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a) Cultural and Creative Industries
Exercise: Exercising Models of the CCIs

The following outlines three models of the CCIs. Each defines the 
cultural and/or creative industries in slightly different terms.

Questions:
• How are they defining cultural and/or creative industries?
• What similarities or differences do you find in how these models

classify industries as either cultural or creative industries?
• What benefits or problems do you find with each of the models?



a) Cultural and Creative Industries
i) Models

From: Work Foundation, The, 2007. Staying ahead: the economic performance of the UK's creative industries. London: Department for 

Culture, Media and Sport, pp. 19-20.

What the creative industries have in common

1.21 creative industries … are often perceived to have as many differences as similarities; indeed, even within a sector like publishing the 

differences between, say, newspapers and educational publishers are often perceived to loom larger than their commonalities. However, the 
truth is that each creative industry has a core business model in common.

1.22 All originate ideas of expressive value which they commercialise. ‘Ideas of expressive value’ can range from the humblest pleasing song 
or appealing advert to the latest interpretation of Shakespeare or new design for a car. They create new insights, delights and experiences; 

they add to our knowledge, stimulate our emotions and enrich our lives.

1.23 Nor in the first decade of the 21st century is expressive value confined to traditional arts forms; expressive value is represented in 

software programmes, video games and the range of interactive, user-generated cultural material found on the internet.

1.24 The ‘creative core’ can be conceptualised as the production of ‘pure creative expressive value’ – ranging from traditional high art to 
video games and software. Some of the activity in the creative core is enabled in part by grants from the state, because without investment it 

would not exist.

1.25 Other activity in the core flourishes without any form of support, and is in some respects a hardier creative and cultural contribution. 

Shakespeare required no subsidy; his drama was self-supporting and arguably the stronger for it.

1.26 Nevertheless, without investment, many organisations would not exist on their current scale. But the public monies need to be carefully 

and strategically disbursed to avoid the danger of creating supplicant, grant-dependent bodies.



a) Cultural and Creative Industries
1.27 ‘Cultural industries’ – film, television, publishing, music, the performing arts and video games – construct their business models 
principally upon commercialising acts of origination of expressive value. They are distinguishable as a subset of the creative industries. The 
independent television producer, computer games or software house or educational publisher may have different markets and audiences but 
one way or another they are commercialising expressive value.

1.28 Moreover the way they set about organising such origination is necessarily through a process of light-bulb moments, iteration and 
experimentation, rather than recourse to any codified body of knowledge – another feature that binds them together. Legally, their business 
models are more based on the right to copyright the ideas they originate, in contrast to, say, manufacturers, who patent innovations because 
of the uniqueness of their function or purpose. However, all sectors use a range of intellectual property rights.

1.29 ‘Creative industries’ are analytically first cousins to the cultural industries; distinct but obviously from the same family of activity. What 
they produce has a high degree of both expressive and functional value. Architecture, design, fashion, computer services and advertising are 
quintessentially creative industries whose market offerings pass both a cultural and workability test. Adverts have to sell products, but work 
best if they firmly express the culture. Buildings should be both aesthetically pleasing and work. Design should embody the culture, but is 
useless if the products do not function well. Fashion products have to be culturally in the vanguard but wearable at the same time. Not every 
single building, advert, dress or design needs to pass both tests, but the creative industries are healthier and more vital to the degree that as 
many as possible do.

1.30 Building a business around the commercialisation of expressive value presents particular business challenges. Demand for a film, novel, 
painting, haute couture dress or the success of an advert, building, computer game or new design is much more difficult to predict than for 
products or services with more functional content.

1.31 Consumers find it difficult if not impossible exactly to anticipate the reward from a creative or cultural offering before they have 
experienced it. While many technologically complex products have this property, they can often be assessed by reference to some objective 
criteria. The rewards from consuming creative offerings are necessarily both more subjective and social, so that word of mouth becomes an 
especially important if fickle determinant of demand – but makes business planning highly problematic. There is also an ever-present 
incentive for companies to compete by improving quality and spending; an incremental few pounds may make the difference between 
success and failure.

1.32 And on top, creatives – ‘the talent’ – are motivated by a desire to fulfil their art; and the creative process necessarily involves marrying 
and integrating diverse and sometimes very individualist people into successful teams. The consequent management challenges are 
particularly acute.



a) Cultural and Creative Industries

Work Foundation (2007)

https://static.a-n.co.uk/wp-content/uploads/2013/11/4175593.pdf


a) Cultural and Creative Industries
ii) Models
From: UNCATD, 2010. Creative economy report 2010. Geneva: United Nations Conference on Trade and Development, pp. 8-9.

UNCTAD definition of the creative industries
The creative industries:
• are the cycles of creation, production and distribution of goods and services that use creativity and intellectual capital as primary inputs;
• constitute a set of knowledge-based activities, focused on but not limited to arts, potentially generating revenues from trade and 

intellectual property rights;
• comprise tangible products and intangible intellectual or artistic services with creative content, economic value and market objectives;
• stand at the crossroads of the artisan, services and industrial sectors;

and
• constitute a new dynamic sector in world trade.

the creative industries comprise four large groups, taking into account their distinct characteristics….



a) Cultural and Creative Industries
• Heritage. Cultural heritage is identified as the origin of all forms of arts and the soul of cultural and creative industries. It is the starting 

point of this classification. It is heritage that brings together cultural aspects from the historical, anthropological, ethnic, aesthetic and 
societal viewpoints, influences creativity and is the origin of a number of heritage goods and services as well as cultural activities. This 
group is therefore divided into two subgroups:
– Traditional cultural expressions: art crafts, festivals and celebrations;
and
– Cultural sites: archaeological sites, museums, libraries, exhibitions, etc.

• Arts. This group includes creative industries based purely on art and culture. Artwork is inspired by heritage, identity values and symbolic 
meaning. This group is divided into two large subgroups:
– Visual arts: painting, sculpture, photography and antiques; and
– Performing arts: live music, theatre, dance, opera, circus, puppetry, etc.

• Media. This group covers two subgroups of media that produce creative content with the purpose of communicating with large audiences 
(“new media” is classified separately):
– Publishing and printed media: books, press and other publications;
and
– Audiovisuals: film, television, radio and other broadcasting.

• Functional creations. This group comprises more demand-driven and services-oriented industries creating goods and services with 
functional purposes. It is divided into the following subgroups:
– Design: interior, graphic, fashion, jewellery, toys;
– New media: architectural, advertising, cultural and recreational, creative research and development (R&D), digital and other related 
creative services.
– Creative services: architectural, advertising, cultural and recreational, creative research and development (R&D), digital and other 
related creative services.



a) Cultural and Creative Industries

UNCATD (2010: 8)

http://unctad.org/en/Docs/ditctab20103_en.pdf


a) Cultural and Creative Industries
iii) Models
From: KEA European Affairs, 2006. The economy of culture in Europe. Brussels: KEA European Affairs, pp. 2-3.

The Cultural and Creative Sector
The first step in assessing the economy of culture in Europe is the need to define corresponding sectors and activities.

This is no easy task given the divergence of national and international approaches to date.

Because of the study’s objectives, its scope goes beyond the traditional cultural industries such as cinema, music and publishing. It also 
includes the media (press, radio and television), the creative sectors (such as fashion, interior and product design), cultural tourism, as well as 
the traditional arts fields (performing arts, visual arts, and heritage). The study also touches upon the impact of the cultural sector on the 
development of related industries, such as cultural tourism and, perhaps more importantly, ICT industries, and explores the links between 
culture, creativity and innovation in this respect.

Therefore the scope of the assessment includes:
• The “cultural sector”
- Non-industrial sectors producing non-reproducible goods and services aimed at being "consumed" on the spot (a concert, an art fair, an 

exhibition). These are the arts field (visual arts including paintings, sculpture, craft, photography; the arts and antique markets; performing 
arts including opera, orchestra, theatre, dance, circus; and heritage including museums, heritage sites, archaeological sites, libraries and 
archives).

- Industrial sectors producing cultural products aimed at mass reproduction, mass-dissemination and exports (for example, a book, a film, a 
sound recording). These are “cultural industries” including film and video, video-games, broadcasting, music, book and press publishing.

• The “creative sector”
In the “creative sector”, culture becomes a “creative” input in the production of non-cultural goods. It includes activities such as design 
(fashion design, interior design, and product design), architecture, and advertising. Creativity is understood in the study as the use of 
cultural resources as an intermediate consumption in the production process of non-cultural sectors, and thereby as a source of 
innovation.

Consequently the study’s scope of investigation is the “cultural & creative sector”. This approach enables us to measure more accurately the 
economic and social, direct and indirect impact of culture and creativity. This is mapped out in the following table:



a) Cultural and Creative Industries

KEA European Affairs (2006:3)

CIRCLE SECTORS SUB-SECTORS CHARACTERISTICS
CORE ARTS FIELD Visual Arts Crafts

Paintings – Sculpture –

Photography

• Non industrial activities.

• Output are prototypes and “potentially copyrighted works” (i.e. 

these works have a high density of creation that would be 

eligible to copyright but they are however not systematically 

copyrighted, as it is the case for most craft works, some 

performing arts productions and visual arts, etc).

Performing Arts Theatre - Dance – Circus - Festivals.

Heritage Museums – Libraries -

Archaeological sites - Archives.

CIRCLE 1:
CULTURAL 
INDUSTRIES

Film and video • Industrial activities aimed at massive reproduction.

• Outputs are based on copyright.Television and radio

Video games

Music Recorded music market – Live

music performances – revenues of 

collecting societies in the music 

sector

Books and press Book publishing - Magazine and press 

publishing

CIRCLE 2:
CREATIVE 
INDUSTRIES AND 
ACTIVITIES

Design Fashion design, graphic design,

interior design, product design

• Activities are not necessarily industrial, and may be prototypes.

• Although outputs are based on copyright, they may include 

other intellectual property inputs (trademark for instance).

• The use of creativity (creative skills and creative people 

originating in the arts field and in the field of cultural industries) 

is essential to the performances of these non cultural sectors.

Architecture

Advertising

CIRCLE 3:
RELATED 
INDUSTRIES

PC manufacturers, 

MP3 player 

manufacturers, mobile 

industries, etc…

• This category is loose and impossible to circumscribe on the 

basis of clear criteria.

• It involves many other economic sectors that are dependent on 

the previous “circles”, such as the ICT sector.

= Cultural sector = Creative sector

http://ec.europa.eu/culture/library/studies/cultural-economy_en.pdf

