
in ESTONIA, LATVIA and LITHUANIA

WITH THE

SUPPORT OF

PARTNERS:

2010





CONTENT

Introduction to the Creative Industries in Estonia, Latvia and Lithuania 2010 4

Mapping creative industries in Estonia, Latvia and Lithuania 5

Creative Industries Policy in Estonia 9

Creative Industries Policy in Latvia 11

Creative Industries Policy in Lithuania 14

Creative Industries and the Estonian Offi  ce of the Nordic Council of Ministers 16

Best practices: Estonia 17

Best practices: Latvia  21

Best practices: Lithuania 23

Developing a Creative Economy in the Baltic Region: Challenges & Opportunities  27

Contacts 35



4

INTRODUCTION TO THE CREATIVE INDUSTRIES 
IN ESTONIA, LATVIA AND LITHUANIA 2010

Europe is at a crossroad – how can we 
turn the current crisis into new op-
portunities and make the economy 
competitive and sustainable in the 
long term. Creative industries have the 
potential to do all this and much more. 
Creative industries bring not only 
growth and jobs, but also foster in-
novation and shape attractive environ-
ments for people to live in and visit. 

Estonia, Latvia and Lithuania have 
experience in working together to de-
velop creative industries. Th e fi rst net-
work to combine policymakers from 

the three countries was already initi-
ated back in 2006. Since then experts 
and offi  cials have been sharing best 
practices in the creative industries and 
formulating common positions within 
the European Union. Th e three Baltic 
countries have also been vocal advo-
cates of including culture and creativ-
ity in the Europe 2020 strategy and its 
fl agship initiatives. 

Th e collection of articles titled “Crea-
tive Industries in Estonia, Latvia and 
Lithuania 2010” is yet another coor-
dinated project to analyse the Baltic 

LAINE JÄNES 

Estonian Minister for Culture

approach to developing creative indus-
tries, and present an overview of the 
latest developments in the sector. Th e 
focus for this fi rst overview is on crea-
tive incubators as an eff ective measure 
for promoting and supporting en-
trepreneurship within cultural and 
creative industries. We also explore the 
ways forward to enhance cooperation 
between the three countries, especially 
in light of the coming EU fi nancing 
period. We sincerely hope that our ex-
perience in developing creative indus-
tries could also prove useful for other 
countries.

INTS DĀLDERIS

Latvian Minister for Culture

ARŪNAS GELŪNAS

Lithuanian Minister for Culture 
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MAPPING CREATIVE INDUSTRIES IN 
ESTONIA, LATVIA AND LITHUANIA
SILJA LASSUR, KÜLLIKI TAFEL-VIIA, ANDRES VIIA 

DEFINING THE 
CREATIVE INDUSTRIES 
IN THE BALTIC 
COUNTRIES

Discussions of the creative industries 
(CI) agenda in the Baltic countries 
date back to the beginning of 2000. 
Th e British Council has played a re-
markable role in promoting the crea-
tive industries concept all over the 
world, and its contribution, through 
providing expertise and methodologi-
cal assistance in mapping endeavours, 
cannot be underestimated in the Baltic 
countries either. Attention fi rst started 
to be paid to the creative industries 
at the national level in all three Baltic 
countries when the British Council 
(BC) introduced the concept to diff er-
ent ministries in the Baltics in 2005. 
As a result, the Ministries of Culture 
in all three countries seized the oppor-
tunity to adopt the defi nition and con-
tent into their cultural policy agenda. 

Th is period (of policy formation) saw 
the adaptation of the United King-

dom’s approach in terms of the ideas, 
structure and content of CI develop-
ment. Th e fi rst major steps at state level 
started with statistical mapping surveys 
of CI in Estonia, Latvia and Lithuania. 
Th e study processes included adapting 
the British defi nition of CI to the Bal-
tic States – “Th e creative industries are 
those industries which have their origin 
in individual creativity, skill and talent, 
and which have the potential for wealth 
and job creation through the genera-
tion and exploitation of intellectual 
property” (DCMS, 1998). Estonia and 
Latvia have made some minor changes 
to this defi nition. In Estonia, a clause 
addressing ‘collective creativity’ was 
added – “Th ose industries that have 
their origin in individual and collective 
creativity, skill and talent and which 
have the potential for wealth and job 
creation through the generation and 
exploitation of intellectual property.” 
Th e Latvian Government in its politi-
cal documentation pursues the follow-
ing defi nition: [Creative industries in-
volve] “activities, based on individual 
and collective creativity, skills and tal-

ents, which by way of generating and 
utilizing intellectual property, are able 
to increase welfare and create jobs. 
Creative industries generate, develop, 
produce, utilize, display, disseminate 
and preserve products of economic, 
cultural and/or recreational value.“ 1

Th ese studies at national level pro-
vided a good basis for the Ministry of 
Culture to apply for fi nancing from 
the European Structural Funds. Th is 
rapid adaptation of the new concept 
by the public sector and especially the 
Ministry of Culture can be explained 
as an “opportunity to gain access to 
European fi nances, because it provided 
them with the possibility of additional 
funding. And their budgets have al-
ways been the most limited. Th ey were 
simply trying to fi nd additional means 
to support their sector.” (Lassur et al, 
2010) 

Estonia and Lithuania managed to in-
clude the fi nancing of creative indus-
tries into the National strategy for EU 
Structural Funds for 2007–2013. In 

1 Th e defi nition of the creative   
 industries of Latvia was for the fi rst  
 time entered into the Guidelines   
 for the State Cultural Policy of Latvia  
 for 2006 – 2015 (Cabinet Order of 
 18.04.2006 No. 264).  
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both countries the controlling rights 
and obligation to manage the resources 
went to the Ministries of Economic Af-
fairs, since Structural Fund programs 
dealt with entrepreneurship and devel-
opments of the environment – topics 
that traditionally do not belong under 
the Ministries of Culture. Estonia pri-
marily applied for support from the 
Structural Funds (Riiklik ... 2007) to 
create infrastructures to support the 
development of CI, valuing creativity 
and raising awareness of entrepreneur-
ship and creative industries (Lassur et 
al, 2010). In Lithuania, fi nancing for 
the Lithuanian art incubator network 
was intended as part of the imple-
mentation of “the Action Programme 
for Economic Growth” (Creative ..., 
2010).

THE STATISTICAL 
MAPPING OF CI IN 
ESTONIA, LATVIA AND 
LITHUANIA

Th e previously mentioned initial sta-
tistical surveys began in 2005, albeit 
slightly diff erently in each country. Es-
tonia attempted to map all the sectors 
mentioned in the British defi nition. A 
study mapping the economic contribu-
tion of copyright-based industries was 
conducted in Latvia in 2005. Mapping 
the creative industries in Lithuania 
covered two counties - Utena and Aly-
tus. Th e results of these studies were 
not comparable as the methodology 
was diff erent in all three countries. 

Th e defi nition and discussion of Crea-
tive Industries is fairly similar in the 

Baltics (as in other countries). Current 
discussion concerns what areas belong 
under CI and which policies should be 
implemented to develop it. Although 
all three countries base their defi ni-
tion of CI on the British defi nition, in 
later studies somewhat diff erent sectors 
have been included when composing 
the research methodology (Table 1). 
Th us, for example, the mapping of the 
IT sector in Estonia has been relatively 
narrow, covering only entertainment 
IT. However, in Latvia and Lithuania, 
vastly broader scopes have been cov-
ered when it comes to the IT sector. 
Research by Lithuanians even includes 
the heritage sector, which has not been 
mapped in Estonia or Latvia. Th e lat-
est Lithuanian research of mapping 
emanated from cultural and creative 
industries. Th is is a broader notion 
that includes CI and tourism, sport, 
museums, archives, heritage protection 
and other cultural activities. Yet, when 
accounting for CI contributions, fi elds 
related to sports were excluded (Lietu-
vos ..., 2009). 

As these sectors in the three Baltic 
countries have been researched and 
mapped diff erently, then the real ben-
efi ts, value added and other economic 
as well as statistical indicators are not 
directly comparable. All the research 
tried to assess both CI’s contribution 
to employment, and its economic role 
in producing value added and revenues 
(Table 2). Calculations about the share 
of GDP or share of employment that 
CI represents are made very carefully 
due to possible biases and uncertainties 
about the sub industries included.

ESTONIA (2009) LATVIA (2008) LITHUANIA (2009) 

Arts (visual and 
applied arts)

Visual arts
Visual arts, applied 
arts and heritage

Performing arts 
(theatre, dance, 

festivals)

Performing arts 
(theatre, dance, 

festivals)

Performing arts 
(theatre, dance, 

festivals)

Music (interpreting, 
composing, 

producing, publishing, 
musical instruments, 

festivals, etc)

Music (interpreting, 
composing, 

producing, publishing, 
musical instruments, 

festivals, etc)

Music (interpreting, 
composing, 

producing, publishing, 
musical instruments, 

festivals, etc)

Architecture Architecture Architecture

Design (product 
design, fashion, 
graphic design)

Design
Designer fashion, 
Graphic design

Film and video Film and video Film and video

Broadcasting (radio 
and television)

Television, radio and 
interactive media

Television, radio and 
interactive media

Entertainment IT 
(online and computer 
games, entertainment 

internet sites)

Computer games and 
interactive software 

publishing

Computer games and 
interactive software 

publishing

Publishing (books, 
periodicals, 
newspapers, 

catalogues, etc)

Publishing (books, 
periodicals, 

newspapers, etc)

Publishing (books, 
magazines, 

newspapers, etc)

Heritage (museums, 
libraries, archives, 

handicrafts)
Cultural heritage

Heritage (museums, 
libraries and archives)

Advertising 
(advertising, media 

agencies)
Advertising

Advertising and 
public relations and 

communication 
activities

Cultural educational 
activities

Educational activities

Recreation, 
entertainment 

and other cultural 
activities

Botanical and 
zoological gardens

Travel agencies and 
tour operators

Table 1. Subsectors of creative industries covered by statistical research
Source: Survey and Mapping of the Creative Industries in Estonia, 2009; Creative industries 

research. Actualization of statistics, 2008; Lithuanian Creative and Cultural industries, 2009 

THE MOST IMPORTANT 
STATISTICAL  STUDIES OF 
MAPPING CI:

LATVIA

The Economic • 
Contributions of 

Copyright-based 

Industries in Latvia, 2005 

Creative industries • 
research. Actualization of 

statistics, 2008

LITHUANIA

Creative industries • 
mapping document 

in Alytus and Utena 

counties, 2005

Lithuanian Creative and • 
Cultural industries, 2009 

ESTONIA

Mapping and Analysis • 
of Estonian Creative 

Industries, 2005

Survey and Mapping of • 
the Creative Industries in 

Estonia, 2009
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ESTONIA (2007 DATA) LATVIA (2006 DATA) LITHUANIA (2006*, 2007 DATA)

Number of people working in CI 

(% of all employed)
28 000 (4.3%) 63 511 (5.8%) 61 297 (4.02%)

Number of businesses in CI 

(% of all businesses)
Over 5 000 (9.4%) 9 327 (8.9%) 6 149 (8%)

Total income of CI EUR 1 146 000 000 EUR 1 014 000 000 EUR 1 256 000 000 

CI as a share of GDP 2.9% n/a 5.2%*

Concentration in the capital city 47.1% of  CI enterprises 54.8% of CI enterprises 70% of value created by CI

PROBLEMS THAT 
OCCURRED WHEN 
MAPPING CI

Countries have used somewhat dif-
ferent databases and data collection 
methods. Estonian statistical research 
is based on Statistics Estonia’s entrepre-
neurship and cultural statistics data. 
In addition, data has been gathered 
from the Central Commercial Regis-
ter, which also includes information 
about the self-employed and all micro 
businesses. Information about the self-
employed with a yearly turnover of less 
than 250 000 EEK was obtained from 
the registry of the Estonian Tax and 
Customs Board. However, the prob-
lem with these databases is that indus-
tries are not defi ned precisely enough, 
and there may not be suffi  cient data. 
For example, statistics about Estonian 
music and visual and applied arts are 
nonexistent (Eesti ..., 2009).

Latvian research mostly concentrates 
on data gathered by the bureau of sta-

tistics, and the data on CI was calculat-
ed according to a defi nition based on 
the NACE classifi cation. Th e Latvian 
Statistical Offi  ce only collects data ac-
cording to NACE 4-digit codes; there-
fore, many CI businesses are classifi ed 
within the group “other activities” 
and are not included in the research 
(Mikelsone, 2008). 

Lastly, CI research conducted in 
Lithuania also relies on data collected 
by the bureau of statistics and the 
NACE classifi cation. Gathering in-
formation about design businesses is 
a more specifi c problem in Lithuania 
for example, as there are no enterprises 
in Lithuania that could be classifi ed 
as “design enterprises”, and there is 
no statistical data according to which 
one could determine the share of such 
enterprises in CI. Th at is why the iden-
tifi cation of the design sector is associ-
ated with the design functions embed-
ded within traditional manufacturing, 
advertising, architecture and other CI 
sectors (Lietuvos ..., 2009).

Similar problems with mapping and 
statistics can be identifi ed for all coun-
tries: 

Only fragmentary data is cur-• 
rently available – the databases 
provide insuffi  cient data and in 
some sub sectors there is no sta-
tistical data at the national level 
whatsoever;

A wide range of types of busi-• 
ness ownership exists in CI sec-
tors – NGOs, limited compa-
nies, limited-liability companies, 
self-employed, government and 
local-government organizations, 
foundations – the databases with 
private, public and non-govern-
ment sector data are not compa-
rable with each other. Th ey can 
also include contradictory data 
about sub sectors.

National statistical registries (e.g. • 
NACE) do not include many new 
professions or fi elds of operation, 

and this is also characteristic of 
CI in the current context of glo-
balization and economic integra-
tion. According to NACE even 
the handicraft industry is not dis-
tinguishable.

Th erefore, researchers in all three coun-
tries have claimed that it is important 
to improve the statistics for culture and 
creative industries. Additionally, it is 
essential to come up with specifi c data 
collection methods in order to obtain 
adequate data about these industries 
and compare them with other eco-
nomic spheres in each country. 

FROM STATISTICAL 
COMPARISON TO 
EXCHANGES OF 
EXPERIENCE 

It is not enough to develop eff ective 
and sector specifi c political methods 
using data from statistical mapping 
alone. More sub sector specifi c and 
qualitative research is needed to map 

Table 2. Economic and statistical indicators of CI
Source: Survey and Mapping of the Creative Industries in Estonia, 2009; Creative industries 

research. Actualization of statistics, 2008; Lithuanian Creative and Cultural industries, 2009
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the needs of creative industries and 
the problems hindering their devel-
opment. Region specifi c studies and 
analyses of cities and districts are also 
important. A range of qualitative stud-
ies has been conducted in all three 
countries. Due to the strong infl uence 
of region-specifi c characteristics, such 
research is mostly initiated at the city 
level. In each region or city (or dis-
trict within larger cities), a specifi c 
CI structure has been built up to deal 
with sub sectors that dominate, how 

cooperation between diff erent sectors 
works and what problems domestic 
enterprises experience. Th is has been 
examined for example by Lithuania in 
the Užupis district in Vilnius and in 
Klaipeda, and by Estonia and Latvia 
in their capitals and other regions. In 
addition, sector specifi c studies have 
been conducted in all three countries; 
for example, the state of design and 
its need for improvement have been 
mapped in all three countries.2 Th us, 
in most cases statistical mapping is a 

good tool for bringing creative indus-
tries onto the political agenda, mean-
ing that it is (economically) important 
in domestic and international compar-
isons. However, mapping alone is not 
enough to bring about the required 
supporting structures and methods for 
developing creative industries. As al-
ready mentioned, all three Baltic coun-
tries (including several individual cities 
and regions) have carried out several 
studies for the purpose of highlighting 
potential development claims as well as 

opportunities to support and develop 
CI in order to create a political frame-
work for CI.

Comparing CI in the three Baltic 
countries, the purposes of its various 
sub sectors and its potential for sup-
port facilitates additional opportuni-
ties to interpret statistical indicators. 
At the same time it makes it possible 
for the Baltic States to learn from each 
other and exchange best practices (and 
why not worst ones too).

2 Mollerup, P. (2002) Establishing  the  
 basis for the elaboration and application  
 of the Estonian design policy measures.  
 Th e Estonian Ministry of Economy,  
 Tallinn; Mollerup, P. (2004) Design  
 for Latvia. Final Report. Copenhagen;  
 Mollerup, P. (2008) Design Opportunities  
 in Lithuania. Th e Vilnius Academy of the  
 Arts, Vilnius.
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CREATIVE INDUSTRIES 
POLICY IN ESTONIA

INTRODUCTION

Creative Industries have been widely 
discussed all over the world in the last 
decade, and from the beginning of this 
century, Estonia has also been actively 
involved in those developments. As in 
many other countries, Estonia carried 
out a mapping exercise in 2005, and 
along with an overview of the creative 
industries, the fi rst set of policy recom-
mendations were submitted. Along 
with continuing awareness raising 
activities, the stage was set for more 
concrete actions to design new sup-
port measures for creative industries in 
Estonia.

CREATIVE INDUSTRIES 
AND EUROPEAN 
UNION STRUCTURAL 
FUNDS

Based on policy recommendations, 
creative industries were included in 
the National Strategy for European 
Structural Funds for 2007–2013. Th e 
Operational Program for the Develop-
ment of the Economic Environment 
supports entrepreneurship through 
raising the innovation and growth 
capacities of enterprises. Supporting 
creative industries is one of seven pri-

ority areas within that strategic goal 
alongside supporting internationalisa-
tion, innovation, access to capital, the 
creation of new businesses, knowledge 
and technology transfer and the devel-
opment of tourism3. 

CI measures and policies are coordi-
nated in close cooperation between the 
Ministry of Culture and the Ministry 
of Economic Aff airs and Communica-
tions. Programs are implemented by 
Enterprise Estonia, which is one of the 
largest institutions within the national 
system for entrepreneurship support, 
providing fi nancial assistance, advice, 
cooperation opportunities and train-
ing for entrepreneurs, research estab-
lishments, and the public and third 
sector4.

Th e main focus areas supporting crea-
tive industries in Estonia for 2007–
2013 include the growth and sustain-
ability of enterprises within creative 
sectors and enhancing creativity in the 
business community through synergies 
between creative people and compa-
nies and the rest of the economy5. Th e 
role of cultural and educational insti-
tutions is to focus on the early stages 
of the creative industries value chain6 

(including the creation phase) through 

educating creative professionals and 
mediators and supporting the core arts 
fi elds and cultural industries. 

ENTERPRISE ESTONIA 
AND CREATIVE 
INDUSTRIES SUPPORT 
MEASURES

Enterprise Estonia is the primary con-
tributor of support and development 
programs targeted towards entrepre-
neurs including creative businesses 
and in 2008 the Creative Industries 
support program was started. Th e 
diff erent measures for the support of 
creative industries fall under two main 
categories. Th e fi rst set of measures is 
not specifi c to the creative industries 
and is open to general applications. In 
recent years these programs have been 
analysed, and through awareness rais-
ing and competence building, these 
funds have been used to successfully 
fi nance creative businesses and net-
works. Th ese programs include cluster 
support programs (e.g. fi lm industry 
cluster development), export support 
and joint marketing programs (e.g. 
“Tallinn Music Week” – an event to 
show-case Estonian music, “Black 
Market” – a fi lm co-production), skills 
and knowledge development programs 
(e.g. design management training 
courses) and awareness raising and en-
trepreneurship promotion programs 
(e.g. the Creative Estonia initiative, see 
below), support for innovation, prod-
uct development and training 

In addition to these general support 
measures, a sector-specifi c program 
was created to fi nance the development 
of diff erent support structures, includ-
ing creative incubators, hubs and cen-

3 http://www.struktuurifondid.ee/key- 
 goals-4

4 http://www.eas.ee/index.php/about- 
 enterprise-estonia/overview

5 http://www.eas.ee/index.php/for-the- 
 entrepreneur/development-of-the-  
 company/development-of-creative- 
 industry

6 See more: http://unesdoc.unesco.org/ 
 images/0015/001598/159804e.pdf

RAGNAR SIIL / Head of Development Department, Estonian Ministry of Culture
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tres. Th e program aims to strengthen 
systems through which many creative 
businesses can grow in the coming 
years. Th e overall budget for those 
structures is 6.3 million euros. In 
the fi rst round (see below), fi nancing 
was available for both operating costs 
and investments in infrastructure and 
technology. According to preliminary 
plans only operating costs and project 
support will be granted in the second 
round.

Th e strategic goals of supporting the 
Creative Industries include, fi rst of 
all, more sustainable and fast growing 
start-ups. Co-operation with CI sector 
will also contibute to increasing export 
and internationalization of Estonian 
companies. Additionally, higher R&D 
capability of Estonian companies in 
CI sector is expected, thus, resulting 
in more revenues from creative clusters 
and balanced regional development.  

FUNDED PROJECTS IN 
2010

Th e fi rst round of applications for the 
Creative Industries Support Structures 
Development Program took place in 
December 2009, and at the beginning 
of January 2010 seven creative centres 
and incubators were funded total-
ling 4.9 million euros of support. Th e 
projects funded included the Tallinn 
Creative Incubator7, the Tartu Centre 
for Creative Industries8, the Estonian 
Design Centre9, the Estonian Centre 
of Architecture10, the Creative In-

dustries Development Centre within 
the Tallinn Cultural Cauldron11, the 
Creative Incubator in Viljandi and the 
Estonian Film Digitalization (post-
production) Centre. 

Th e creative incubators in Tallinn and 
Tartu have been working since Sep-
tember 2009. In Tartu there are cur-
rently 9 start-up creative companies 
and 20 others in the pre-incubation 
phase. Th e Tallinn creative incubator 
has 26 start-up companies and another 
37 have passed through the second 
pre-incubation training. Both of these 
examples provide strong evidence that 
there is strong interest in the creative 
sector for specialized incubation serv-
ices, and in times of economic crisis 
creative entrepreneurship is gaining 
more and more popularity. 

CREATIVE ESTONIA 

In 2009, Enterprise Estonia launched 
an integrated program for raising 
awareness called Creative Estonia. 
Th e program brings together diff erent 
activities to promote creative entre-
preneurship and creativity in society. 
Creative Estonia aims to bring togeth-
er diff erent stakeholders and facilitate 
contact between creative professionals 
and businesses, policymakers, students 
and businesses from other sectors. 
Creative Estonia’s activities involve 
developing a creative industries web 
portal12, a comprehensive collection 
of relevant information on creative 
industries, web resources for start-up 

companies, online advice, networking 
support and in the future also pro-
motional and marketing capabilities 
for creative companies. In addition to 
the portal, Creative Estonia publishes 
best practices, reports from studies and 
mapping projects, organises confer-
ences and seminars in diff erent parts 
of Estonia, off ers media support for 
creative industries initiatives and raises 
awareness through diff erent means.

OTHER SOURCES OF 
SUPPORT

Th is overview focuses on creative en-
trepreneurship support measures. It is 
still important to mention that there 
are a number of other policy measures 
that contribute to the development of 
cultural and creative industries. Estonia 
invests large sums from EU structural 
funds in the cultural infrastructure to 
strengthen regional competitiveness 
and enhance tourism. Th ere is also a 
number of programs for developing 
human resources (e.g. training unem-
ployed in product development and 
entrepreneurship in handicrafts) and 
the digital society (e.g. approximately 
2 million euros for digitalizing cultural 
heritage and granting public access to 
the digital content). Th e Estonian Min-
istry of Culture and Estonian Cultural 
Endowment also support the cultural 
and creative industries and preserve 
unique cultural expressions through 
several regional programs. In 2010, the 
Estonian government approved a pro-
posed law allowing 1% of the public 

7 http://www.esa.ee

8 http://www.lmk.ee

9 http://www.disainikeskus.ee

10 http://www.arhitektuurikeskus.ee

11 http://www.kultuurikatel.eu

12 http://www.looveesti.ee

13 http://ec.europa.eu/culture/our-  
 policy-development/doc1571_en.htm

buildings budget for the acquisition 
of art and design objects to enrich the 
public space. Currently, this proposal 
is being deliberated in Parliament.

INTERNATIONAL 
COOPERATION

Estonia actively pursues international 
contacts in creative industries. Cross-
border cooperation allows us to share 
best practices with other countries, and 
learn from their experiences in devel-
oping methodologies and programs 
for the creative sector. As Estonia has a 
very limited market and a small popu-
lation, it is vital for Estonian compa-
nies to cooperate with neighbouring 
countries and form working clusters. 

Estonia already founded a network 
for creative industries policy makers 
in 2006 in cooperation with Latvia, 
Lithuania and Finland. Since 2008, 
Estonia has been taking part in the 
European Union’s cultural and creative 
industries working group13. Estonia 
has also worked with the European 
Commission, Finland, Sweden, Nor-
way, Iceland, Denmark, Germany, Po-
land, Lithuania, Latvia and Russia to 
set up the Northern Dimension Part-
nership on Culture (NDPC). 

Th e overall objective of the NDPC is 
to serve as a focal point for networks, 
projects and other cultural activities 
in the Northern Dimension area and 
promote interaction between cultural 
actors and the business community.
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CREATIVE INDUSTRIES POLICY IN LATVIA

INITIAL EFFORTS AND 
POLICY DOCUMENTS

Following two creative industries stud-
ies1 conducted by international experts, 
creative industries issues began to enter 
policy-planning agendas more inten-
sively in Latvia around 2005. At that 
time, the Latvian Ministry of Culture 
inaugurated work on a new long-term 
cultural policy document, involving 
both local and a wide range of inter-
national experts, as well as national, 
municipal, government and private 
organizations.

Aware of the rich cultural assets avail-
able in Latvia, the Long-Term Cultural 
Policy Guidelines 2006–2015 “Na-
tional State”2 strived to answer not 
only questions about the “decorative” 
role of the cultural sector or to refl ect 
how culture enriches our lives, but also 
endeavoured to highlight the cultural 
sector within a multidisciplinary ap-
proach; in other words, how culture 
as one of the branches of the national 
economy contributes to the well-being 
of people as well as to the development 
and competitiveness of individuals, 

society and the state. Obviously, cul-
tural and creative industries seem to be 
one of the keys to implementing a new 
paradigm in cultural policy.

Latvia, as with other European coun-
tries, looked at the British experience 
in undertaking the initial steps in crea-
tive industries awareness. Th e crucial 
role of the British Council, Danish 
Cultural Institute, Nordic Council of 
Ministers, Goethe-Institute, French 
Embassy and other international part-
ners should be pointed out here in 
sharing knowledge and raising local 
competence in creative industries is-
sues in Latvia in recent years.

Th e Ministry of Culture was actively 
engaged in creative industries ad-
vocacy, but not just because of the 
promising international opportuni-
ties. Furthermore, the main reasons for 
introducing creative industries policy 
topics right from the start involved a 
logical extension of general cultural 
policy matters:

creative industries development • 
was also linked to issues of na-

tional identity, language, unique 
export off erings and also the 
potential for marketing Latvia 
abroad;

as the Ministry of Culture of the • 
Republic of Latvia is responsible 
for the cultural and creative in-
dustries education sector, creative 
industries were also linked to the 
issue of conditions for creative 
people (artist’s social security, 
mobility of cultural profession-
als, strengthening the strategic 
connection between cultural and 
education sectors etc.);

considering creative industries • 
in close relation to establishing 
markets and the consumption of 
cultural goods and services;

understanding the interdepend-• 
ence of creative industries de-
velopment and further improve-
ments to cultural administration 
(performance based strategic 
management, training of admin-
istrators, establishing sound and 
sustainable research systems etc.).

1 Mollerup, Per. Design for Latvia.  
 Final Report. Copenhagen: Mollerup  
 Designlab A/S, 2004 
 [http://www.designlatvia.lv/  
 uploaded_fi les/Mollerup_eng.pdf];  
 Picard, Robert G./ Toivonen, Timo  
 E.: Th e Economic Contributions of  
 Copyright-based Industries in Latvia  
 2000. Riga: Ministry of Culture of  
 the Republic of Latvia, 2005. 
 [http://www.km.gov.lv/lv/doc/  
 starpnozares/radosa/Latvian_  
 Copyright_latviski.doc].

2 Ilgtermiņa politikas pamatnostādnes  
 Valsts kultūrpolitikas vadlīnijas   
 2006.-2015. gadam „Nacionāla   
 valsts”, 18.04.2006. MK rīk.   
 Nr.264. prot. Nr.21 40.§. 
 [http://www.km.gov.lv/lv/doc/  
 dokumenti/kulturpolitikas_  
 vadlinijas.doc].
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Accordingly, one of the strategic aims 
of the Long-Term Cultural Policy 
Guidelines 2006–2015 was directly 
related to the creative industries: “To 
improve the cooperation between the 
sectors of culture and economy to pro-
mote the diversity of Latvian culture 
and the sustainable development of 
the creative economy.” (Strategic Aim 
6.2) Moreover, one emphasis within 
the cultural policy revealed connec-
tions between creativity and economy: 
“Creativity nurtured by culture and the 
arts in conjunction with knowledge is 
now the main resource for economic 
growth. Creative industries as a new 
sector of the economy ensure utilising 
this resource in the creation of goods 
and services with high added value.” 
(Emphasis Nr. 3)

After introducing creative industries 
issues in the national cultural policy 
guidelines, the Ministry of Culture 
encouraged the inclusion of creative 
industries matters in all key policy 
planning documents in Latvia, such 
as the National Development Plan 
2007–20133, the National Lisbon Pro-
gramme 2005–20084 and the National 
Strategic Reference Framework docu-
ment 2007–20135. Creative industries 
were also refl ected at the highest po-
litical level within declarations on the 
planned activities of the Cabinet of 
Ministers headed by Aigars Kalvītis 
(7 November 2006 – 20 December 
2007), Ivars Godmanis (20 December 
2007 – 12 March 2009) and Valdis 
Dombrovskis (since 12 March 2009).6

Once creative industries matters were 
included in all major political papers, a 

series of conferences was convened by 
the Ministry of Culture in cooperation 
with diff erent partners in order to clar-
ify and intensify these issues for a wid-
er audience; for example, the interna-
tional conference “Creative mind – the 
best asset” (7 November, 2007),7 the 
international conference “Design for 
the future” (5 October, 2007) among 
others.8 Support for political planning 
for the creative industries appeared as 
a range of creative industries related 
studies were also conducted till 2008; 
for example, the mapping of the crea-
tive industries carried out by the Baltic 
International Centre for Economic 
Policy Studies, Creative Industries in 
Latvia in 20079 and the Creative In-
dustry Research: Update of Statistics 
in 2008.10 Special consulting bodies 
with the involvement of CI profession-
als and NGO’s were also established 
at the Ministry of Culture; for exam-
ple, the Design Council (2006, since 
2008 relocated under the authority of 
the Ministry of Economics), the work-
ing group on the CI policy document 
(2007–2008) etc.

SUPPORT MEASURES 

On 12 August 2008, the Cabinet of 
Ministers approved the Report on 
creative industries and their policies 
in Latvia11 submitted by the minister 
of culture, Helēna Demakova. Th e fol-
lowing four major support areas were 
identifi ed in the report in order to im-
plement specifi c policies supported by 
government and EU Structural Funds 
with the aim of creating favourable 
conditions for the development of 
creative industries in Latvia:

quality of and access to creative • 
industries education and infor-
mation, raising awareness of crea-
tive industries;

business-related development (es-• 
pecially within the two priority 
sectors – design and audiovisual 
media and multimedia, which 
have the largest export potential);

the exploitation of new technolo-• 
gies;

strengthening the research and • 
development of the regulatory 
framework.

Th e Ministry of Culture considers 
the priority areas identifi ed in 2008 
as fully acceptable for the foreseeable 
future; they are also consistent with CI 
activities within the framework of the 
European Commission, the Northern 
Dimension Partnership on Culture 
and other initiatives at the interna-
tional level. Furthermore, there were a 
number of tasks designated to state in-
stitutions such as the Ministry of Cul-
ture, Ministry of Economics, Ministry 
of Education and Science and others 
in the protocol attached to the 2008 
report. Today, we can already point out 
several positive eff ects of this policy; for 
example, the support for the creative 
industries businesses incubator in Riga 
(about EUR 2.3 million) from 2009 to 
2014, as well as the notable moderni-
sation support for all higher education 
establishments in the arts and culture 
allocated in 2010 (about EUR 5 mil-
lion) and many other activities, mostly 
supported from various EU Structural 

3 LR Reģionālās attīstības un   
 pašvaldību lietu ministrija. Latvijas  
 Nacionālais attīstības plāns 2007- 
 2013. Rīga 2006. 
 [http://www.nap.lv].

4 http://www.em.gov.lv/em/images/modules/ 
 items/item_fi le_11631_2.pdf

5 http://www.esfondi.lv/page.php?id=659

6 See under: http://www.mk.gov.lv/en/mk/ 
 vesture

7 „Radošs prāts – vislielākais aktīvs”  
 http://www.km.gov.lv/lv/doc/masas/prats/ 
 programma.doc

8 „No Lielvārdes jostas līdz mūsdienu  
 dizainam” http://www.km.gov.lv/lv/masas/ 
 lielvardes_josta.html 

9 Miķelsone, A./ Gubins, S./ Vanags, A.  
 Radošās industrijas Latvijā. Rīga:  
 BICEPS/ KM/ VKKF. 2007

10 Miķelsone, A.Radošo industriju izpēte:  
 statistikas datu aktualizācijas.   
 Rīga: BICEPS/KM 2008.

11 http://www.mk.gov.lv/doc/2005/  
 KMzin_040808_radind.doc#_  
 Toc200511672
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Fund programmes. Th ese priorities are 
also supported by the Culture Capital 
Foundation of Latvia, where a new 
branch for design and architecture has 
been established since May 2010.12

Th e Investment and Development 
Agency of Latvia is an important 
player within the creative industries 
institutional support and developmen-
tal framework.13 Th e agency already 
started signifi cant state initiatives to 
support the creative industries (most-
ly industrial and product design) in 
2006. In addition, the internet portal 
http://www.designlatvia.lv was opened 
in 2008. Th e agency possesses a wide 
range of diff erent creative industry 
support instruments; for example, 
the “Design Bus” or “Design Audit” 
projects, or the notable support for 
export and product development ac-
tivities among creative enterprises and 
professionals within the framework of 
traditional business support measures. 
Th e agency also provides consulta-
tions, seminars and training, which 
are sometimes specifi cally designed for 
creative industries professionals.

RECENT 
DEVELOPMENTS

As a result of the economic crisis, some 
support and policy planning activities 
have been tightened14 due to a lack of 
funds or the nature of the activity, but 
that does not mean that nothing is hap-
pening. On the contrary, there is ever 
increasing interest in and awareness of 
the creative industries in Latvia. Led by 
private initiatives with a little state or 
municipal support, creative quarters15 

are being developed, new initiatives16 
have been established and new training 

programs in the creative industries17 
have been instigated. NGOs play a 
signifi cant role in creative industries 
processes. Likewise, for example, the 
Design Information Centre is actively 
working with the theory and practice 
of the creative industries.18 For exam-
ple, Culturelab regularly observes crea-
tive economic and creative industry 
developments in a dedicated section of 
the cultural policies monitoring site.19 
Creative industries enterprises, such as 
“Magnus” in Cēsis, are also supported 
in traditional business incubators in 
regional Latvia.20 

Creative industries issues are also be-
ing dealt with at policy level in cities 
and towns ever more confi dently. For 
instance, Riga City Council and Swed-
bank have jointly organised the grant 
program “Atspēriens” since 2009, es-
tablished with a view to promoting 
entrepreneurial activity and support-
ing young entrepreneurs with business 
marketing ideas. Riga also actively par-
ticipates in the international Project 
“Creative Metropoles”21, while the city 
of Rēzekne plans to build up the resto-
ration and creative industries services 
and workshops centre “Carandache” in 
201122. Th ere are many more similarly 
optimistic examples that could also be 
mentioned.

FUTURE DIRECTIONS

Th e Ministry of Culture believes that 
the economic crisis Europe is experi-
encing at the moment should not stop 
the further development of knowledge 
in creative industries at the local, Bal-
tic and EU level, highlighting culture 
and creativity, both as a value in itself 
and explaining culture and creativity as 

integral aspects of the economy. Simi-
larly, the development of statistical 
methods as well as research and com-
parative studies in this fi eld should not 
be stopped. Even though the scope of 
fi nancial and other support tools for 
creative industries has increased in the 
last fi ve years, there is still a need for 
signifi cant improvements in produc-
tive inter-sector (mostly cultural and 
economic) dialogue, as well as in the 
development of support tools to satisfy 
the needs and coordination of the crea-
tive industries. 

It is possible that the gradual evolu-
tion of the cultural and creative sector 
over the last ten years is much more 
characteristic of the changes in our 
economies than the development in 
any other sector in general, and this 
fact cannot be overlooked in future 
planning, even if it is diffi  cult to make 
clear forecasts. Th e long-term strategy 
Latvia 203023 recognises culture and 
creativity as important assets for the 
future development of the country. As 
many of the examples of good practice 
in the creative industries are based on 
“pre-crisis” evidence, it would be sensi-
ble to seek a comprehensive assessment 
of future development potential since 
the euphoria of the recent growth pe-
riod in Latvia to facilitate policy plan-
ning for the creative industries. Such 
an assessment should identify how cur-
rent socio-economic challenges could 
aff ect human behaviour, including 
consumption, and what this will mean 
for the development of the creative in-
dustries. An increased awareness of our 
own strengths, as well as the potential 
for regional and international coopera-
tion will help bring future possibilities 
into focus. 

12 http://www.vkkf.lv

13 http://www.liaa.gov.lv

14 For instance, the Culture and Creative  
 Industries Education Centre was closed  
 down starting from 2010, see under:  
 http://kriic.lv

15 Some examples: http://www.spikeri.lv or  
 http://www.andrejsala.lv/?l=1,   
 http://www.kalnciemaiela.lv and http:// 
 www.totaldobze.com/ArtCenter

16 For instance, http://www.duka.riga. 
 lv/#/about-the-project or http://www. 
 britishcouncil.org/latvia-projects-  
 creativity-week-blog2.htm or http://www. 
 brigade.lv

17 For instance: http://www.sseriga.edu. 
 lv/event/workshop-creative-industries- 
 new-media-and-innovation-management  
 or http://www.ba.lv/sites/default/  
 fi les/programmu_bukleti/m_  
 uznemumu_vadisana_  
 radosajas_industrijas_2010.pdf

18 http://www.dic.lv

19 http://culturelablv.wordpress.com/category/ 
 radosas-industrijas

20 http://www.magnus.lv

21 http://www.creativemetropoles.eu/#/city/ 
 riga

22 http://www.rezekne.lv/index.  
 php?id=348&no_cache=1&tx_ttnews[tt_ 
 news]=3269&tx_ttnews[backPid]=422& 
 cHash=8230238337

23 http://www.latvija2030.lv/page/1
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CREATIVE INDUSTRIES 
POLICY IN LITHUANIA

Th e concept of creative industries 
has been considered in Lithuania 
since 2003, when the fi rst studies in 
this fi eld were conducted (by Dr M. 
Starkevičiūtė). Maps of the creative in-
dustries in Utena and Alytus counties 
were compiled in 2004–2005 (head 
of the project, Dr G. Mažeikis). Th e 
Strategy for the Promotion and De-
velopment of Creative Industries was 
prepared and approved in 2007. It 
provided a defi nition of creative indus-
tries and identifi ed priority areas for 
development. Creative industries are 
defi ned in these documents as ‘activi-
ties based on an individual’s creative 
abilities and talent, the objective and 
result of which is intellectual property 
and which can create material well-
being and work places’. Th e  concept 
of creative industries in Lithuania 
includes the following: crafts, archi-
tecture, design, cinema and video art, 
publishing, visual arts, applied arts, 
music, software and computer serv-
ices, the creation and broadcasting of 
radio and television programmes, ad-

vertising, dramatic art, and other areas 
which unite various aspects of cultural 
and economic activities. 

SUPPORT MEASURES

In 2009, as a result of cooperation 
between the Ministry of Culture and 
the Ministry of Economy, the concept 
of creative industries was included in 
the Lithuanian Strategy for the use of 
EU Structural Funds for 2007–2013 
and in the Operational Programme for 
Economic Growth. As the Ministry of 
Culture and the Ministry of Economy 
were seeking to defi ne specifi c measures 
targeted at the promotion of creative 
industries in Lithuania, it was decided 
that an arts incubator network should 
be established in Lithuania next to the 
existing business incubator network, 
and that funding from EU structural 
funds should be allocated for the de-
velopment of this new network. Th e 
usefulness of these measures was con-
fi rmed via an analysis of the operation 
of creative industries arts incubators 

in a number of EU countries con-
ducted by the Ministry of Culture. To 
date, funding for nine arts incubator 
projects has been allocated until 2013 
according to the ‘Assistant 2’ EU struc-
tural funds measure, which is adminis-
tered by the Ministry of Economy. Th e 
budget for the programme is approxi-
mately 17 million euros. 

Th e Ministry of Economy has also in-
troduced creative industries into the 
national innovation policy, clustering 
programmes and export measures. At 
least two creative industries cluster 
projects are being prepared at the mo-
ment. Th e Ministry of Economy also 
provides support for export projects 
including participation in internation-
al fairs. Th ese support mechanisms are 
also funded by EU Structural Funds.    

RECENT 
DEVELOPMENTS

With the development of a network of 
creative industries, the National Asso-

RASIUS MAKSELIS / Head of Strategic Planning Department, 

      Lithuanian Ministry of Culture
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ciation of Cultural and Creative Indus-
tries, which includes approximately 40 
members, was established in Lithuania 
in 2009. An opportunity study regard-
ing the National Creative and Cultural 
Industries Programme was prepared 
on the initiative of the association. Th e 
data presented in the study show that 
the contribution of creative industries 
companies to Lithuanian GDP grew 
from 2 per cent (LTL 2.1 billion) in 
2001 to 5.2 per cent (LTL 4 billion) 
in 2006. According to data provided 
by the Department of Statistics of the 
government of the Republic of Lithua-
nia, 6 149 companies with a total of 
61 297 employees operated in this sec-
tor in 2007. Th is accounted for 8 per 
cent of the total number of companies 
operating in Lithuania and 4 per cent 
of the total number of employed peo-
ple in Lithuania. Th e growth of com-
panies in the creative industries sector 
was 8 per cent in 2006–2007, and the 
number of employees in the sector 
grew 2.8 per cent, which shows that 

this sector plays an important role in 
the Lithuanian economy.

Based on the aforementioned oppor-
tunity study, the Lithuanian National 
Programme for Cultural and Creative 
Industries was prepared and presented 
to the Ministry of Education and Sci-
ence in 2009. Th ere is a plan to use 
assistance from EU structural funds 
to implement this programme and it 
aims to specifi cally support synergy via 
a system of arts education, cultural in-
frastructure and creative business. Th e 
budget for the programme is approxi-
mately 3 million euros. 

Th e very existence of this programme 
is evidence that the creative sector in 
Lithuania is acknowledged as an im-
portant area of innovation next to areas 
such as laser physics or biotechnology. 

Additional support for education and 
the development of creative entre-
preneurs was provided in 2010. Th e 

National Association for Cultural and 
Creative Industries plans to use this 
support for the preparation of further 
complex development projects.

REGIONAL 
COOPERATION

Creative industries are becoming a ma-
jor area of regional cooperation as well. 
When Lithuania held the presidency 
in the Council of the Baltic Sea States, 
the conference held by the Nordic 
Council Ministers Offi  ce in Lithuania, 
the Ministry of Foreign Aff airs and the 
Ministry of Culture on 23–24 Febru-
ary 2010 in Vilnius emphasised the 
need to promote the cooperation of 
the Baltic Sea countries in the area of 
creative industries.

THE NATIONAL 
POLICY

Th e Ministry of Culture is offi  cially 
responsible for the national policy in 

the fi eld of creative industries. Th e na-
tional strategy for the development of 
creative industries has been adopted 
by the Minister of Culture. Th e Min-
istry of Culture along with the Inter-
national Cultural Programmes Centre 
provides support for mapping creative 
industries, collaborates with the State 
Department of Statistics and organizes 
conferences and seminars related to the 
creative industries. Th e ministry has 
fi nanced a Lithuanian adaptation of 
the David Parrish book “T-Shirts and 
Suits”, and the creation of the portal 
www.kurybinesindustrijos.lt.

Th e Ministry of Culture takes active 
part in the consultations held by the 
government of the Republic of Lithua-
nia concerning the long-term strategic 
plan, Lithuania 2030. Since a crea-
tive civil society is one of the priori-
ties discussed in this strategy, the cul-
tural economy and creative industries 
are particularly important sectors in 
achieving this aim.
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Creative industries, which is a con-
cept that is developing strongly right 
across the world, creates employment 
and a general sense of well being in 
society through intellectual property. 
For this reason the Nordic Council of 
Ministers (NCM) has made the de-
velopment and better use of creative 
industries one of its most important 
missions, both in Nordic countries as 
well as Estonia, Latvia, Lithuania and 
north-western Russia.

Th e NCM offi  ces in the Baltic States, 
along with experts in the creative in-
dustries, developers, institutions and 
politicians have exchanged ideas and 
expertise on how best to make use of 
the unique characteristics of a small 
cultural sphere in the context of the 
world stage. Th e NCM Estonian Of-
fi ce has devoted itself to the concept 
of creative industries since the end of 
2008. To introduce the concept, the 
council held a series of lectures with 
inspiring examples of Nordic success 

stories in the areas of contemporary 
jewellery, the music industry, media, 
advertising, festivals, textiles, market-
ing cities, cuisine and so forth.

Th e NCM supported the creation of 
the Tartu Centre for Creative Industries 
in a strategic capacity for a year and a 
half. Th e centre was ultimately opened 
in spring 2009. It has received support 
from the Nordic-Baltic Mobility Pro-
gramme for Business and Industry and 
has shared its expertise with colleagues 
from Finland, Norway, Sweden, 
Lithuania and Latvia. Th e creation of a 
network of contacts involving Nordic 
and Baltic creative businesses and crea-
tive industry developers is currently 
in progress. In addition to funds for 
enterprise and industry cooperation, 
it is also possible to apply for funding 
from the public administration mobil-
ity programme. Th e creation of the 
cooperation network is also supported 
by the Nordic Culture Point and the 
Nordic Culture Fund.

In addition, the NCM in cooperation 
with the Estonian Ministry of Culture 
and KreaNord – an initiative of the 
NCM that unites all branches of crea-
tive industry – organised an interna-
tional conference in Tallinn in 2009 ti-
tled “Creative Industries in the Nordic 
and Baltic countries”. As a result of the 
conference new cooperation networks, 
both at the political and project level, 
cropped up indicating that the creative 
industry is a worldwide phenomenon 
that is most productive when synergies 
are created.

In 2010, the NCM helped organise a 
round table on music exports at Tallinn 
Music Week. Music agents from Fin-
land, Sweden and Iceland spoke about 
music export strategies and marketing 
support systems in their countries.

Th e NCM is working in cooperation 
with the Estonian Creative Industries 
internet portal Creative Estonia (Loov 
Eesti), which publicises Nordic suc-

cess stories and news. In addition, the 
NCM has helped Creative Estonia in-
vite creative industry experts from the 
Nordic countries to marketing semi-
nars.

In the future, the NCM Estonian Of-
fi ce will continue to present the views 
and know-how of Nordic experts, as 
well as support the creation and con-
tinuation of networks of cooperation.

In organising activities the NCM relies 
on:

Th e Guidelines for Nordic–• 
Baltic cooperation 2009–2013

Th e European Union Strategy • 
for the Baltic Sea

Th e Northern Dimension • 
Cultural Partnership

Th e Creative Economy Green • 
Paper for the Nordic Region

CREATIVE INDUSTRIES AND THE ESTONIAN OFFICE 
OF THE NORDIC COUNCIL OF MINISTERS 
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BEST PRACTICES:
ESTONIA

THE ESA TALLINN 
CREATIVE INCUBATOR

Th e (ESA) Tallinn Creative Incubator, 
one of three enterprise incubators run 
by the Business Support and Credit 
Management Foundation (Estonian 
acronym ESA), was offi  cially opened 
in September 2009, though it had 
already begun to provide support for 
creative enterprises in 2008.

Th e idea for the Creative Incubator 
was born in 2004, when one of Esto-
nia’s well known contemporary jewel-
lers, Kärt Summatavet PhD, became 
a client of the incubator. A collabora-
tive eff ort by Kärt Summatavet and 
Anu Lõhmus, a member of the board 
at ESA, produced the concept for the 
Creative Incubator, and in September 
2006 it was presented for the fi rst time 
to the Tallinn City Enterprise Board. 
Th e City of Tallinn gave the green 
light for the Creative Incubator and 
supported it by covering the expenses 
of planned preparatory projects. From 
2010, a support measure was added to 
develop ESA creative industries sup-

port structures. With this assistance 
the ESA Creative Incubator is able to 
fund its activities and develop infra-
structure. Even so, the City of Tallinn 
is the primary source of funds for the 
ESA Creative Incubator and is an in-
terested party, and because of this the 
support measure is primarily aimed at 
creative enterprises based in Tallinn. 
Th e Creative Incubator generates its 
own income from the rent of rooms 
and sales of services and training ses-
sions, and businesses are subsidised by 
up to 75%.

Th e mission of the Tallinn Creative 
Incubator is to provide a supportive 
environment for creative enterprises by 
initially providing them with incuba-
tion services. Th e main emphasis is to 
improve the business expertise of crea-
tive enterprises and to establish a soft 
infrastructure by developing mecha-
nisms of inclusion, cooperation and 
participation and to help enterprises 
become international. Th is includes 
making the Creative Incubator an im-
portant infl uence in the creative indus-
tries sector.
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All enterprises wishing to be includ-
ed in the incubator must undertake 
a thorough basic business training 
course and they are required to com-
pile a business plan. Th e business plan 
is assessed by a group of experts and the 
business is given thorough feedback on 
their weaknesses and strengths. Th e en-
trepreneur defends their business plan 
before an assessment committee.

Businesses in the Creative Incuba-
tor can compensate for their lack of 
resources (both material and nonma-
terial) with help from the incubator 
and business consultants to develop 
their business – this assistance can 
range from business know-how to do 
with starting and running a business 
to studio-style rental premises that 
are below market price. Businesses are 
included in training sessions, informa-
tion and network seminars, workshops 
and educational travel and cooperative 
marketing events organised by the in-
cubator. With fi nancial support from 
the incubator, businesses have also had 
the opportunity to develop their spe-
cialist skills through training courses 
and workshops.

Th e most popular services provided are 
business consultations and training, 
as well as group events ranging from 
Creative Mornings to cooperative mar-
keting schemes. Th e incubator’s com-
munal rooms are used to host various 
events, the meeting rooms for holding 

meetings with clients and internal dis-
cussions and the receptionist and post-
al service, large library and other com-
munal resources are also invaluable.   

Since the project began there are fi ve 
Creative Incubator businesses that have 
become success stories. Four export 
their products and services on a large 
scale, and three have achieved national 
recognition in the areas of business and 
design.  Five top Estonian designers 
have joined the Tallinn Creative Incu-
bator. Th eir international awards and 
recognition is an encouragement for 
other Creative Incubator clients.

Th e success of and need for the Crea-
tive Incubator is clearly measured by 
its popularity. In 2008, 14 creative 
enterprises wished to join, in 2009 
there were 30 and by the end of spring 
2010 there are already 40 creative en-
terprises.

Since the start of the project, Creative 
Incubator partners have included the 
Estonian Academy of Arts, Mainor 
Business School Design Institute, the 
Estonian Association of Designers and 
the Estonian Design Centre. Due to 
its location and common interests, the 
Baltika Quarter (Baltika is Estonia’s 
largest fashion manufacturer) has also 
become a partner. In cooperation with 
Baltika, cluster events are being organ-
ised to develop, market and sell Esto-
nian design and handicraft products. 

BUSINESS SUPPORT AND CREDIT MANAGEMENT FOUNDATION (ESA)

Veerenni 24C, 10135 Tallinn, Estonia
Member of the Board: Anu Lõhmus
Ph +372 604 0620 (receptionist)
Fax +372 604 0609
info@esa.ee

CREATIVE INCUBATOR

Veerenni 24C, 10135 Tallinn, Estonia
Manager: Ele-Mall Vainomäe
Ph +372 604 0621
Mob +372 506 7881
Fax +372 604 0609
elemall@esa.ee
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TARTU CENTRE FOR 
CREATIVE INDUSTRIES

Th e Tartu Centre for Creative Indus-
tries was founded on 14 May 2009 on 
the basis of Tartu City Council deci-
sion No. 514. Th e centre was offi  cially 
opened on 4 September 2009.

Th e Tartu Centre for Creative Indus-
tries is an umbrella organisation that 
coordinates the creative industries in 
Tartu. It shares information about cre-
ative industries and provides education 
and training in the fi eld, and provides 
legal and business advice to creative 
businesses, as well as an incubator serv-
ice. Th e work of the Centre for Crea-
tive Industries is funded by the City of 
Tartu and Enterprise Estonia.

Th e Centre for Creative Industries is 
located at 13–17 Kalevi Street – very 
close to the city centre in a historically 
important part of town near a variety 
of cultural institutions. Th e buildings 
are surrounded by a park area for 
which a concert stage and picnic area 
are planned, as well as a sculpture gar-
den.

At least once a year the centre organises 
a creative industries competition for 
businesses just starting out and seeking 
incubation services. 

At present there are nine businesses 
operating from the Centre for Crea-
tive Industries, two galleries and a café. 
Th ere are 20 businesses in the prelimi-
nary-incubation program.

TARTU CENTRE 

FOR CREATIVE INDUSTRIES:

Raul Oreškin
Member of the Board 
Phone: +372 735 5003
Mobile: +372 5564 7803 
E-mail: raul@lmk.ee

Külli Hansen
Development Director
Mobile: +372 510 6865 
E-mail: kylli@lmk.ee

To become a resident of the centre it 
is necessary to undertake a 2-month 
preliminary incubation period during 
which participants learn how to com-
pile a business plan, become familiar 
with the principles of establishing a 
business and hear advice from consult-
ants. After successful defence of the 
business plan it is possible to apply for 
the incubation service.

Creative businesses can obtain support 
from the centre in the form of rooms, 
know-how and various services. Crea-
tive businesses can also use the offi  ce 
and studio spaces, fully equipped meet-
ing rooms, Wi-Fi internet and security 
services. Businesses are continually of-
fered training and an experienced busi-
ness consultant provides advice about 

the business plan and overall running 
of the business. Businesses consider 
the greatest additional asset to be the 
inspiring work environment and the 
benefi ts reaped from the cooperative 
work that takes place between the resi-
dent businesses.

Th e Tartu Centre for Creative Indus-
tries has become popular to the extent 
that new premises are now required. 
Th e renovation of 15 and 17 Kalevi 
Street began in June. 

A queue is developing for the new 
rooms because in June the 20 busi-
nesses in the preliminary incubation 
period will complete the program and 
in autumn a new competition will be 
announced.



20

CREATIVE ESTONIA

Creative Estonia is a program  launched 
by Estonian Enterprise and funded by 
the European Social Fund, which helps 
promote and develop creative indus-
tries and creative businesses in Estonia. 
Th e program was established in 2009 
and its aim is to:

Clearly present the content, • 
unique characteristics, economic, 
social and regional value of crea-
tive industries. Create a platform 
for the discussion of creative in-
dustry problems and solutions at 
the highest level.

Support beginning and estab-• 
lished creative businesses with 
much needed information and 
advice. Develop an attitude that 
creates a positive image of busi-
ness and to increase the business 
and export ability of creative 
businesses.

Encourage and increase coopera-• 
tion between creative individuals 
and the industrial and service 
sectors, so that the latter learn to 
make use of the abilities, talents 
and creativity of creative people 
with the aim of developing and 
becoming more competitive.

Create as many opportunities and • 
channels as possible for the for-

mation of cooperation networks, 
and the exchange of expertise and 
information. To present the mod-
el of Estonian creative industries 
to Europe and bring the best Eu-
ropean practises to Estonia.

To achieve its aim Creative Estonia 
clarifi es the essence and importance of 
creative industries to all interested par-
ties. Creative Estonia disseminate news 
and events in the fi eld via mass, social 
and industry media, and it‘s own  in-
formation channels.

On the Creative Estonia portal www.
looveesti.ee it is possible to fi nd infor-
mation and support material about 
starting a creative business and guide-
lines for managing a business. Th e por-
tal also aims to provide an overview of 
the creative industry and the events, 
studies and opportunities for support 
currently available. Creative businesses 
are also invited to free marketing semi-
nars organised by Creative Estonia.

Th is year Creative Estonia will issue 
the publication “Creative Industries in 
Estonia”, which will present the state of 
the industry in Estonia and the best ex-
amples to show that Estonia is a coun-
try committed to innovation and con-
tributing added value. Th e publication 
will present the support structure that 
has been established for creative indus-
tries and the support measures put in 
place by the State, as well as highlight 

successful creative industry businesses 
and projects. To encourage contact 
between businesses and creative peo-
ple, Creative Estonia organises various 
events and seminars, open-coff ee style 
meetings and short lectures where cre-
ative businesses and potential investors 
are brought together. To promote the 
idea of creative industries, Creative Es-
tonia participates in conferences to do 
with management, business and inno-
vation as well as other areas, and seeks 
solutions to problems in the creative 
industries with input from key fi gures 
from local government level right up to 
the parliament. 

Th is year the focus is on design man-
agement, and along with the Estonian 
Association of Designers, Creative 
Estonia will be organising an interna-
tional conference.

Students are an important target-group 
for Creative Estonia. Th e essence of 
creative business is explained to them 
in an attractive fashion and they are 
given information about study oppor-
tunities both at home and abroad.

Creative Estonia conducts its work 
with advice from a think tank that in-
cludes leaders from creative industries 
support structures and development 
centres from the various creative asso-
ciations. All work is carried out by Cre-
ative Estonia along with representatives 
of the target groups and partners.

CREATIVE ESTONIA:

Eva Leemet
Eva@looveesti.ee
+3725012558
www.looveesti.ee

Tiiu Allikmäe
Tiiu@looveesti.ee
+3725053085
www.looveesti.ee
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BEST PRACTICES:
LATVIA

HUB RIGA – A NERVE 
CENTRE FOR CHANGE 
IN LATVIA

Hub Riga is designed as a platform 
for creative and active individuals, or-
ganisations and companies from every 
profession, background and culture to 
meet and interact with the common 
goal of aff ecting change. 

Hub Riga has started to play a proac-
tive role in warming up Latvia’s econ-
omy by off ering business incubation 
services to young enterprises in the 
creative industries. Th is programme is 
supported by the European Regional 
Development Fund and the Latvian 
State and provides young creative en-
terprises with fi nancial support dur-
ing their fi rst years of operation. Th is 
support includes partial compensation 
for administrative, legal, accounting, 
fund-raising, marketing and rental 
costs as well as the costs of establishing 
partnerships and other business proc-
esses. 

Th e Hub Creative Incubator is an-
chored in Andrejsala, a district experi-
encing promising development, where 
young enterprises are selecting the 

most suitable spaces for their offi  ces, 
workshops, warehouses and produc-
tion facilities. Existing and new ten-
ants and partners use Andrejsala as a 
place to meet, exchange ideas, make 
mistakes, learn, be inspired and share 
experiences; it is a place to bridge the 
gap between those making their fi rst 
steps in enterprise with more experi-
enced businessmen, artists, thinkers 
and other personalities. 

Among other plans, Hub Riga is pre-
paring to launch the fi rst Hub space in 
Riga’s Old Town in partnership with 
Riga Art Space. Th e idea is to off er exhi-
bition goers a more diverse experience 
and to off er locals and visitors fl exible 
access to facilitate working, meeting 
and relaxing in a creative space. 

To make ideas happen and to scale up 
its impact, the Hub is collaborating 
closely with likeminded organisations 
and individuals, including the British 
Council, Jaunrīga real estate developer, 
the Nordic Council of Ministers, Riga 
City Council, the Latvian Culture 
College, Riga Arts Space and other lo-
cal and international organisations, in-
stitutions, educational establishments, 
youth movements, NGOs, and others.

HUB RIGA:

inga.darzniece@the-hub.net
www.the-hub.net
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INTERDISCIPLINARY 
ART CENTRE KIM?

Th e pilot project “kim?”, inaugurated 
by the Latvian Museum of Contem-
porary Art, is an interdisciplinary arts 
centre in Latvia dedicated to contem-
porary culture. Situated in the histori-
cal Spikeri district in Riga, “kim?” or-
ganizes monthly exhibitions in its three 

galleries and provides local and inter-
national audiences with a complemen-
tary programme of regular lectures, 
fi lm screenings and performances. 

Since opening on 16 May 2009, “kim?” 
has organized an exciting programme 
of 103 cultural events and attracted 
more than 36 000 visitors. “kim?” is 
currently venturing into launching a 
residency programme with Germany, 
Th e Netherlands and China, initiat-
ing several educational programmes 
and working on the development of a 
new building for its rapidly expanding 
scope of activities. 

Th e target group for “kim?” includes 
art professionals (artists, curators, crit-
ics, journalists), creative industry rep-
resentatives, students and tourists. Us-
ing the synergy between diff erent fi elds 
of contemporary culture, “kim?” aims 
to promote the emergence of a new, 
intellectually and emotionally recep-
tive audience gradually increasing its 
interest in diff erent expressions of con-
temporary culture.

In terms of funding, “kim?” regularly 
applies to numerous international 
and local grant schemes as its primary 
source of fi nancing. Other sources 
include the Ministry of Culture, cor-
porate sponsors and self-generated 
income through rent and merchandis-
ing.

CI entrepreneurs are among the most 
active and loyal visitors to “kim?”, as 
“kim?” promotes formal and informal 
education at all levels, stimulates inter-
est in contemporary culture and pro-
vides venues for people to spend qual-
ity free time. 

KIM?:

www.kim.lv
kim@kim.lv
Maskavas 12/1
LV-1050, Riga
Latvia
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BEST PRACTICES:
LITHUANIA

COMMUNITY 
BUILDING 
CONSULTANTS 

Th e public organization “Bendruo-
menių santykių konsultantai” (“Com-
munity Building Consultants” or CBC) 
was established in 2005. Th e main aim 
of the organization is the sustainable 
economic, educational, cultural and 
social development of communities. 
In recent years the main direction of 
its activities has been the development 
of creative industries. Our target group 
includes CI representatives and non-
government organizations that help 
form cultural policy, and we also co-
operate with the Ministry of Culture, 
the Ministry of Education and Science 
and the Ministry of Economy. CBC 
participated in the development of the 
Republic of Užupis, the Užupis Art 
Incubator and initiated the establish-
ment of the Uzupis Creative Cluster 
(UCC), which focuses on the creation 
and development of computer simula-
tion games. In recent years, CBC has 
developed the following projects and 
initiatives:

Qualitative and quantitative CI • 
research in the region of the Re-
public of Užupis, in which we 
set out to implement unique CI 
mapping methodology in Lithua-
nia. Th e methodology not only 
reveals statistical CI information 
and indicators, but also emotion-
al, social and cultural potential. 
At the moment we are participat-
ing in the creation of another CI 
map in cooperation with the Ge-
diminas Technical University in 

Vilnius. We created the CI map 
of the Republic of Užupis and are 
taking part in CI cluster develop-
ment. We created the online map 
www.uzupiozinios.lt/zemelapis, 
which presents CI representatives 
from diff erent sectors. Th ere are 
about 130 profi les with informa-
tion about where people work, 
what they do and how to contact 
them. 

CBC consults the Ministry of • 
Education and Science and takes 
part in preparing the national 
CI programme.  It contributed 
to writing the feasibility study 
Creative and cultural industries 
of Lithuania and the Creative 
industries national programme. 
Moreover we are members of 
the National Creative and Cul-
tural Industries Association, take 
part in studies related to CI and 
consult the Ministry of Culture, 
Ministry of the Economy and 
Ministry of Education and Sci-
ence in preparing CI develop-
ment strategies. 

CBC represents CI clusters in • 
international cluster networks 
and cooperate with them in vari-
ous projects. We also consult CI 
representatives who want to es-
tablish CI incubators. We help 
with access to fi nancing, prepar-
ing strategies and integrating into 
the market – most of the funds 
we help them access come from 
the EU. We also write projects 
as well as fund projects from our 
own resources.

CONTACT: 

Egle Januskeviciute 
Community Building Consultants 
directress 
+37062046510 
egle.januskeviciute@gmail.com  
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REPUBLIC OF UŽUPIS

CBC is involved in developing one of 
the districts of the old town of Vilnius, 
Th e Republic of Užupis, which houses 
a unique cluster of creative industries. 
CBC organizes various projects, writes 
strategies, conducts fundraising activi-
ties and mapping and assists in devel-
oping social capital in Užupis. 

In the course of time, the unique so-
cial and cultural capital as well as the 
purposeful activities of the community 
have turned Užupis into a creative in-
dustries centre, and its infl uence on 
cultural, economic and social life has 
extended beyond the limits of Vilnius 
and even of Lithuania. Over the years 
Užupis has become a naturally formed 
platform for the creative industries 
cluster. Th e facts speak for themselves:

Over 300 creative industry (CI) • 
representatives work in Užupis;

Th ere are 50 businesses based on • 
the commercialization of culture 
and creativity;

Annual income from CI in Užupis • 
amounts to EUR 6 million 

Užupis boasts approximately 10 • 
000 m2 of creative space;

Th e Užupis Art Incubator was the • 
fi rst art incubator in the eastern 
Baltic counties, and is now al-
ready adding some 1 200 m2 of 
new space;

Vilnius Academy of Art, private • 
art schools, galleries and exhi-
bition spaces are all located in 
Užupis.

According to recent studies, Užupis 
is entering a new stage in its develop-
ment and is assuming new signifi cance 
not only in terms of entertainment, 
artistic and cultural contributions, but 
also in terms of the economic and po-
litical life of Lithuania. Th e cluster of 
creative industries in Užupis, which 
formed naturally on the principles of 
harmonious development, has been 
in existence in one way or another for 
over 30 years, and is the fi rst forma-

tion of its kind in the Baltic States or 
even Europe. Th e Užupis CI cluster, 
within its own specifi c territory and 
with its own social and economic re-
lations, unites art incubators (the Art 
Incubator of Užupis, Vilnius Academy 
of Arts “Design Business Incubator“ 
and the Arts Printing House), Acad-
emies and schools (Vilnius Academy 
of Arts, private schools and groups 
of artists), individual artists and their 
studios, shops, galleries and companies 
involved in creative activities (totalling 
about 350 small and micro companies 
– advertising, design and architectural 
companies, publishing-houses, photo-
graphic studios, art curators, students 
of culture and the arts, festivals and so 
on). 

Th e community of Užupis arranges 
events that unite its members and sup-
port their creativity and the commer-
cialization of their activities on a regu-
lar basis. Th e cultural life of Užupis, 
regulated by symbolic authorizations 
and agreements, today impacts social, 
cultural and even business develop-
ment in the city considerably. 

CONTACT: 

Vytautas Ratkevičius 
Užupis information minister, Uzupis Creative Cluster president 
uzturgus@gmail.com 
+370 610 60880 
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KLAIPEDA ECONOMIC 
DEVELOPMENT 
AGENCY KEDA

Th e Klaipeda Economic Development 
Agency (KEDA) was founded in 2003 
by Klaipeda city, initially to focus on 
city branding and marketing commu-
nication activities targeting potential 
investors in Klaipeda. As of 2007, the 
agency has also been active in support-
ing and promoting local cultural and 
creative businesses through support 

to creative SMEs, individual artists, 
institutions and cultural organizations 
representing the major CI sub-sectors: 
performing arts, architecture, visual 
arts, media and video art, design and 
publishing.

KEDA’s main goal is to provide sup-
port for the creative industries sector in 
terms of infrastructure development. 
In addition, an important part of the 
service includes providing consulta-
tions and practical information, op-
portunities to advertise on the creative 
industries digital map and organizing 
meetings and seminars with members 
of the local CI support group to share 
best practices and ideas.

Th e ongoing “Culture Factory“ project 
includes the establishment of a culture 
and creativity centre, which will attract 
a wide-ranging spectrum of artists and 
creative industries. Th e new facilities 
will host an art incubator, conference 
and cinema halls, studios for dance 
and audio-visual projects, informa-
tion centres etc. Th e “Culture factory” 
project will create a sustainable physi-
cal, informational and organizational 
infrastructure that will initiate, pro-
mote and create the conditions for 
creative and cultural industries, inter-
disciplinary and alternative art projects 
based on innovative cultural manage-
ment principles. 

Klaipeda economic development agen-
cy has launched a digital map (pro-
grammed using Google Earth technol-
ogy) for Klaipeda creative and cultural 
industries. In order to promote and 
foster the creative and cultural sector 
in Klaipeda, advertising on the map 
is free of charge. Each sector is distin-

CONTACT:

Klaipeda Economic Development Agency 
H. Manto st. 84-217, LT-92294 Klaipėda
Phone: +370 46 311 010
Phone/fax: +370 46 420 510
info@kepa.lt
www.investinklaipeda.com 
www.kepa.lt

Raimonda Lauzikiene 
Director 
Phone: +370 46 311 010 
raimonda@kepa.lt

guished with a diff erent color on the 
map. Companies simply have to as-
sign their activities to the appropriate 
category and they will be seen directly 
on the map (www.kepa.lt/zemelapis).
Since 2008, KEDA activities have 
been fi nanced on the basis of various 
EU support projects. At the moment, 
the agency is involved in the following 
projects in the creative industries: 

Th e adaptation of a former tobac-• 
co factory for creative industries. 

Th e development is at “Phase II” 
(construction)

Inter-regional cooperation project • 
CITIES – Creative Industries in 
Traditional Intercultural Spaces 
– fi nanced by the Interreg IV C 
Programme to share experience 
and good practice in the areas of 
innovation, the knowledge econ-
omy, the environment and risk 
prevention (full project coordina-
tion by KEDA)
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MENŲ SPAUSTUVĖ/ 
ARTS PRINTING 
HOUSE 

Menų spaustuvė is a performing arts 
venue aiming to be the fi rst infrastruc-
tural complex for the creative indus-
tries in Lithuania, where performing 
arts, business and education can meet 
to inspire each other. Established in a 
former printing house dating back to 
1585, it produces and hosts creative 
phenomena including but not limited 
to theatre, dance, music, new circus, 
cinema and other forms of art. It sup-
ports performing arts NGOs providing 
them with space for offi  ces, rehearsals 
and performances.

Activities in the current premises of 
Menų spaustuvė started prior to the 
establishment of the organization in 
2002. Independent NGOs (such as the 
Th eatre and Cinema Information and 
Education Centre and the Lithuania 
Dance Information Centre) started out 
in a neglected building with new dra-
ma and contemporary dance projects 
that had no opportunities elsewhere. 

From the outset, Menų spaustuvė was 
involved in supporting and promoting 
independent and emerging artists as 
well as new forms of contemporary arts 
in Lithuania. It works in the fi elds of 
contemporary drama and new writing, 

contemporary dance, contemporary 
opera and new circus. Th e scope of the 
projects consists of small festivals, edu-
cational projects, productions and co-
productions. It is also built to serve as 
a residential base for pre-production, 
production and post-production activ-
ities for performing arts organizations.

Th ere are two types of target groups: 
artists and artistic organizations as well 
as audiences. Th e artistic organizations 
can be narrowed down to a pool of 
non-government non-profi t perform-
ing arts institutions (formal and infor-
mal) inaugurated in the past decade.

Menų spaustuvė provides low-cost re-
hearsal, performance and offi  ce spaces, 
and administrative, technical, manage-
rial, fi nancial, accounting and public 
relations support for arts organiza-
tions.

Financing bodies include Vilnius City 
Municipality, the Ministry of Culture 
of the Republic of Lithuania, the Cul-
ture Support Fund of the Republic of 
Lithuania and the private enterprise 
Vilniaus energija. 

Menų spaustuvė is a member of IETM  
(Informal European Th eatre Meeting) 
and TEH  (Trans Europe Halles). It 
hosted the plenary meetings for TEH 
in 2007 and IETM in 2009.

CONTACT:

Director Audronis Imbrasas 
Menų spaustuvė
Šiltadaržio g. 6, Vilnius LT-01124, Lithuania
www.menuspaustuve.lt
Tel/fax +37052040832
info@menuspaustuve.lt
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Th is short article provides a ‘think 
piece’ on how partners across the three 
Baltic states of Estonia, Lithuania and 
Latvia can operate as a major centre 
for the development of the creative 
economy. 

A key aim here is to open up a policy 
debate about the drivers of the Crea-
tive Industries in the Baltic Region, 
and to understand the opportunities 
and challenges facing the sector. I have 
been working with partners in the Bal-
tic Region for more than fi ve years and 
during this time, partnership working 
between the three countries has not yet 
fl ourished into full and wide-ranging 
coordination of activities and the shar-
ing of expertise/resources.

I believe that the economic downturn 
provides us with the opportunity for 
refl ection and it opens the way for Bal-
tic countries to develop a rich and ro-

DEVELOPING A CREATIVE ECONOMY 
IN THE BALTIC REGION:
CHALLENGES & OPPORTUNITIES 
DR. TOM FLEMING, June 2010

bust approach to regional cooperation 
that plays to individual strengths and 
delivers profi le and impact that would 
not be possible working individually.

I believe a Baltic approach makes 
sound strategic sense because of a set of 
economic, social and cultural reasons. 
Broadly, this involves:

Recognising the diversity of the • 
region; while capitalising on com-
monality and a interdependency.

Highlighting key opportunities • 
for growing the Creative Indus-
tries and maximising the sector’s 
wider value.

Balancing approaches to growth • 
with approaches to quality of life 
and wellbeing.

Th e paper does not focus on specifi c 

Baltic opportunities and challenges in 
any signifi cant detail. Rather, it posits 
a set of more ‘global issues’ that have 
pertinence to the development of the 
sector at a regional and local level.

To establish a more detailed Baltic ap-
proach would require detailed research 
and consultation – at the heart of a 
wider ‘Green paper approach’ (apply-
ing a similar approach to the 2008 
Creative Economy Green Paper of the 
Nordic Region). Indeed, I have for 
several years advocated that the three 
countries of the Baltic region commis-
sion a high level strategic project – such 
as a Green Paper – to catalyze policy 
development, coordinate thinking and 
mobilize real and eff ective partnership.

With each country emerging tentative-
ly from the economic downturn, and 
with clear distinctive strengths as well 
as weaknesses apparent across the Bal-

tic region, the time has come to work 
positively as a creative economy unit. 
Th e three countries of the Baltic region 
– Estonia, Latvia and Lithuania – have 
between them so much talent, rich 
and intertwined history, and emergent 
creative economy infrastructure (from 
improving cultural infrastructure to 
new workspace facilities).

Moreover, the three nations are ideally 
located to develop a strong creative 
exchange programme with the Nordic 
countries to the north, Russia to the 
east, and central Europe to the west 
and south. With a joined-up approach 
that connects assets, enables knowl-
edge and skills to be exchanged across 
borders, develops a coordinated brand/
identity, and embraces talent and risk 
as core ingredients for success, the Bal-
tic region can become a major creative 
economy cluster with global reach and 
prominence. 
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THREE TYPES OF 
LOGIC 

Th ere are three types of ‘logic’ for de-
veloping a coordinated approach to the 
Creative Industries across the Baltic 
Region: 

There is commercial logic: developing 
greater visibility to local, regional, na-
tional and global markets; connecting 
for scale; coordinating complementary 
strengths; increasing convergence op-
portunities with other sectors; and es-
tablishing leadership in sector special-
isms –design and digital media. 

There is a professional logic: exchang-
ing knowledge; developing a richer re-
search; building a larger skills base; and 
providing a bigger portfolio of invest-
ment propositions.

There is a cultural logic: building on 
intertwined histories; exploring com-
mon contemporary sensibilities; and 
exploiting links to the wider cultural 
sector. 

If the Baltic Region can connect its as-
sets, coordinate its support off er, and 
position the Creative Industries to the 
heart of a wider cultural agenda that 
links the ‘creative economy’ to the 
‘cultural ecology’, then it will be well-
placed to off er the type of environment 
attractive to creative businesses. 

Over the following few pages, a set of 
three broad considerations and fi ve 
broad opportunities are introduced – 
to provoke, stimulate and add to the 
dialogue that surround policy develop-
ment for the creative economy across 
the Baltic Region. 

CONSIDERATION 1: 
INTELLIGENCE 
& TARGET ‘SUB-
SECTORS’

For eff ective strategic partnership and 
the development of a coordinated ap-
proach to the creative industries, we 
fi rst of all need to establish a robust 
baseline. Th is is to understand the 
current scale of the creative industries 
but also to develop real intelligence on 
how it operates: its networks, markets, 
supply chains, locational preferences, 
cultural trends, favoured identities and 
so on. 

To date, multiple mapping projects 
have been initiated across the Baltic 
region, but they are locally driven, 
rarely share the same methodology 
and are often commissioned with dif-
ferent strategic purposes in mind. Th e 
time has come for a coordinated ap-
proach to mapping that generates rich 
data and intelligence on the dynamics 
and potential of the creative economy 
across the region. 

However, for this to play a genuinely 
meaningful role, it is important fi rst 
of all for partners across the region to 
agree on answers to the following:

A. Which parts of the creative 

industries are we focusing on? 

Diff erent parts of the Creative Indus-
tries sector have diff erent business 
models, markets, supply chains and 
locational characteristics. It is unlikely 
that in the Baltic Region we can ma-
jor on all areas of the sector. While we 
might measure / map the whole sector, 
it is important at the outset to develop 

a sense of our priorities – so that we 
can ‘dig deeper’ to generate rich intel-
ligence on such activities. 

We also need to embrace the way dif-
ferent parts of the Baltic region have 
diff erent strengths (and weaknesses). 
Th erefore, we need to consider care-
fully the current dynamics and profi le 
of the sector and identify where the 
greatest opportunities lie.

Th is does not necessarily mean we 
should focus on those higher growth 
activities: other activities may play a 
substantial ‘value-adding role’ – in 
tourism, place-shaping, and in im-
proving the competitiveness of the 
wider economy. 

B. Diff erent parts of the Region have 

a distinctive profi le and off er. How 

do we link diff erent assets while 

celebrating distinctiveness? 

A real strength of the Creative Indus-
tries sector in the Baltic region is its 
diversity: from pioneer micro creative 
businesses (such as in visual arts and 
design) in the university towns (e.g. 
Kaunas and Tartu), to emergent clus-
ters of media businesses in the larger 
cities (e.g. Riga, Tallinn and Vilnius). 
Th e role of the sector varies by context, 
as do the environmental factors that 
help it to prosper.

An eff ective strategic approach needs 
to embrace that diversity or make a 
clear distinction between the areas of 
the sector it is able to most eff ectively 
support, and thus the priority places 
for sector development. Th is might 
mean that a set of complementary 
strategies (and mapping approaches to 
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inform the strategies) need to be de-
veloped: such as a series of hubs, each 
with their own specialism. when con-
nected as a whole, these could operate 
as a dynamic creative economy cluster 
for the whole Baltic Region. 

C. Is it a wider ‘creative workforce’ 

agenda?

“Look into the toolbox - creativity is 
the only tool we have left ... and it’s 
important to see it in the round: crea-
tivity is a new drug, or a better engine 
for cars - we shouldn’t get trapped in a 
narrow defi nition.” (Lord Puttnam).

Is the main goal in the Baltic Region 
to support the growth of the Creative 
Industries sector, or is there a wider 
opportunity here to develop an agenda 
in creativity that cuts across diff erent 

sectors, with a ‘creative workforce’ the 
main prize? In some areas of the region 
(smaller cities, rural areas, under-con-
nected areas), the Creative Industries is 
unlikely to be a large sector. However, 
if it can infl uence the practice and cul-
ture of the wider economy – such as by 
introducing creative skills to diff erent 
disciplines, then the overall outcome 
may be far more signifi cant. Options 
here include smart commissioning 
and brokerage initiatives that connect 
creative industries businesses to other 
parts of the economy; and a wider em-
brace with creative skills development 
through the learning and skills sector. 

D. How do we grow from what we 

have and indeed grow what we have?

In strategy it is often tempting to de-
velop aspirations that stretch far be-

yond that which is achievable. Th ere 
can also be a tendency to seek at-
tributes that another place has without 
fully considering the attributes already 
‘in place’. A starting point should al-
ways be to develop from the existing 
qualities and assets, growing the sector 
where possible. Th e next step should 
then be to engage existing assets to de-
velop a complementary set of assets – 
i.e. incoming businesses and markets. 
Do we have a clear view in the Baltic 
Region of the assets at our disposal? 

E. What is achievable locally Vs 

approaches that require, regional 

(i.e. pan-Baltic) and international 

(e.g. with the Nordic countries, 

Russia etc.) approaches? 

It is important to identify what can 
make a diff erence at a ‘local’ Baltic 

level. Many of the ‘hygiene factors’ 
for creative businesses are dependent 
on infl uences that are international in 
their scope. Th is means interventions 
may need to be developed in partner-
ship with, for example, Russia and / 
or the Nordic Countries. At the same 
time, it will be important to develop lo-
cally relevant approaches that connect 
with the sector at a grassroots level.

Put simply, it will be necessary to de-
velop a multi-tiered approach that 
fl exibly links local activities to national 
and international programmes.

F. How do we measure impact – 

Outcomes for business Vs Outcomes 

for strategists? 

It is important when setting out ambi-
tion for a sector that desired outcomes 
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are identifi ed. Th ese can of course 
change, but without a set of ‘key per-
formance indicators’ (KPIs), how are 
we to judge the impact of interven-
tion? Key here is the co-creation of 
KPIs with the sector: they should not 
be enforced ‘from above’.

For example, a strategic outcome might 
be increased profi le for the Baltic re-
gion (and the individual countries), a 
more successful visitor economy and 
the attraction of inward investment for 
infrastructure projects. An outcome for 
a business might be more trade, better 
working conditions, and/or improved 
skills. A joined-up strategic approach 
will need to identify and agree these 
outcomes at an early stage so that the 
sector and its supporting agents work 
together seamlessly. 

CONSIDERATION 2: 
INDUSTRIAL POLICY 
VS CIVIC BOOSTERISM

What are we trying to sell? Some crea-
tive and cultural strategies are more 
akin to place-marketing documents 
than industrial or sector-based in-
terventions. For example, much of 
Richard Florida’s work in the ‘Crea-
tive Class’ assumes that highly skilled 
‘knowledge workers’ are attracted to an 
area because of a mix of quality of life 
factors. Th is is presents places as ob-
jects to be consumed.

Too often, this assumption is extended 
to Creative Industries strategies – 
where the sector is understood to be 
attracted as much by the identity and 
perceived vibrancy of a place than a set 
of business development factors.

 Th is approach is too simplistic. Yes 
creative businesses are attracted by 
the perceived cultural life of a place 
– they are in the business of creating 
meaning, so the more stimulating and 
compelling a place, the more attrac-
tive it becomes. However, they are also 
undertaking industrial activities. Th is 
means they are equally attracted by a 
mix of practical factors – such as work-
space, fi nance, access to skills and mar-
kets. Th erefore, a sector strategy should 
complement but not be dependent on 
‘cultural’ and ‘quality of life’ factors. It 
should be about production and not 
only the ‘consumption’ of place. 

CONSIDERATION 3: 
SUPPORTING THE 
‘EXCEPTIONAL’ 
QUALITIES 
OF CREATIVE 
BUSINESSES

Broadly, and very crudely, creative 
businesses play by the 80/20 rule. For 
80% of the time, they operate just as 
any other business: they have products 
and services to sell, profi ts to make, 
margins to consider. For 20% of the 
time, they operate in ways that render 
them diff erent, or in some cases ‘ex-
ceptional’ (NESTA 2009). To some 
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extent, they refl ect a set of wider shifts 
evident across the economy - in the 
practice of doing in business, in the lo-
cation of value in business, and the tra-
jectory of career paths. In other ways 
they continue to pursue a path unfa-
miliar for most other types of business. 
For strategy this means a bespoke ap-
proach might be needed to support the 
’20% exceptionalism’ of the creative 
industries.

THIS 
‘EXCEPTIONALISM’ 
CAN BE FOUND IN 
THE FOLLOWING:

Creativity Vs Business: Many creative 
businesses are ‘creatives fi rst’ and 
‘businesses second’. Th ey may be 
motivated as much by the creative act 
as its commercial application. Th is 
has implications for the types of skills 
needed to develop businesses while 
retaining creative integrity. It also aff ects 
the style and culture of support off er 
needed for many creative businesses: 
a standard ‘one-size-fi ts-all’ approach 
has too many built-in assumptions 
on growth, management expertise 
and levels of entrepreneurialism to 
eff ectively embrace the diversity of 
creative businesses. 

Portfolio & Project Focused: Many 
creative businesses and the practitioners 

which run them are dependent on 
high levels of fl exibility and mobility. 
Th eir careers are run on a project by 
project basis and their core market 
may shift regularly over time. To 
prosper as a creative business therefore 
requires access to rich networks of 
complementary activities. We call these 
‘privileged creative networks’, where 
access to skills, potential new markets, 
and critical knowledge on trends and 
innovations, are made accessible and 
legible. Good quality sector support 
opens up access to such privileged 
networks, brokers connectivity across 
the networks, and supports creative 
businesses to develop projects from 
a position of confi dence where it is 
reasonably obvious where the next 
project may come from. 

LOW TANGIBLE 
ASSETS

For many creative businesses – large 
and small – the asset base is relatively 
intangible. Th is is because it is tied up in 
the skills base and creative production 
potential of the workforce. Th is makes 
access to appropriate fi nance more dif-
fi cult and it increases a dependency on 
trust (and risk) to develop deals and 
mobilise investment. Here, access to 
the above-mentioned ‘privileged net-
works’ off ers a key means of building 
trading and investment relations. In 

addition, it increases the need for a 
brokered system of attracting invest-
ment to the sector. Th is is where proc-
esses of ‘investor readiness’ (nurturing 
investor relationships and reducing the 
risk profi le of creative businesses) are 
key complements to ‘investment readi-
ness’ (supporting businesses to develop 
management skills, business models 
and risk profi les that make their assets 
– however intangible – attractive to ap-
propriate forms of investment). 

‘PROSUMPTION’ & 
PLACE

Creative businesses are in many ways 
more embedded in place than other 
sectors. ‘Location’ is just one factor 
in determining decision-making; with 
the cultural dynamics of place at least 
equally important. Creatives are ‘place-
makers’: they ‘produce in place’ and in 
turn ‘reproduce place’ through its con-
sumption. In other words, the act of 
developing creative work in a place is 
also an act of consumption because a 
place needs to be ‘consumed’ for new 
ideas to be produced. Corresponding-
ly, we need to consider the cultural and 
environmental features of places across 
the Baltic region if the overall region 
is to be attractive to diff erent creative 
businesses; and we need to support 
creatives to give them a strong and vis-
ible role in place-making. 
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OPPORTUNITY 1:   
THE INTERSECTION

What is needed are not new or adapted 
instruments for knowledge transfer, 
but something quite diff erent: the 
spaces in which interactions can take 
place” (Geoff rey Crossick, A lecture to 
the Royal Society of Arts).

Can we establish the Baltic region as 
a region of social and cultural con-
nectivity? Can Estonia, Latvia and 
Lithuania become places recognised 
for the ways they broker relationships 
between diff erent creative businesses; 
stage opportunities for knowledge to 
be exchanged; open up their cultural 
and learning infrastructure to develop 
new knowledge; and provide a mediat-
ing role for creative producers and con-
sumers from other parts of Europe? 

Th is will mean developing a strategic 
approach where proposed interven-
tions focus on enabling the intersec-
tion for our creative industries: 

Brokered networks with access to • 
‘privileged knowledge’, services 
and markets.

Flexible co-created workspace & • 
activity space; where the formal 
relaxes into the informal and 

client-facing activities co-exist 
alongside creative exchange ac-
tivities.

Plug-in opportunities for mobile • 
creatives – where the towns and 
cities of the Baltic region are plac-
es to fl ow through, connect in, 
move on and then return to.

A role for cultural infrastructure • 
– the spikes & ‘sticky spaces’ 
– commissioning new bound-
ary-crossing content; inspiring 
creatives to work with diff erent 
sectors; bringing producers and 
consumers closer together so they 
participate as one. 

OPPORTUNITY 2:   
THE CONNECTED

Next-generation, super-fast broadband 
will be a vital part of the emerging 
creative economy’s infrastructure, ena-
bling dramatic improvements in con-
nectivity and off ering new possibilities 
for businesses, public services and local 
communities. 

How in the Baltic Region are sector 
strategies being aligned to investment 
and development of digital infrastruc-
ture? Speed and connectivity are key to 
attracting the growth orientated and 

highly mobile creative businesses, as 
well as to growing existing business-
es. Estonia has taken a lead here and 
Tallinn is one of the most connected 
capital cities in the world. It is impor-
tant here to develop corridors of con-
nectivity – just as with transport infra-
structure. Parts of the Baltic region are 
considered under-connected – mostly 
due to poor transport links. With fast 
broadband, such areas can rapidly be-
come highly connected – off ering the 
space and quality of life to slow down 
while delivering the connectivity re-
quired in business to speed up.

Opportunities also exist here to in-
crease the pervasiveness of connectiv-
ity: with greater connectivity across 
public spaces and buildings, ena-
bling mobile creatives to connect as 
they travel through the region. With 
hotspots of connectivity – in creative 
workspace and cultural buildings – the 
entry costs for creative practitioners are 
reduced and the sector is relatively ‘de-
mocratised’, enabling multiple micro 
enterprises to take part and compete. 

Fast broadband also provides the im-
petus to develop new brokerage and 
network tools. Knowledge can be pro-
vided to creative businesses as part of a 
wider cultural development push that 
streams content / knowledge across 

multiple platforms & channels. Th is 
opens up the space for diff erent types 
of collaboration and will enable busi-
nesses in the Baltic Region to work 
freely with businesses internationally.

OPPORTUNITY 3:   
THE CONVERGENT

Creativity’ is the generation of new 
ideas – either new ways of looking at 
existing problems, or of seeing new 
opportunities, perhaps by exploiting 
emerging technologies or changes in 
markets.

‘Innovation’ is the successful exploita-
tion of new ideas. It is the process that 
carries them through to new products, 
new services, new ways of running the 
business or even new ways of doing 
business. 

In the Baltic Region, do we provide 

the enabling conditions for creative 

practice to deliver innovation – both 

within the Creative Industries and 

across the wider economy? 

On the Baltic region, with the mix of 
cultural infrastructure, an expanding 
higher education sector and growth 
in network activity across the creative 
industries, it is possible to nurture and 
ecology of creativity and innovation. 
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Here creative businesses will work 
across diff erent sectors and creativity is 
championed as a pervasive force across 
the economy. 

Th is requires the curation of collabo-
ration activities, with interdisciplinary 
working celebrated. It would also be 
accelerated by the opening up of high-
er education institutions as brokers of 
convergent knowledge; the smart col-
laboration of  creatively-driven projects 
that operate in the spaces between core 
activities; and an embrace of risk as a 
necessary counterweight to core busi-
ness activities.

Th ere could be major opportunities 
here. Th e Baltic region is still relatively 
industrialised and rapidly re-industri-
alising. Th is means opportunities exist 
to connect the assets of the creative in-
dustries to other sectors – such as in 
manufacturing and agriculture. 

Th e region is also home to an increas-
ingly open and connected higher edu-
cation sector, with strong research and 
knowledge development potential. 
Here creative disciplines – such as in 
art and design, could explore benefi cial 
collaborations with disciplines in sci-
ence and technology - to develop new 
business models and nurture a more 
creative workforce overall. 

It will be important, in any strategic 
approach, to identify where the in-
teractions are currently taking place; 
and explore how institutions and or-
ganisations can operate as brokers of 
collaborative activity that connects 
diff erent disciplines and seeks practical 
outcomes from creative processes.

For example: 

Can a creative knowledge transfer 

network be established?

Is it possible to introduce a smart 

commissioning programme that 

invests across the boundaries of 

sectors that don’t traditionally 

connect with one another?

Do we need to stage collaborations 

through events and festivals – to 

showcase the opportunities enabled 

through convergent activity?

Is it clear where knowledge and 

creative capacity currently rests or 

do we need to work harder to unlock 

talent and build connections? 

OPPORTUNITY 4:   
THE PIONEERING

Diff erent parts of the Baltic region 
have, in recent years, become attractive 
places for pioneering creative practice. 
Tallinn, for example, is today recog-
nised as an emergent ‘centre’ for dig-
ital media and design; Riga is a leading 
fashion and media hub; and Vilnius has 
strong visual arts and emergent digital 
media sector activities. As a relatively 
‘low cost’ and ‘high skilled’ economy 
with an improving cultural off er, it is 
likely that the creative industries will 
play a more and more substantial role 
in the ongoing transformation of the 
overall Baltic economy and society.

Here, the creative industries is often 
understood as the ‘creative pioneer’ that 
leads processes of creative in-migration 
to be swiftly followed by other, more 

commercially driven creative activities. 
Th is means the creative industries of 
the Baltic Region might be understood 
as leading wider processes of economic 
change, regeneration and renewal.

Th e challenge now is to build from this 
base: enabling more creatives to devel-
op their practice in the diff erent parts 
of the Baltic region, while attracting 
and nurturing a wider mix of creative 
businesses, some of which will be ‘mi-
grants’ from other parts of Europe and 
beyond, and some will be returning 
creatives who have made their fortunes 
and developed networks and markets 
elsewhere.

If the Baltic region is to be a welcom-
ing and open place for pioneering 

creative activity, then we need to fully 
explore the answers to the following 
questions: 

Is the brand identity of the region • 
and its creative centres clear and 
accessible, and does the creative 
sector feel a sense of ownership 
for the message it is trying to 
convey?

Are creative businesses fully un-• 
derstood by those providing busi-
ness support and other key inter-
mediaries such as educationalists, 
investors and planners?

Does the region have suffi  cient • 
capacity to develop certain busi-
ness models in the creative indus-
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tries – e.g. those that require large 
and accessible local markets?

Is there an eff ective mix of work-• 
space and activity space in and 
across  the region in which crea-
tives of diff erent ‘shapes and sizes’ 
can fl ourish? Are these spaces 
internally and externally con-
nected?

Does the cultural and educational • 
infrastructure of the region pro-
vide the stimulation and inspira-
tion for creativity to fl ourish; plus 
a more structured set of services 
and facilities that encourage crea-
tivity to be staged for commercial 
as well as cultural reasons?

Does the business culture of the • 
region enable micro creative busi-
nesses to grow? How best to over-
come bureaucracy, low levels of 
entrepreneurialism, and limited 
access to skills development?

Is the Baltic region somewhere • 
that encourages risk, that cham-
pions the unconventional, that 
celebrates new ways of thinking 
and doing? 

OPPORTUNITY 5:   
THE SMART &   
THE SLOW

“It’s about the speed in our lives and 
how it can only result in a crash“  
(Hussein Chalayan). 

Th e whole ‘creative industries  dis-
course’ is predicated on the rhetoric 
of growth. For over a decade now the 

sector has been presented as the fast-
est growing in the world, off ering ma-
jor opportunities for job creation and 
delivering a panacea for some  of the 
more entrenched social problems. 

While the creative industries is un-
doubtedly a growth sector (or at least 
parts of the sector are), and that growth 
is likely to recapture its pre-downturn 
pace in  the near future; growth is not 
likely to be universal and the sector (as 
with any sector) will grow faster and 
play a bigger role in some places over 
others. 

It is clear that parts of the Baltic re-
gion will be the benefi ciaries of sector 
growth that keeps pace, even outper-
forms other parts of Europe. However, 
there is an alternative, equally attrac-
tive opportunity for parts of the region 
where growth will be ore diffi  cult to 
achieve: 

Can some parts of the Baltic region 
become the places in northern Eu-
rope that combine opportunities to 
slow down and develop smart, carbon 
neutral, progressive creative businesses; 
while off ering the speed to connect and 
do business with regions elsewhere?

Can rural areas and smaller cities be-
come known for how they balance 
quality of life with creativity? Can they 
become micro ecologies of a locally 
embedded, globally conscious applica-
tion of creativity that prospers through 
the activities of social innovators and 
smart creatives? In the Baltic region, if 
we work together, can we take a bal-
anced approach where wellbeing and 
economic growth go hand in hand? 

IN CONCLUSION

Th e Baltic region, with its diverse and 
youthful countries, has already made 
signifi cant progress in nurturing its 
creative industries and developing a 
broader creative economy. Indeed, with 
each of the region’s capital cities host-
ing the European Capital of Culture 
title over a fi ve year period, awareness 
of the region is at an all time high. 

However, with the economic down-
turn, the region also suff ered: fi nan-
cially, of course; but also in terms of 
its reputation - with the fragility of 
the economy plain for all to see. Th is 
raises the stakes: it is clear that greater 
diversity is required across the regional 
economy – to reduce dependency on 
traditional industries and to attract 
more ‘value-adding’ activities. It is 
also clear that the creative industries 
provide an opportunity to grow more 
quickly from the downturn, lifting he 
Baltic region into growth once again. 

Yet to date, strategy and then policy 
for the creative industries is under-
developed across the Baltic region. Th e 
debates that surround the sector have 
not changed signifi cantly in over fi ve 

years. Sector defi nitions are not settled. 
Policy options are under-formulated. 
Senior political and strategic fi gures 
seem unconvinced of the merits of a 
‘creative approach’ or of the type of 
value it will deliver to the economy 
and wider society. 

Individually, the countries of the Baltic 
region are small, with tiny domestic 
markets, limited capacity and chal-
lenges in developing a critical mass of 
infrastructure, skills and capital. 

For many areas of sector strategy, a 
‘scaled up’ regional approach provides 
far greater potential than a national ap-
proach. Th is is particularly the case for 
sector knowledge development – e.g. 
introducing a robust and consistent 
approach to mapping and the evalua-
tion of strategic impact.

It is also the case for how we share 
resources, connect assets and project 
ourselves to external markets. Here a 
Baltic approach will have greater vis-
ibility and it will deliver greater capac-
ity to the sector. Th e choice now for 
partners in Estonia, Latvia and Lithua-
nia, is whether to ‘go it alone’ or work 
together for mutual benefi t. 

TOM FLEMING CREATIVE CONSULTANCY

Email:  info@tfconsultancy.co.uk
Telephone:  +44 (0)20 7430 0855
Website:  www.tfconsultancy.co.uk
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CONTACTS

Ministry of Culture    
of the Republic of Estonia
Suur-Karja Street 23
15076 Tallinn
ESTONIA

Secretariat: (+372) 6 282 250
Phone: (+372) 6 282 222
Fax: (+372) 6 282 200
E-mail:  min kul.ee 
http://www.kul.ee/

Ragnar Siil
Head of Development Department
Ragnar.Siil@kul.ee
+372 628 2255

Lasnamäe 2, 11412 Tallinn
Phone: +372 6 279 700
Fax: +372 6 279 701
eas@eas.ee 
www.eas.ee

Georg Poslawski 
Co-ordinator
Creative Industries Development
Programme
Enterprise Estonia
Phone: +372 62 79 340
Fax:       +372 62 79 701
Mobile: +372 50 17 420
georg.poslawski@eas.ee
www.eas.ee
www.looveesti.ee

K.Valdemara street 11-a, 
Riga, LV-1364
+371 67330200
www.km.gov.lv
pasts@km.gov.lv

Una Sedleniece
Senior Desk Offi  cer, 
Division for Strategy and 
Regional Cultural Policy 
+371 67330215, +371 28612888 
Una.Sedleniece@km.gov.lv 

2 Perses Street
Riga, LV-1442
Latvia 
Tel: (+371) 67039459
Fax: (+371) 67039401
E-mail: exim@liaa.gov.lv 
www.liaa.gov.lv, 
www.exim.lv, 
www.designlatvia.lv

Zane Biteniece
Senior Project Manager 
Design and Creative Industries
+371  67039414
zane.biteniece@liaa.gov.lv 

Lithuanian Ministry of Culture
J. Basanavičiaus g. 5, 
LT-01118 Vilnius, Lithuania.

Rasius Makselis
Head of Strategic Planning 
Department
+370219 34 47
r.makselis@lrkm.lt

ESTONIAN MINISTRY OF CULTURE

LATVIAN MINISTRY OF CULTURE 

ENTERPRISE ESTONIA (EAS)

INVESTMENT AND DEVELOPMENT 

AGENCY OF LATVIA

LITHUANIAN MINISTRY OF CULTURE
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Eva Leemet
CEO
+3725012558
eva@looveesti.ee
www.looveesti.ee

Tiiu Allikmäe
Head of Communications
+3725053085
tiiu@looveesti.ee
www.looveesti.ee

Business Support and Credit 
Management Foundation (ESA)
Veerenni 24C, 10135 Tallinn, Estonia
Anu Lõhmus, 
Member of the Board: 
Ph +372 604 0620 (receptionist)
Fax +372 604 0609
info@esa.ee

Creative Incubator
Veerenni 24C, 10135 Tallinn, Estonia
Ele-Mall Vainomäe,
Manager
Ph +372 604 0621
Mob +372 506 7881
Fax +372 604 0609
elemall@esa.ee

Kooli 7-4 
10133 Tallinn
+372 631 1508
info@disainikeskus.ee

Reg.kood: 80273798
Lai 31, Tallinn 10133
+372 6117436
info@arhitektuurikeskus.ee

Tartu Centre for Creative Industries
Kalevi 13, Tartu 51010, Estonia
Raul Oreškin
Member of the Board 
Phone: +372 735 5003
Mobile: +372 5564 7803    
E-mail: raul@lmk.ee
Külli Hansen
Development Director
Mobile: +372 510 6865       
E-mail: kylli@lmk.ee

Posti 1 71004 Viljandi
+372 435 5254
Elerin Laurimäe 
elerin@kultuur.edu.ee

Telliskivi 60A
Tallinn, Estonia, 10412
+372 54555500
Ville Jehe
Ville.jehe@telliskivi.eu

Rotermanni 5 / Roseni 10
10111, Tallinn
Kaire Jakobson
tuneyourinput@netscape.net

MTÜ Kultuurikatel
Gonsiori 12a 10117 Tallinn
Peeter Jalakas
Põhja pst 27a/35 Tallinn
www.kultuurikatel.eu

LOOV EESTI /CREATIVE ESTONIA

TARTU CENTRE FOR 

CREATIVE INDUSTRIES

ESA TALLINNA LOOMEINKUBAATOR

MTÜ EESTI DISAINIKESKUS

EESTI ARHITEKTUURIKESKUS MTÜ

SA VILJANDIMAA 

LOOMEINKUBAATORID/

VILJANDI COUNTY 

CREATIVE INCUBATORS

TELLISKIVI LOOMELINNAK/

TELLISKIVI CREATIVE CITY

LOOVALA/CREATIVE AREA

KULTUURIKATEL

CONTACTS:
BEST PRACTICES ESTONIA
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Interdisciplinary art center kim?
www.kim.lv
kim@kim.lv
Maskavas 12/1
LV-1050, Riga
Latvia

Zane Culkstena
Executive Director
Pilot project “kim?”
zane.culkstena@kim.lv
+371 28336686

http://the-hub.net/places/riga  
Inga Dārzniece
inga.darzniece@the-hub.net
Rihards Zariņš
rihards.zarins@the-hub.net

http://www.mentoruklubs.lv/
mentoru_piedavajums/mentoresana/ 
Strēlnieku iela 4a 
Rīga LV-1010
info[@]mentoruklubs.lv

REA Mentoru Kluba vadītāja:
Ieva Ūbele
tel: 25440039
ieva[@]mentoruklubs.lv

http://www.tastytelpa.lv/ 
 Martas iela 1-1
Rīga, LV-1011
LATVIJA
info@tastyshop.lv
Zīle Dāvidsone
GSM: +371 28677624
Ilze Začeste
GSM: +371 26460221

Artists association, non for profi t 
organization Totaldobže
Mezotnes street 39
Riga, LV-1002, Latvia
http://www.totaldobze.com/
ArtCenter/?page_id=48
info@totaldobze.com
+3712945144

http://www.kalnciemaiela.lv/ 
BC GRUPA
Kalnciema iela 35
Riga, Latvia
bcgrupa@inbox.lv
Phone:  +371 67614322

http://www.dic.lv/lang-en/par-dic
Ausekļa iela 11-101
Rīga, LV-1010
T: +371 67220501
e-mail: dic@ dic.lv

http://www.serde.lv/?q=node/18
ATMODAS STREET 9
AIZPUTE, LV-3456, LATVIA
e-mail: smg.serde [@] gmail.com 
Phone +371 29817180 
(Signe Pucena)

http://www.makslinieki.lv 
Address: Baznīcas Str. 37 - 3, Riga, LV 
– 1010, Latvia
Phone: +371 67293059
Fax: + 371 67293059
e-mail:  info@makslinieki.lv
Uģis Prauliņš – Chairman
Haralds Matulis – General Secretary

KIM? ART CENTER IN VEF

HUB  RIGA

THE CLUB OF MENTORS AT 

THE STOCKHOLM SCHOOL OF 

ECONOMICS IN RIGA

CREATIVE SPACE “TASTY”

CREATIVE DISTRICT IN THE 

WOODEN HOUSES OF KALNCIEMA 

STREET 

DESIGN INFORMATION CENTRE

THE INTERDISCIPLINARY ART 

GROUP SERDE

THE COUNCIL OF THE CREATIVE 

UNIONS OF LATVIA

CONTACTS:
BEST PRACTICES LATVIA
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Klaipeda Economic Development 
Agency 
H. Manto st. 84-217, LT-92294 
Klaipėda
Phone: +370 46 311 010
Phone/fax: +370 46 420 510
info@kepa.lt
www.investinklaipeda.com 
www.kepa.lt

Raimonda Lauzikiene 
Director 
Phone: +370 46 311 010 
raimonda@kepa.lt

Director Audronis Imbrasas 
Menų spaustuvė

Šiltadaržio g. 6, Vilnius LT-01124, 
Lithuania
www.menuspaustuve.lt
Tel/fax +37052040832
info@menuspaustuve.lt

Vytautas Ratkevičius 
Užupis information minister, Uzupis 
Creative Cluster president 
uzturgus@gmail.com 
+370 610 60880 

Egle Januskeviciute 
Community Building Consultants 
directress 
+37062046510 
egle.januskeviciute@gmail.com  

KLAIPEDA ECONOMIC 

DEVELOPMENT AGENCY

UZUPIS CREATIVE CLUSTER

MENŲ SPAUSTUVĖ

COMMUNITY BUILDING 

CONSULTANTS 

CONTACTS:
BEST PRACTICES LITHUANIA
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