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Meeting New Challenges

The perennial problem with IP protection is 
that legislation will always be running to catch 
up with technology. In particular, a number of 
challenges that have emerged recently that 
continue to present major issues for creative 
businesses include:

•  Ownership and controlling IP when content 
is published online

•  The advantages of creating open source 
and Creative Commons material

•  Differences in international law, particularly 
where the internet is concerned.

•   How can the music publishing industry 
innovate to generate new revenue streams 
to compensate for piracy?

•   Will the film industry find itself in the 
same situation as music publishing once 
bandwidth speeds allow more widespread 
piracy?

•   Intellectual property, artefacts and services 
in virtual worlds

Tools and Services
SME Legal Advice

4.2.8

Updating Protection

Workshop participants agreed that for many 
in the creative industries, seeking or paying 
for legal advice, patents and protection is not 
worthwhile in the realm of IP, unless you are 
very close to commercialisation.

In the absence of alternative and more user-
friendly legal frameworks for protecting IP, 
most agreed that low-level protection with 
a lack of red tape and an open, trusting 
environment for sharing ideas was the way 
forward. This highlights the potential for 
existing or new legal services to work closely 
with events and space organisers, and for 
combining this opportunity with some of the 
spaces and events proposed in this report.

On the CIs Terms

There are many barriers to efficient and 
effective legal protection, but adopting 
language and techniques to communicate 
legal issues to the CIs beyond simply 
signposting can help improve awareness. 
Methods such as visualising exploitation 
routes for an idea or case studies and 
testimonials can help put the initially daunting 
legal world into terms creatives can better 
engage with.

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.

Mini Case Study

The case study below illustrates current 
practice in this area of opportunity.

Own-it

Own-it is an online and actual IP knowledge 
and support resource offering. It includes case 
studies, news, a blog and providing contract 
templates, signposting and advice and inquiry 
services.

Specifically aimed at providing support for 
the creative industries, it hosts events and 
also offers an ‘IP clinic’ for organisations with 
annual turnover less than £100,000.

Image: www.own-it.org
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4.2.9

Introduction

Many small creative businesses often begin 
life as a partnership between creative directors 
with enough business acumen to get ‘off the 
ground’.

Particularly for SMEs, there is an ongoing 
dilemma between continuing to grow with 
creative directors leading the business 
strategy, sales and growth, or at what point 
and whether those directors should hand over 
responsibilities to a managing director.

A further issue is how creative SMEs cope 
with the role of ‘facilitator’ or innovator for 
client businesses, which often requires 
understanding and co-operation with the 
administrative and bureaucratic functions of 
much larger organisations. Much time spent 
dealing with such administrative tasks could 
be better spent on creative output.

Summary

There is scope to improve or create new 
services that provide creative SMEs with 
advice, examples and support to understand 
the language of business and large 
organisations and corporations.

Senior management throughout the CIs is 
made up of creatives - they want to streamline 
their operations and concentrate on what they 
love and are best at. There is a real desire for 
expertise, tools and processes that may help 
reduce or offset this burden.

This opportunity also emphasises the 
benefits of exchanging business and creative 
knowledge between organisations, much as 
‘B-schools’ and ‘D-schools’ are increasingly 
doing through collaboration and modular 
exchanges.

Examples

•   DBA (Design Business Association)
•   Business Link
•   CIDA (Creative Industries Development 

Agency)

Adapt Opportunities

Tools and Services
Best Business Practice

A service to help creative SMEs develop their 
proficiency in managing the ‘business side’ of 
things. Priming SMEs to make the most of KT 
and better collaborate with organisations of 
different sizes and in other sectors.
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4.2.9Tools and Services
Best Business Practice: Specification

signposting or imparting directly what is 
required. However, these individuals should be 
carefully selected and introduced to establish 
trust and understanding.

Different timescales and budgets demand 
scalability. The service should match 
appropriate mechanisms to the organisation 
that requires them, from online services and 
self-conducted toolkits to close collaboration 
with experts.

Universities as providers

Universities could expand their KT partnership 
offer by offering business and entrepreneurship 
services and courses. These could even run 
in parallel to a KT project, helping creative 
businesses to best apply, capitalise upon and 
then reflect on the process.

A longer term view was also suggested 
that closer integrates creative (‘D-schools’) 
and business (‘B-Schools’) Universities 
and courses, to develop skills and mutual 
understanding before students have even 
entered the professional world.

Areas for Improvement

Workshop participants identified a number 
of areas they believed would better equip 
creative businesses.

•   How to develop their business
•   Sustainable revenue models
•   Scalability
•   Commercial and technical partners
•   Channel partners
•   New market opportunities
•   How to access funding
•   Business partners and partnering
•   Markets
•   Funders
•   Revenue models

Above all of these stands the issue of 
‘awareness’ - emphasising to the CIs the value 
of this service and effectively signposting to 
already existing ones.

Mechanisms

Using experienced people as the bridge or 
facilitator to help creative businesses was seen 
as the ideal mechanism.

The most intensive idea was to match and 
embed an expert in the creative business, 
who would help focus and diagnose the 
organisation’s business needs, before 

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.

Mini Case Study

The case study below illustrates current 
practice in this area of opportunity.

NESTA

NESTA’s Creative Business Mentor Network 
provides creative entrepreneurs and smaller 
creative organisations with mentors who have 
themselves achieved business success in the 
creative sector.

The mentors’ established networks and 
experience provide specialised help for these 
organisations as they seek to grow and 
consolidate.

Image: www.nesta.org.uk
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4.2.10Tools and Services
Internal Knowledge Toolkit

Introduction

Organisations that are better at managing 
knowledge and retaining and transferring 
it internally are better at engaging in and 
capitalising on KT projects with external 
organisations.

They are better equipped to take on board 
new lessons and learnings, with more flexibility 
to implement organisational or cultural shifts. 
They are also better geared to capitalise on 
knowledge and ideas quickly and effectively.

A significant point raised by participants in the 
Baseline Report was that with accelerating 
staff turnover and the baby-boomer generation 
retiring, many skills, techniques, ideas and 
processes would be lost or would ‘walk out of 
the door’ with a departing employee.

Summary

This opportunity may include a campaign 
to show the benefits of internal knowledge 
management, retention and transfer, complete 
with case studies.

It may be embodied in a toolkit to help 
organisations ‘work smarter’; capitalising on 
and generating more value from knowledge 
transfer. The toolkit could be a set of online 
guidelines or wiki, a checklist, a physical 
object such as a ‘method deck’ of cards 
and activities, or more likely a combination of 
these.

In order to boost the knowledge economy, 
employees should be equipped to maximise 
their potential, and creative business equipped 
to ensure the knowledge generated is 
retained, making them more resistant to the 
negative effects of departing staff.

A campaign or platform to encourage 
organisations to prioritise knowledge 
management whilst equipping them with the 
tools, processes and advice to instil and retain 
best practice.
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4.2.10Tools and Services
Internal Knowledge Toolkit: Specification

organisations hard-pressed for time and 
resources to allocate to a long-term view. 
These organisations must learn how to work 
with its knowledge or else perish, but will be 
the most difficult to reach.

People

Such a campaign may initially appeal to the 
directors, CEOs and higher management 
of organisations, but in order for internal KT 
processes and cultures to improve, buy-in and 
adoption needs to take place at every level of 
an organisation. Such cultural shifts take time 
and effort.

Employees can impart their knowledge 
and skills to a wider audience and feel their 
ideas are given a platform on which they can 
grow. This will help increase satisfaction and 
ultimately reduce turnover which is one of the 
biggest threats to internal KT.

Toolkit

Tools need to be defined and developed to 
navigate organisations through KT processes 
and extend best practice throughout business, 
with case studies to demonstrate their use.

This should encourage and equip 
organisations to capitalise on knowledge they 

Campaign

The increasingly inter-disciplinary nature of 
projects and collaboration in the knowledge 
economy requires organisations to work 
laterally across departments, with better 
awareness of their functions, people and 
abilities than ever before.

The goal is for KT to become an integral part 
of corporate philosophy, and woven into the 
daily culture of organisations.

This should be primarily communicated 
through demonstrating the benefits of internal 
KT, and to highlight that good internal KT 
practices equip organisations to better 
harness the advice and expertise of outside 
collaborations.

Sustainability

The campaign must translate into suitable 
and appropriate practices specific to the 
organisation or particular environment.

Competing against the day-to-day pressures 
represents the greatest challenge. Short-
termism was an issue repeatedly mentioned 
by workshop participants.

This is further compounded by the current 
economic climate which makes more 

already have at their disposal. By circulating 
and raising awareness of ideas and giving 
them the room to be incubated and applied, 
they can become innovative services and 
products.

A number of people-centred tools and 
mechanisms were identified to help increase 
internal KT:

•  Training and orientation of staff should be a 
collaborative process

•   Apprenticeships can increase KT through 
direct demonstration

•   Mentoring can quickly develop the value of 
more junior team members

•   A ‘buddy’ peer system can help transfer 
more tacit knowledge of the working culture 
and operational details.

•   Two-way training would pair up people with 
lots of experience to impart with those who 
have up-to date and specific knowledge, 
such as recent graduates who can provide 
new ideas and thinking to refresh the more 
experienced.

•   Circulating people to work or present to 
different teams, departments and offices 
will help unify thinking, reduce the effects of 
hierarchies and silos and spread ideas.

•   Having a knowledge capture process 
for visiting specialists or departing team 
members.

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.
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Examples

•   AURIL (Association for University Research 
and Industry Links)

•   CIHE (Creative Industries Higher Education)

Evolve Opportunities

4.2.11

Summary

The outcome could be a service, wiki or policy 
to encourage the standardisation of best 
practice.

Universities should help develop a receptive 
culture and skills and behaviours in students to 
provide a seamless transition into industry, and 
to enhance the first-hand industry experience 
of its tutors.

This would help facilitate a shift towards a 
more demand-driven curriculum with greater 
industry buy-in.

A specific area for development would be 
the timing and specification of collaborative 
projects between Universities and industry, 
to ensure both parties are best prepared and 
poised to make the most out of KT.

Introduction

There is an opportunity to establish a 
resource of best practice, helping to widen 
the bandwidth of interaction between the two 
communities and close the gaps between 
learning and working.

Of course new interactions are being 
developed, with Universities strengthening 
industry links, live projects and the number 
of placements which in turn inform the 
curriculum. 

However, standardisation and publication of 
mechanisms can provide Universities with 
case studies, tools and advice on how to 
strengthen their interactions with industry 
to maximise the effectiveness of these 
interactions to enrich both communities.

Tools and Services
A Standard Of Mechanisms

Encouraging better integration of Universities 
and industry by improving the quality and 
quantity of KT mechanisms. Developing a 
standard for collaborative best practice for 
Universities to work to.
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4.2.11Tools and Services
A Standard Of Mechanisms: Specification

Reflect to Evolve

Standardisation should always be flexible and 
considered as ‘always in beta’, that is, never 
truly finished. This resource is not intended to 
provide a static toolkit, but is a live, ongoing 
dialogue which continuously improves and 
informs the mechanisms it promotes, whilst 
identifying emerging needs that may require 
new tools, processes and mechanisms or 
even make some existing ones redundant.

Reflection is also an important element for 
the parties involved in collaboration, as too 
often the follow-up and legacy of a project is 
neglected, particularly if the people originally 
involved have moved on.

Pro-Active Developments

Amongst the many mechanisms currently 
being deployed to enrich both the academic 
and industrial communities, workshop 
participants discussed the practice of 
Universities creating self-initiated industry-
focused projects. Industry are then invited to 
collaborate. This is beneficial in that it provides 
industry with a project ‘ready to go’, but such 
projects need to be informed by experience 
and a clear view of what is going on in 
industry.

Tailored Recommendations

The mechanisms recommended to a 
University should be chosen through 
consultation or filtered by a number of criteria. 
These include the direction a department 
wishes to go, its strengths, weaknesses and 
where it would like to fill gaps, the type of 
project and the participants involved.

From the industry side, the CI’s ‘producers’ - 
the musicians, film-makers, craftspeople and 
designers - should be involved to translate 
their front-line observations into guidance, 
steering and inspiration for research and 
trends. These people are as essential as 
the larger organisation middle and higher 
management who broker KT deals.

The lack of professionalism and experience 
of placement students can create a catch-22 
situation, which highlights the need to 
understand what projects and endeavours 
would best suit all parties involved.

Timing

Synchronising University timetables with 
projects requires flexibility to account 
for industry partners’ work flow peaks 
and troughs, and as deadlines and 
commencement dates move.

This becomes further complicated when there 
are several stakeholders involved, such as an 
agreement between a University, a creative 
studio and end client.

Benefits First

There should be a range of benefits agreed at 
the initial discussions around a project, how 
they should be measured and what targets 
should be met to confirm success. 

For universities, a top-line would include a 
more relevant and industry focused curriculum 
and education for their students, who benefit 
from first-hand experience and expanding their 
contacts and peers. 

For industry, the benefits include access to 
potential future employees, new opinions and 
critical viewpoints, and the ability to align and 
introduce students to their company ethos.

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.
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Summary

It is a secure online platform which matches 
supply and demand, but focuses primarily on 
‘tendering out’ knowledge to a wide audience.

It also encourages the introduction and 
initial collaboration of those who created the 
knowledge and those who intend to exploit it.

The first model would present knowledge in 
a standardised format on the website, where 
for a set period of time it is open to comments 
and offers. After this period, interest can be 
assessed and if there are no willing partners 
or adopters, it passes to the second model 
rather than become dormant.

Should a potential venture be deemed of 
sufficient benefit to society but not something 
that either the academic or business world 
want to take further, the Government will have 
the option to set up an non-profit organisation 
to exploit the knowledge.

Introduction

This scheme would help ensure that research 
that may otherwise be ‘shelved’ by Universities 
is released to a wider audience, increasing the 
chances of someone spotting an opportunity 
or previously unseen potential.

It also reclaims ideas that may be of benefit 
to society, but not profitable enough to 
businesses to warrant investment, and 
ensures they are not lost by the wayside.

As the old ‘closed’ models of generating and 
hoarding IP become less relevant, real value is 
found in open innovation models which help 
unlock the value of IP and exploit ideas.

It also helps ease the transition, for Universities 
in particular, from one revenue stream to the 
next; closed and open models are often seen 
as incompatible in parallel.

4.2.12Tools and Services
Knowledge Bank

Facilitating the shift from closed innovation 
models to help unlock the potential of IP and 
also allow less profitable but socially beneficial 
projects to flourish.
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•   Innocentive
•   One Billion Minds
•   Enterprise Europe Network (EEN)

Evolve Opportunities
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4.2.12Tools and Services 
Knowledge Bank: Specification

Developer Motivation

Besides potential partnerships and offering 
mentoring services, the developer of IP will 
also benefit through licencing or having a 
stake in whatever the ‘applying’ organisation 
makes of it.

Legislative Support

The government may support this scheme 
by making the creation of patents an easier 
and more accessible process, reducing the 
competitive advantage of countries that 
already do this. This will help establish a more 
level playing field for IP without the need for 
an international standardisation or alignment 
process.

Access

Through this scheme, SMEs should 
have access to a much wider landscape 
of possibilities. Opening up and even 
‘democratising’ knowledge will help repel 
the threat of corporate dominance and keep 
Universities in the balance.

Investors will also be accessing a different 
ecosystem and culture of entrepreneurship, 
able to indicate their interest in collaborating 
with organisations or funding ideas discreetly.

Tagging and Metadata

Because there will be a wide variety of 
inquiries and purposes for visiting the site, 
there needs to be a way to guide those people 
to the information, ideas or IP that they need.

Tagging will give each idea the best chance 
of connecting with the people who may 
make use of it- the equivalent of a book 
being on many shelves at once. Tagging will 
also allow the service to keep track of what 
kinds of IP and ideas are being stored, and 
which are more popular at any given time. 
Such metadata could also help research 
organisations be more demand-driven, 
although being predictive and pro-active is 
more appropriate for longer-term projects.

Security

Security is vital to protect the contents of 
the bank: the ideas and IP. This service 
or approach will live or die by its ability to 
maintain trust with its users, which will be 
much better served by preventative measures 
than legal action following infringement or 
theft.

It must balance this with seeking innovative 
ways to grant access to a wide audience 
of registered users, who have made non-
disclosure or similar agreements.

People

Taking on IP through the Knowledge Bank 
should not be a distant affair. The generating 
or licencing organisations should ideally work 
in close contact, with personnel involved 
directly in the creation of the IP helping to 
transfer and explain the nuances and thinking 
around what a ‘capitalising’ or ‘applying’  
organisation is taking on.

This could for instance be operated through 
a mentoring programme or guidance through 
the initial steps as in Opportunity #6: B2B First 
Steps.

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.
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Summary

The system will integrate with existing social 
networking and identify and understand 
emerging trends and topics, which, as the 
system gains intelligence, will ‘bubble to the 
surface’ according to each individual user’s 
interests, appearing on their profile pages, 
mobile devices, news and RSS feeds, for 
example.

It requires smart communications system, with 
accurate aggregations and an emphasis on 
people recommending things to each other 
will help build networks, relationships and 
a rich resource of validated and prioritised 
information.

This system focuses on finding information 
rather than producing more, and at the heart 
of the information you seek is a group of active 
contacts who have registered their interest in 
sharing knowledge and collaborating.

Tools and Services
Cross-Disciplinary ‘Buzz Engine’

Introduction

Workshop participants and survey 
respondents throughout this project have 
expressed that there is too much information, 
too many overlapping services and networks, 
and not enough useful filtering or validation. 

An online space with the purpose of 
capitalising on the disparate efforts going on 
in different sectors which might be entirely 
comparable - laterally linking universities, 
creative businesses and businesses in need of 
creative or research input and collaboration.

People are the best search, validation and 
recommendation engines, able to make 
personalised, accurate and truly empathic 
suggestions. People also have reputations 
or ‘personal brands’ that others may wish 
to follow. Putting people at the centre of the 
system will create the most intelligent and 
rewarding information services.

4.2.13

A human and mechanical aggregator that links 
different knowledge activity across sectors 
and disciplines. It includes themes, projects, 
campaigns and events and focuses on finding 
and navigating information, not creating more.
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•   LinkedIn groups and challenges
•   Twitter trends
•   Match.com
•   Facebook

Adopt Opportunities
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4.2.13

Signposting

Exploring a particular theme should present 
a wide range of different sources for more 
information. These should be provided in a 
range of ‘media’ suited to your preferences, 
should you be more inclined to attend events, 
link and post things online or read through 
reports and articles.

As well as information, other members can 
be searched and organised by geographical 
location, hubs and groups, and events they 
may be attending.

Comms and Channels Research

The platform requires a robust comms and 
networking strategy, including what platforms 
to incorporate and what channels different 
communities prefer for different purposes.

The service is dependant on the make up of 
its community, and should have a reflexive 
advertising strategy to adjust any inbalances 
towards one discipline, use or audience.

Platform Integration

The key to a successful aggregator is 
balancing its breadth of input with the quality 
and accuracy of its output.

The system would take in events, contacts, 
organisations and personal activity details 
such as what you’re working on, interested 
in, currently reading or browsing on the web. 
Developing the richness of this activity profile 
will ensure more accurate output to whatever 
feeds the user chooses.

Focus on People

It provides a place to meet and discuss 
ideas, and to begin to form relationships and 
build trust, also assisting common dialogue 
between less compatible disciplines.

Influential people will naturally gain more 
contacts, but the platform provides a ‘great 
leveller’ for those with great ideas, but less 
established reputations who may wish to 
champion a theme in order to become more 
prominent in a particular field. Alternatively 
a campaign may seek out high-profile 
champions.

Tools and Services
Cross-Disciplinary ‘Buzz Engine’: Specification

Matchmaking

Smart algorithms will filter data according to 
a close monitoring of people’s interactions, 
preferences and habits, in order to supplement 
direct human recommendations with empathic 
automatically-generated ones.

Preliminary research should focus on how 
search engines, social networking sites and 
online dating agencies use behaviours and 
preferences to accurately match users with 
content and other people.

Mixing People, Breaking Silos

The unique selling point of this idea is the way 
in which it acts as a catalyst to bring people 
together from unlikely backgrounds through an 
intelligent identification of a subject or theme 
they may have in common.

It allows fresh clusters to emerge and re-form 
continually, with an emphasis on exploring 
and seeking out new people, and challenging 
yourself with different views. To help ensure 
this, it carefully balances the need for relevant 
and meaningful information filtering without 
reducing the chances of cross-disciplinary 
collaboration and contact; even maintaining an 
element of serendipity.

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.
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4.2.14

Summary

This initiative seeks to research and directly 
observe the drivers, barriers and behaviours of 
organisations in order to improve access to KT 
resources and activities.

It will inform the alignment of KT events, 
products, networks and services with the 
needs of various stakeholders, particularly 
focusing on creative businesses.

One possible outcome could be the design 
of a personalised first-encounter consultation 
process, to understand what a creative 
business wants out of a KT partnership or 
process, and how to communicate benefits 
and case studies.

Introduction

Anecdotally it is understood that the portfolio 
of KT mechanisms is not aligned to creative 
businesses in a way that would make them 
compelling enough for widespread investment 
and participation.

The true ‘cost’ of KT needs to be explored 
through a number of research projects that 
could identify how KT offers, tools and the 
channels through which they reach the CIs 
could be better calibrated. 

Also, businesses often find it difficult to make 
time for KT workshops, conferences, and 
networking events. Consequently, a lack of 
involvement in KT consultation means less 
suitable services. This spiral must be avoided.

Tools and Services
On The CI’s Terms

A research centre or ‘think tank’ to make KT 
more user-friendly to creative businesses.
To observe and understand how, where, when 
and with whom creative industries could better 
engage with KT mechanisms.
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4.2.14

order to be malleable and adaptable to each 
individual working partnership or relationship.

Journey-Based Support

Research should be conducted to inform 
a journey-based service offering support, 
resources and advice at the right time and in 
the right way. It would show examples of what 
to expect and anticipate concerns or queries, 
supporting all parties involved.

Such a resource that guides organisations 
through their KT journey would help increase 
uptake, reduce drop-out rates and help ensure 
that the outcomes and relationships at the 
‘end’ of an agreed KT term are continued. As 
one participant in the Baseline Report said, ‘a 
good KT process never finishes’.

Establishing Feedback

Far too often the latent needs of businesses 
go unheard or undetected. This lack of 
feedback or a voice will further alienate 
organisations that aren’t already involved.

It is crucial to see any mechanisms or offers 
as constantly in ‘beta’ - a phase of continuous 
development and improvement.

Depending on the outcomes of research, 
ideas such as an electronic surgery to drop-
off your problems, alternating physical and 
virtual mentoring and online webcasts and live 
events can help bolster the virtual offer. These 
would also reduce the potential for creative 
businesses to be isolated because of their 
geographical location, for example, and boost 
the overall KT offer to the CIs.

Benefits Matrix
As Diagnostics Tool

The benefits of KT need to be relevant and 
communicated up front in order to engage the 
CIs.

One tool in particular that has emerged to help 
understand the needs of the CIs and which 
KT mechanisms may be of greatest benefit to 
them is the ‘Benefits Matrix’, developed in the 
Baseline Phase of this project (See far left).

This tool is designed as a dialogue to quickly 
and efficiently engage the CIs and understand 
how to communicate the value of KT relevant 
to them. It could even be conducted online to 
reduce costs and improve uptake within the 
CIs.

This benefits matrix needs to be developed 
through consultation with universities and 
businesses as well as representative bodies. In 

Research

Beyond surveys, it is important to research 
and understand the rhythms, behaviours and 
motivations of businesses on a day-to-day 
level.

Larger organisations can afford to attend 
events during traditional office hours, where 
SMEs may only be able to find time for out-of-
hours activities, for example.

Some stakeholders will crave more tangible, 
formal experiences and items, where others 
may thrive on more informal, open-ended 
input and processes.

Physical and Virtual Channels

Many of the workshop participants repeated 
that ‘KT is great for the CIs, if you know it’s 
there’. This communications gap is partly 
due to the newness of the field and partly 
due to poor communications, which includes 
language, filtering, message and channel.

For example, anecdotally the academic 
community is more flexible and more readily 
attends workshops and events during working 
hours. The CIs are more quick to adopt online 
technologies and are more likely to participate 
in remote and virtual activities and discussions, 
given the choice.

Tools and Services
On The CI’s Terms: Specification

Short Term Long Term

Qualitative

Quantitative

e.g. professional 
development, 

expanded networks 
and in-house 

capacity

e.g. growth, 
new processes, 
techniques and 

practices

e.g. brand synergy, 
employee morale, 

stimulating 
environments or 

projects

e.g. strategic and 
cultural shift, new 
policy, commercial 

opportunities

Benefits Matrix - by identifying the needs of 
creative businesses, they can be matched 
with mechanisms that occupy a similar space 
on the chart.

Journey Diagram - understanding the key 
stages of the journey of KT engagement, 
from KT-unaware to maintaining an ongoing 
KT relationship. This will help ensure that KT 
supporting services provide the right help at 
the right time.
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Summary

The Creative Industries need to gain 
prominence and positioning with large-scale 
and international projects and government 
policy to help shape our future.

Government and industry should be 
encouraged to investigate the increasingly 
important role that the CIs have to offer.

The CIs, through representative bodies, 
campaigns or policy, should demonstrate their 
value with examples as they seek ever larger 
roles and projects in this global arena.

Funding for new projects and ventures should 
be re-distributed to reflect these challenges 
and opportunities.

Examples

•   Architecture for Humanity
•   Institute Without Boundaries
•   Design Against Crime
•   Sorrell Foundation
•   Dott 07 and Dott Cornwall
•   Doors of Perception - John Thakara

Adopt Opportunities

4.2.15

Introduction

The coming years will see massive investment 
in green energy, sustainability, life sciences 
and business services in the UK. Globally, 
people will face ever greater challenges due to 
population growth, climate change and energy 
needs, for example.

The Creative Industries have the potential 
to make new products, services and even 
ways of life more appealing to help the UK 
become a more sustainable society. Yet the 
government has not aligned the CIs with these 
challenges to the same degree it has regarding 
the digital revolution, for example.

The knowledge and problem-solving potential 
of the UK’s CIs can be exported worldwide 
to help find solutions to global humanitarian, 
environmental, societal and economic 
challenges.

Policy and Positioning
The Big Challenges

Demonstrating the power of the Creative 
Industries to help solve some of the greatest 
challenges we face domestically and globally, 
through exporting and exchanging knowledge.
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4.2.15

International Links

Though the government and industry bodies 
have the largest role to play in harnessing the 
power of the creative industries and applying 
it to the big problems at home, expanding 
internationally relies just as much on the CIs.

The CIs should seek links with international 
corporations, humanitarian organisations and 
charities.

In parallel, government and industry bodies 
should seek to assist the CIs in exporting 
this talent an knowledge, and also ensuring 
that with fewer but much larger projects and 
funding on this landscape, that SMEs are not 
left behind.

Exchange, Not Just Export

UK creative businesses that are involved in 
international projects will be enriched with 
cultural knowledge and even new practices 
to develop and apply domestically. This will 
equip them with the experience to pursue 
opportunities overseas; humanitarian or 
commercial.

Move Upstream

CIs should seek involvement earlier in the 
process, becoming less about aesthetic 
finish and tweaking user-friendliness and 
more embedded in early needs research and 
strategic decisions.

This requires a cultural and perceptual change, 
and will consequently take time.

Make it Tangible Early

The CIs are equipped to visualise and 
demonstrate by example early on in a 
process - a powerful tool in securing buy-in 
from stakeholders. Below are some ways in 
which moving the CIs up the agenda can be 
achieved at low cost and, speaking generally, 
play to the strengths of the CIs.

•   Self-Initiated Live Projects
•   Prototypes and Demonstrations
•   Campaigns
•   Lobbying and Policy change
•   Demonstrating Applying Creative 

Processes and Principles
•   Publishing
•   Research
•   Manifesto

Policy and Positioning
The Big Challenges - Specification

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.
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4.2.16Policy and Positioning
Bottom-Up Funding

Summary

A policy shift from larger funding projects to 
smaller projects or components will help open 
up access to a wider range and number of 
businesses.

There’s a danger that the public sector is 
repeatedly tendering to the same small 
pool of organisations large enough to take 
on projects in their entirety, which can lead 
to complacency. This opens up access to 
funding which in turn accelerates competition.

Better co-ordination of the process and 
outcomes of the different organisations 
involved will help mitigate any extra costs 
incurred whilst opening up accessibility.

Introduction

The CIs have a high proportion of SMEs 
and microbusinesses. Quite often for these 
smaller businesses, large funding pots are 
out of reach and only accessible to much 
larger organisations. A possible future shift 
towards the EU providing a larger proportion 
of funding, and the ringfencing and entry 
requirements that go with this, could present a 
great threat to SMEs.

Whilst organisations can band together to 
provide a united front of more people and a 
broader skill set, this is not always easy or 
practical.

Smaller projects and smaller chunks of funding 
could remove the barrier that many SMEs face 
in that they are often too small to compete for 
funding with large organisations.

A policy shift to provide wider access to public 
funding that particularly helps SMEs. Breaking 
down large projects will increase competition 
and collaboration.
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•   Advantage Creative Fund
•   NESTA Creative Credits Scheme

 Evolve Opportunities
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Secondly, for the applying organisations 
there needs to be a simple, user-friendly and 
swift application process, which will also 
favour larger organisations who may have to 
complete a higher number of applications.

Incentivising Applications

Tendering and pitching for work - essentially 
developing initial ideas for free - is a hot issue 
in the Creative Industries. With this potential 
landscape of more funds, more applications 
and more pitches, it may be a more 
convenient time to confront a less convenient 
issue.

An Opportunity to Break Silos

With larger projects being broken up into more 
funding pots, there are greater collaboration 
challenges, but there are also greater 
opportunities than ever for the CIs to work 
across disciplines and with other small and 
large organisations. This will help break silos 
and develop creative businesses into more 
inter-disciplinary organisations, experienced in 
and enriched by collaboration.

4.2.16Policy and Positioning
Bottom-Up Funding: Specification

Closer Collaboration

Universities are excellent at finding funding. 
Businesses are keenly honed to applying 
knowledge and commercialising and 
capitalising on the results.

In order for businesses, particularly startups 
and SMEs, to get moving on a venture, 
the ability of Universities in acquiring 
funding should be recognised and broadly 
communicated. Equally, Universities should 
seek to surround itself with a cluster of 
businesses to work with in the short and long-
term.

This policy shift would incentivise industry and 
academia to work more closely and develop 
longer term relationships.

Research Accessibility

Research should first be conducted or 
gathered to understand the corporate 
structure of the creative industries - how 
many SMEs and microbusinesses there are 
compared to other industries in order to 
bolster the case for this shift.

From this data, an assessment can be made 
to understand how much funding is feasibly 
available to those organisations, and what 
proportion is simply out of reach due to scale.

A Smarter System

Smaller, more numerous pots of money may 
increase competition for funds and quality of 
outcomes, but a smart system will have to be 
introduced in order for this shift to work.

Firstly, although the administrative processes 
could be loosened for smaller pots of money, 
the larger number of funding pots and 
application processes needs to be managed 
so as to provide little or no extra workload.

However, loosening the tender requirements 
and shortening the application process means 
that an idea can be moved into production 
before its competitive edge is lost.

These specifications 
are a collection 
of interesting and 
promising ideas 
and steps to realise 
the potential of an 
opportunity or to 
improve and evolve 
current practices.

These have been 
collaboratively 
identified through 
the Scenarios and 
Opportunities phases.
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