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1. 
Introduction
The University of Ulster (UU) makes a major contribution to the economic, social and cultural life of Northern Ireland. 
In 2004/05 the University had more than 24,000 full and part time students. The University employs more than 3500 staff and has an annual turnover in excess of £120 million, its course provision is the largest on the island of Ireland. 
However, the University of Ulster’s impacts arise not just from the scale of its operation but also from its tradition of active engagement in the local communities it serves and of acting as an active agent of change and development.
The University’s multi-campus and multi-disciplinary approach means that it has both the geographical and the intellectual reach to make a major impact on Northern Ireland. 

1.1
The University of Ulster & The Creative Industries

The University of Ulster’s new Corporate Plan for the period 2006/07 to 2010/11 has the title ‘Excellence, Innovation and Regional Engagement’ and establishes a new Vision for the University

“To be a university with a national and international reputation for excellence, innovation and regional engagement”.
The University has long supported teaching and research across a range of creative subjects and this has led to the generation of a number of new creative business opportunities for UU’s graduates and their employees, for companies working in collaboration with the University and for the region as a whole. Recently the University’s support to the conception and development of such businesses has been co-ordinated across the campuses and faculties by the University’s Head of Cultural Development. This initiative has had a number of results:
· the development of a number of cross-faculty and cross-campus initiatives, such as the Insight Out training programme for new creative businesses which has been delivered in 2005 and 2006 in association with the National Endowment for Science, Technology and the Arts (NESTA)

· a closer linkage between the University’s work in this area and those with a policy and development role for the creative and cultural industries, in part developed through the wider work of the Northern Ireland Centre for European Cooperation (NICEC) which has used EU Structural Funds support provided under the Peace II Programme to examine what Northern Ireland can learn from European best practice in cultural policies
· the development of initial cross-border co-operative projects such as the MIDAS initiative for the digital media sector, which was delivered jointly with the Dundalk Institute of Technology , and
· a recognition that the full potential of the University of Ulster to contribute to the development of the creative industries in Northern Ireland would not be realised without adoption of a strategic approach supported by the University of Ulster at a corporate level.

This process is facilitated by the fact that one of the five core strategic aims in the University’s recently agreed Corporate Plan is to

“Establish the University as a sector leader in promoting creativity and innovation.”
1.2
A Framework For a Strategic Approach
In May 2006 the University of Ulster appointed Colin Stutt Consulting and the Burns Owens Partnership (BOP) ‘to identify the options for the strategic framework for the University’s approach to the creative industries.’ 
This Report is the outcome of that assignment arising from a series of interviews, meetings and document reviews undertaken by the consultants mainly in May and June 2006 and a series of discussions with senior University staff and 2 seminars held in September 2006.

Our aim has been to provide the University with a starting point in its exploration of the contribution which it can make to the development of the creative industries and to initiate a process by which the University can engage in an internal discussion about how best to support the creative and by which it can also engage with key external players, such as government and other funding agencies. In a sense we believe that the University of Ulster will benefit much more from a ‘learning by doing’ approach, at least in the initial phases, than from a rigidly determined strategy. Our report is, therefore, intended to provide a starting point for the University’s work and is not intended as a comprehensive review of all of the roles which the University might play in relation to the creative industries, for example, our recommendations for action are mainly focused on the University’s ‘third strand’ activities and not on core teaching and research areas. This is not to suggest that teaching and research do not have a contribution to make to the development of the creative industries – they have a major contribution but changes in these areas do not appear to us to be the most expedient starting point for the University’s strategic approach to the creative industries.
1.3
Structure of Report

The balance of this Report is structured as follows

Section 2:

The Creative Industries

Describes the recent creative industries policy debate at national levels, sets out sectoral and other definitions of the creative industries and describes the available evidence about the scale and impact of the creative industries.
Section 3:

Strategic Policy Context in Northern Ireland 

This Section reviews the policy context set by documents such as the Programme for Government, the Economic Vision for Northern Ireland, the Unlocking Creativity initiative, and the Innovation Strategy for Northern Ireland.

Section 4:

What happens elsewhere? 

A best practice review of other regions and other universities’ support to the creative industries.
Section 5: 

University of Ulster Strategic Context

This Section describes the University’s role and vision, as set out in its Corporate Plan, the implications of the University’s Septennial Review and examines the University’s baseline position in supporting the creative industries, and
Section 6:

Proposed Strategic Framework
Sets out our recommended approach to developing a strategic approach to the University’s role in the development of the creative industries, as accepted and endorsed by the University’s Senior Management Team.
2. 
The Creative Industries 
The creative industries have been receiving enhanced policy attention for the best part of a decade. The creative industries have been attractive to policy makers for a number of reasons. They appear to represent a new sector, they are based on knowledge and individuality, they have the potential to contribute to urban regeneration in certain circumstances and from a UK perspective they build on certain perceived strengths which suggest that the creative industries have the potential to develop international markets.
2.1
Definitional Issues

The policy lead in relation to creative industries in the UK is taken by the Department of Culture, Media and Sport (DCMS) which defines the creative industries as

“Those activities which have their origin in individual creativity, skill and talent and which have a potential for wealth and job creation through the generation and exploitation of intellectual property. These have been taken to include advertising, architecture, the art and antiques market, crafts, design, designer fashion, film and video, interactive leisure software, music, the performing arts, publishing, software and computer services, television and radio.” 
This is referred to as ‘the 13 sub-sectors’ that constitute the creative industries sector. DCMS also recognises the close economic relationships with other sectors such as tourism, hospitality, museums and galleries, heritage and sport”

The definition of the sector offered by DCMS turns on 2 key features

· the origin of the activity undertaken in individual creativity, skill and talent, and

· the potential for wealth and job creation through the generation and exploitation of intellectual property.

These are the key tests to establish whether an individual business or a sector can credibly be considered to be ‘creative’.
This descriptive definition is not easy to relate to traditional statistical definitions and it has become common practice to describe the creative industries as consisting of 13 sectors and sub-sectors. The sectors can, however, be grouped into three broad categories
· Design related industries

· Architecture, Craft, Design, Fashion, Antiques
· Expressive industries

· Music, Performing Arts, Visual Arts, 

· Media and information industries

· Advertising, Film, Multimedia & Games Publishing, Software, Television & Radio
The difficulty is that within this broad definition there are many businesses which are creative and many which are not. Equally, there are many creative businesses outside these sectors and although these definitional approaches are well established, there is still an active debate about the best means of defining the sector. Additionally, there is a poor match between the definition adopted by DCMS and how national statistical systems structure information about industrial sectors and occupations.
2.2
Approaches to the Creative Industries

As a result, a variety of different methods have been used to estimate the scale of the creative industries sector and to measure its growth. Each of these uses different methodologies and a different conceptual basis.

An extract from a recent DCMS report illustrates the Department’s approach to the creative industries sector

‘In the UK the Creative Industries account for 8% of GVA and 7.9% of GDPi (DCMS 2001). They produce almost £1 in £12 of our total GDP – a higher proportion than in any other country. They contribute £11.4 billion to our balance of trade, well ahead of the construction industry, insurance and pensions, and twice that of the pharmaceutical sector, and they employ almost two million people (DTI 2004). DCMS has identified that it is the fastest growing sector in the UK growing at twice the rate of the overall economy’. 

Comprising 13 distinct sub-sectors, it is a dynamic and innovative sector, characterised by a preponderance of small and micro-enterprises with a small number of large organisations. They typically account for 4-7% of total employment (20% if tourism, hospitality and sport are included). Commonly, Creative Industry companies are highly networked, organising work around commissioned projects often within complex supply webs’
. 

This quotation from DCMS illustrates some of the metrics which have been applied to the creative industries as part of the policy development process. However, it must be noted that there are very considerable practical problems in using national statistical  concepts such as SIC and SOC codes to measure the scale of the creative industries and that these practical problems are compounded by the conceptual ambiguities raised by the definitions used. 
Another DCMS document, published at the same time, makes the case for the creative industries in wider terms

‘The Creative Industries is the fastest growing sector of the UK economy growing at an average of 6% per annum and 10% globally. It contributes 7.9% towards UK GDP and almost 2 million people are employed within its 13 sub-sectors. It is a dynamic and innovative sector, characterised by a preponderance of small and micro-enterprises that rely heavily upon a constant influx of entrepreneurial, creative and flexible individuals. Rapid transformation in recent years caused by the impact of new technologies, particularly digital media, has altered the relationships between industry sub-sectors as well as breaking down the boundaries between creative producer and creative consumer. The Creative Industries coupled with the cultural sector also has a wider social significance and impacts on individuals, communities and society in ways that cannot be measured in simply economic terms. The sector is one of the most highly educated with around 43% having degrees or higher level qualifications, significantly more in some sub-sectors, compared with 16% of the workforce as a whole. We also know that graduates from creative arts, design and media courses are more entrepreneurial than their peers with around one third of all self-employed first degree graduates coming from these disciplines. Despite this, the current shortage of meaningful opportunities for entrepreneurial learning within HE and FE means that the majority leave education unprepared for the realities of forging a career in the sector.’
 

These quotations are illustrative of what might be called the ‘celebratory phase’ of creative industries policies. An alternative approach which has evolved more recently is based on a more measured concern with the detailed processes by which the potential benefits of creative industry development can be realized. The April 2006 NESTA Report ‘Creating Growth: How the UK Can Develop World Class Creative Businesses’
 (which was researched and written by BOP) is an indication of a more mature policy stance which, as Johnathan Kestenbaum, Chief Executive of NESTA, says in the foreword is ‘an opportunity to ask difficult questions of national policies, of the forms of support provided to creative industries and of creative businesses themselves and an opportunity to consider the reality of the UK’s creative businesses as they are today – both the notable successes and the areas of vulnerability – and to consider the possible consequences of any complacency’.
2.3
A New Emphasis on Business Growth & Success
The NESTA Report notes the scale of the UK creative industries sector but also finds that there are changes and vulnerabilities in key sectors which has led, for example, to falling employment in sectors such as advertising, design, film production, games development, music and the visual and performing arts, often for structural reasons related to industry consolidation. To compete more effectively in ever more competitive domestic and international markets, the NESTA report finds that the UK’s creative businesses must address 
· the lack of scale of most creative businesses, 
· the difficulties they find in accessing international markets, and 
· the need for innovation to cope with and exploit structural change in the industries. 
The Report recommends ‘A renewed policy approach [with] . . . a greater clarity of purpose that focuses on commercial growth, in order to seize the opportunities in international markets and respond to increasing international competition’. More detailed recommendations include
· a distinct system of targeted support for businesses with high growth potential

· a series of ‘Creative Accelerator’ funds across the UK

· trade associations and other bodies such as NESTA to promote innovation in finding new markets and adapting to technological change, and

· development of a UK policy forum for the creative industries to share best practice and enrich policy making capacity by sharing experiences of the English regions, Scotland, Wales and Northern Ireland and contributing to a stronger evidence base in relation to the creative industries.
2.4
A New Categorisation of Creative Industries

The existing DCMS definition of the creative industries has achieved much in terms of bringing to the attention of policymakers a set of activities that have experienced significant above the UK-average level of growth over the last decade, as well as building political momentum behind the concept in general. However, there are limits to the usefulness of the definition.
The NESTA Report also set out a refined model of the creative industries, which instead of relying the conceptual DCMS definition or the sectoral definition, categorised the creative industries based on analysis of the differences in the ways in which commercial value is created in the sectors, where it is located and how it can be enhanced through business support. This new approach was developed by BOP for a range of clients who were concerned with considering specifically the  issues of business support and economic development for the creative industries and has now been formalised into a revised ‘model’ of the sector which is based on acknowledging that there are a range of different business models that exist within the creative industries. In particular, four ‘generic’ business models for creating, producing and exhibiting creative or cultural products and services can be identified:

· Creative service providers, such as advertising, architecture and design consultancies, which are service based providers selling their time and expertise for money
· Creative content producers who produce copyrightable Intellectual Property, such as film and television companies, computer and video games development, music labels and book and magazine publishers

· Creative experience providers, such as theatre, opera and dance companies and live music promoters who sell access to generally time-based events or activities, and

· Creative originals producers who produce physical artefacts valued for their exclusivity and authenticity, including craft-makers, visual artists and designer-makers where the value lies in the one-off or small batch nature of production.

This classification is summarised in the following diagram

[image: image2]
Each business model brings with it a different set of economic pressures and opportunities. It is also important to understand that this categorisation is an analytical construct. In reality, businesses may generate income from a variety of income streams, which each embody a different business model. For this reason, many of the activities in the diagram are located at the intersections between the four different circles. 

For instance, a publishing company is predominantly an information or content business, but it may extend its brand activities by running events and exhibitions based around its leading titles (‘Experiences), and it may also undertake contract publishing work for another publisher in which it is being paid on a contractual fee basis (‘Services’). But it is equally important to acknowledge which model dominates in each case. While, in theory, in the example given above a publishing company may undertake all of these activities, it is more common to find contract publishing undertaken by dedicated contract publishing businesses and for publishing-related events activity to be contracted out to specialist events companies. This is because each is based on a different business model which requires a very different combination and organisation of human, financial and physical resources. 

Similarly, while independent TV production companies and independent games development studios do earn some income through royalties (‘Content’), at present the bulk of their income is actually earned by surrendering their IP to a publisher (a broadcaster or games publisher) in exchange for upfront, guaranteed financial advances. This fundamentally puts their companies on a different footing as they are effectively in the business of selling the time and skills of their staff rather than generating income from licensing intellectual property in a variety of forms
. 

Once these specialist activities related to the creation, production and exhibition have been identified and understood, it is also important to acknowledge that a range of manufacturing inputs and distributive activities are also required in order to turn ideas for creative and cultural products and services into end products:

· Manufacturing: the tools, equipment and capital goods required to both produce products (e.g. TV cameras, musical instruments) and re-produce and replay them (e.g. manufacture of hard storage formats (DVDs, CDs, vinyl records) and their playback devices); the printing of books and newspapers. 

· Dissemination: distributive activities related to wholesale, retail and rental (e.g. wholesale, retail and rental of books, CDs, computer and video games)

These activities have different business models again and can be undertaken by enterprises that may not specialise in creative or cultural products (e.g. printers in terms of manufacturing, or supermarkets’ activities as wholesalers and retailers). 

The revised model of the creative industries is thus designed to provide a more analytical understanding of the economics of the sector. It enables, for instance, a better understanding of which creative industries are likely to generate significant economic growth and wealth creation (generally speaking ‘content’ businesses); as well as understanding the inter-relationships and inter-penetration of these activities and businesses with other activities and businesses in the creative industries. 

2.5
The Creative Economy Programme

The NESTA report is an input to a process of policy and strategy development for the UK creative economy which is being managed by DCMS under the title of the Creative Economy Programme.

The Creative Economy Programme was launched in November 2005, and is the first step in Governments desire to make ‘the UK the world’s creative hub’ and to make the most of ‘the great creative talents thriving all round the country’. The Programme is now pursuing the goal of producing a Government policy paper for the creative industries in order to:

· Raise awareness and understanding of the creative industries 
· Set out a vision for the sector which can be shared at a national, regional and local level and across the full range of stakeholders

· Produce policy ideas for improving the productivity and making them fit for purpose

· Produce some brilliant and innovative projects in partnership between organisations.

The initial work of the programme has been centred around seven issues that are identified as the important productivity drivers for the creative industries.  For each of these issues working groups were formed, mostly from officials from DCMS, NDPBs, other Government Departments and the RDAs.   The groups are; 
· Education and Skills 
· Competition and Intellectual Property 
· Technology
· Access to Finance and Business Support 
· Diversity 
· Infrastructure

 HYPERLINK "http://headshift.com/dcms/index.cfm?fuseaction=main.viewSection&intSectionID=342" 
· Evidence and Analysis

The primary purpose of the groups was to consider public policy though it was recognised that these groups, and the programme as a whole, needed to engage thoroughly with the businesses themselves. There were also sector based summits on Music, Designer Fashion, Computer Games, Advertising and Publishing. Each of these groups has now produced their final reports which were made available for public consultation over the period 9th August to, 20th September. The working groups are now producing their final reports which will stand as recommendations to Government.  A conference and a major set of conclusions and proposals from all the work is planned for Spring 2007.

While the nations and non-UK regions have not been directly engaged in this programme, DCMS civil servants have informed us that this will take place in the autumn. It is interesting to note that this initiative was launched by James Purnell MP, the first to be specifically given the title of Minister for the Creative Industries. He has since been replaced by Shaun Woodward who is equally committed to the programme and who was previously the Minister responsible for the creative industries in Northern Ireland.
3.
Strategic Policy Context in Northern Ireland


Northern Ireland Departments are currently administered under the direction of the Secretary of State for Northern Ireland. The devolved Northern Ireland Executive was required to prepare annual Programmes for Government (PFG). The PFG is a high level statement of what the Executive is seeking to achieve on a cross-Departmental basis. These priorities are then reflected in the Corporate Plans of Departments and their agencies and in their budgeting processes. During the period of Direct Rule these procedures are reflected in the Priorities and Budgets document, which combines a high level statement of Government’s aims for Northern Ireland with a statement of Department’s forward budgets and the Public Service Agreements which set out the objectives which each Department will seek to achieve.

3.1 
Priorities & Budgets 2006 - 2008

The Priorities and Budgets document normally covers a 3 year period, but the current document only covers the period 2006 – 2008 due to the  UK wide Comprehensive Spending Review

The Government’s strategic aims are identified as

· economic growth;

· high quality public services;

· public sector reform; and,

· a society based on partnership, equality, inclusion and mutual respect.
Priorities and Budgets 2006 – 2008 sets out plans for expenditure of £7.5 billion in 2006 – 2007. Key priorities for the expenditure are

· health

· education

· economic competitiveness

· investment in skills

· investment in infrastructure, and

· investment in energy infrastructure.

In relation to economic development, the document comments

‘The challenge is to promote an effective transition, primarily to replace the declining sectors with new, tradable services or high quality manufacturing jobs, with the focus on achieving the fully-fledged knowledge-based economy characterised by higher levels of innovation, creativity, Research and Development (R&D) etc as envisaged in the Economic Vision.’
Priorities and Budgets sets out a number of Priorities with associated Public Service Agreements (PSA targets). For the Competitive Business Priority the targets are
· By March 2008, reduce the productivity gap (measured by GVA per hour worked) with the UK.

· By March 2008, business expenditure on R&D to have increased at a rate faster than that of comparable UK regions so as to reduce the current gap in R&D expenditure as a percentage of GVA.

· During the period 2005-08, support the establishment of 10,000 sustainable new businesses, of which 40% will be in New TSN areas.

· Create the conditions for the agricultural industry to achieve a 10.5% improvement in Total Factor Productivity between calendar years 2001 and 2008.

Each Department sets out its priorities in Priorities and Budgets, together with the associated PSA targets and financial allocations. The Department of Culture, Arts and Leisure (DCAL) comments

‘The budget for arts will underpin the investment in arts infrastructure and a continuing commitment to unlocking the creativity of children and young people as well as promoting the contribution that creative industries can make to the economy’.

The Department has no PSA target relevant to the creative industries, other than a target for the volume of Irish language broadcasting, which is driven by a different policy agenda.

The Department of Enterprise, Trade and Investment (DETI) commentary contains the following

‘DETI will ensure that business is aware of current best practice in R&D and innovation and benchmark our overall innovation performance against comparable regions competing in the global economy. While high technology sectors will be to the fore, other major areas for targeted support will include all aspects of design, the promotion of innovative business practices to smaller firms and the establishment of cross-sectoral and cross-border business networks and clusters for firms of all sizes to act as mechanisms for the transfer of knowledge. Implementation of The Regional Innovation Strategy Action Plan will be the basis to achieving the Department’s aims’.

The DETI has no PSA targets directly relevant to the creative industries, but the creative industries have the ability to play a part in achieving targets related to business start up, exports, research and development and innovation.
3.2 
Economic Vision for Northern Ireland 

As reflected in the Priorities and Budgets document, the Government produced a Economic Vision for Northern Ireland in 2005. 

The Vision is based on a number of drivers, as summarised in the following diagram.
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The drivers are, therefore, innovation, enterprise, skills and infrastructure. The Vision document sets out planned actions under each driver, on the themes of

· Increase Investment in R&D and Promote Innovation and Creativity

· Promote and Encourage Enterprise

· Ensure our People have the right Skills for Future Employment Opportunities, and

· Ensure that we have a modern infrastructure in place to support business and consumers.

The Economic Vision notes that

‘Encouraging a culture within SMEs of being more outward looking and enterprising, innovative and creative is key to future prosperity.’

The economic vision has the following specific references to creativity, with the identified links to the existing policy frameworks of the regional innovation strategy and the unlocking creativity strategy.
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3.3 Think/Create/Innovate – the Regional Innovation Strategy for Northern Ireland 

The Regional Innovation Strategy for Northern Ireland was published by DETI in June 2003 in the form of a document entitled ‘Think/Create/Innovate.’

Think/Create/Innovate reviewed existing policies and performance on innovation, broadly defined, in Northern Ireland and set out an innovation action plan under the 4 Priorities of

· Creating a Coherent R&D and Innovation Infrastructure

· Enhancing the use of R&D and Innovation by the business sector
· Developing a culture of innovation and enterprise, and
· Sustaining the regional innovation system.
While the Action Plan under the Regional Innovation Strategy is subject to a current review, it contains no specific reference to the creative industries, other than in the context of the Unlocking Creativity strategy. However, as before, creative industry development has considerable potential for contributing to the wider aims of the innovation strategy.

3.4 Unlocking Creativity

Since the establishment of the Department of Culture, Arts and Leisure (DCAL) the creative industries have received increased attention in Northern Ireland public policy. 

DCAL published ‘Face to Face’ as a vision for the arts and culture in Northern Ireland, based on an intensive Future Search process undertaken in May 2000. ‘Face to Face’ identified the creative industries as a key sector requiring a coherent policy framework and appropriate development strategies based on knowledge of the sector. 

Subsequently, in November 2000, DCAL in partnership with the Department of Education (DE), the Department of Employment and Learning (DEL) and the Department of Enterprise, Trade and Investment (DETI) published a consultation paper entitled ‘Unlocking Creativity – A Strategy for Development’. The paper set out an ambitious agenda for developing the creative and cultural resources of Northern Ireland under the overall objective of promoting ‘the social, cultural and economic prosperity of Northern Ireland through developing the capacity of all our people for creativity & innovation’. 
In the light of responses to the consultation process, DCAL and its partner organisations published ‘Unlocking Creativity – Making it Happen’ in June 2001. The document considered the impact of creativity in its widest sense from 5 perspectives, including that of the business world, employers and employees and committed the Departments to a series of milestones, which in relation to the creative industries, included

· by the end of 2001 to have launched the Creativity Seed Fund

· by the end of 2004 to have built on the Banking on Culture research project to have mapped new sources of financial investment and to have developed an action research programme to test alternative financial instruments, and

· by the end of 2002 to be overseeing a rolling programme through a continuous process of strategic analysis, prioritization, resourcing, implementation and evaluation.

Unlocking Creativity – Making it Happen is, therefore the core policy document. However, the objectives or milestones which it set out were not achieved except for the launching of the Creativity Seed Fund, which operated as a pilot programme but has not been replicated.

In 2003 DCAL engaged with both its own Creativity Action Team and an externally-led Creative Industries Project Team to develop a specific strategy for the creative industries in Northern Ireland, which was launched at a conference held in March of that year. The strategy was based around 4 priorities and a number of identified actions under those priorities. The priorities were

· Investment and business development

· Employability and skills

· Regeneration and inclusion, and

· Creating an industry-led driver for change and development in the sector.
However, this strategy was not put into action. It appears that in large part the failure to put the creative industries strategy into action was due to repeated changes in staffing in the Department.

In October 2004  “Unlocking Creativity: A Creative Region” was launched by Angela Smith MP and Barry Gardiner MP on behalf of the several Departments that are identified across the worlds of education, enterprise and culture. The document outlined a three-year action plan for Northern Ireland. This plan outlined 51 action points to be taken forward by Departments, Agencies and Non Departmental Public Bodies covering the period up to March 2007, when the current strategy ends.  The action points most relevant to the creative industries per se, included the following

· Support programmes for client companies in creative industries to ensure that the specialist business support infrastructure required by this growing sector is adequately addressed.

· Encouragement of higher levels of new product development through a range of new initiatives including improved research/industry links; “proof of concept funding”; new funding structures for product commercialisation; and the transfer of new technology from the universities.

· The promotion of greater networking and inter-industry links, both in Northern Ireland and internationally, through a wide range of activities including trade missions; exhibition events and trade development initiatives; and through specific programmes like the Strategic Alliance and Joint Venture programme.

· The development of industry and business skills through increased support for in-company training provision, specialist development courses and the adoption of international best practice techniques within the commercial Creative Industries in Northern Ireland.

· Invest NI, through its overseas offices, will work closely with Northern Ireland companies and universities through a planned programme of joint company visits, export sales support, and trade exhibitions and seminar opportunities to enhance international awareness of Northern Ireland’s capabilities, to build our reputation in the marketplace, and to attract additional inward investment.

· help build a number of world-class, competitive production businesses in NI through a new Company Development Programme and a new Business Development Programme;

· attract films, television drama and other high value productions into NI;

· support local independent television producers and assist them to gain more commissions from network broadcasters; 

· ensure wide access to development opportunities by all Northern Ireland producers, irrespective of their current size, by means of a Product Development Fund for television, animation and digital media, operated on a loan basis, and

· encourage local business to invest by increasing awareness of UK tax incentives for investors in the film industry.

Other than in relation to the TV and film activities carried forward under the auspices of the Northern Ireland Film and Television Commission (NIFTC), this agenda of action points appears largely unfulfilled.
3.5 Current Position

In the course of our work for the University we had discussions with DCAL, DETI, Invest NI and NESTA. The Creativity Group continues to meet under the Chairmanship of DCAL and involving also DETI, Invest Northern Ireland, the Department of Education and the Department of Employment and Learning. Progress appears to have been made on a number of aspects of the creativity agenda, particularly in relation to educational provision, but not in relation to the creative industries. DCAL and DETI both considered that the time had come to turn the policy focus back to the creative industries and the economic dimensions of the creativity agenda. 

The Creativity Group has recently commissioned a review from DCAL statisticians of the evidence about the scale and growth of the creative industries sector in Northern Ireland. The practical and conceptual difficulties of measuring the scale of the creative industries at a national level are compounded again at the regional level, due in particular to the smallness of available sample surveys. However, using the data available the DCAL statisticians replicated the calculation by DCMS of ‘the numbers of people employed in the creative industries or in creative occupations’. Using data from 2001 and 2003 the DCAL statisticians produced an estimate of total employment of 33,567 for 2003, representing 4.7% of the Northern Ireland total employment figure. The comparable figure for Great Britain was 6.8%. In addition the total employment in the sector had increased by 4.8% between 2001 and 2003. Over the same period growth in employment in the creative industries and in creative occupations in Great Britain was 2.8% and growth of total employment in Northern Ireland was 1%. On the basis of the limited statistical data available and bearing in mind the practical and conceptual difficulties of measuring employment in the creative industries and in creative occupations, the DCAL statisticians concluded that employment in the sector in Northern Ireland was lower than the average for Great Britain but was growing at a faster rate than the equivalent employment in Great Britain and total employment growth in Northern Ireland.
There was a strong welcome from DCAL, DETI and NESTA for the University’s initiative in taking a strategic approach towards its role in the creative industries for a number of reasons

· a perception that the University’s activities had not been fully co-ordinated to date, and that some actions were opportunistic rather then strategic in nature

· a recognition that the University of Ulster with its range and scale of provision and geographical diversity was uniquely placed to contribute to the development of the creative industries, and

· a recognition also that Departments and their agencies could learn policy lessons arising from an active stance by the University of Ulster and apply them effectively to other aspects of the creative industry development strategy for Northern Ireland.

Invest NI continues to work with those creative businesses which show the most potential for growth and development, particularly export development. Invest NI intends to prepare a strategy for the digital media sector later in 2006 and a number of aspects of Invest NI’s programmes to support export and capability development and business networking are very relevant to the creative industries. Invest NI with DCAL fund the Northern Ireland Film and Television Commission, which has been successful in bringing several film productions to Northern Ireland and Northern Ireland’s first network television production. The NIFTC also runs a range of market and business development and company development programmes to support the indigenous film and broadcast sectors.  For its part DETI has successfully developed its Broadband Content Initiative, to showcase Northern Ireland creative talent and has been developing its policies in relation to the provision of support to tradeable services, which would include certain creative services in the DCMS definition of the creative industries.
In early May 2006 DCAL along with DE, DEL, DETI and INI convened a workshop to engage with representatives of the creative industries and public bodies to determine how close they felt Northern Ireland was to becoming a creative region, to consider what support and other needs the sector has and to use comments and feedback to inform future strategy for the sector. The notes produced from the workshop have been helpful in shaping the strategic framework proposals of this report and in particular the following:
· The need for clear leadership and focus across the various agencies and players

· The importance of ‘joining-up’ both across government and with the wider agencies and the industry itself

· The need for a strategic development plan to provide a focused framework for action and investment

· The imbalance of provision across the region where ‘everything is Belfast-centric’
· The important role of HE in developing entrepreneurial skills and business ready graduates through for example work-based learning

· The role of the sector in making a positive contribution to the image of Northern Ireland and its towns and cities.

Specific initiatives suggested included creative industry networking, development of business skills for the creative industries and development of specific support mechanisms for the creative industries (including in relation to intellectual property), and support for new product and new market development mechanisms, including enhanced sales to the rest of the UK and Ireland and to international markets. Importantly in the covering letter circulated with the notes, the new Minister, Maria Eagle MP makes special mention of the developments at the University of Ulster.

In June 2006 NESTA held the first of its regional consultations on its Creating Growth Report in Belfast. A range of companies and support organisations attended the event. Unfortunately, the NESTA presentation on the day did not carry the challenges of the report to the industry representatives
 and the resulting discussion focused on the difficulty of finding funding for both businesses and support structures under the current policy framework, rather than setting out new directions. There was also a noticeable level of frustration among the industry representatives that they repeatedly engaged in discussion with policy makers and delivery agents but that nothing that they perceived to be of value seemed to arise from the discussions. This perhaps presents a useful caution to the University; its work in relation to creative businesses will need to be seen to be relevant to the needs and concerns of practical business men and women in creative businesses and a strong business interface will be important.
This review of the strategic context in which the University’s initiative will take place suggests that much has been said about the creative industries in Northern Ireland but that relatively little has been done to offer enhanced support to the sector. However, it should be noted that this experience is not dissimilar to the national experience and to the experience of a number of other regions. The creative industries present particular challenges to policy makers and to those concerned to deliver business support. At the same time, the limited evidence available suggest that the sector is significant in scale and growing more rapidly than total employment. Departments have realised that – despite the various initiatives announced – there is currently effectively a policy vacuum in relation to the creative industries in Northern Ireland and have recognised the need to address the sector. At the same time DCMS is seeking to construct a new UK policy framework through the Creative Economy Programme. The strategic intent of the University of Ulster in this situation is not only very welcome to policy makers, but is also very timely. Effective implementation of this strategic framework by the University can provide a new policy momentum for the creative industries in Northern Ireland. This was recognised at a University of Ulster Conference on 26 September 2006 at which a senior DCAL official announced that the Department will be establishing a working group to consider the strategic approach to the sector. The working group membership will consist of DCAL, University of Ulster, NESTA, Belfast City Council, the Department of Enterprise, Trade and Investment and Invest NI.
In Northern Ireland it is also necessary to take account of the implications of the Review of Public Administration (RPA) which will mean that significant responsibilities for creative industry development will transfer to seven ‘super-councils’. There is the opportunity for the University to become a significant service providers to these new local authority entities in relation to the development of the creative industries in their respective areas.
4. What Happens Elsewhere?
This Section provides a selective best practice review of other regions’ and other universities’ support to the creative industries sector.
The pattern of creative industries development is multi-various. The sector is highly place-sensitive, embedded in the geo-political, cultural, and historical nature of an area from rural areas and small towns to large cities and regions.

London operates as a global market for the sector (along with New York and to some extent Los Angeles) and this is both a plus (relative accessibility) and a minus (the drain of talent).

4.1
Regional Support Structures
The last decade, which coincides with the visibility and growth of the sector, has seen the rise of regionalism and nationhood. Regional development structures (including the English Regions, Scotland and Wales) have been prominent in supporting initiatives for the sector. Essentially these are linked to economic policy which is under continual review (through Regional Economic Strategies etc) and the disparate nature of the sector as well as the difficulties of accurate measurement mean that the sector’s importance is threatened. 

The link between the sector and wider cultural drivers is under-researched but there is a clear convergence and synergy in both policy and funding.

In Scotland, the Scottish Executive is proposing the creation of a new Scottish cultural development agency (Creative Scotland), in response to the Cultural Commission’s Review of Culture in Scotland.
 This agency will have a remit that includes the development of talent in all branches of the arts and screen industries, promoting effective sector networks, and developing a new strategy for the support of the creative industries. Cultural Enterprise offices were rolled-out from Glasgow, Aberdeen, Dundee and Edinburgh in April 2005 to provide support and business advice tailored more appropriately to the needs of creative individuals and micro businesses; their effectiveness will be evaluated before any further investment is made to extend their role. Scottish Enterprise differentiates between developmental or capacity building activity (through the Cultural Enterprise offices) and high growth activity (through the High Growth team, though this is not exclusive to the creative industries). Further, the Digital Media and Creative Industries Project Fund run by Scottish Enterprise is a project-based (royalty or revenue-based) co-investment fund which private sector investors can use to leverage public funds into large scale projects in film, interactive games, music, television and radio, and publishing.

In Wales, the Welsh Assembly Government has emphasised the sustainable economic development of the creative industries as part of economic development in Wales generally. Its strategy, published in 2004, set out how the government intended to expand its portfolio of support to encompass the creative industries, focused on businesses rooted in the exploitation of creative intellectual property (IP).
 In particular this strategy emphasised that the creative industries in Wales need to be demand-led, producing more output attractive to UK and international markets, and more profitable, by retaining a proportion of their IP, investing in new products, and entering new markets. This strategy led to the £7 million Wales Creative IP Fund and a new strategic approach to providing business support for the creative industries including specialist support to Wales-based creative businesses. The new Wales Creative Industries’ Support Service — the “Hub” — was implemented in December 2005.

In the English regions there has also been a proliferation of schemes to support the development of and investment in creative businesses both by RDAs and by sub-regions. In addition, the ‘core cities’ have been active in promoting the sector. However, as indicated by NESTA’s previous research, many national, regional and sub-regional initiatives have mixed objectives, often including cultural and social outcomes such as regeneration and tackling social exclusion.
 The focus is now returning to the emphasis first set out in the DCMS’s Mapping Document in 1998, that is, the ability of creative businesses to “produce wealth and jobs through the generation and exploitation of new intellectual property and content”.

4.2
Higher & Further Education Support Structures

There is a range of ways that Higher and Further Education institutions can support entrepreneurial activity. A number of initiatives within Higher and Further Education institutions, designed for graduates and students, provide skills in management and equipping graduates in establishing new business start-ups in the creative industries (these differ between institutions). Existing models for intervention of provision have been identified by the DCMS in the recent publication Developing Entrepreneurship for the Creative Industries: The Role of Higher and Further Education. Five models were categorised: curriculum embedded, extra-curricular activities, postgraduate courses, continuing professional development and external agency provision. Examples of a number of these models will be explored further. Additionally, Higher and Further Education institutions are encouraged to work in partnership with business and in the community to enhance their economic and social impact. Business partnerships can lead to additional income for universities; this is not solely confined to scientific innovation and can be applied across all existing industries including those associated with creativity and culture.
Training, advice and support for graduates and students in business formation process varies in scale and focus, and from institution to institution. Some offer academic qualifications such as Masters programmes, others offer less formal qualifications. Extra curricular interventions such as short courses, mentoring and advice sessions are available, whilst other institutions champion the need for continuing professional development (CPD). Entrepreneurial advice and training is also delivered by external agencies.

A number of institutions have collaborated with business and management faculties to provide postgraduate courses that combine training in creative practice with skills that will enable graduates to set up their own businesses. The University of Essex currently offers an MSc in Entrepreneurship and Leadership in the Creative Industries. This course is aimed at those who work in entrepreneurial organisations in the creative industries of performing and visual arts, digital media and design. The course is open to both new graduates and those who have experience in the creative industries. The emphasis of the course is wide-ranging and covers manufacturing and service industries as well as creative business management skills. The programme was established in recognition of the economic importance of the creative industries. The MA in Creative and Cultural Industries at London Metropolitan University also recognises the economic and social impact of the sector. 

City University offers a Certificate in Cultural Industries focusing on the music television, film and visual arts sectors. This part-time course is offered to those with experience in the industry. It can be studied as part of preparation for a Masters or postgraduate diploma. 

Arts Council England South East has teamed up with a number of local partnerships to deliver a Creative Industry Business Advisory Service (CIBAS) programme in six areas of the south east of England. CIBAS provides one-to-one specialist business advice, training and networking opportunities for artists, creative practitioners and small arts businesses. In Portsmouth the project is based at Portsmouth University. This has not only provided the opportunity for commercialising artistic practice in the region and but also offered onsite, industry relevant advice to recent graduates and students. In turn this has attracted potential clients for services provided by the university, for example, exhibition space and web development. 

The University of Portsmouth has fully grasped the significance of the creative industries and has responded by creating a new Creative and Cultural Industries Faculty, which will be open from August 2006. The new Faculty will encompass architecture, art, design and media, film and creative technologies and the Portsmouth Centre for Enterprise. This is in recognition of the increasing importance of the creative and cultural industries to the UK economy. The University of Glamorgan has recently set up the Cardiff School of Creative & Cultural Industries which brings together the creative disciplines within the University of Glamorgan undergraduate, postgraduate, and research degree programmes for the creative industries in Wales, UK and international markets. Other institutions, such as Anglia Ruskin University, have appointed Business Development managers for Creative and Cultural Industries who can act as a catalyst between the relevant departments and disciplines as well as funders, sponsors and industry partners.

Other colleges run short business development initiatives that provide graduates with enterprise and entrepreneurial skills in order to establish new businesses in the creative sectors. Ravensbourne College of Design and Communication runs a regular programme of creative business start-up courses. Such programmes often offer expert advice based on specific ideas and provide training on how to seek investment, create credible business propositions and prepare business a plan. 

Dartington College of Arts offers continuing professional development (CPD) to enable graduates to keep their skills and knowledge up-to-date. Further, it also provides an opportunity to consider different working practices, assess career paths and prepare personal development plans.  A recent report, produced by the college, champions the improved provision of CPD for practitioners throughout the south west of England.

There are a number of agencies that provide advice and training for students and graduates who wish to be self-employed or set up their own businesses. An example is Transmission UK which provides free services to freelancers & start-ups in the creative industries. Run by the International Media Centre at Salford University, Transmission UK aims to inform students and graduates who wish to freelance, become self-employed or start a company in the music, media and performance sectors. Other more structured training is offered by external agencies such as NESTA, Design Council and Arts Council England.

The growing significance of creative enterprise in Higher Education is highlighted by the number of seminars and conferences in academia. For example, the Creative Enterprise in Higher Education conference was held at Lancaster University in November 2005. As well as encouraging best practice in assisting and encouraging students and graduates in setting up their creative businesses, a feature of the conference programme was the necessity of the institutions themselves to become entrepreneurial.
The School of Art and Design at the University of Salford has an Academic Enterprise (AE) approach for developing entrepreneurial partnerships with the sector. Current activities include Knowledge Transfer Partnerships, development of design links in the Far East and professional development for industry as well as individuals alongside consultancy and exploitation of innovation that happens within the institution.
All business start-ups face difficulties, particularly in the very early stages of growth. One solution that has proved successful is business incubation where start-ups are able to work within a supportive environment in the early stages of development; these have been developed by a number of universities. The University of Derby incubation aims to retain graduate level skills in Derby. In particular, Banks' Mill offers incubation support to new and recent start up graduate creatives working within the visual arts, design and applied arts field. The building houses 37 studios with subsidised workspace, onsite facilities and professional support. 
The Higher Education Funding Council (HEFCE) provides third stream funding which supports such activity. It represents the third element of activity alongside teaching and research; the potential for some HEIs to make third stream activity the second mission of their focus, after teaching, is currently being explored. This funding has been available since 1999 with the Higher Education Reach Out to Business and the Community (HEROBC) scheme. Since 1999, HEFCE and the Office of Science and Technology have committed over £400 million for HEI business and community activities to generate culture change, build capability and capacity, and deliver beneficial outcomes
. 

Networks that foster closer relationships between research and industry have been established in order to facilitate exchange of ideas and to influence policy. An example is The Association for University Research and Industry Links (AURIL) is the professional association for practitioners involved in knowledge creation, development and exchange in the UK. This network encourages the commercialisation of ideas.  It is the largest knowledge transfer association in Europe, with more than 1600 members from universities, NHS Trusts and public sector research establishments. 

AURIL has seven professional themes and three main goals, which are: 

· exchange of best practice through the development of policies, processes, guidelines and procedures and their measurement and performance monitoring 

· exchange and development of sector positioning, policy and practices

· influencing policy of funders, Government, industry and other stakeholders 

One of the themes is the national network of Cultural and Creative Interests (CCIPT). It is dedicated to improving academic, industry and government links. The CCI PT acts as a forum for influencing change and acceptance, sharing Good Practice and measuring performance and impact. 

5. University of Ulster Strategic Context
In this Section we look at the internal context in which the University of Ulster has decided to address its potential contribution to the development of the creative industries in a strategic manner.

5.1 The University’s Corporate Plan – ‘Excellence, Innovation & Regional Engagement’
As we noted in Section 1, the University of Ulster’s Corporate Plan 2006/07 – 2010/11 is entitled ‘Excellence, Innovation and Regional Engagement’, emphasising the University’s tradition of active engagement in the communities which it serves.

The University’s vision is expressed as

“To be a university with a national and international reputation for excellence, innovation and regional  engagement”
The Corporate Plan is structured around 5 core strategic aims which are underpinned by 5 cross-cutting supporting aims. The aims are summarized in the following diagram.
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Strategic aim 4, relating to establishing the University as a sector leader in promoting creativity and innovation and the first, second and fourth cross-cutting aims are particularly relevant to the creative industries strategic framework for the University.
The cross-cutting supporting aim of exploiting the University’s multi-campus and unitary structures is also well suited to the approach to the creative industries, as each campus has a distinctive relevance to the creative industries. This is most developed at the Magee Campus (where there is a close interaction between the School of Performing Arts and the Faculty of Engineering) and the Belfast Campus where the School of Art and Design has very extensive provision and where, again, there is close co-operation with other faculties, but there are also significant levels of provision at Coleraine and Jordanstown. This also enables the University to adapt its agenda to local needs and opportunities, as instanced for example by the Ilex Regeneration Strategy for the Derry City Council area and the existing collaboration between the Belfast Campus and Belfast City Council.

Each strategic aim is supported in the Corporate Plan by a set of key supporting objectives, an analysis of risks and a set of metrics. In the case of strategic aim 4 the key supporting objectives relevant to the creative industries agenda are

· To develop further creativity and innovation, including entrepreneurship, within the curriculum.

· To develop further the University’s knowledge and technology exchange activities, especially with regard to the innovation centre and University consultancy activity, knowledge and technology partnership (KTP) activities and other business and community interactions.

· To develop further programmes of study, research and knowledge and technology exchange activity, which support the development of the creative industries.

· To develop further the University’s work in the area of management innovation, especially as it relates to the Small Medium Enterprise (SME) sector.

The metrics under strategic aim 4, relevant to the creative industries are
· Number of new courses developed aimed at the creative industries

· Average number of students per course

· Number of students completing study in entrepreneurship

· Increased number and range of academic secondments into industry

· Increased number and range of (live) KTP programmes

· Increased number and range of FUSION programmes

· Increased number of Sponsored Research Awards (CAST)

· Increased University participation in InvestNI funded Research and Development projects.

5.2 The University’s Seven Year Review 1998 – 2005

An important part of the University’s governance arrangements is a regular process of external review undertaken every seven years. The University’s third 7 year review covered the period 1998 – 2005 under the Chairmanship of Sir Graham Davies, Vice-Chancellor of the University of London. The review is a wide-ranging document, but it is useful to quote selectively from it to illustrate the importance of regional engagement, cultural engagement and the creative industries in the overall vision of the University.
In Sir Graham’s covering letter to the review he comments that given the University’s then vision statement

‘it is essential for the University of Ulster to engage with political, economic and social life in Northern Ireland. While it presently does so widely and to considerable effect, we believe that its efforts would have even more impact if they were more sharply focussed, especially on the task of promoting regional economic and social regeneration. . . . Through its Cultural Development Unit the Faculty of Arts has generated valuable fresh development in ‘unlocking creativity’. There is, therefore, much of which the University can be proud. It should press on: all sections of the University should be asked to consider what their contribution to regeneration might be, and should be required to make every effort to enhance their contributions. This would be particularly timely in the light of the recently announced, and wide-ranging, changes in the public administration of Northern Ireland. The University will need to establish new relationships with fresh entities and, in doing so, will need to be very clear as to what it has to offer.’

The seven year review refers in very favourable terms to the development of the role of the Cultural Development Unit within the Faculty of Arts from 2000 and the agreement of a Cultural Development Strategy in 2003 and comments
‘Of even greater significance have been the external strategic interventions made by Cultural Development in two very important developments: NICEC (the Northern Ireland Centre for European Co-operation) and the Creativity Concourse concept under Peace II. Cultural Development also began to access key funding to create direct connections between business, the creative sector and the University.’

The seven year review recommended that the University ‘drives endeavours in the key area of Cultural Development through to even greater success.’
5.3 Existing Creative Industries Support Activities in the University of Ulster

Existing support activities provided by the University of Ulster to the creative industries are co-ordinated by the University’s Cultural Development Unit. The Unit has wide additional responsibility, being in charge of the overall direction of the University’s Cultural Development Strategy, being responsible for the organization of an ambitious range of cultural events across the University’s campuses, overseeing the University’s art collection and representing the Faculty of Arts in relation to the University’s academic enterprise arrangements. There is, therefore, intensive competition for resources for creative industry development, although the University has recently been able to appoint a Creative Industries Officer using HEIF moneys vired from other initiatives.
The activities specifically related to the creative industrieswhich have been undertaken to date can be classified under three headings
· direct practical support to creative businesses or those who aspire to run such businesses

· wider enabling activities, which create the context or environment in which creative businesses can start and develop more effectively, and

· general cultural activity.

The following are some of the activities undertaken under each heading

· Direct practical support

· running the NESTA Insight Out Programme in 2005 and 2006

· promoting participation in the NESTA Creative Pioneers Programme

· undertaking the MIDAS digitial media sector initiative in association with Dundalk Institute of Technology, funded under the Interreg III A Programme

· Administering and disbursing innovation funding to academics and students in the Faculty of Arts who can demonstrate product and service ideas with commercial potential 

· Supporting academics working with students to showcase their work in relevant markets e.g. facilitating a group exhibition of Masters of Applied Arts students’ work at the ‘New Designers’ showcase in London each July

· Enabling and contextual activities

· exploring the case for creative industry incubation facilities adjacent to the Belfast Campus with Belfast City Council and the Laganside Corporation

· participating in national and regional policy development processes by interfacing with DCAL, DETI, Invest NI, NESTA and other organizations and adopting a lead role in advocating the case for the creative industries

· engaging with UUTECH as a commercialization resource for the University’s potential and emerging creative businesses

· engaging with potential projects and potential creative business opportunities
· contributing to the wider debate about cultural policy in Northern Ireland through significant research and awareness raising including engagement with policy makers, political parties and civic leaders through the EU funded NICEC research project. This has generated new perspectives and new networking arrangements in relation to cultural policies and practices, including but not limited to the creative industries
· Securing funding for the development of course provision with strong sectoral relevance e.g. BA (Hons) Dance (first programme of its kind at third level in Ireland) in partnership with the Arts Council of Northern Ireland and a Postgraduate Diploma/MA in Museum Practice in Management in partnership with the Heritage Council of Ireland

· Managing and delivering ‘Knowledge Club’ events which bring industry practitioners, academics and students together to explore projects of mutual interest

· Delivering an Artist/Business Commission programme on behalf of Arts & Business where 8 artists are given business awareness training and linked with a business organisation which commissions an artwork from them, and
· Supporting and co-ordinating a programme of academic enterprise activities from the Faculty of Arts including academic consultancy, Knowledge Transfer Partnerships, FUSION projects

· Wider Cultural Development activities, which have synergy with the above but do not involve direct or contextual business support include:

· Art in Architecture – a programme of commissions from visual artists for works to be included in the refurbished Belfast campus

· Short courses – a range of topics are covered from dance and drama to digital imaging

· End of Year Show Showcases – organising the profiling of final year Art & Design students to a range of industry audiences

· Artist residencies – engaging a range of visual and performing artists to engage with students, staff and public culminating in a series of public outputs including performances and publications

· Seminars and masterclasses – e.g.  ‘Positively Architecture’ series and ‘Applied Art Masterclasses’ which bring leading industry figures to carry out workshops and seminars with staff, students, industry representatives and the general public. 

This is a selective listing of the work which has been undertaken to date. A firm foundation has been established and strong networking and working relationships have been brought into being. In Section 6 we consider how the University can build on the foundations and relationships established to date by taking a more strategic approach to its developmental role in relation to the creative industries.
6. The Strategic Framework
In this Section we set out the strategic framework for the University of Ulster’s developmental role in relation to the creative industries.

We have used the term ‘strategic framework’ in part because it was the terminology used in our terms of reference but also to reflect the reality that the University’s developmental role in relation to the creative industries will evolve, based on experience, opportunity and external developments. This is an area of work on which the University has made a good start, but it will take considerable time for the University and its various public and private sector partner organisations to explore and understand all aspects of the creative industries development process and to define their respective particular competencies and functions in  a way which will lead to a clear role and set of inter-dependent activities for each of them. The term ‘strategic framework’ is, therefore, also used to suggest that initially the bare bones of a strategy will be put in place and that the details and the particular approaches adopted to address particular issues will develop over a period of time.

We believe that there are 5 key elements of this strategic framework

· the substantive development agenda for the creative industries and the role of the University
· the mechanisms and structures through which the University deploys that development agenda

· ensuring that all the key ‘players’ are engaged, committed and implementing the development agenda, including internal and external players, for example UUTECH as an internal player and DCAL and NESTA as key external players who have a sense of real partnership involvement in the overall process
· developing a fuller understanding of the UU’s inventory of creative initiatives and potentials, and a strategic approach to addressing that inventory in an appropriate manner – akin to a triage strategy for the sector, and

· in the longer term, embedding approaches to the creative industries into the priorities for the University’s teaching and research strategies and into the broader culture of the University.

We consider each of these elements in turn and then suggest how the overall initiative might be monitored and evaluated after an initial 3 year period. In suggesting some proposed initiatives for an initial 3 year period we are not intending to be rigidly prescriptive. We would anticipate that opportunities which cannot be identified at this time will arise during this period, not least as a result of the University’s growing experience of supporting creative businesses. In addition, it is likely that initial efforts will have an experimental nature and that work towards embedding these approaches into the wider strategies and the culture of the University, will only begin to be addressed towards the end of this period.
6.1
The Development Agenda

Our consultations with senior staff of the University provided a very clear picture. This showed

· a shared appreciation of the potential value of a structured approach to developing the creative industries in contributing to the University’s vision and to the strategic aims in its Corporate Plan

· a shared recognition that a valuable start has been made but that a further stepping up of resources and commitment would be needed to enable the University to take a truly strategic approach and to spread the work which has been undertaken to date progressively to all Faculties and all campuses

· a high degree of personal commitment to the concept of a strategic framework for the University’s work on creative industries

· a shared recognition that the approach needs to have a substantial industry input and leadership component if it is to be effective and to be industry-led, rather than provider led

· a common desire for a realistic strategy which – while stretching – was capable of being delivered successfully and which could develop and evolve over time in the light of experience. The strategic framework was to be grounded in the reality of the present state of the creative industry development structure in the University and was to recognise that the key to its success would lie in ‘the hard slog of implementation’ rather than in some grandiose structure which would not be achievable.

In the light of these findings we have structured an initial two year work programme for the creative industries in the University of Ulster which is

· progressive and incremental, building on what is already in place

· ambitious but achievable, and

· capable of being achieved provided that appropriate additional resources are provided,  financed by a mix of internal and external sources.

6.1.1
First Year Work Programme

We suggest that in the first year of the strategy, which is academic year 2006/07, the targets should be 

· to gain formal University commitment to both the strategic framework and the Year 1 work programme

· to continue to run the NESTA funded Insight Out Programme, which is a 5 week business development initiative for graduates from the creative industry sectors – Insight Out is an effective short term intervention to help creative graduates develop their business understanding and prepare a business plan
· to develop, through collaboration between the Faculty of Business and Management and other Faculties proposals for an externally funded Creative Industries Graduate Enterprise Programme which is longer and deeper than Insight Out can be, which reaches back into the curriculum in Faculties and which identifies a stream of students who are interested in developing a creative business and provides them with information, placement and other experiences and business development support throughout their University of Ulster experience, including potentially participating in the Creative Industries Graduate Enterprise Programme on their graduation. The Programme might first be run in 2007/08
· to develop an outwardly-facing  and visible interface between the University and the creative industries sector across Northern Ireland. This interface would network on behalf of the University, provide information, identify how University resources could be used to support specific creative businesses and the creative industries more generally, and provide specific support to those new creative businesses emerging from the University. This interface is likely in the first instance to consist of a single, experienced and well networked person whose tasks will also include developing a range of further proposals. The interface will also have to work closely with the University’s Creative Industries Officer and with UUTECH to present a single initial visible point of contact between the University’ services and the creative industries sector. An early stage task will be the development of a high quality, interactive UU creative industries website both to showcase the resources the University can provide and to facilitate interaction with creative businesses across Northern Ireland

· to put in place the first of a series of annual summit events for the creative industries work of the University and for the creative industries in Northern Ireland which will – like NICEC – highlight best practice, develop network linkages and influence the policy agenda for the creative industries in Northern Ireland. This can build on the success of the NICEC Initiative, from which this strategic framework emerged, and

· to prepare funding applications for the research and development in the longer term of a creative industries support and business incubation network for Northern Ireland and the Border Region of Ireland by drawing on the Ireland, Northern Ireland and Scotland Territorial Co-operation Programme 2007 – 2013 (which is the successor to the Interreg IIIA Programme). Resources of this type will be required to spread the University’s work beyond the urban centres in which the creative industries have traditionally be focused and to widen access to creative industries support across the region. The University already has a well-established partnership with Dundalk Institute of Technology built on the MIDAS Digital Media initiative which the two organisations jointly delivered under the Interreg III Programme. This relationship could also be extended to include the Letterkenny Institute of Technology and possibly also other 3rd level institutions in the Border Region of Ireland.
6.1.2 Second & Third Year Work Programme
To a considerable extent the first year work Programme is concerned with putting in place the resources to deliver a longer term Programme. In a second and third year work programme relating to 2007/08 and 2008/09, this progressive building of capacity will be combined with rolling out a wider range of services, including
· delivery of the Creative Industries Graduate Enterprise Programme, which was developed in the first year work programme

· developing post graduate provision for the creative industries. There is currently no provision in Northern Ireland for post graduates seeking to start their own creative enterprise, beyond the broad support in terms of training and mentoring provided by the general Northern Ireland Start a Business Programme. There is a view in entrepreneurship policy that many graduates are too ‘raw’ to enter into business ownership immediately after their university experience and that the realisation of the full potential of graduates requires that they experience working in an entrepreneurial business prior to considering business start up in their own right

· beginning the roll-out of a properly resourced incubation, mentoring, placement and network covering Northern Ireland and the Border Region, working in partnership with organisations across the Border. Incubation, mentoring, placement and networking all require the development of a knowledge of and relations with creative businesses across the region. Provision of this service may involve a mix of incubation provision on a peripatetic basis, use of existing incubation resources where they exist and development of new incubation facilities where they can be justified. However, the incubation resources should not be a closed facility, instead they need to become local hubs for the creative industries providing a range of services appropriate to their locations

· development of international relationships leading to new opportunities for international product and market development, for example by building on some of the international network connections already made through NICEC and developing opportunities for collaborative work, for inward and outward placements and for joint ventures with other institutions and with creative businesses in other parts of Europe and the world
· development of proposals for a set of intellectual property services for creative businesses. It will be important to demonstrate the need for such an initiative, but we consider that it is unlikely to be viable to develop such a set of services purely for the University’s creative industry work and a range of options will have to be explored varying from providing a wider Northern Ireland service to, at least initially, providing the service by means of a joint venture and collaboration with existing specialist sectoral providers of IP services, such as the free IP service provided to creative businesses in London by the ‘Own-It’ programme

· developing funding applications to allow the University to deliver in later years Continuing Professional Development and Lifelong Learning to the creative industries and beginning to reflect on how the University’s experience to date in the development of creative industry services can be embedded in the culture and work practices of the University as a whole.

The rate of progress on the implementation of the year 2 and year 3 work programme will depend critically on the progress made on developing funding applications to support the developing programme of services. Initially progress may be slow as the University has to develop its reputation for effective delivery in this field. However, the University of Ulster is well placed to take advantage of a number of funding sources which are local, cross-border, national and international in their scope and the key to success in such applications lies in the initial delivery of effective programmes in an accountable manner, the development of a regional, national and international reputation and the development of effective personal and institutional networks.

There is a wide range of further initiatives which could be undertaken by the University – a structured list is provided in the Appendix. It would be pointless, however, to try to map which Programmes should be delivered beyond the third year of a work programme. The content of a further work programme in subsequent years will be determined by

· the results of the learning and experience developed in the delivery of the initial programme

· industry needs, as expressed through the interface with the creative industry sector established to guide and inform the initiative

· newly developed relationships at local, cross-border, national and international levels which will assist in the identification of new opportunities, and
· the process of evaluation, which we suggest should take place in the course of the year 3 work programme. The subject of evaluation is discussed further in Section 6.6, below.
6.2
Mechanisms and Structures

The current portfolio of the Cultural Development team, and in particular that of the Head of Cultural Development, is broad and expanding.  There are now 13 posts with offices on each of the three main campuses. Broadly there are three areas of activity, creative industries development, cultural development and an underlying Knowledge and Technology Exchange (KATE) activity – as illustrated in the following diagram.
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The 5 year plan for Cultural Development proposes significant increases in activity across this range including knowledge and technology exchange development, and creative industries development and support. In order to achieve the growth outlined, new posts are proposed, some of which will have an element of external funding. The First Year Work Programme (section 6.1) is central to the creative industries development for the team. 

The linking of culture with creative industries is not always propitious – the economic focus of the latter often being seen as tainting the former. However, in UU the symbiotic development of the two clearly brings significant benefits including enhancing the profile of the University and promoting synergies and networking. This is, in large part, due to the skills and capacity of the Head of Cultural Development. This being so, we can see no good reason for separating the roles and functions at the present time. However, the resource issues are critical and without some new posts the opportunities identified here will be lost.

A further consideration is the location of the broad Cultural Development function within the Arts Faculty.  The developmental activity in the creative industries (as well as within arts/culture) might suggest that the function might be better placed within a more strategically focused area such as Communications and Institutional Development or Research and Innovation. This is an issue which the University will wish to consider at a corporate level.

Our consultation also identified the potential role of UUTECH in providing the commercialisation expertise and engine for a wider approach to investment in creative businesses particularly those that spin-out of the University. 
There is a whole-hearted consensus on the need for an industry-led approach. The sector (like many others) is highly critical of universities’ distance from understanding and cooperating on a business-led approach. We propose that the creative industries development at UU should be shaped by a close and lively engagement with the industry across Ireland (both north and cross border into the south) and that this might take the form of an advisory board with significant commercial business representation. This should also be linked to the academic and business support activities outlined in 6.1.

Finally, this development is firmly anchored to the University Corporate Plan and to the 7 year review (as outlined in Section 5). It is therefore important that UU senior management are aware of and engaged in the process. Consultation on this strategy framework has benefited from input at the most senior level and some appropriate light structure needs to ensure that this flow of information is continued.

6.3
Players – Internal and External

In the section above we make mention of the role of senior management in this process; additionally, there are staff members across the University that are undertaking a wide range of sector related initiatives.  The Cultural Development Manager has good informal and formal networks through which to gather information on this activity but we suggest there is a need to link this more visibly to the creative industries agenda. The beginnings of such a process is outlined in section 6.4 below.

Externally, the sector is growing in policy prominence (as outlined in section 3) and the University needs to develop linkages to the policy process within Northern Ireland including DCAL, DETI, and local councils, particularly under the new arrangements which will come into place after the Review of Public Administration is implemented. There are also opportunities to develop support and partnership arrangements with bodies such as Invest NI and NESTA, in due course developing a relationship with both national and international support organisations. In particular, within the UK context, national priorities are being reassessed (see section 4) and the outcomes of the Creative Economy Programme may offer significant new opportunities.  

6.4
Developing the Inventory

The range of existing activity and potential across the University is impressive but often initiatives operate independently of a wider strategic approach to the sector, remaining, for example, within the locus of a particular faculty. It is clear that there is need to develop and share understanding of this potential across the University, and with the appropriate parts of the internal and external support structures, to see where and how this can contribute to the ‘critical mass’ of creative industries expertise and knowledge both within UU and more widely to the industry in general. 

This collection and collation of knowledge – the inventory – is invaluable to both the academic and business interests of the University as well as positioning it as an important player within an external context. It will provide important content for the website and allow for an expansion from the current ‘core’ schools and campuses to all schools and all campuses.

The conference held by the University with key external partners at the Odyssey Centre in September was an excellent starting point in the process of developing the inventory, drawing together information from the existing stock, with a focus on Belfast and Magee, and looking at the benefits of widening the circle to include other campuses in future. This conference was also an opportunity to consider how to establish a more proactive network of creative industries related personnel and initiatives in order to increase the ‘offer’ of the University and to promote working synergies, internally and externally. The record of the conference proceedings, the presentations given and the responses received are all available at www.ulster.ac.uk/someweblinktobeinsertedherewheweknowtheaddress {!!!!}.
However, the process of developing the inventory of resources and assets is likely to be a continuing activity during the course of the strategy and sharing that knowledge is likely to be an important part of establishing a regional, national and international engagement in the creative industries.

6.5
Embedding

Finally, we believe that it is not enough for the University to do various things for the development of the creative industries in Northern Ireland and more widely. In the nature of the institution it is important to reflect on the lessons arising from its work, to disseminate the results, to contribute to the policy development process and, itself, to consider how the lessons arising from its work on the creative industries can be embedded in its teaching and research strategies and in the wider culture of the University and its engagement with the communities it serves.
At this point, prior to the implementation of the proposed strategic framework it seems daunting to have to consider this wider embedding process and it has to be acknowledged that the initial work undertaken will be experimental in its nature, often consisting of add-on initiatives which seek to correct for identified weaknesses. Over time, however, this has to change and adjustments to teaching and research strategies have to be made in the light of the lessons learned from working more closely with the creative industries. Initially, those adjustments may be partly ad hoc in nature, for example changing placement policies in some courses to ensure that those interested in starting a business are placed in an entrepreneurial small company where they will be exposed to the full range of business processes and not just their professional discipline. However, the sum total of such changes over a period of time can have a very considerable impact and we believe that it is essential that the strategy explicitly sets out to embed lessons from working with the creative industries in the wider strategies and the culture of the University. Equally, however, we recognise that this will be a long term process and little progress may be made on this dimension of the strategic framework in the first few years of implementation.
6.6
Evaluation

We suggested in the introduction to this Section that there are 5 key components to a successful creative industries strategy for the University of Ulster. They were

· the substantive development agenda for the creative industries and the role of the University

· the mechanisms and structures through which the University deploys that development agenda

· ensuring that all the key ‘players’ are engaged, committed and implementing the development agenda, including internal and external players, for example UUTECH as an internal player and DCAL and NESTA as key external players

· developing a fuller understanding of the UU’s inventory of creative initiatives and potentials, and a strategic approach to addressing that inventory in an appropriate manner – akin to a triage strategy for the sector, and

· in the longer term, embedding approaches to the creative industries into the priorities for the University’s teaching and research strategies and into the broader culture of the University.

Each of these needs to be considered in an effective evaluation framework for the initiative, which will capture the knowledge and the experience arising from the initiative and place it in a strategic context for the creative industries, for the University as a whole and for Northern Ireland’s culture and economy. 
The evaluation, therefore, needs to consider whether

· an effective and reasonably comprehensive range of initiatives have been introduced to support the creative industries and whether they have been efficient, effective and economical. Our suggested work programmes for the first 3 years are not meant to be prescriptive and the question to be answered by the evaluation is not whether the specific initiatives identified have been implemented successfully, but whether those which have been implemented meet the criteria just described
· the mechanisms and structures put in place have been effective and whether they need to be changed to make them fit for purpose for the future. It would also be appropriate to consider the role of the Advisory Board and the other effective interfaces developed with the sector and with other stakeholders, including government
· the approach adopted has met the needs and reasonable expectations of all key players, internal and external to the University, including funding partners and those national and international organisations with which the University has developed networking relationships

· the work done has developed a full understanding of the range of creative talents and business opportunities within the University, and

· whether a start has been made to the longer term task of embedding approaches to the creative industries into the priorities for the University’s teaching and research strategies and into the broader culture of the University.

We consider that the evaluation should be undertaken in the second half of the University’s three year programme, ie in autumn 2008, in order to allow the results of the evaluation to inform a rolled forward work programme for a subsequent 3 year period. 
6.7
Conclusion

The University of Ulster has made an excellent start in its work to support the creative industries. 
It is uniquely placed to contribute to the development of a strategic approach to the creative industries in Northern Ireland and there are real opportunities to develop a national and international profile for the University and for the region as exemplars of creative industries support. 

The strategic framework which we have set out is challenging both in its scope and in the detail of the individual initiatives proposed. 

A strategic approach will be required for the delivery of the proposed framework and this will require the involvement and support of the senior management of the University, policy makers, those working in business support agencies and – most tellingly – of those who work in creative businesses.
The University’s commitment to excellence, innovation and regional engagement provides us with the confidence that it can successfully form partnerships and relationships, introduce new activities and develop its wider strategies to make a real difference to the creative economy in Northern Ireland, the Border Region of Ireland and internationally.
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Appendix: Menu of Possible Actions

The DCMS Report on ‘Developing Entrepreneurship in the Creative Industries: The Role of Higher and Further Education’
 categorises possible interventions by higher and further education institutions in the following way. We have adopted this framework as a helpful means of considering appropriate developments for the University which also positions its activity within a national HE agenda.

1. Curriculum-Embedded Interventions

a. Bolt-on interventions

b. Assimilated/integrated interventions

2. Extra Curricular Interventions

3. Postgraduate courses

4. Continuing professional development

5. External Agency support.

This Appendix lists those interventions, as a menu of possible actions by the University of Ulster.
1.
Curriculum Embedded Interventions

· Bolt on Interventions
· Specific creative business training courses

· Enterprise experiences 

· Specific enterprise-related placements

· Assimilated/Integrated Interventions

· Progressive reform/review of the curriculum across the University to give emphasis to creativity, enterprise and business experience as a core component of the university experience.

· Progressive shift from bolt on curriculum embedded interventions to assimilated/integrated interventions over a period of time. are tackled through an increasingly integrated or assimilated approach.

2.
Extra-Curricular Interventions

· Insight Out, a NESTA Programme operated by UU in 2005 and 2006

· Business programmes

· Summer schools

· Incubation – with or without an incubation building

· Graduate creative enterprise programmes

· Websites, online resources, remote support structures

· Business mentoring

· Development of creative business networks

· Sectoral initiatives, digital media, film & TV schools etc.

· Cross border initiatives – e.g., building on MIDAS

· Sector specific use of KTPs and Fusion.

3.
Postgraduate Courses

· placement experiences

· employment experiences in entrepreneurial creative industries and 

· post graduate creative industries business start up and development programmes. Continuing Professional Development

4.
Continuing Professional Development Programmes
· Ongoing lifelong learning opportunities for existing creative entrepreneurs to enable them to update and develop their technical and professional skills and their business management expertise.

· Potentially delivered through the creative industry networks referred to at 6.1.2.

5.
External Agency Support

University working with external providers eg.

· NESTA Creative Pioneers Programme (already in UU)

· NIFTC

· Young Enterprise Graduate Programme

· Potential Arts Council, Invest NI, DCAL and Council Programmes.

The University can provide a resource and depth of expertise which would not otherwise be available to the external agencies concerned.[image: image10.png]
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� 	DCMS Creative Industries Mapping Document, 2001


� 	‘Developing Entrepreneurship in the Creative Industries: Making the Case for Public Investment’: DCMS July 2006


� 	Developing Entrepreneurship in the Creative Industries: the Role of Higher and Further Education’: DCMS July 2006


� 	Available from � HYPERLINK "http://www.nesta.org.uk/insidenesta/research_creativeindustries.html" ��http://www.nesta.org.uk/insidenesta/research_creativeindustries.html� 


� For a lengthier description of these activities, please see the discussion contained in BOP’s work that was undertaken for NESTA in 2005 ‘Creating growth: How the UK can develop world class creative businesses’ (c.f. Appendix 3 in particular � HYPERLINK "http://www.nesta.org.uk" ��www.nesta.org.uk�).


� 	See the summary of the report in Section 2.3


� 	Scottish Executive (2006), Scotland's Culture: Scottish Executive Response on the Cultural Review, (Scottish Executive, Edinburgh); Cultural Commission (2005), Our Next Major Enterprise, Final Report of the Cultural Commission, (Scottish Executive, Edinburgh).


� Welsh Assembly Government (2004), Creative Success — A Strategy for the Creative Industries in Wales, (WAG, Cardiff).


� Welsh Assembly Government (2005), The New Wales Creative Industries’ Support Service, (WAG, Cardiff).


� National Endowment for Science, Technology and the Arts (2005), Creating Value — How the UK Can Invest in New Creative Businesses, (NESTA, London).


� 	There are significant differences between these schemes as run in Great Britain and their Northern Ireland equivalents, but their overall purposes are broadly comparable. In Northern Ireland the primary funding tool for promoting knowledge transfer activity is the Higher Education Innovation Fund (HEIF).  The objective of HEIF is to encourage the higher education sector to increase its ability to respond to the needs of business (including companies of all sizes) and the wider community, with a clear focus on the promotion of wealth creation.  The long term aim of this funding is to improve Northern Ireland’s innovation performance as a key element in raising productivity and delivering economic growth. HEIF is a joint initiative run by the Department for Employment and Learning and Invest Northern Ireland.  Between the years 2004 to 2007 £9.6m is being invested,  £3.5m from the Department and £6.1m from Invest NI.  Following a competitive submission process, £5.4m of the total available funding was allocated to the University of Ulster and £4.1m to The Queen’s University of Belfast. This programme builds upon the achievements of the Northern Ireland Higher Education Reach-out to Business and the Community (HEROBC) fund, which ran from 1999 to 2004 and invested a total of £3.5m into the university infrastructure for knowledge transfer.





� 	Fusion is a cross-border form of KTP, funded by InterTradeIreland.


� 	See � HYPERLINK "http://www.own-it.org/" ��http://www.own-it.org/� 


� 	Op cit.
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