at wooden floors manufacturer Kérhs.

Photo Tine Hvolby
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For Europe to achieve its innovation
and growth ambitions decision makers
must create further new opportuni-
ties for knowledge sharing between
educational and research institutions
and industry

The creative industry can innovate and
generate European growth. Creative com-
panies have the skills to provide solutions
to significant energy, climate and welfare
challenges. But these solutions don't and
won't arise unaided. To unlock the crea-
tive industry’s potential closer cooperation
needs to be established between educa-
tional institutions, industrial companies
and the creative industry. Knowledge and
experience sharing can, for example, take
place within the framework of develop-
ment projects, programmes and networks.
To deliver this, European decision makers
must begin to take a long term approach to
bringing educational and research institu-
tions and industry closer together.

Management skills plus creativity

Creative entrepreneurs are experts in their
fields. They may know everything there is
to know about 3D-visualisation or furniture
design but they don't know how to run a
company. Small creative start-ups are nor-
mally one-man companies where the entre-
preneur’s interest is in generating sufficient

WE DON’T NEED TO BUY
ADDITIONAL KNOWLEDGE

Instead of borrowing from the bank to fund
the purchase of extra knowledge to develop
a new institutional environment for 3-6 year-
olds, creative entrepreneurs have contributed
their ideas to a regional triple helix project
where small creative companies, researchers
and public bodies can share knowledge and
exchange experiences

The 3-6 year-old children in southern Dan-
ish kindergarten, Den Senderjyske Idraetsin-
stitution, now benefit from an even more
inspiring play environment. In fact they've
gained an entire experience room where
they can hear some of the country’s best
storytellers, hide in a hidey-hole, play with
play equipment or start the digital wood-
land backdrop and go for a walk. In fact, the
children’s imagination is almost the only
limit when they're in modern playroom,
MeeWeeRoom.

e you 0 the

business to earn a decent monthly wage for
themselves. They're looking to keep costs
down rather than thinking of their activities
from the standpoint of a growth company.
That's why entrepreneurs don't invest capi-
tal or resources in training or management
courses - or bother with interdisciplinary
development projects. That's why Creative
Growth's report: Education, Research and
Industry Relations recommends, amongst
other things, initiatives to encourage stu-
dents in further education and creative
industry professionals generally to develop
their business and management skills.

Make industry part of higher education

Many creative sector training programmes
don't prepare students sufficiently for a fu-
ture as creative industry professionals, but
instead promote old-fashioned myths such
as: "you won't be able to make a living out
of it" Higher education institutions need
to learn to shake off these negative myths
and to enter into closer dialogue with the
creative industry. This could take the form,
amongst other things, of employing crea-
tive industry professionals as educators or
cooperating with companies on project
tasks and apprenticeships.

Match researchers and creative
entrepreneurs

Small creative companies often have lim-
ited research resources. However, if they
have access, via programmes, develop-
ment projects and networks to research in-
stitutions and research-based companies,
research institutions and the creative sec-
tor can meet and develop new solutions
together.

MeeWeeRoom was developed by creative
company, Madsen'Hjerng, a company that
specializes in bringing together storytell-
ing, music and new digital media. In the
triple helix project entitled Leg og Laering -
Kids 'n" Tweens (Play and Learning — Kids ‘n’
Tweens) Madsen'Hjerng cooperated with
an established play equipment manufac-
turer and regional research institution Uni-
versity College Lillebaelt (UCL). The work,
including the design and implementation
of a prototype play room, was carried out
at one of the university’s own development
laboratories.

And it's not just children who've benefit-
ed from the development project, at least
not if you ask Jens Peter Madsen, one of the
two project founders.

“By developing our original idea in co-
operation with other project partners we
gained additional knowledge and skills
that help us understand children’s motor
development and play equipment safety
without having to pay for it. That's a sig-

Mix creative and technological skills

Creative entrepreneurs have strong skill sets
when it comes to identifying requirements
and testing innovative new solutions and
can therefore help companies develop new
products and solutions that meet societal
needs. However, only a few small creative
companies also possess the technological
skills required for product development.
That's why it's important to help the crea-
tive industry and traditional industry meet
to develop their skills via investments in
development projects and programmes at
both the regional and the EU level.

Invest political capital

The overall conclusion is thus that Euro-
pean decision makers need to recognise
creativity as a source of innovation and
development and to demonstrate readi-
ness to support the development of the
creative industry. Decision makers must
target support programmes better so that
they suit the needs of innovators in a sector
dominated by one-man companies, micro-
companies and freelancers. Further, invest-
ment is required in support networks that
are designed with the needs of creative
companies in mind. In addition, European
decision makers are encouraged to work
together to coordinate their efforts across
different departments to the benefit of in-
dustry, culture and tourism. Because invest-
ing in rainbows pays off in the long term.

For more information see the report on
“Education, Research and Industry Rela-
tions” at www.creative-growth.eu.

nificant advantage for a small company, es-
pecially in the current environment where
banks are very reluctant to extend finance.
Banks need security for almost anything,
and when we're just at the idea stage we
can't give them those sorts of guarantees.
There’s no way of knowing whether institu-
tions will want to purchase our experience
rooms before we've actually got one for
them to look at. Now we actually have a
prototype product we've come a big step
further,” says Jens Peter Madsen.

The region’s growth council has pro-
vided the Leg og Leering - Kids 'n' Tweens
project with support totalling 31 million
DKK, and Regional Council Chairman Carl
Holst firmly believes that their investment
will bring dividends:

“Syddansk Veekstforum has invested in
the project. By bringing a creative input
into the process, companies and public
bodies can add financial value.” www.kids-
ntweens.dk.



Together we can
make a difference

Cooperation and an interdisciplinary approach in formal networks are
crucial if Europe is to gain full benefit from the creative sector

Networks for the town'’s artisans, the region’s design companies and educational institutions or
micro-companies in the media segment. Just three examples of formal networks which the creative
sector needs, according to Creative Growth, in order to develop the industry with new products and
new solutions to societal challenges.

A successful network is greater than the sum of its parts. When diverse creative minds are brought
together in an environment that encourages mutual respect and active discourse thoughts can
combine to produce ideas with enhanced strength and potential. Equally, the level-headed influ-
ence of informed network members can keep individuals’ more esoteric ideas grounded and fo-
cused on commercial potential.

Networks need political support

In the creative industries networks are regarded as key tools for financial and developmental success.
The revolution in communications technology and social networking has brought about dynamic
changes in the way creative actors conduct their business, particularly in the areas of collaboration
and marketing.

However, the spread of creative networks in the different regions varies from small local groups
to large online communities whose members only know each other from cyberspace. In general,
European decision makers are behind the curve when it comes to political and financial backing for
network-creation in the creative sector. Networks don't just fund and run themselves, they have to
be supported and assisted.

Creative industries’ networks should, of course, inspire and encourage creativity. They are a cata-
lyst for innovation in the art forms they represent. Equally importantly, they should promote enter-
prise.

How do networks work?

Surveys of various types of formalised creative industry networks and their effects are hard to come
by. That's a problem if Europe is to increase its investments in the sector. The concept and practice
of networking is well-established in other economic sectors. Although the aims may be the same,
functions and processes are often different within the creative and cultural industries.

How do the many small companies in the creative industry affect networks’ performance? Are
physical or online networks best? What defines a well-functioning network? How does network
participation affect the performance of creative companies? These and other related questions re-
quire thorough investigation so that that decision makers can make well-considered investments.

Networks need investment

In any event, an all-round policy that supports the creation of formalised networks within the crea-
tive industry is a must. Networks are often still run informally by industry associations whose focus is
elsewhere without any form of centralised assistance.

But decision makers should recognise the value of networks as a creative industry growth tool
and foster network formation in the creative sector.

By making funds, physical sites, IT development support, online network maintenance, best prac-
tice knowledge and activities available decision makers can play a crucial role.

It's time for governments to invest in high-quality broadband connections that can support larger
and better functioning networks, and which, in time, will deliver significant financial and cultural
benefits. It is to be hoped that policy makers recognise the social, economic and cultural value in
the wide range of activities networking brings to the region.

For more information see the report on “Education, Research and Industry Relations” at www.
creative-growth.eu.
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MORNING COFFEE IN
SEALES AN ONLINE NETWORK

E L One of Scotland's significant online CCI networks, 38 Minutes was set up to
bring together creative digital companies in Scotland and Northern Ireland and provide a
platform for these companies to exchange ideas, advice, viewpoints and so on. It has become
a successful method of showcasing and obtaining work for its 3000 members, mostly in Scot-
land and Northern Ireland. Members contribute blog posts and opinion columns covering the
latest regional CCl developments. There are also job advertisements and vacancies, and infor-
mation on training and workshop events. The network does not organise events, rather its
strength lies in its role as a communication hub; many groups and subsets have formed after
meeting on 38 Minutes. Of particular interest are the Glasgow and Edinburgh Coffee Morn-
ings at which CCl participants meet up to discuss work opportunities, collaboration and so
forth. These informal meetings have quickly become very popular, with around 150 members
in each city. The coffee morning idea is a good one. It takes place when people are available
before the working day begins and it's sociable and productive. As a result, these meetings
have become one of the most important hubs for work opportunities and the exchange of
ideas.

38minutes was created by UK broadcaster Channel 4 in 2009 to support its digital venture
4iP. 4iP was a ground-breaking £51m fund developed in partnership with regional develop-
ment agencies to support digital projects in Scotland, Wales, Northern Ireland and England.

38minutes is run by freelance writer and editor Nicola More. www.38minutes.co.uk
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turias, a region which did not previously
have one. Today, 14 years later, Asturias
has a prominent place on the Span-
ish design scene. Developments have

MOTIVA

MOTIVA is a network in
E the Spanish region of As-

[m] et [m]

turias run by the Advertis-
ing Graphics Department of the School
of Art in Oviedo. The network promotes
graphic design in Asturias across all sec-

tors, including both public and private
sector bodies.

Since 1997, MOTIVA has added value
and gradually built a design culture in As-

been remarkable, whether you measure
them in terms of the number of studios
or the quality and quantity of the orders
received. MOTIVA has been influential in
design dissemination and in creating a
market for design industries in Asturias
and Spain. www.motiva2011.org

FROM SCOTLAND
TO HUNGARY

The exchange of good net-
working practices at Creative Growth in-
spired a Hungarian company in the country’s
Eszak-Alfold region to establish a Hungarian
version of the Scottish network “38 minutes”.

After hearing about the online network
38 minutes, marketing company Forensys
Communication Ldt's Managing Director
Jozsef Gonda, offered to create a network
for entrepreneurs.

"We wanted to emphasize to other entre-
preneurs that cooperation brings opportu-
nities.

The concept was to develop a website
with useful information regarding tenders,
EU funds, development opportunities, crea-
tive sector trends and, of course, opportuni-
ties for cooperation. A site where small crea-
tive companies can introduce themselves
and raise their profile. We want to build an
effective network of local enterprises which
can support each other in reaching their
goals,” says Jozsef Gonda.

And the Forensys Managing Director calls
on policy makers to support networking in
the creative sector:

"Lots of talented people and companies
work in the region. They do their best in
their respective fields, but to really succeed
they need capital, information, space, ad-
ministrative and management support, etc.
A small company or a local community usu-
ally doesn't have all these resources. Policy
makers should provide the creative sector
with coordination and development assist-
ance. In a competitive global marketplace
no company can do it completely alone, not
in Eszak-Alféld nor in the rest of the world.
www.kreativregio.hu
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| NETWORK CULTURAL FESTIVAL
Wt -4 Professional development, visibility and improved employment oppor-
E L| tunities are the joint goals of the artists, artisans, institutions and organi-

sations that make up Regionalt Kulturforum, a network in the town of
Linképing in Ostergétland, Sweden. The network, which is built on members’ common
interest in promoting local cultural initiatives, was the result of a ground-roots move-
ment and was founded in 2007.

The network has generated a number of initiatives and events, however, one par-
ticularly visible highlight is the annual City Art Link Kulturfestival where volunteers, or-
ganisations and institutions exhibit local art and design to the public. Regionalt Kultur-
forum’s aim in holding the festival is to boost cultural activities across the Ostergétland
region.

The network’s members plan and prepare the festival in working groups. When City
Art Link opens, art-and-crafts-interested members of the public of all ages can take the
opportunity to experience exhibitions, trips, events and open workshops.
www.cityartlink.se

DEVELOPMENT AND VISIBILITY THROUGH
ONLINE NETWORK PARTICIPATION

In Debrecen, Hungary, graphic arts professionals meet through the
Ajtési Durer Graphic Artist Association network. It was founded in 2000, and has contin-
ued to grow ever since. The aim of the network is to maintain and sustain graphic arts
standards locally in a region that already benefits from a strong graphic arts tradition.
Festivals and exhibitions are organised on a regular basis showcasing members’ work;
in addition, the network has developed national and transnational partnerships reach-
ing as far as Japan.

The network meets fortnightly to organise events and promote creative co-oper-
ation between members. Members also take part in seminars and deliver lectures to
local university students. Furthermore, the network performs regular assessments of its
activities through questionnaires and feedback, allowing network organisers to assess
whether its aims are being achieved. The network is financed through public funds and
fees from the 32 members.

Members recognise that the network has had an important impact on the develop-
ment of graphic arts in the region through training, creative collaboration and aware-
ness-raising. Marketing, artist exchanges and publicity have ensured that the region is
recognised nationally and abroad. www.gade.hu

ESgE| SPEED NETWORKING FOR COMPANIES

Create the Net, a speed networking event for established companies and
E start-ups within the creative sector, is just one of the activities promoted
by CREATER, a support path specially dedicated to creative businesses
from Italy’s Emilia-Romagna region.

The support path provides a range of services including training, tutorship, special-
ised consultancy, the identification of strategic contacts and the organisation of net-
working events to 9 companies from the worlds of music, communication, film-making,
fashion, design and architecture, amongst others.

CREATER's success can be ascribed to the networking activity that went into devel-
oping it. This took the form of collaboration with organisations dedicated to supporting
creative businesses in other Creative Growth partner regions. Organisations from Emil-
ia-Romagna have also collaborated both in the project’s promotion and implementa-
tion phases, and selected creative companies have been able to network with other
types of start-ups with complementary competences such as ICT companies and engi-
neering companies. Creater is a Creative Growth pilot project. www.creative-growth.eu

;04| MOVE YOUR
OFFICE ACROSS

= FUROPE

International network Moving Offices is a
pilot project within the Creative Growth
project led by Spinderihallerne. Moving Of-
fices allows entrepreneurs to swap offices
with various different European incubators,
providing them with access to international
creative networks and environments. By
moving office to a new location the crea-
tive entrepreneur has the opportunity to
encounter new markets and learn new
processes and methods from other like-
minded entrepreneurs. Closer links be-
tween international incubators and the op-
portunity to share knowledge, experiences
and skills are just some of the other benefits
of the Moving Office programme. Creative
Growth partners ensure that contact to na-
tional and regional incubators really puts
them on the European map.

Graphic Designer Bo Virkelyst Jensen,
who runs the one-man design studio add-
Soul, recently moved his office for two
weeks from the incubator Spinderihallerne
in Denmark to a similar institution in Am-
sterdam.

"An international network can show you
that the skills needed to address a specific
problem may not be available just round
the corner in your home country; you may
have to look for help elsewhere. And, if you
want to work with international clients the
fact that you have an international net-
work means that you can call a colleague
in Amsterdam or Barcelona and hear about
how they do things there,” says Bo Virkelyst
Jensen of his Moving Offices trial run.
www.creative-growth.eu

E3&E| DESIGNERS
CO-OPERATION

E Ll Designers” Cooperation is
a network of almost 80 small design firms
from across southern Denmark that works
to strengthen the creative industries and in-
crease the use of design. The aim is to help
make design a part of Danish companies’
business models and to generate competi-
tive advantages. This is done by facilitating
the use of design, connecting traditional
firms with a wide range of regional design
firms and showcasing the opportunities
and advantages that companies gain from
using design strategically.

The network provides members with
matchmaking,  business  development,
events and skills development, thereby en-
suring that members stay ahead of design
and innovation developments. www.de-
signandelen.dk




SPINDERIHALLERNE
CENTER FOR CULTURE AND
BUSINESS, DENMARK

www.spinderihallerne.dk

Statement

As well as helping us reach an important international network of
contacts. It has changed our policy focus and made us think more in-
ternationally in terms of the way we develop creative businesses and
participate in regional and national debates. We've been inspired to
further develop our Moving Office programme, to the benefit of our
network of creative companies.

Activities

Mapping creative businesses in the region, holding a creative en-
trepreneur international conference, showcasing Spinderihallerne,
developing communication materials and developing the Moving
Office pilot project.

HUNGARY

www.eszakalfold.hu

Statement

Creative Growth mapping indicates that the Eszak-Alféld Region
is home to a large and growing number of creative industries. The
project has helped us recognise the importance of the sector and its
needs going forward.

Activities

We have mapped the creative sector in our region for the first time.
We also worked closely with our partners in themed working groups
and shared good practices. In addition, we have organised an inter-
regional seminar in Debrecen at which we discussed clustering and
cooperation in the creative sector.

OSTSAM
REGIONAL DEVELOPMENT
COUNCIL, SWEDEN

www.ostsam.se

Statement

Creative Growth has helped build our knowledge of possible next
steps and actions that can strengthen the creative and cultural in-
dustries in our region — both at the strategic level and in terms of
initiatives we can implement in the short term. Cooperating with a
range of organisations from different regions has raised our aware-
ness of the available options and inspired us.

Activities

The key activity we identified was exchanging experiences and
good practise. Creative Growth provided a fantastic opportunity to
learn from others and to get new perspectives on how to support
and develop the creative sector.

TIMIS COUNTY COUNCIL,
ROMANIA

WWW.Ctimis.ro

Statement

The project has confirmed Timis County Council’s impression of the
state of the local creative industries and allowed us to identify Euro-
pean solutions appropriate to the sector.

Activities

Our positive experiences with regional dissemination seminars in
May 2010 and May 2011 have lead us to make these a regular event.
They will help us support creative activities locally and aid the dis-
semination of new initiatives.

CEEI ASTURIAS,
SPAIN

www.ceei.es

Statement

Creative Growth has helped is to identify opportunities in a sector
that has gained in visibility and to reinforce its potential for regional
innovation-based economic development.

Activities

We have explored the pervasive influence of ICT in the sector and
laid the foundations for a specific support programme based on the
experiences of our international partners.



SOUTHERN SMALAND
REGIONAL DEVELOPMENT
COUNCIL, SWEDEN

WWW.rfss.se

Statement

The Creative Growth project has provided us with inspiration, excel-
lent case studies and a European context. Plus, we've benefited from
a number of contacts that have further developed our regional work
and policies.

Activities:

We have participated in mapping, TWGs and an inter-regional semi-
nar. All of which we've been able to combine with initiatives back in
Sweden which we've financed by other means. One result of the TWG
meetings is that our business support organization ALMI now works
much more closely with the regional artist support organisation KC
Syd.

RAM CENTRAL
STARA PLANINA, BULGARIA

WWW.ISO-CSP.org

Statement

Creative Growth has helped add to our knowledge of the creative
sector and the potential for European cooperation. We now have a
great network to build on.

Activities

At Central Stara Planina we have learnt a lot from the Creative Growth
project. We have benefited particularly from exchanging experi-
ences with other regions, and have taken part in many interesting
discussions.

SOUTH DENMARK EUROPEAN
OFFICE, DENMARK

www.southdenmark.be

Statement

Creative Growth has provided us with an opportunity to showcase
and promote South Denmark and project partner Spinderihallerne
as a good practice case towards the European Commission and oth-
er regional offices in Brussels.

Activities

The South Denmark European Office has managed the successful
implementation of Creative Growth dissemination activities, includ-
ing liaising with similar projects and initiatives in Brussels.

KAUNAS
REGIONAL DEVELOPMENT
AGENCY, LITHUANIA

www.krda.lt

Statement

Mapping cultural industry activities in the Kaunas region has given
us an excellent basis for understanding their current state. We have
also used the recommendations we have received to help us formu-
late our current practice and future policy.

Activities
After mapping the sector, we considered the feasibility of develop-
ing creative industry clusters in the Kaunas region. We also formu-
lated a regional activity plan aimed at boosting the creative and
cultural sector.

ASTERS.CONS.P.A,,
ITALY

www.aster.it

Statement

Creative Growth has helped raise our awareness of the creative sec-
tor in our region. We've also benefited from the opportunity to hold
a new high-visibility regional debate and create networking oppor-
tunities with key organisations.

Activities

Amongst other things, we have launched and effectively applied
CREATER - Crescita cREATiva in Emilia-Romagna to a selection of
companies; it's a specific support path for creative start-ups, defined
with the support of both Creative Growth partners and local part-
ners.

EDINBURGH NAPIER
UNIVERSITY, SCOTLAND

www.napier.ac.uk

Statement

Creative Growth has helped is to identify opportunities in a sector
that has gained in visibility and to reinforce its potential for regional
innovation-based economic development.

Activities

We have explored the pervasive influence of ICT in the sector and
laid the foundations for a specific support programme based on the
experiences of our international partners.
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IN A NUTSHELL

The Creative Sector is a key driver for economic development e
and growth. Strong support policies and business development
mechanisms are a prerequisite for maximizing the business poten-
tial of the creative sector.

Creative Growth wants to support creative entrepreneurs in turn-
ing creativity into business.

Creative Growth provides decision-makers and implementers with
evidence-based knowledge of the support policies and business
support mechanisms that the creative sector needs to maximize
its growth potential.

For more information about the Creative Growth project see:
www.creative-growth.eu
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