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This report warns that the extraordinary success of the UK's creative industries may be
jeopardised by any dilution of intellectual property rights and the failure to tackle online
piracy. The Committee also strongly condemns the failure of Google in particular to
tackle access of copyright infringing websites through its search engine. Such illegal
piracy, combined with proposals arising from the Hargreaves review to introduce
copyright exceptions, and a failure to strengthen copyright enforcement as envisaged
by the Digital Economy Act 2010, together threaten the livelihoods of the individuals
and industries that contribute over £36 billion annually to the UK economy. Also, the
Olympics No Marketing Rights scheme is excessively restrictive and is preventing
British creative companies from realising the benefits they deserve from the Olympic
legacy. The Committee calls for: a central champion of Intellectual Property in
Government to promote and protect the interests of UK intellectual property; the
maximum penalty for serious online IP theft to be increased to 10 years imprisonment,
in line with the punishment for such offences in the physical world; more evidence and
scrutiny before any exceptions to copyright such as those suggested by Hargreaves are
applied; redoubled efforts to ensure that the video games tax credit is approved by the
European Commission and introduced as soon as possible; reforms to the income tax
and tax reliefs systems to recognise adequately the freelance nature of much creative
work; greater recognition of the importance of arts subjects in the curriculum.
In the age of globalization, some claim that where you live doesn't matter: Alaska,
Idaho, and Alabama are interchangeable. The world is, after all, flat. Not so fast. Place,
argues the great urbanist Richard Florida, is not only important, it's more important than
ever. In fact, choosing a place to live is as important to your happiness as choosing a
spouse or career. And some regions, recent surveys show, really are happier than
others. In Who's Your City, Creative Class guru Richard Florida reports on this growing
body of research that tells us what qualities of cities and towns actually make people
happy - and he explains how to use these ideas to make your own choices. This
indispensable guide to how people can choose where to live and what those choices
mean to their lives and their communities is essential reading for everyone from urban
planners and mayors to recent graduates.
The book is like a delicious smörgåsbord with a variety of contributions within creative
industries research. David Rylander, Papers in Regional Science This book positions
itself with an international approach and with a focus on entrepreneurship. My
perception is that this will be read with major interest by policymakers around the world,
who right now consider how to form strategies and construct policies to support their
own creative industries. . . The book raises interesting aspects of creative industries in
comparison to more traditional industries. . . Charlotta Mellander, International Small
Business Journal This collection of papers adds some new dimensions to the current
creative entrepreneurship research agenda. It highlights the valuable economic and
social contribution of the sector but also encourages policymakers, educators and
trainers to continue to evaluate the critical role they play in the creative enterprise
development process. Culturelink . . . a delight to read. The book is novel and covers
an important area of entrepreneurship that is definitely worthy of more attention. The
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book is useful to practitioners in the creative industries field that want to learn more
about the international importance of the sector and also to academics who conduct
research in the area. Vanessa Ratten, Journal of Enterprising Communities There is
increasing conversation about this industry at conferences around the world. This book
would be helpful in putting definitional boundaries around the topic and bringing
together the latest research on the topic. It has an automatic international scope, has
an interesting selection of subtopics including gender, trends, and economic
contributions and is cleverly organized. Patricia G. Greene, Babson College, US The
creative industries represent a vital, exciting and rapidly changing field of activity; one
that is now recognised as a key growth sector in the knowledge-based economy.
However, there is still a general lack of understanding of what is meant by the term
creative industry , and thxe creative sector has not, to date, been the subject of
concerted academic research. This book redresses the balance by providing valuable
insights into the creative entrepreneurial process and platforming some of the key
challenges yet to be addressed. A range of pertinent and diverse topics relating to
creative entrepreneurship are dealt with, including the different quantitative and
qualitative methodologies adopted by researchers in this field. In addition, the nature of
creative entrepreneurship across different industry sub-sectors and in different
economic and geographical contexts is examined. Illustrating the valuable economic
and social contribution of the creative industries sector, Entrepreneurship in the
Creative Industries aims to encourage policymakers, educators and trainers to continue
to evaluate their critical role in the creative enterprise development process. Students
and researchers in entrepreneurship and creative industries fields will also find the book
to be an illuminating read.
Education in the Creative Economy explores the need for new forms of learning and
education that are most conducive to supporting student development in a creative
society. Just as the assembly line shifted the key factor of production from labor to
capital, digital networks are now shifting the key factor of production from capital to
innovation. Beyond conventional discussions on the knowledge economy, many
scholars now suggest that digital technologies are fomenting a shift in advanced
economies from mass production to cultural innovation. This edited volume, which
includes contributions from renowned scholars like Richard Florida, Charles Landry,
and John Howkins, is a key resource for policymakers, researchers, teachers and
journalists to assist them to better understand the contours of the creative economy and
consider effective strategies for linking education to creative practice. In addition to
arguments for investing in the knowledge economy through STEM disciplines (science,
technology, engineering and math), this collection explores the growing importance of
art, design and digital media as vehicles for creativity and innovation.
Culture and creativity have untapped potential to deliver social, economic, and spatial
benefits for cities and communities. Cultural and creative industries are key drivers of
the creative economy and represent important sources of employment, economic
growth, and innovation, thus contributing to city competitiveness and sustainability.
Through their contribution to urban regeneration and sustainable urban development,
cultural and creative industries make cities more attractive places for people to live in
and for economic activity to develop. Culture and creativity also contribute to social
cohesion at the neighborhood level, enable creative networks to form and advance
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innovation and growth, and create opportunities for those who are often socially and
economically excluded. The ongoing COVID-19 pandemic has had a deep impact on
the cultural sector, yet it has also revealed the power of cultural and creative industries
as a resource for city recovery and resilience. More generally, cities are hubs of the
creative economy and have a critical role to play in harnessing the transformative
potential of cultural and creative industries through policies and enabling environments
at the local level. 'Cities, Culture, and Creativity' (CCC) provides guiding principles and
a CCC Framework, developed by UNESCO and the World Bank, to support cities in
unlocking the power of cultural and creative industries for sustainable urban
development, city competitiveness, and social inclusion. Drawing from global studies
and the experiences of nine diverse cities from across the world, the CCC Framework
offers concrete guidance for the range of actors - city, state, and national governments;
creative industry and related private-sector organizations; creatives; culture
professionals and civil society to harness culture and creativity with a view to boosting
their local creative economies and building resilient, inclusive, and dynamic cities.
Reports on the body of research on what qualities of cities and towns actually make
people happy in their lives. London to Paris to Cape Town to Sydney, this book offers a
useful guide to how people choose where to live, and what those choices mean to their
lives and their communities.
Creativity is the fastest growing business in the world. Companies are hungry for
people with ideas - and more and more of us want to make, buy, sell and share creative
products. But how do you turn creativity into money? In this extensively updated edition
of his acclaimed book, leading creative expert John Howkins shows what creativity is,
how it thrives and how it is changing in the digital age. His key rules for success
include: Invent yourself: be unique. Own your ideas: understand copyright, patents. If
you can't find the right network, start it. Learn endlessly: borrow, reinvent and recycle.
Know when to break the rules. Whether in film or fashion, software or stories, by turning
ideas into assets anyone can make creativity pay. 'John Howkins picks his way through
the many facets of creativity, unearthing surprising facts.' Economist 'A valuable
introduction to a brave new world.' Sunday Times
The rise of creative industries requires new thinking in communication, media and
cultural studies, media and cultural policy, and the arts and information sectors. The
Creative Industries sets the agenda for these debates, providing a richer understanding
of the dynamics of cultural markets, creative labor, finance and risk, and how culture is
distributed, marketed and creatively reused through new media technologies. This book
develops a global perspective on the creative industries and creative economy; draws
insights from media and cultural studies, innovation economics, cultural policy studies,
and economic and cultural geography; explores what it means for policy-makers when
culture and creativity move from the margins to the center of economic dynamics;
makes extensive use of case studies in ways that are relevant not only to researchers
and policy-makers, but also to the generation of students who will increasingly be
establishing a ‘portfolio career’ in the creative industries International in coverage, The
Creative Industries traces the historical and contemporary ideas that make the cultural
economy more relevant that it has ever been. It is essential reading for students and
academics in media, communication and cultural studies.

The creative industries are becoming of increasing importance from economic,
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cultural, and social perspectives. This Handbook explores the relationship,
whether positive or negative, between creative industries and intellectual property
(IP) rights.
This book contends that mainstream considerations of the economic and social
force of culture, including theories of the creative class and of cognitive and
immaterial labor, are indebted to historic conceptions of the art of literary
authorship. It shows how contemporary literature has been involved in and has
responded to creative-economy phenomena, including the presentation of artists
as models of contentedly flexible and self-managed work, the treatment of
training in and exposure to art as a pathway to social inclusion, the use of culture
and cultural institutions to increase property values, and support for cultural
diversity as a means of growing cultural markets. Contemporary writers have
tended to explore how their own critical capacities have become compatible with
or even essential to a neoliberal economy that has embraced art's autonomous
gestures as proof that authentic self-articulation and social engagement can and
should occur within capitalism. Taking a sociological approach to literary
criticism, Sarah Brouillette interprets major works of contemporary fiction by
Monica Ali, Aravind Adiga, Daljit Nagra, and Ian McEwan alongside government
policy, social science, and theoretical explorations of creative work and
immaterial labor.
A clash between the ideology of growth and the growth of ideas, between control
and creativity, between measurement and the immeasurable, between
predictability and the fickle muses of inspiration in engulfing our boardrooms. In
this scathing swipe at the institutionalised idiocy that is stifling creativity just at the
time the world needs it most Gordon Torr draws from the leading lights of
creativity research to demolish the myths that surround the generation of ideas in
the modern organisation. The curse of the brainstorm, the commoditisation of
creative talent, the deskilling of the imagination, the startling inadequacies of
management theory – these and the many other horrors of idea-assassination
that run rampant in creative sector companies are dissected and disembowelled
in this hilarious expose of the drama that unfolds every time a new idea slides
across the boardroom table. This book sets out to address the black hole that
surrounds the management of creative people, debunking many myths of
creativity, and outlining a revolutionary approach to the pressing issue of creative
productivity in the contemporary creative sector company. A handbook of tools,
techniques, methods and practical ideas whose USP is a framework for thinking
about efficient creative management – how to extract value from creative time.
Gordon Torr presents a logical argument that puts in place the building blocks of
the author’s knowledge and experience towards the final architecture. “We need
them as never before. And we know that they’re somehow different. Yet the
productive management of creative people is an almost totally neglected science.
I doubt if there’s a single industry that wouldn’t gain immediate advantage from
Gordon Torr’s scrupulous and enlightening detective work.” - Jeremy Bullmore
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This guide is designed for musicians and music professionals who wish to hone
their knowledge of the music business. It is intended as a practical tool to help
composers, performers and all those involved in the music world get into the
specifics of the management of their intellectual property rights. The guide aims
to provide instructive advice on how to build a successful career in music in both
developed and developing countries, by generating income from musical talent.
Investigating how people and places are connected into the creative economy,
this volume takes a holistic view of the intersections between community, policy
and practice and how they are co-constituted. The role of the creative economy
and broader cultural policy within community development is problematised and,
in a significant addition to work in this area, the concept of ’place’ forms a key
cross cutting theme. It brings together case studies from the European Union
across urban, rural and coastal areas, along with examples from the developing
world, to explore tensions in universal and regionally-specific issues. Empiricallybased and theoretically-informed, this collection is of particular interest to
academics, postgraduates, policy makers and practitioners within geography,
urban and regional studies, cultural policy and the cultural/creative industries.
This book examines the ways in which cultural and creative industries can drive
entrepreneurship, innovation, sustainability and overall regional development. It
will address such issues as (1) the technical (tangible) components of creative
and cultural industries in relation to innovation; (2) the intangible components of
creative and cultural industries in relation to services provided; (3) the
relationship between tangible and intangible components and economic and
social innovation; and (4) the ways in which creative and cultural industries effect
and influence regional sustainability and development. Cultural and creative
industries and the creative economy as a whole have been increasingly prevalent
in research literature because of their role in driving economic and social
development. Cultural and creative industries also enable other forms of
entrepreneurship and innovation beyond the traditional, technology-based focus
of innovation, thereby enhancing regional growth and development through these
channels. The contributions presented in this book discuss the main issues,
challenges, opportunities and trends of cultural and creative industries through
conceptual analysis and cases studies from different world regions. Featuring
research from industries such as art, health care, beer and wine and education,
this book provides researchers, academics, professionals and policy makers with
a detailed examination of the development and potential of cultural and creative
industries in regional and global economies.
Creative industries in China provides a fresh account of China’s emerging
commercial cultural sector. The author shows how developments in Chinese art,
design and media industries are reflected in policy, in market activity, and
grassroots participation. Never has the attraction of being a media producer, an
artist, or a designer in China been so enticing. National and regional
governments offer financial incentives; consumption of cultural goods and
Page 5/13

Online Library The Creative Economy How People Make Money From Ideas
John Howkins
services have increased; creative workers from Europe, North America and Asia
are moving to Chinese cities; culture is increasingly positioned as a pillar
industry. But what does this mean for our understanding of Chinese society? Can
culture be industrialised following the low-cost model of China’s manufacturing
economy. Is the national government really committed to social liberalisation?
This engaging book is a valuable resource for students and scholars interested in
social change in China. It draws on leading Chinese scholarship together with
insights from global media studies, economic geography and cultural studies.
This booklet explains simply and clearly how copyright helps creative people to
earn money from their original works. It is designed for people who may already
work in the cultural and creative industries, or who may be contemplating a
career in them, as well as for individual creators, policy makers, academics, and
business support agencies working in the field. It is accessible to non-specialists
or newcomers to the subject of copyright and intellectual property rights.
WIPO’s latest World Intellectual Property Report (WIPR) explores the role of IP at the
nexus of innovation and economic growth, focusing on the impact of breakthrough
innovations.
In The New Wealth of Cities, John Montgomery provides a long overdue look at the
dynamics of the city. Original and wide-ranging, the book will be definitive resource on
city economies and urban planning, explaining why it is that cities develop over time in
periods of propulsive growth and bouts of decline.
There has been much written on the new creative economy, but most work focuses on
the so-called 'creative class,' with lifestyle preferences that favor trendy new
restaurants, mountain biking, and late night clubbing. This 'creative class,' flagship
cultural destinations, and other forms of commodity-driven cultural production, now
occupy a relatively uncritical place in the revitalization schemes of most cities up and
down the urban hierarchy. In contrast, this book focuses on small- to medium-size postindustrial cities in the US, Canada, and Europe that are trying to redress the effects of
deindustrialization and economic decline through cultural economic regeneration. It
examines how culture-infused economic opportunities are being incorporated into
planning in distinct ways, largely under the radar, in many working class communities
and considers to what extent places rooted in an industrial past are able to envisage a
different economic future for themselves. It questions whether these visions replicate
strategies employed in larger cities or put forth plans that better suit the unique histories
and challenges of places that remain outside the global limelight. Exploring the
intersection between a cultural and sustainable economy raises issues that are central
to how urban regeneration is approached and neighborhood needs and assets are
understood. Case studies in this book examine spaces and planning processes that
hold the possibility of addressing inequality by forging new economic and social
relationships and by embarking on more inclusive and collaborative experiments in
culture-based economic development. These examples often focus on building upon
the assets of existing residents and broadly define creativity and talent. They also
acknowledge both the economic and non-monetary value of cultural practices. This
book maintains a critical edge, incorporating left critiques of mainstream creative
economy theories and practices into empirical case studies that depart from standard
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cultural economy discourse. Structural barriers and unequal distributions of power
make the search for viable urban development alternatives especially difficult for
smaller post-industrial cities and risk derailing even creative grassroots initiatives. While
acknowledging these obstacles, this book moves beyond critique and focuses on how
the growing economy surrounding culture, the arts, and ecological design can be
harnessed and transformed to best benefit such cities and improve the quality of life for
its residents.
This book focuses on the theoretical, policy and practice linkages and disjunctures
between tourism and the creative industries. There are clear and strong intersections
between the sectors, for example in the development and application of new and
emerging media in tourism; festivals and cultural events showcasing the creative
identity of place; tours and place identities associated with film, TV, music and arts
tourism; as well as particular destinations being promoted on the basis of their
‘creative’ endowments such as theatre breaks, art exhibitions and fashion shows.
Tourism and the Creative Industries explores a variety of relationships in one volume
and offers innovative and critical insights into how creative industries and tourism
together contribute to place identity, tourist experience, destination marketing and
management. The book is aligned with the sectors that have been demarcated by the
UK Government Department of Culture, Media and Sport as comprising the creative
industries: advertising and marketing; architecture; design and designer fashion; film,
TV, video, radio and photography; IT, software and computer services; publishing and
music; performing and visual arts. The title of this volume demonstrates how the
exclusion of tourism from the creative industries is arguably perverse, given that much
of the work by destination managers and of private sector tourism is characterised by
creativity and innovation. Interdisciplinary research and international context bring a
broader perspective on how the creative industries operate in varying cultural and
policy contexts in relation to tourism. This book brings together the parallel and
disparate inter-disciplinary fields of tourism and the creative industries and will be of
interest to students, academics and researchers interested in tourism, creative
industries, marketing and management.
Creative organisations differ from other organisations in many respects. Conventional
management tools often prove limited in their applicability in the creative business
context. Furthermore, there is a greater emphasis on non-rational aspects, such as
faith, energy and emotion in creative firms. Traditionally, managers have been
educated to control business processes with a toolbox of rational planning tools. This
has enabled them to lead companies, often with successful results. However, there
seems to be a conflict between the traditional management approach and the art of
leading in the "chaos" of the creative economy firm. Often, rational management
toolboxes do not suffice, when it comes to understanding and leading in the different
world of the creative economy. Managers of creative processes often fall short of
understanding and leading the creative firm, as they mistake the creative processes
with conventional, rationally led business processes. Analysis, planning, control and
other traditional management tools do not seem to suffice. Daoism is an old Chinese
philosophical system that offers helpful concepts and perspectives for managers in the
creative business sector. The philosophy of Daoism emphasises non-rational, holistic
leadership qualities that can provide managers of creative firms with new perspectives
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to inform their understanding and management of the creative company. Thus, the
present paper is an exploratory study into Daoism and the relevance it can hold for
people managing in the creative business context. The research comprises ten in-depth
interviews with people managing in the creative economy and a literature study of
Daoism and the creative organisation.
Culture and creativity have untapped potential to deliver social, economic, and spatial
benefits for cities and communities. Cultural and creative industries are key drivers of
the creative economy and represent important sources of employment, economic
growth, and innovation, thus contributing to city competitiveness and sustainability.
Through their contribution to urban regeneration and sustainable urban development,
cultural and creative industries make cities more attractive places for people to live in
and for economic activity to develop. Culture and creativity also contribute to social
cohesion at the neighborhood level, enable creative networks to form and advance
innovation and growth, and create opportunities for those who are often socially and
economically excluded. The ongoing COVID-19 pandemic has had a deep impact on
the cultural sector, yet it has also revealed the power of cultural and creative industries
as a resource for city recovery and resilience. More generally, cities are hubs of the
creative economy and have a critical role to play in harnessing the transformative
potential of cultural and creative industries through policies and enabling environments
at the local level. 'Cities, Culture, and Creativity' (CCC) provides guiding principles and
a CCC Framework, developed by UNESCO and the World Bank, to support cities in
unlocking the power of cultural and creative industries for sustainable urban
development, city competitiveness, and social inclusion. Drawing from global studies
and the experiences of nine diverse cities from across the world, the CCC Framework
offers concrete guidance for the range of actors -- city, state, and national governments;
creative industry and related private-sector organizations; creatives; culture
professionals and civil society-- to harness culture and creativity with a view to boosting
their local creative economies and building resilient, inclusive, and dynamic cities.
A visionary exploration of the global futureof work and an essential framework for
work/life growth in the era of the remote professional. 'John Howkins' books have
proven clairvoyant; this new book is no exception. It is a must-read for innovation
leaders.' Alice Loy, CEO and co-founder of Creative Startups The old models no longer
apply. Work today depends on personal, subjective ideas which begin inside our heads
and whose success depends on never-ending negotiations with what's going on inside
other people's heads. It depends on attitudes and behaviours in small, smart, fast
teams. Job descriptions, office structures and nine-to-five expectations have become
optional. All the crucial moments – the thoughts and feelings that decide what we do –
are invisible. How we manage this and make it visible determines how well we do, how
we are paid and whether we enjoy our work. In Invisible Work, John Howkins explores
how to discover purpose, autonomy and opportunity in this new isolated, yet connected,
world. 'Fresh, original, powerful, profound and deeply practical.' Jeremy Hunter,
founding director ofExecutive Mind Leadership Institute
The concept of the “Creative University” signals that higher education stands at the
center of the creative economy indicating the growing significance of intellectual capital
and innovation for economic growth and cultural development. Increasingly economic
activity is socialised through new media and depends on immaterial and digital goods.
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This immaterial economy includes new international labour markets that demand
analytic skills, global competencies and an understanding of markets in tradeable
knowledges. Delivery modes in education are being reshaped. Global cultures are
spreading in the form of knowledge and research networks. Openness, networking,
cross-border people movement, flows of ideas, capital and scholars are changing the
conditions of imagining and producing creative work. The economic aspect of creativity
refers to the production of new ideas, aesthetic forms, scholarship, original works of art
and cultural products, as well as scientific inventions and technological innovations. It
embraces both open source communication as well as commercial intellectual property.
This collection explores these ideas as the basis for a new development agenda for
universities.

The book provides a critical and integrative analysis of value as it pertains to
different aspects of creative and cultural industries. The notion of 'value' – a
frequently used but rarely considered term – is deconstructed and considered as
a spatial and structural impact, an active resource and process, and as soft
institutions and embodied forms which collectively create a space through which
value is constructed and negotiated. This book consists of three main sections:
normative valuation, value and transformation from interactions and process, and
embodied value. Together the contributions assess what value means in the
creative and cultural industries, how it is constructed and added through process,
and the way in which it is embodied in people and shaped through and by social
space. Especially relevant for postgraduate study and research in the creative
and cultural industries where critical studies are key, this book is also relevant for
multiple disciplines which occupy the creative and cultural fields.
This book is available as open access through the Bloomsbury Open Access
programme and is available on www.bloomsburycollections.com. The question
Professor Li Wuwei investigates is not 'whether' creativity is changing China - but
'how' creativity is changing China. The outcome will have a profound impact on
how China develops and its economic role in the world. Creative industries
maintain and protect historical and cultural heritage, improve cultural capital, and
foster communities as well as individual creativity. This leads to the improvement
of cultural assets of cities, the establishment of city brands and identity, the
promotion of the creative economy, and overall economic and social
development. In this context, creativity is changing China forever.
How can the ‘where’ of creativity help us examine how and why it has become a
paradigmatic concept in contemporary economies and societies? Adopting a
geographically diverse, theoretically rigorous approach, the Handbook offers a
cutting-edge study of creativity as it has emerged in policy, academic, activist,
and cultural discourse over the last two decades. To this end, the volume departs
from conventional modes of analyzing creativity (by industry, region, or sector)
and instead identifies key themes that thread through shifting contexts of the
creative in the arts, media, technology, education, governance, and development.
By tracing the myriad spatialities of creativity, the chapters map its inherently
paradoxical features: reinforcing persistent conditions of inequality even as it
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opens avenues for imagining and enacting more equitable futures.
International Bestseller All places are not created equal. In this groundbreaking
book, Richard Florida shows that where we live is increasingly a crucial factor in
our lives, one that fundamentally affects our professional and personal prospects.
As well as explaining why place matters now more than ever, Who's Your City?
provides indispensable tools to help you choose the right place for you. It's a
cliché of the information age that globalization has made place irrelevant, that
one can telecommute as effectively from New Zealand as New York. But it's not
true, Richard Florida argues, relying on twenty years of innovative research in
urban studies, creativity, and demographic trends. In fact, as new units of
economic growth called mega-regions become increasingly specialized, the
world is becoming more and more “spiky” — divided between flourishing clusters
of talent, education and competitiveness, and moribund “valleys.” All these
places have personalities, Richard Florida explains in the second half of Who's
Your City?, and happiness depends on finding the city in which you can balance
your personal and career goals to thrive. More people than ever before now have
the opportunity to choose where to live, but at different points in our lives we
need different kinds of places, he points out — what a couple of recent college
graduates want from their city isn't necessarily what a retiree is looking for. You
have to find the place that suits you best: a boho-burb neighbourhood isn't likely
to be the best fit for patio man. So, for the first time, Who's Your City? ranks cities
by their fitness for various life stages, rating the best places for singles, young
families, and empty nesters. It summarizes the key factors that make place
matter to different kinds of people, from professional opportunities to the
closeness of family to how well it matches their lifestyle, and provides an in-depth
series of steps to help you choose the right place wisely. Sparkling with Richard
Florida's signature intellectual originality, Who's Your City? moves from insights
to studies to personal anecdotes, from a startling “Singles Map” of the United
States to surprising data on the difference aesthetics makes to people's sense of
place. A perceptive and transformative book, it is both a brilliant exploration of the
fundamental importance of place and an essential guide to making what may be
the most important decision of your life. From the Hardcover edition.
"The most ambitious, thoughtful and internationally aware assessment to date of
the creative economy. Defining creativity as the production of newness in
complex, adaptive systems, the authors make the case that together the creative
economy, along with other cultural outputs, represent a planet-wide innovation
capability which marks an epochal turn in human affairs." – Ian Hargreaves, CBE,
Professor of Digital Economy, Cardiff University Creativity, new ideas and
innovation - and with them the growth of knowledge - have spilled out of the lab,
studio and factory into the street, scene, and social media. Now, everyday life is
productive, everyone is creative, and new ideas can come from anywhere around
the world. Instead of confining cultural expression to talented artists and expert
professionals, this book investigates creative new ideas from everyone. Instead
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of confining the ‘creative industries’ to one sector of the economy and one type
of productivity, this book extends the idea of creative innovation to everything.
Instead of confining the growth of knowledge to wealthy countries or markets, this
book looks for it in developing and emergent countries, everywhere. The
productivity of creativity can now be seen as a global phenomenon. It demands a
systems-based and dynamic mode of explanation. Creative Economy and
Culture pursues the conceptual, historical, practical, critical and educational
issues and implications. It looks at conceptual challenges, the forces and
dynamics of change, and prospects for the future of creative work at planetary
scale. It is essential reading for upper level students and researchers of the
creative and cultural industries across media and cultural studies, communication
and sociology.
Unleash your companyâ€™s creative genius and turn it into commercial results. In
the new creative economy, a companyâ€™s intellectual property is worth far more
than their physical assets â€“ just look at Apple and Google. Thatâ€™s why, in
IBMâ€™S 2010 study of more than 1,500 CEOs creativity was rated the number
one leadership needed for companies to lead the market in the new economy.
But up to 75% of business leaders we surveyed admit theyâ€™re not harnessing
their companyâ€™s creativity effectively. Why? Because leading creative people
is challenging - like herding monkeys. This book will show you how to lead
creative talents of your people and innovative thinkers and turn their ideas into
market-leading commercial winners. What youâ€™ll discover in 'Herding
Monkeys'The creativity myth â€“ why you donâ€™t need to find more creative
people or even teach creative thinkingWhat it really takes to lead creative people
effectivelyHow to spot the creatives in your company and tap into the gold vein of
their ideasHow to motivate your creative people and direct their talent towards
clears commercial outcomesHow to balance the freedom and structure your
creatives needHow to transform your business into an industry leader in the new
creative economy
The creative citizen unbound introduces the concept of ‘creative citizenship’ to
explore the potential of civic-minded creative individuals in the era of social
media and in the context of an expanding creative economy. Drawing on the
findings of a 30-month study of communities supported by the UK research
funding councils, multidisciplinary contributors examine the value and nature of
creative citizenship, not only in terms of its contribution to civic life and social
capital but also to more contested notions of value, both economic and cultural.
This original book will be beneficial to researchers and students across a range
of disciplines including media and communication, political science, economics,
planning and economic geography, and the creative and performing arts.
Since the DCMS Creative Industries Mapping Document highlighted the key role
played by creative activities in the UK economy and society, the creative
industries agenda has expanded across Europe and internationally. They have
the support of local authorities, regional development agencies, research
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councils, arts and cultural agencies and other sector organisations. Within this
framework, higher education institutions have also engaged in the creative
agenda, but have struggled to define their role in this growing sphere of activities.
Higher Education and the Creative Economy critically engages with the complex
interconnections between higher education, geography, cultural policy and the
creative economy. This book is organised into four sections which articulate the
range of dynamics that can emerge between higher education and the creative
economy: partnership and collaboration across Higher Education institutions and
the creative and cultural industries; the development of creative human capital;
connections between arts schools and local art scenes; and links with broader
policy directions and work. While it has a strong UK component, it also includes
international perspectives, specifically from Australia, Singapore, Europe and the
USA. This authoritative collection challenges the boundaries of creative and
cultural industry development by bringing together international experts from a
range of subject areas, presenting researchers with a unique multidisciplinary
approach to the topic. This edited collection will be of interest to researchers and
policy makers working in the area of creative and cultural industries development.
Essay from the year 2016 in the subject American Studies - Culture and Applied
Geography, language: English, abstract: The Innovation economy demands creativity
and art and art integration have been found ti extremely useful in nurturing the creative
skill set young people need to succeed. After two years the California Council for the
Arts together with the California Department of Education developed a "Blueprint for
Creative Schools" now administered by a new non-profit organization called CREATE
CA. This is the story of CREATE CA, and the Blueprints findings, and includes history
of one sates effort to reinvent the educational mission.
Justin O’Connor and Lily Kong The cultural and creative industries have become
increasingly prominent in many policy agendas in recent years. Not only have
governments identified the growing consumer potential for cultural/creative industry
products in the home market, they have also seen the creative industry agenda as
central to the growth of external m- kets. This agenda stresses creativity, innovation,
small business growth, and access to global markets – all central to a wider agenda of
moving from cheap manufacture towards high value-added products and services. The
increasing importance of cultural and creative industries in national and city policy
agendas is evident in Hong Kong, Singapore, Taiwan, South Korea, Beijing, Shanghai
and Guangzhou, Australia, and New Zealand, and in more nascent ways in cities such
as Chongqing and Wuhan. Much of the thinking in these cities/ countries has derived
from the European and North American policy landscape. Policy debate in Europe and
North America has been marked by ambiguities and tensions around the connections
between cultural and economic policy which the creative industry agenda posits. These
become more marked because the key dr- ers of the creative economy are the larger
metropolitan areas, so that cultural and economic policy also then intersect with urban
planning, policy and governance.
Politicians, educators and business leaders often tell young people they will need to
develop their creative skills to be ready for the new economy. Vast numbers of school
leavers enrol in courses in media, communications, creative and performing arts, yet
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few will ever achieve the creative careers they aspire to. The big cities are filled with
performers, designers, producers and writers who cannot make a living from their
art/craft. They are told their creative skills are transferable but there is little available
work outside retail, service and hospitality jobs. Actors can use their skills selling phone
plans, insurance or advertising space from call centres, but usually do so reluctantly.
Most people in the ‘creative industries’ work as low-paid employees or freelancers, or
as unpaid interns. They put up with exploitation so that they can do what they love. The
Creativity Hoax argues that in this individualistic and competitive environment, creative
aspirants from poor and minority backgrounds are most vulnerable and precarious.
Although governments in the West stress the importance of culture and knowledge in
economic renewal, few invest in the support and infrastructure that would allow creative
aspirants to make best use of their skills.
This collection brings together international experts from different continents to examine
creativity and innovation in the cultural economy. In doing so, the collection provides a
unique contemporary resource for researchers and advanced students. As a whole, the
collection addresses creativity and innovation in a broad organizational field of
knowledge relationships and transactions. In considering key issues and debates from
across this developing arena of the global knowledge economy, the collection pursues
an interdisciplinary approach that encompasses Management, Geography, Economics,
Sociology and Cultural Studies.
This book explores the dynamics of the interaction between the development of
creative industries and urban land use in Nanjing, a metropolis and a growth pole in the
Yangtze River Delta. In the last two decades, China's economy has been undergoing
dramatic growth. Yet, accompanying with China's economic success is the disturbing
environmental deterioration and energy concerns. These issues together with the
diminution of the advantage of low-cost labour force present many Chinese cities,
particularly big cities specialising in manufacturing in the most developed regions, the
urgency to find new approaches to "creative China". As an ancient city featured by
abundance of cultural heritages and legacies of heavy industries, Nanjing has been
striving for a decade to transform its economy towards a creative economy by
cultivating creative industries. In parallel with the flourishing of creative industries are
contest for land resources among different interest parties and restructuring of urban
land use. Both are new challenges for urban planning. This complex process is
examined in this book by an interdisciplinary approach which integrates GIS, ABM,
questionnaire investigation and interview.
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