





The Tallinn Manifesto

The Tallinn Manifesto calls for a re-think in how we approach
creative entrepreneurship for a competitive economy.

It sets out an agenda for a refreshed and re-invigorated approach to knowledge de-
velopment, collaboration, strategy and policy - across Europe and internationally.
It introduces a set of themes which will help different localities to maximise their
distinctive potential; and it frames questions which we should all have strong an-
swers for if we are serious about developing a Creative Economy which is pro-
ductive, value-adding, sustainable, resilient, inclusive and fair. It does this from the
specific perspective of emerging markets - to bring the ‘margins’ to the ‘centre’ so
that a new wave of nations, regions and cities are able to develop genuinely pro-
ductive Creative Economies on their own terms.

Positioning the Tallinn Manifesto

The role of the Creative Economy as a provider of
growth to the wider economy and contributor of
added value to a range of agendas, is by now
familiar to many. Indeed, multiple nations, re-
gions and cities have invested substantially in
Creative Economy strategies and programmes,
with aims that range from creating jobs, attract-
ing investment, building confidence and embed-
ding creativity across other sectors - even across
society as a whole.

However, with the economic crisis, plus through
more developed critical thinking, we need a re-
think on the role and value of the Creative Econ-
omy and a refreshed approach to policy and
strategy.

Therefore, in October 2011, Enterprise Estonia
together with Creative Estonia, Estonian Min-
istry of Culture and Ministry of Economic Affairs

and Communications organised a major interna-
tional conference to call for a paradigm shift in
the way the Creative Economy is understood and
supported: wwuw.creativeestonia.eu

With a programme of speakers from 12 countries
and 200 delegates from all over the world, the
conference was the major event for Creative
Economy policy and development in 2011. The
conference was programmed and Facilitated by
leading international Creative Economy expert,
Dr Tom Fleming: wwuw.tfconsultancy.co.uk

Tom Fleming's role was to introduce critical
thinking, generate debate and provoke innova-
tion in the ways we discuss the Creative Econ-
omy, how and on what terms we collaborate, and
on what basis we develop strategy and policy to
maximise the potential of the Creative Economy
in each distinctive context.



The Tallinn Manifesto -

an Open Tool for Strategic Development across the Creative Economy

The purpose of the Tallinn Manifesto is to provide a stimulus and focus for debate, which then
develops as a driver for strategy and policy. At the conference in October 2011, the Manifesto was
discussed and re-shaped through the direct input of delegates and speakers. This, the 2nd version of
the Manifesto, incorporates recommendations from speakers and delegates.

This establishes the Manifesto as the first open conference tool for the co-creation of strategic frame-
works across the Creative Economy. It also reinforces the position of Tallinn as a progressive and
innovative city for the Creative Economy: a place that takes a leadership role in the development of
ideas, knowledge, policy and action.

The 5 Themes & 31 Recommendations of the Tallinn Manifesto

The following themes and recommendations set out opportunities to take a refreshed and re-invigo-
rated approach to Creative Economy development. The ‘we’ referred to throughout is the network of
policy-makers and strategists, opinion-formers and intermediaries - who collectively can make such a
difference to the health and dynamism of our overall Creative Economy. The task is not for Tallinn to

act alone but for a collective and collaborative approach.

Theme 1: Creative Talent

The post-crisis creative economy requires a mix
of skills and competencies, both within and out-
side the Creative Economy. This is a critical
agenda, not least in Europe where youth unem-
ployment has spiked well above 20% in many
regions. Here there is a need to reconceptualise
what we mean by a ‘creative education’ and
develop new progressive models to ensure cre-
ativity is a pervasive asset across society. This
includes developing approaches that genuinely
embed creativity and cultural activity as core
elements of a balanced education.

Itis important here to ensure harder to reach and
disadvantaged young people have access to and
benefit from such approaches, so the full range
of talent is given equal opportunities for a cre-
ative education. Up to now, the main beneficiar-
ies of growth in the Creative Industries have
been middle class, white and proportionately
male. Just as we need to re-balance our econo-

mies, we need to re-balance the Creative Econ-
omy, ensuring the full diversity of talent bene-
fits from Future growth and guaranteeing harder
to reach communities a stake in our creative
futures. In turn this will make our Creative Econo-
mies more innovative and competitive because
they will draw on a wider range of available
talent.

Itis also important here to develop stronger part-
nership with industry so that further and then
higher education delivers the skills and compe-
tencies to enable growth and sustainability
across the Creative Economy. This means we
need to open up our education institutions so
that they are genuine hubs of creative and
knowledge exchange, delivering value to and re-
ceiving value from industry, as well as ensuring
we support socially engaged creative practice
that directly benefits local communities. And it is
important here that we ensure our creative
workforce is constantly up-skilling and re-skilling,
growing in confidence and capacity as careers
develop and businesses grow.



Tallinn Recommends:

1. We position creative and cultural education
as an absolute entitlement for young people
throughout their formal and non-formal learn-
ing journeys. We need to support teachers and
other educators to enable this, and develop ca-
pacity and competency in the arts and creative
sectors so they can operate as effective service
providers. This is a non-negotiable for a compet-
itive, sustainable and resilient economuy.

2. We develop targeted initiatives to develop
employment and sustainable careers for
young people - as an urgent priority. This is to
attend to the global crisis in youth unemploy-
ment: activities in the creative industries are
labour intensive and help to develop core critical
skills transferable to other sectors, as well as
jobs in their own right. Creative apprenticeships
have a major role to play here - brokering em-
ployment opportunities in the Creative Indus-
tries. In addition, projects which seek to directly
create jobs for young people, such as the British
Council-led ‘Future City Jobs’, should be scaled-
up to deliver Europe-wide impact on youth em-
ployment in the Creative Economy.

3. We open up our higher education sector to
play a more proactive role in skills develop-
ment For creative entrepreneurs and knowl-
edge exchange for the wider Creative
Economu. This means dedicated industry part-
nership, a more entrepreneurial approach to de-
veloping new business models from within
academic institutions, and a genuine exchange
that drives up innovation and productivity in col-
laborating businesses outside such institutions.
This should focus on endowing entrepreneurs
with a set of core skills for their business life (in

management, markets and money), developing
socially engaged practice with local communities
(putting creativity and arts into place-making),
exploring boundary-crossing experimentation
with other institutions and businesses, and of
course retaining an approach that delivers ex-
cellence in the creative arts.

4. We position innovation as a core practice for
every creative entrepreneur. Innovation does-
n't have to mean radical and disruptive practice
based on extreme collaboration: it is for every-
one. We need to support our creative businesses
and the wider Creative Economy to develop in-
cremental innovation and embed ‘intrapreneur-
ship’ as an essential perspective for business
renewal and development.

5. We ensure professional development and
learning are continuous in their availability
and multi-faceted in their offer - so that our cre-
ative entrepreneurs encounter new ways of
working and develop the range of competencies
necessary for survival and then growth over the
course of their careers. This should also focus on
enabling 2nd and 3rd careers to prosper - en-
abling older creative entrepreneurs to set up and
flourish and supporting collaboration that is
inter-generational an intercultural - so that our
full talent base is embraced.

6. We develop capacity and skills in digital
technology - for entrepreneurs and for con-
sumers. By increasing access to digital technol-
ogy and the platforms it enables, and by
nurturing confidence in this domain, we will flat-
ten digital divides, grow markets and increase
the capacity of creative entrepreneurs to reach
and engage these markets. *



Theme 2: Creative Busi-
ness - Driving Innovation
and competitiveness across
the economy

The last ten years and more have seen the rise of
targeted business development services, invest-
ment programmes and cluster initiatives. They
are all based on the assumed ‘exceptionalism’ of
creative businesses. For example, they are de-
signed to appeal to the challenges many creative
businesses have in balancing the creative and
commercial, independent and corporate, cultural
and managerial; the inherent flexibility required
of many creative businesses - which are in many
cases relatively small, portfolio-driven and proj-
ect-focused; and the difficulties such businesses
face in maximising the commercial potential of
their intellectual property and attracting appro-
priate investment for growth.

We need a critical review here - to better under-
stand what has and hasn't worked. For example,
we need to explore whether such approaches ac-
tually separate creative businesses from the rest
of the economy - exaggerating their ‘exception-
alism’ and reducing their capacity to attract main-
stream investment and develop markets. Does
special treatment mean that creative businesses
(and especially those which operate in a mixed
economy with a strong link to public investment)
actually pull away from the rest of the economy
and fail to deliver significant value as a conse-
quence?

We also need to explore here what works in
different contexts and at different scales. For
example, what does ‘growth’ look like in a small
regional city or a major metropolitan hub? In such
contrasting contexts, what types of Key Per-
formance Indicators should we be setting for spe-
cialist sector support programmes? How can we

maximise the links between support for creative
businesses and the rest of the economy? And
how can we ensure creative businesses play a
more central role for the overall economy - such
as to the wider innovation ecosystem or as a pos-
itive influence on cultural tourism?

In addition, we need to grasp more effectively
where growth and competitiveness is likely to
come from in the future. Here, digital technology
has disrupted yesterday's business models and
opened up huge opportunities for creative busi-
nesses to reach new markets, scale up their op-
eration and diversify their practice. At the same
time, market opportunities are shifting like never
before - with a hunger for digital content equalled
with a rising appetite for live experiences (such
as in music); with a rapidly growing middle class
in ‘developing economies’ (such as the BRIC na-
tions)! seeking those goods and services that en-
able differentiation and status (i.e. the outputs of
the Creative Industries); and with growing con-
vergence enabling creative businesses to deliver
services that are core to overall economic com-
petitiveness (such as design).

Notionally, this opens up major opportunities for
the ‘smaller players’ in the global Creative
Economy - introducing entry points for busi-
nesses and organisations limited by the size of
their local markets and by technological and
cultural barriers to accessing new markets. But
this also introduces challenges - such as how to
build the required digital capacity for our creative
businesses to genuinely prosper, how to develop
clear identities and brand narratives that appeal
to emerging markets, and how to collaborate
across the wider economy in ways that are
non-exploitative and transparent.

1 Brazil, Russia, India and China.



Tallinn Recommends:

1. We position our Creative Economies as cen-
tral to our overall competitiveness and well-
being - not as a junior partner to biotech, finance
or service industries. This means commitment
and leadership from a Government to institu-
tional level, collaborating to explore ways that
maximise the value of creativity to society - from
higher value jobs to well-being.

2. We attend to the specific elements that
make creative businesses and entrepreneurs
‘exceptional’, and integrate approaches where
such exceptionalism doesn't exist. For exam-
ple, introduce investment readiness activities for
creative businesses but only introduce targeted
investment where there is real evidence of mar-
ket failure in mainstream investment sources
(such as retail banks, equity funds etc.). For ex-
ample, introduce export insurance incentives for
businesses trading in creative goods and serv-
ices only where there is evidence of weaker ex-
ports for such businesses because of inacces-
sibly high insurance costs. This requires an evi-
dence-based approach and one grounded on
knowledge rather than aspiration.

3. We open up international markets for cre-
ative businesses by brokering peer exchanges
between entrepreneurs working in different
markets. Just as we encourage exchange bet-
ween policy-makers (see Theme 5), we should
encourage both knowledge and trade-focused
collaboration between different creative busi-
nesses. This is particularly important in smaller

markets where access to skills and different
types of capital is limited. We can support our
creative entrepreneurs to ‘scale-up’ through in-
ternational collaboration.

4. We develop a set of globally recognised
metrics for valuing intangible assets. This
means mapping effective business models, track-
ing returns on investment, and balancing an
appreciation of the different assets in a business
(or consortia of businesses) - such as in mana-
gement, finance, marketing and technologuy.

5. We radically revise our approaches to meas-
uring and articulating the value of creativity,
culture and the overall Creative Economy - e.g.
to specific cities, regions and nations. We need
to co-create coherent and consistent approaches
to measurement and to road-test new method-
ologies across a network of international case
studies. This is to establish a tool-kit and guide
for the measurement of creativity in the econ-
omy. It should include social outcomes and the
development of creative communities, as well as
pure economic / monetary outcomes.

6. We enshrine creativity in planning policy -
building on previous ‘% for arts’ schemes to in-
centivise investment in design, arts and other
creative services as an integral part of the plan-
ning and development process. This builds a mar-
ket for our creative entrepreneurs and embeds
creativity across the physical and social fabric of
our towns and cities. *



Theme 3:

Creative Infrastructure for a New Age

With increasing digitisation comes greater con-
vergence (in how products and services are pro-
duced and consumed), which in turn requires our
creative businesses and organisations to be
more interdisciplinary, open and collaborative.
For a growing and sustainable Creative Economy,
we need to develop infrastructure that enables
creative businesses to collaborate - with one an-
other and with the rest of the economuy. It is par-
ticularly important here to nurture much more
open and interactive relationships between the
arts and more commercially driven Creative In-
dustries. This means arts organisations and
artists operating more entrepreneurially to open
up revenue streams and reach audiences in
deeper and more meaningful ways. This also
means creative businesses uniting more produc-
tively with the arts - to co-create ideas, cross
boundaries to develop new content and experi-
ences, and ensure excellence is honed as a basis
for growth and competitiveness.

Our arts and cultural infrastructure has an im-
portant role to play here - moving beyond art-
form-specific and building-based approaches to
become real hubs of creative production and con-
sumption and genuine spikes where the artistic
and commercial grow together. The best arts and
cultural infrastructure is seamlessly digital and

physical, civic and communal, operating as a bro-
ker of flows and experiences, a facilitator that al-
lows audiences, practitioners and businesses to
encounter excellent art, co-create the meaning
of that art, and collaborate to create new art.
Here, our best theatres, galleries, museums, cin-
emas, libraries and arts centres are at once cen-
tres for aesthetic indulgence, hubs for creative
business, intersections of knowledge exchange,
and enablers of innovation. Yet they are too few,
too fragile, and too often neglected. Moreover,
too many of our arts and cultural institutions lack
the capacity, confidence and connections to gen-
vinely drive collaboration and growth in the Cre-
ative Economy.

Ideally, every town or city of any scale would
have arts and cultural organisations with infra-
structure that genuinely brokers and enables the
flows between the arts ecology and Creative
Economy. Here we need to develop new think-
ing on the types of infrastructure required to de-
liver innovation and growth across the Creative
Economy. We need to learn from the growing
body of good practice, and new models for arts
and cultural infrastructure, workspace, networks
and a range of support services should be intro-
duced and tested.



Tallinn Recommends:

1. We position our arts and cultural infrastruc-
ture to the heart of our Creative Economy. This
means building capacity and confidence for the
arts and cultural sector to become more entre-
preneurial, collaborative and open. It means we
position our libraries, theatres, galleries, muse-
ums and cinemas as spaces of convergence and
interdisciplinary practice, as hubs of creative
business, sites of cross-sector exchange, and as
providers for creative education and talent de-
velopment.

2. We support arts and cultural organisations
to flourish in a mixed economuy. Broadening the
range of revenue sources for arts and cultural or-
ganisations is @ must if the arts economy is be
sustainable and grow and if it is to play a more
progressive role for the Creative Economy. This
means coordinating blended investment across
arts and culture, the brokerage/leverage of dif-
ferent types of co-investment, encouraging
crowd-funding, pursuing new business models,
and growing and then embedding a culture of
philanthropy.

3. We develop digital capacity across the arts
and cultural sector - to enable audiences to be
reached and engaged in new, often deeper
ways; to support the collaboration between dif-
ferent organisations (sharing content, audiences
and knowledge); and to develop new, productive

and scalable business models so the arts and cul-
tural sector play a much larger direct role for the
Creative Economy.

4. We leverage this digital capacity to encour-
age innovation and extend reach across the
arts and cultural sector - such as in coordinated
programming, commissioning of talent and
shared approaches to management.

5. We commission interdisciplinary research
and practice between the arts and wider econ-
omy - such as with technologists, scientists,
planners and core municipal services. This is to
explore the wider value of arts practice and cre-
ative thinking across the economy and society.

6. We pilot new and emergent workspace
models - from flexible digital creative networks
that feed physical hubs (e.g. creative member-
ship models), to creative home-working, to pop
up activities in old industrial and retail spaces.

7. We invest in and champion innovation in our
arts and cultural infrastructure - where con-
stant renewal, knowledge development and ex-
perimentation are a core business. This means
moving beyond the needs of core audiences and
re-defining excellence to include a willingness to
take risks and collaborate to innovate. ¢



Theme 4:
Creative Cities and Regions

For more than a decade, many cities and regions
have developed strategies and policies for the
Creative Economy. Often these are underpinned
by robust approaches to sector mapping and con-
sultation, yet equally often they are not. In a
time of overall economic growth, cities and re-
gions were able to position the Creative Indus-
tries as critical drivers of their rejuvenated
economies, diversifying the economic base, pro-
viding jobs and enhancing overall confidence. Yet
in a time of economic downturn, we see that in
many places the role and impact of the Creative
Industries was exaggerated and used as much
as a tool in civic boosterism as real and substan-
tive economic development. We also see that the
Creative industries in many places remained an
exclusive sector, without delivering much value
to the relatively disadvantaged and long-term
unemployed.

Perhaps too many places adopted the term ‘cre-
ative’ as a pre-fix for their civic, cultural and eco-
nomic aspirations. This is a difficult suggestion
to make - after all, who can argue that being ‘cre-
ative’ is negative or unproductive? But with lit-
erally hundreds of cities and regions pinning
their previous growth plans and now their re-
covery plans to a loosely conceptualised creative
agenda, we need to re-introduce real rigour and
much sharper strategic thinking if such places
are to genuinely benefit from their Creative
Economies.

To begin with, we need to reflect on how some
cities and regions have successfully nurtured
sustainable and resilient Creative Economies,
while others have struggled. We need to better
understand how creative entrepreneurs are op-
erating to change cities and regions after the

downturn, exploring the different types of en-
abling conditions which enable creative busi-
nesses to flourish. And we need to work with our
politicians and policy-makers so that they don't
take the easy option with a ‘creativity agendda’,
but they develop @ commitment to structured, re-
alistic and evidence-based approaches to sector
development.

This means we need to reposition and repurpose
the Creative Economy for a new age of city-mak-
ing and regional development where the gap be-
tween rhetoric and reality is much narrower. This
also means accepting that in some places the
Creative Industries will not and may never be a
major sector in its own right. In such places we
need to work harder to lever different types of
value from the Creative Industries, from arts and
culture, and from creative approaches to plan-
ning and development. In such places we need
to explore the value of creativity in a more ho-
listic way - in how we develop skills and compe-
tencies, how we improve competitiveness in
manufacturing and services, how we ‘widen the
shoulders’ of our tourism sector, and how we en-
able innovation to flourish.

We also need to work harder to realise the social
capital of creativity - in building confidence, con-
necting communities and nurturing well-being.
Indeed, in such contexts, the opportunity to de-
velop a sustainable, resilient and competitive
Creative Economy can genuinely be pursued and
delivered on. This means we need to develop a
community-based approach to the Creative Econ-
omy - based on a ‘civic economy’ (NESTA 2011)
where decision-making is open and accessible to
local people and the ‘Creative Economy’ is made
meaningful on their terms. Key here will be posi-
tioning cultural infrastructure and other spaces
as a new generation of ‘civic cultural centres’ (In-
teli 2011) which promote community entrepre-
neurialism based on inspirational collaboration
between different types of people.



Tallinn Recommends:

1. Each city/region establish a Creative Com-
mission to drive strategy and policy develop-
ment across the Creative Economy. This is to
ensure a bespoke and nuanced approach is taken
that builds from the specific strengths of the
local Creative Economy and attends to its weak-
nesses in a joined-up way. This should be the
major public private partnership for sector de-
velopment and the core means of ensuring agen-
das from education to regeneration, economy to
arts, are joined up. This should also promote
more socially-driven, inclusive and ‘bottom-up’
approaches to creative development, ensuring it
is not just the privileged few who benefit.

2. We develop open and collaborative plat-
forms for creative exchange and trade as the
next generation of Creative Clusters. These are
interdisciplinary, often distributed across cities
or even between cities, and not rigidly demar-
cated by planners. Our arts and cultural infra-
structure plays an important role here - as hubs
and connectors. We should also encourage flexi-
ble approaches to workspace - opening up our
cities through digital technology, supporting
smarter transport solutions, and encouraging the
city overall to be viewed as a place where work,
home and play converge.

3. We develop local procurement strategies
and programmes for our creative businesses:
market-making across the economy. This bro-
kers relationships between creative businesses
and other sectors - such as in manufacturing, fi-
nance and retail. This can be incentivised - such

as through ‘Creative Credit’ schemes that en-
courage ‘non-creative’ businesses to invest in the
services of their ‘creative’ peers.

4. We promote community entrepreneurship -
locally embedded joint action to develop cre-
ative experiences, activities and enterprises.
This can range from local creative centres to
community creative business networks, local cre-
ative procurement and exchange projects to in-
vestment tools for social enterprises in the
Creative Industries.

5. We introduce new guidance on Creative
Economy strategy and planning for smaller
cities and peripheral regions. Much Creative
Economy strategy and policy is driven by a met-
ropolitan ‘big city’ agenda - where markets are
big, skills pools deep, and ‘critical mass’ guaran-
teed. Most people do not live and work in such
contexts - so we need to establish effective net-
works and knowledge that enables non-metro-
politan places to maximise the potential of their
Creative Economies on their own terms.

6. We establish a global creative knowledge
bank - driven by Tallinn: to bring together good
(and less successful practice) in creative city-
and place-making, delivering an open digital plat-
form. Disseminating quarterly bulletins, holding
an annual Creative Cities Symposium and pio-
neering new demonstrator projects in Creative
Clusters and Creative city- and place-making
more generally.



Theme 5:
Creative Leadership

At a time of significant economic, social, cultural and technological change, our Creative Economies
need strong, committed and purposeful leadership. Approaches to the Creative Economy have been
fragmented and unfocused, bureaucracy often stands in the way of progressive intervention and
collaboration, the relationship between the arts and Creative Industries is under-conceptualised and
blurred, and for every successful targeted initiative, wider policies (such as in education or taxation)
have undermined sector development.

Moreover, some of the more progressive approaches - such as those which open up our arts and
cultural infrastructure to play a leadership role for the Creative Industries, or those which deliver work-
related learning for aspiring young people - are faced with resistance both within and outside the
organisations charged with delivering positive change.

If we are to prosper as Creative Economies, we need strong, effective and coordinated leadership.
This means:

Policy and Strategy Leadership: with National and Regional Government and
Municipalities coordinating their approaches through a set of clear, integrated
and complementary approaches to the Creative Economy. Top level Creative
Economy Strategies are vital here - delivering blueprints for growth and com-
petitiveness and ensuring the approach to creativity is holistic and compre-
hensive - touching agendas in education, economy, culture and society.

Sector Leadership: with business, arts and culture, and education joining
forces to drive innovation across their sectors and in collaboration with Gov-
ernment and their audiences/markets/beneficiaries.

Knowledge Leadership: with strategy and policy based upon rich and robust
evidence base and constantly reviewed and evaluated. Government and ed-
ucation institutions can play a leading role here (alongside expert consultants
and think tanks) to deliver the information the sector needs to flourish. In the
future, strong creative economies will be serviced by a committed approach
to knowledge, with competitive advantage delivered to those with knowledge
advantage.

It also means opening up approaches to creative strategy and policy so different communities of
interest can take a lead - with a priority on young, engaged but under-supported talent.



Tallinn Recommends:

1. A Creative Economy Development Program-
me and Green Paper for each nation and global
region (e.g. EU): to develop a holistic and coordi-
nated approach that positions creativity as central
to economic, social and environmental sustain-
ability and competitiveness. This should be collab-
orative, involving business, education and culture.
It should be evidence based and mission neutral
(i.e. it should not set aspirations for the Creative
Economy without first identifying and agreeing
what is possible).

2. We coordinate cultural and creative leader-
ship programmes across Europe (and other
global regions) - to develop capacity, confidence
and know-how for key decision-makers and in-
termediaries. This should connect regions (such
as the Generator model in Sweden) and nations
(such as the Eurocities Creative Industries network
and European Creative Business Network).

3. We develop platforms for a next generation
of creative leaders - utilising platforms such as
the European Creative Business Network, Future
City Jobs and European Capital of Culture pro-
grammes to open up leadership opportunities for
young people, minority communities, and people
from smaller cities and rural areas. It should also
focus on brokering peer relationships between
leaders working in different though interdepend-
ent areas - such as education and economy; or
community and innovation.

4. A commitment from cities and regions to de-
velop refreshed mapping of their Creative In-
dustries sector and to develop methodologies
that map the wider value-creating role of cre-
ativity. This mapping data and intelligence should
be geared toward supporting a joined-up approach
to creativity in society - not just for targeted and
under-connected interventions in business sup-

port, regeneration, community, education, skills
and innovation.

5.'Made Here" - Market-making for our Creative
Economies: a committed approach to nurturing
markets for locally produced and ‘sustainable’ cre-
ative goods and services, and to promoting these
assets to emergent markets. Pan-national ap-
proaches should be considered here - to coordinate
the efforts of smaller countries and deliver greater
impact at the global marketplace.

6. The development of knowledge and intelli-
gence bulletins for each market - to enhance
competitiveness and confidence across the Cre-
ative Economuy. These could include:

¢ A focus on market / audience behaviour and
consumption - Going beyond audience profiling to
action research on new types of consumption, pat-
terns of consumption, barriers to consumption, the
disruptive and productive role of digital technol-
ogy, and the ways markets are changing (and the
business models required to reach these markets).
* A Focus on Innovation and productivity - To de-
velop greater understanding on the contribution
of the arts and Creative Industries to wider inno-
vation, how this can be increased and expressed.
Equally, greater and improved research is required
on issues to do with productivity -including the im-
pact of collaborative ecologies in the Creative
Economy and the ways many new clusters, rather
than driven by a few large players, are aggrega-
tions of multiple micro-businesses and organisa-
tions with many complex interdependencies.

¢ A refreshed focus on creative places and clus-
ters - To establish @ much clearer appreciation of
the role of our cities, regions and rural places in
driving innovation and delivering growth for the
Creative Economy. *



“When faced with a crisis, people do one of two things.
Either they ignore it and carry on,
in the hope that repeating what they did before will work better,
or they innovate their way out of trouble and make a new future”

(After The Crunch CCI Skills 2009).

“The way to get people to build a ship is not to teach them
carpentry, assign them task, and give them schedules to meet:
but to inspire them to long for the infinite immensity of the sea”

(Antoine de Saint-Exupery).

CREATIVE ENTREPRENEURSHIP

for a Competitive Economy

There is a need overall to re-frame the policy approach to the Creative Economy. We need
to explore how best to connect agendas in arts, culture, economy, community and educa-
tion so that holistic yet actionable Creative Economy policy can be established. Most of all,
we need to collaborate to innovate.

This is the central commitment of the
Tallinn Manifesto for the Creative Economy
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