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Growing Hampshire’s Creative Economy 
Session 1: Place making 

 
Speakers: Dr Brian Hracs & Dr Alexandra Reynolds 

Chaired by Simon Eden 



Place Making & 
Attracting 

Talent Brian J. Hracs  
University of Southampton



Case study from  
Canada to reflect  
on Southampton 

 



Talent  
Flows



Should Southampton 
just give up now?



Highly  
Mobile



Economic 1: 
Employment 
Opportunities

Economic 2: 
Affordability of 

Space

Social 1: 
Community 

Respect

Social 2: 
Supportive 
Networks

Toronto 

vs. 

Halifax

4 Dimensions of Comparison



Toronto  
Attracts  

But  
Doesn’t  
Retain



Halifax is becoming more attractive



Visit my website for more - 
 https://brian-hracs.squarespace.com

https://brian-hracs.squarespace.com


Musicians get  
paid in Halifax!



“Getting paid for gigs is a 
treat...”



Toronto = $13,773 (£ 7,000) 
Halifax =$ 12,656 (£ 6,600)



“I don’t have 
the time or 

energy to be 
creative”



The Government 
Provides Financial 

Support and Career 
Training



People would rather buy 
beer than music in Toronto



Easy to Connect in 
Halifax



Segregation  
and Exclusion



“I don’t get involved 
with other musicians 
because they are my 
competition.” 



Lessons for 
Southampton?



The Affordability of Space  
really matters



Little 
Interest in  
Shopping 

and Leisure



Community  
Matters 





I’m New Here



Need to  
Engage  

Students





Individual Lived 
Experience Matters



Smaller places can compete!



Major Opportunities for 
Southampton/Hampshire





Alexandra Reynolds 
 
Postdoctoral Research Fellow 
Creative and Digital Industries Hub 
Southampton Solent University 

 

 

 

 

 

 

The Role of the    
Digital Platform in 
Creative and Cultural 
Placemaking 



Research Interests and Talk Structure 

• Usefulness of digital crowdsourcing and co-creation in 
developing networks of cultural creativity online 

• Practical application of theoretical PhD research to specific 
challenges in Southampton  

• Tackling perceived fragmentation of cultural and creative 
provision through digital co-creation 

• Supplement and extension of offline initiatives 

• Emphasis on social and creative connections to develop 
vibrant cultural and creative network  

• Focus on 4 examples of interesting and effective practice 

• Range of examples developed by not for profit organisations 
and councils, local interest groups, museums and private 
companies 



Historypin, 2011/15, Shift 







Hackney Hear, 2012 
Hackney Podcast 

https://www.indiegogo.com/projects/hackney-hear#/  

https://www.indiegogo.com/projects/hackney-hear#/
https://www.indiegogo.com/projects/hackney-hear#/
https://www.indiegogo.com/projects/hackney-hear#/
https://www.indiegogo.com/projects/hackney-hear#/




The Wall, 2013 
Museum of Copenhagen and Gibson Group 

https://www.youtube.com/watch?v=GlxIa0OUcYc  

https://www.youtube.com/watch?v=GlxIa0OUcYc
https://www.youtube.com/watch?v=GlxIa0OUcYc




Human Ecosystems, 2013 
Salvatore Iaconesi 









Co-Creation and the City as Commons 

• Broad range of projects and technologies exciting opportunities for collaborative 
projects 

• How the technology is used generates a wide range of different cultural and 
creative outcomes 

• In my research, I am particularly interested in putting this digital technology to 
use in terms of developing commons based creative digital networks 

• This form of collaboration would aim to work to join up cultural production and 
allow for the development of spaces for creative connection 

• Shared commons need to be devised by a collective towards collective ends, 
rather than being instituted by a central authority or set of institutions 

• However, as representatives of higher education institutions, city councils or arts 
organisations, we can still help facilitate the commons by offering spaces and 
resources to artist communities, to help support and scaffold the desire to 
connect and collaborate in a sustainable way. 



 

Thank You! 

 

Email: alex.reynolds@solent.ac.uk 



Growing Hampshire’s Creative Economy 
Session 2: Talent progression and development 

 
Speakers: Dr Roberta Comunian & Jane Bryant 

Chaired by Dr Daniel Ashton 



Higher Education & 
the Creative City

Roberta Comunian, King’s 
College London

(paper with Alessandra Faggian, 
Ohio State University) 

Published in ‘Handbook of 
Creative Cities’  (2011)

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=UHe9yzO1QRGeGM&tbnid=ucLI_m2KUxpOrM:&ved=0CAUQjRw&url=http%3A%2F%2Fwww.mediwise.co.uk%2Fpartners.html&ei=HdqoUa3NAcqT0AXygoH4DQ&bvm=bv.47244034,d.d2k&psig=AFQjCNEOLz4WrR9M4MjyjoxcNdyv4owONA&ust=1370106609018125
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=UHe9yzO1QRGeGM&tbnid=ucLI_m2KUxpOrM:&ved=0CAUQjRw&url=http%3A%2F%2Fwww.mediwise.co.uk%2Fpartners.html&ei=HdqoUa3NAcqT0AXygoH4DQ&bvm=bv.47244034,d.d2k&psig=AFQjCNEOLz4WrR9M4MjyjoxcNdyv4owONA&ust=1370106609018125


Outline 

• The  role of Higher Education in the creative economy

• The creative city: from infrastructure to people -
‘Bohemian graduates’ as proxy

• Data and Methodology

• Results

– The geography of Higher Education provision

– The location decisions of Bohemian graduates

– Bohemian graduates & the Creative city

• Preliminary conclusions and research agenda
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Higher Education & the 
Creative Economy
• Recognised role of HEIs in economic, social and cultural 

development of cities

• Chatterton and Goddard (2000, p.493) define  HEIs as 
“repository of knowledge about future technological, 
economic and social trends and can be harnessed to help the 
region understand itself, its position in the world and 
identify possible future directions”. 

• Little specific knowledge and understanding of the role of 
HEIs in the creative economy
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Higher Education & the 
Creative Economy

• Interactions between HEIs and creative industries is 
documented (e.g. University Centre in Folkestone and the 
Creative Foundation) 

• ‘cultural provision’ is part of the civic role played by HEIs in 
their local area (Cantor, 2005; Chatterton and Goddard, 2000)

• Cunningham et al. (2004)  HEIs can provide support for R&D 
activities in the creative economy (e.g. “Creative Industries 
Precinct Project” QUT, Australia) 

• HEIs as a conduit for bringing potential creative 
practitioners into a region, educate them and produce 
high quality ‘creative human capital’ (Bohemian 
graduates)



Higher Education & the 
Creative City

CULTURAL CONSUMPTION

HEIs provide cultural facilities (theatres, venues, recording 
studios) and audiences for cultural consumption 

CULTURAL PRODUCTION

• Knowledge and innovation: potential but still under 
investigated:“creative industries appear to be marginal 
within university-based research” (Cunningham et al., 2004)  

• Human Capital: primary role of HEIs is bringing potential 
high quality human capital into a region – this highly skilled 
labour pool outweighs the benefits of knowledge spillovers
(Faggian and McCann, 2006, 2009)



Defining the Creative City

• The creative city as city of ‘cultural consumption’: 
Clifton (2008) ‘cultural opportunity index’ - used to measure 
the level of employment in recreational, cultural and 
entertainment sectors;

• The creative city as city of ‘cultural production’:  Clifton 
(2008) calculates the  ‘bohemian index’ as the level of 
employment in artistic and creative occupations using the 
Standard Occupational Classification 2000 and the DCMS 
guidelines (DCMS, 2009);

• The creative city as the ‘knowledge economy city’: 
Clifton (2008) ‘creative professional index’ is closely related to 
the concept of ‘creative class’ (Florida, 2002) and is linked to 
the interpretation of a creative city as a place able to attract 
creative workers and professionals. 
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Data & Methodology

• Data from HESA (Higher Education Statistical Agency)

• JACS codes ‘media’ (code P) and ‘arts and design’ (code W) to 
identify bohemian courses and students

• Two dataset used: 

– ‘Students in Higher Education’: includes 1,723,260 records 
for students enrolled in UG courses in 2007;  10.72% 
(184,750) registered in ‘bohemian’ courses. 

– ‘Destination of Leavers from Higher Education Institutions’ 
(also known as DHLE) for students who graduated (UG 
and PG) in 2007. Information on 332,110 graduates was 
collected including a description of their occupation and 
location. In the final combined database we had 242,470 
‘valid’ cases. 
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‘the bohemian graduates’
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Geography of HE provision

Bohemian graduates student numbers per UK regions 
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REGION BOHEMIAN
STUDENTS

% OVER TOTAL NO. 
BOHEMIAN STUDENTS  
IN UK

Greater London 44,420 24

South East 23,995 13

North West 19,605 10.6

Yorkshire & the Humber 16,845 9.1

South West 15,920 8.6

East Midlands 12,545 6.8

Scotland 11,235 6.1

West Midlands 10,980 5.9

Wales 10,365 5.6

East of England 10,440 5.7

North East 6,560 3.6
Northern Ireland 1,840 1

Total 184,750 100



Bohemian graduates (% percentage over total number of 
students in the hosting region)
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Geography of HE provision

REGION TOTAL STUDENTS 
IN THE REGION

% BOHEMIANS

Greater London 281,905 15.76
South West 121,100 13.15
East Midlands 111,335 11.27
Wales 93,265 11.12
UK Total 1,723,260 10.72
North West 189,375 10.35
Yorkshire & the Humber 163,555 10.29

East of England 105,925 9.85
South East 248,700 9.65
West Midlands 128,270 8.56
North East 78,270 8.38
Scotland 164,130 6.85
Northern Ireland 37,430 4.91
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Top ten ‘creative’ HEIs (absolute number of bohemian students and % over total 
national number)

INSTITUTION REGION TOTAL 
NUMBER OF 
BOHEMIAN 
GRADUATES

% 
NATIONAL 
BOHEMIA
N 
STUDENT
S

University of the Arts, London Greater London 12470 6.8

University for the Creative Arts South East 4795 2.6

Middlesex University Greater London 3800 2.1

Southampton Solent University South East 3610 2.0

The Nottingham Trent University East Midlands 3475 1.9

De Montfort University East Midlands 3395 1.8
The Manchester Metropolitan 

University
North West 3350 1.8

The University of Central Lancashire North West 3320 1.8

Birmingham City University West Midlands 3120 1.7

The University of Salford North West 3075 1.7

Geography of HE provision
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INSTITUTION REGION NO. OF

BOHEMIAN

STUDENTS

%  BOHEMIAN

STUDENTS

OVER TOTAL

Leeds College of Music Y&H 680 100.00
Royal Northern College of Music NW 675 100.00
Dartington College of Arts SW 585 100.00
Trinity Laban GL 830 100.00
Norwich University College of the Arts EoE 1165 100.00
Conservatoire for Dance and Drama GL 1095 100.00
Guildhall School of Music and Drama GL 705 100.00
Royal College of Music GL 590 100.00
Royal Academy of Music GL 670 97.59
Central School of Speech and Drama GL 805 96.52
University for the Creative Arts SE 4795 95.52
Rose Bruford College GL 735 95.42
The Arts Institute at Bournemouth SW 1835 93.49
Royal College of Art GL 795 89.68
University College Falmouth SW 1950 88.33
The Liverpool Institute for Performing Arts NW 620 88.06
The Royal Scottish Academy of Music and Drama SCO 665 87.94

University of the Arts, London GL 12470 83.28
Ravensbourne College of Design and Communication GL 840 75.91

Edinburgh College of Art SCO 1025 66.74
Glasgow School of Art SCO 1120 66.43

Top ‘specialised’ HEIs in Bohemian courses



Bohemian graduates and their 
location choices
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City / Location 
(NUTs 3)

HEIs
Prospective 
Bohemian

Student

Creative 
course

Bohemian 
Graduate

RQ1
RQ2

RQ3

Other 
City / 

Location 
(NUTs 3)



Bohemian graduates’
location choices
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• Where students go to study is often 
shaped and determined by the 
geography of provision

• Where Bohemian graduates decide 
to live might be determined by othe 
factors  in particular : PLACE and  
JOB OPPORTUNITIES



Percentage 
of Bohemian 
graduates 
(over total) 
working in 
the area

15

3.8 to 15.3 (3)
1.5 to 3.8 (14)
0.9 to 1.5 (18)
0 to 0.9 (100)



Graduates 
(over total) 
working in 
creative 
professions
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6.6 to 22.4 (1)

1 .8 to 6.6 (8)

0.8 to 1.8 (22)

0 to 0.8 (104)



BOHEMIAN STUDENTS % BOHEMIAN

GRADUATES

% CREATIVE

OCCUPATIONS

%

Inner London - W 10.44 Inner London – W 15.27 Inner London - W 22.39

Greater Manchester S 4.35 Inner London - East 5.46 Inner London - E 6.56

Leeds 4.07 Greater Manchester S 3.81 Outer London - W 3.88

Outer London - W 3.63 Outer London - W 3.59 Greater Manchester S 3.74

Inner London - E 3.62 Leeds 2.52 Surrey 2.04

N - NE Somerset, S 
Gloucestershire

3.09 Outer London - E 2.02 Leeds 2.00

Liverpool 3.04 Birmingham 1.98 Berkshire 1.93

Leicester 2.88 Hampshire CC 1.93 Edinburgh, City 1.88

Sheffield 2.81 Surrey 1.83 Outer London - E 1.85

Southampton 2.60 Tyneside 1.77 Hampshire CC 1.79

Bournemouth & Poole 2.43 Kent CC 1.68 Oxfordshire 1.76

Nottingham 2.41 Bristol, City of 1.61 Tyneside 1.65

Birmingham 2.36 Outer London - South 1.55 Birmingham 1.62

Lancashire CC 2.28 Cardiff and Vale of G 1.54 Hertfordshire 1.62

Surrey 2.17 Hertfordshire 1.53 Glasgow City 1.52

Tyneside 2.17 Berkshire 1.52 Bristol, City of 1.51

Lincolnshire 2.08 Leicestershire CC and 1.52 Kent CC 1.35

Outer London - South 2.03 Glasgow City 1.46 Essex CC 1.29

Brighton and Hove 1.96 Edinburgh, City of 1.41 Cardiff and Vale of G 1.26

Cardiff and Vale of G 1.92 Essex CC 1.38 Leicestershire CC 1.1417



Bohemian graduates in the Creative city

Graduates’ Locations Creative City

BS BG GCO BI CP CO

Bohemian Students 

(BS)

1.0000

Bohemian Graduates 

(BG) 

0.8208*

0.0000

1.0000

Graduates in Creative 

Occupations (GCO)

0.7909*

0.0000

0.9873*

0.0000

1.0000

Bohemian Index (BI) 0.6913*

0.0000

0.8250*

0.0000

0.8225*

0.0000

1.0000

Creative Professionals 

(CP) 

0.4209*

0.0000

0.6161*

0.0000

0.6050*

0.0000

0.7063*

0.0000

1.0000

Cultural Opportunities 

(CO)

0.2251*

0.0210

0.3282*

0.0006

0.3471*

0.0003

0.4317*

0.0000

0.3766*

0.0001

1.0000
18



Conclusion and future research 

• The geography of HEIs and the creative economy 
has an high degree of concentration and 
specilisation (role of London and the South East) 

• In consideration of the growing number of courses and 
students in this field, the issue of long-term 
sustainability and real job opportunities should be 
considered (Heartfield, 2005). 

• Bohemian graduates and graduates working in creative 
occupations are more strongly correlated to the indexes of 
‘cultural and creative production’: another confirmation of 
the fact that creative HEIs and the local creative labour 
market work as an integrated system
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There is “no better place to support the 
creative triad of talent, technology and 
tolerance than an art classroom”. 
Murphy (2010) 

Thank you. 



 
 

 

Artswork 

Talent and Progression 

Jane Bryant – Chief Executive 
November 2016 



Benjamin Zephaniah  

“We beings need adventure  

Just like we need a heart 

 It’s more than lazy leisure  

Life’s empty without art, 

Ideas are like the universe 

They cannot be confined, 

And our ideas are so diverse 

It’s all in the mind” 



About Artswork 

• National Youth Arts Charity with a 30-year track record 

• South East Bridge Organisation for Arts Council England  

• Learning and Skills Programme (beyond Bridge) 

 
– Deliver youth employability programmes including Creative 

Apprenticeships and national Creative Skills Employability Initiative 

– Arts Award Advisor Training Centre 

– Artsplan – National Professional Development & Training Programme 

– Networks CCI employers to build work-based learning 

– English National Youth Arts Network (ENYAN) – 4500+ members  

– Promotes youth voice and leadership (15 to 25) 

 



Talent and Progression 
 
 

 

“Let me break the silence, 

When I was young, I would express myself with violence. 

I thought it was the only way for me to share my views, 

And voice the feelings I was going through. 

Then I discovered I could put my feelings into words, 

And for the first time, I was heard.” 

  

(Young artist, Chukie, 2016) 



Why the arts and culture? 

“ Young people are the future. Cultivating their 
creative energies, passion and sense of engagement 
is fundamental for the success of their own lives 
and the economic, social and cultural vitality of our 
communities” 

 

Sir Ken Robinson 



 

 “If we fail to offer our young people the 
opportunity to participate in the arts and 
culture, then we fail to support them in 
becoming the leading thinkers, innovators, 
creative business and community leaders of 
the future”. 

 

Lord Puttnam, Chair,  

Cultural Learning Alliance  

 



 

What skills do  

young people need? 



What skills do young people need? 

 

   

“We need discovery; making; doing; exploring; 

creating; critical thinking; seeing; hearing; 

experiencing.” 

 

 Michael Morpurgo, Writer 



What’s the Context? 

• Warwick Commission Report 

• Education White Paper: Educational Excellence Everywhere 

• Culture White Paper 

• EBacc debate (House of Lords) – Feb 2016 

• Ebacc debated in House of Commons (July 16) 

• NESTA report: The Geography of Creativity in the UK 

• Creative Industries Federation 

• Recent Research report by Kings College London 

 

 

 



Talent and Progression 

• Clarity of progression pathways to 
employment 

• Diversifying work force 

• Addressing exclusion and those at risk of 
exclusion 

• Opening up of work based learning 
opportunities 

• Putting in support systems 

 

 



44,000 
working hours 

243 Young People 
• Creative Apprenticeships 

• Paid Internships 
• Regional Creative Skills 
Initiative (pre-employability) 

40 EMPLOYERS 

ARTSWORK 
Talent to 

Progression 
(as at June 2016) 

SINCE  
2012 

(Artswork 
regional 

programmes) 



Talent and Progression 

• 37 new apprenticeship jobs created 

• 99% of the young people are now in FE, 
Employment or HE 

• Creative Skills Initiative: Southampton Cohort 

 ‘Every young person who completed the 
 Initiative has gone on to further education, an 
 apprenticeship or employment,  This is 
 testament to the hard work of those young 
 people supported by the Programme’. 
 (Southampton City Council) 

 



Cultural Education Challenge 

Launched in October 2015, the Cultural Education Challenge is Arts Council 
England's call for the arts, culture and education sectors to work together in 
offering a consistent and high quality arts and cultural education for all 
children and young people.  

 

“ . . . . and if we truly wish to use all our talent, offer opportunity for all, and 
increase social mobility, then access to art and culture must remain high on 
the agenda, whether in school or outside school” 
Darren Henley, Chief Executive, Arts Council England 

 

More info: 

http://www.artscouncil.org.uk/children-and-young-people/cultural-
education-challenge 

 

http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
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http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge
http://www.artscouncil.org.uk/children-and-young-people/cultural-education-challenge


Arts Council England 

 

Cultural Education Challenge 

• 50 cultural education partnerships across England 
by 2018 

• Builds on 3 pilot programmes 2012/15 

• Senior policy and decision makers across sector 

• Vision, plan, outcomes and investment 

 

 



  “Find out what those kids are good at, what 
they care about, what they like and try to 
draw it out of them because it will change  
their lives.” 

 
Ben Drew (alias Plan B) 

(2011  - after the London riots) 

 



Artswork Resources 
• Artswork website -www.artswork.org.uk 

• www.connectingwithculture.com   

• Cultural Education Profiling 

• Work towards Cultural Education Partnerships 

• Artsmark Development Days 

• Arts Award Leadership Networks 

• Schools SE Newspaper (2 editions) 

• Monthly e-bulletin 

• Training and Professional Development programme  

• Briefings (e.g. Understanding the Educational 
Landscape) 

 

 

 

 

 



 

Contact details: 

 

• janebryant@artswork.org.uk 

 

• www.artswork.org.uk 
 

 



Growing Hampshire’s Creative Economy 
Session 3: Entrepreneurship 

 
Speakers: Dr Carol Ekinsmyth, Dr Julie Brown & Paul Spencer 

Chaired by Professor Suzanne Dixon 



Creative small businesses 

in Portsmouth 2015/16 
Carol Ekinsmyth 



Explaining everyday creativity 

• What is the relationship between ‘the city’ and creativity? 

• What is the relationship between place/space and 

creativity? 

• Are some places/spaces more conducive to creativity 

than others? 

• If  so, what are the ingredients? 

• How can policy makers foster the right spaces/and 

places?  



Creative work: Spaces needed 

for… 

• Knowledge 

networking 

• Learning  

• Congregation 

• Innovation 

 

• Stimulation 

• Creative ‘buzz’ 

• Production/practic

e 

• Display/selling 

 



Homes and neighbourhoods 

Or not… 



238 businesses  
(Online questionnaire survey 

May 2015-Jan 2016) 

 

87% located in PO1-PO6 area 
 

Postcode % of sample 
PO1 20.2 
PO2 3.0 
PO3 5.0 
PO4 31.5 
PO5 18.5 
PO6 8.8 
Other 13.0 
  



The majority of Portsmouth creative businesses are very small (and 

operated from the family home*) 

 

58% sole traders 

 

76% of  the businesses were not VAT-registered  

52% had a turnover of  less than £10,000 per (62% of  women, 49% men) 

12.7% had a turnover between £10,000 and £20,000 

 

 

 

 
     * Location of  business (home, studio etc) was not asked in this survey 

 

Sample details: 

Size and Turnover 



Businesses in the sample were mostly recent start-ups 

Sample details: 

Size and Turnover 

Almost 53% had started up in the past five years  

14% had started in the past year 

 

Vibrancy of  business start-ups in the area – or a lack of  business 

longevity? 

Start-up year vs. 

no. of  

businesses 



Business Sectors 

% of  sample businesses . Please note, these exceed 100% because some businesses claimed more than 

one sector 



Creative industry activities 

• Leading activities: Print Design (27%), Photography 

(32%), Illustration (25%) and Graphic Design (30%) 



Business Owners 

• 36% had graduated from the University of  

Portsmouth 

• Retention of  graduates, attractiveness of  the city, role 

of  the university in local creative economy 



Annual Turnover 

Another source of income is required for the majority of 

business owners to meet living wage thresholds 

 
N.B. Recent UK Government Statistics reveal that 77% of  the ‘self-employed’ in the UK earn below 

the £15,000 per annum poverty threshold (Joseph Rowntree Trust 2015). 



Growth 

Growth statistics were more optimistic 
 

43% of  businesses earned more in 2014/15 than in the previous year 

43% earned the same 

14% earned less.  

 

53% felt that the current financial year had turned out better than anticipated. 

 

In the coming year, 72% of  the sample anticipated growth 



Employees 

• Size of  Portsmouth creative businesses in line with 

broader business-size statistics (92.4% micro-businesses in 

EU28 countries) 

• 66% solo-enterprises with no employees   

• 91% would be classified as ‘micro-businesses’ (up to 

10 employees) 

• Women more likely than men to have solo-

enterprises (61% vs 49%) 



Skills Development 

• 51% felt they needed extra skills 

• Clear consensus emerged that 
Portsmouth needed extra support 
infrastructure 

• “workshops”  

• “better support” 

• “increased collaboration” and 
“networking opportunities”  

• “short-courses” in business and 
creative skills 

• the building of a “creative hub 
website” listing all local creative 
businesses  

• “central co-ordination”  

•  “promotion of local businesses to 
local people”. 

 

 



A comprehensive ‘go-

to’ directory 

…of local creative industry skills and practitioners.  

Practitioners wanted to … 

a) source local skilled labour/help/services when 

required 

b) be found when others required their skill-set.  

 



A greater role for local 

education providers 

• Local FE and HE providers currently too elitist or 

‘academic’ 

• Not providing enough short courses or paying 

attention to the needs of  the local creative economy 

and their skill requirements.  

 
“We need to be working with 

the University to develop 

more employable graduates” 



Greater help from local 

government 

• in raising the profile of  Creatives working in the city 

• more actively using local talent when they 

outsourced work 

• generally giving more recognition to Portsmouth’s 

creative industries 



40% respondents wanted more 

affordable studio space in Porstmouth 

 

15% wanted co-working/flexible office 

space 

 

30% wanted 

exhibition/retail/performance space 

The need for 

Space 



Complaint that current space is neither 

of  these 

Flexibility and 

Inclusivity 



Action and Connection 

• The forming of  a collective ‘body’ that can 
campaign for a) local services/facilities, b) greater 
recognition of  the value of  creativity and c) 
recognition that Creatives need a fair price for their 
work/labour  

• Development of  a sense of  local group identity  

• Raising of  the profile of  Portsmouth as a creative 
city 

• Development of  a central register of  local skills  

 

 



The role of  key 

individuals 



Interview-based 

research 

• 14 Interviewees 

• All mothers 
running a creative 
micro-business 
around family 
responsibilities 



Creative Businesses in imperfect places 

N=14 Interviewees 

Jess * Composer and sound 

art 

Home, Portsmouth 

Zoe Graphic Design Home, Portsmouth 

Kim Artist/Cards Home, Brecon 

Jane IT/ Website Design Home, Portsmouth 

Linda Craft Markets, Events 

Management 

Office, Portsmouth 

Angela * Artist/Designer Home, Portsmouth 

Kate Textiles/retail Shop, Chichester 

Emma Textile Artist Home, 

Buckinghamshire 

Caroline Metal Sculptor Workshop, Petersfield 

Tim, Pam, Laura, 

Cate, Emily 

Bloggers Home, Various Sussex-

based 



Working in the home – why? Family, cost, 

opportunity, harsh realities of micro-business… 



The 

wrong 

place? 



Creative buzz, cost and risk of  

a studio 



A need for the 

right 

infrastructure... 



Entrepreneur 

interventions 



Conclusions 

• Most creative business owners (not really) practicing under 
conditions of  their own choosing? 

• Flexible, short-term, affordable space for practice, networking, 
collaborating, specialist equipment is vital 

• This space needs to be ‘cool’ but inclusive 

• Business support and flexible short courses would be valued 

• Local institutions could do more 

• Gender and family commitments – need to consider differences 
between the personal circumstances of  practitioners 
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Specialist workspaces for  
creative entrepreneurs    



Why invest in specialist workspaces for 
creative entrepreneurs? 

• To attract and retain creative talent; 

• To stimulate local or regional growth by providing specialist workspaces, facilities and services 
which can help increase the number of successful business start-ups; 

• Creative workspaces can act as a catalyst for the regeneration and revitalisation of areas; 

• Creative workspaces can add vitality to neighbourhoods, helping to maintain employment use in 
developments which might otherwise be vacant; 

• Creative workspaces can deliver community benefits when creative entrepreneurs become 
involved in local projects which can aid social cohesion as well as benefit the public realm; 

• With high levels of occupancy creative workspaces can offer a sustainable business model; 

• Creative workspaces can contribute towards  improving people’s  perception of a place by 
promoting a creative and vibrant local culture. 



Virani, T.E. (2015) Rearticulating the Creative Hub Concept as a Model for Business Support in the Local Creative Economy: The Case 
of Mare Street in Hackney. London: Creative Works London, Queen Mary University of London 



DPA (2010) A Review of Creative Workspace Provision in Urban South Hampshire and 
Hampshire. London: David Powell Associates, Hampshire Economic Partnership, 

Partnership for Urban South Hampshire 

Creative workspace provision in Hampshire 

• Graduate retention – Hampshire’s four universities produce 7,000 graduates each year in 
creative subjects and Southampton Solent University is the fourth largest generator of creative 
subject graduates in the UK. 

• Different types of workspaces needed – office spaces, studio spaces, rehearsal spaces, 
specialist facilities (performing arts, music, film), studio and office spaces for design and 
architecture subsectors, retail outlets and workshop space (visual arts, designer-makers). 

• Changing needs – new graduate start-ups, new businesses established by experienced 
practitioners, businesses seeking to grow in size and value, core teams which expand and 
contract with production and project teams and collaborations. 

• Creative workspace providers – artist-led studio spaces (often non-for profit or social 
enterprises), local authorities (cultural infrastructure or regeneration projects), university-led 
projects (focus on recent graduates), secondary providers include business and enterprise 
centres as well as developers and commercial landlords. 



DPA (2010) A Review of Creative Workspace Provision in Urban South Hampshire and 
Hampshire. London: David Powell Associates, Hampshire Economic Partnership, 

Partnership for Urban South Hampshire 

Creative workspace provision in Hampshire 

• Cost components – rent, building service charges, business rates, energy costs, facilities and resources, 
business support, maintenance requirements, for existing buildings being converted for use as creative 
workspace there can be capital costs required to make the building usable, attractive and compliant with 
regulations. 

• Demand – estimated 130,000 additional square foot required each year. 

• Recommendations for intervention  

• Support for new workspace and support facilities: responding to specific industry needs for small, 
flexible, supportive business friendly workspaces. 

• Profile raising and inward investment: encouraging existing and new specialist commercial developers 
and providers to develop workspace for creative businesses in Hampshire. 

• Strategy: firmly locate the workspace agenda in wider creative and cultural and wider economic 
development strategies.  

• Intended outcomes – more and different creative workspaces in Hampshire; increased sustainability, visibility 
and profile for the sector; improve graduate retention. 



Buildings with over 50% occupancy by creative industries 















The Sorting Office Studios 
Specialist workspace and facilities 

• “The Sorting Office has enabled me to separate my work from my home life and has given me 
new confidence.” (historical costumier) 

• “As a visual artist whose work currently consists of the use of paint, canvas, paper and 
photographic works, the space has provided me with a more suitable working environment for 

the production and development of ideas. Much better than the kitchen floor or table at home!” 
(visual artist) 

Professional development and business support  

• “Being in the space has helped me to drive my business forward. The mentoring and training 
that has been provided have all helped me to move forward… Also being surrounded by other 

artists has helped my business because we share ideas and help each other, it makes a real 
difference.“ (textiles artist) 

Networking  and sense of creative community 

• “We share information on marketing, suppliers and courses, for example. As well as encouraging 
each other, we also support one another through the challenges of running our own businesses. 

Being in this professional environment allows me to focus on my dream, meet new contacts, 
interact with other creative people and begin to achieve my targets.” (print designer and 

illustrator) 

 

 



• Access to a flexible drop-in workspace with super-fast WIFI, HD monitors, presentation screens, 
kitchen facilities and meeting room. 

• Free entry to all Tec Hub and Digital Arts Programme professional development events. 

• Online profile on the Tec Hub website as well as an entry in the Creative Eastleigh directory and 
further promotion through the monthly Digital Arts e-newsletter. 

• Opportunities to pitch for live projects managed by Eastleigh Borough Council 

• Membership to Southern Entrepreneurs 

• Additional business services including printing, photocopying and registered business address 
available from Wessex House 

 



Tec Hub at Wessex House 
Specialist workspace and facilities 

• “Whilst we’re channelling money, like most innovators, into technology and into the connections 
we need to get these things going, we need a place like this. I think that this keeps the 

innovation within the areas where it was born.” (managing director, digital design company) 

• “I previously worked from home which can prove to be tricky, so having Tec Hub as a working 
space is just fantastic.” (filmmaker) 

Professional development and business support  

• “There are a range of things that give us the chance to get off the ground. Workshops enable us 
to learn new skills and to network with other business people. It’s not just about arty types and 

code heads, there are people giving solid business advice too.” (founder, media production 
company) 

 
Networking  and sense of creative community 

• “Most importantly, I applied to the Digital Arts Programme to meet new people in the local area 
who share the same love and enthusiasm for what they do and I would dearly love to, if at all 
possible, get involved in projects external to those that my own company are working on. I am 

hoping to be a part of something new and exciting in Eastleigh and help it mature into 
something brilliant.” (artist and animator, games development company) 

 

 



Specialist workspaces for creative 
entrepreneurs in Hampshire 

 

 

• They provide specialist workspace and also often services  and many of them are aimed at 
creative industries SMEs (including micro-businesses). 

• They are usually managed by trusted individuals or organisations who maintain, broker and also 
curate relationships within and sometimes outside of the specialist creative workspace. 

• They have become critical to the existence and overall sustainability of the local creative ecology 
and contribute towards raising the profile of the creative industries sector. 

• The networking opportunities that specialist creative workspaces offer are as important as the 
actual workspace and facilities themselves. 

 Thoughts for the future… 
• A robust application process as well as mentorship and professional development opportunities 

are key to ensure that users are able to progress and grow sustainable businesses. 

• Monitoring users’ progress is important in identifying how they can best be supported as well as 
how the workspace and related services can be improved. 

• In order to develop the workspace infrastructure for the sector and to make way for new users 
at existing facilities we need to consider ‘next stage’ workspaces. 
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Notes 
1) New Data commissioned from BOP uses Annual Business Inquiry survey 2015 

employment  and 2016 business count and is intended to refresh report provided 
by Dr Caroline Chapain of Birmingham University  in 2012 
 

2) This study focuses on creative industry employment identified by SIC code from 
the ONS Annual business inquiry survey using Department for culture media and 
sport (DCMS) definition.  

 It does not focus on employment in the creative economy. 
 

  People doing creative jobs in non creative businesses eg a designer in a marine business 
are not included.  

 People doing non creative jobs in creative businesses. (eg an accountant in a theatre are 
included.) 

 In 2014 CIs employed 1.8m people nationally . The creative economy 2.8m people.  
 

2) The ABI only picks up VAT registered business. A large number of Creative 
businesses are not VAT registered. 
 

 2010 study estimated 20-30 % creative businesses not registered (Approx.  2K - 3K 
businesses)  

 This tale may be growing due to increases in VAT threshold, apparent hollowing out of 
the sector and falling number of employees per company.   



Definition Changes 2003, 2010, 2014 (and approx. impact on 
total jobs England)  

2003 Definition 2004-2008 Data  

Advertising Architecture Art and 
Antiques  

Designer 
Fashion 

Video  
Film  
Photo 

Music  
Visual  
Perf 

Publishing  Software  
Electronic  
Publishing 

TV and 
Radio 
 

National 
Total Job 
Change 

Specialised  
Design 
Activities 

-Sales in 
Galleries 
and of 
antiques 

Manuf 
 

-Repro 
-Other 
ent & 
Rec 

-News 
Agency 
Activities 

-Repro 
computer 
media 

-285 000 -347 000 -31 000 -37 000 -7 000 -707 000 
(47% of 
2008 
Total) 

2014 Definition  2010- 2015 Data 

Advertising  
Marketing 

Architecture Crafts Design Film & TV 
Video 
Radio 
Photo 

Music  
Visual  
Perf 

Publishing IT 
Software 
Computer 
Services 

Museum 
Galleries 
Libraries 
 

Public 
Relations & 
Coms 

Manuf 
Jewellery  
& related 
Articles 

Specialise
d 
Design 
Activities 
 

Cultural 
Educ 
Perf 
Support 

-Directories  
mailing 
lists 
-
Translation 

+141 000 
(15% of 
2010 
Total 

+27 000 +5 000 +31 000 +4 000 +12 000 +62 000 



Employment in the Creative Industries in Hampshire 

Employment by sector 2015 

Advertising Architecture Craft

Design Film & TV Etc IT Software Etc

Publishing Museums Galleries and Libaries Music Perfoming and Visual Arts



Which sectors are growing  

Increase Jobs 2004-2008 Increase in Jobs 2010-2015 
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Variation in total number of 
jobs by Sector in Hampshire 
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Variation in Total number of Jobs by Sector in
Hampshire 2010-15
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10000
12000

Variation in total number of 
jobs by sector in Hampshire 

2003-2008 old definition 

Variation in total number of jobs by sector in
hampshire 2003-2008 old definition



Business concentration by sector  
Sector Business Count  LQ by sector in Hampshire Average number of 

employees per business 

Advertising and Marketing    595 0.77 4.23 

Architecture    465 0.99 3.28 

Design    680 0.96 1.67 

Film TV & Radio    600 0.59 2.16 

IT & Software 4 940 1.15 4.64 

Publishing    265 0.78 3.7 

Museums Galleries & Libraries      30 1.08 22 

Music Performing & Visual Arts     630 0.58 1.7 

All Creatives  8 215 0.94 3.9 

All Businesses 72 870 1.00 11.44 



Employment by Hampshire Local 
Authority 2015 

 

Local Authority Total % Hants  Employment Quotient 

Basingstoke   3 735 11.6   % 1.04 

Hart   2 336   7.3    % 1.39 

Rushmoor   4 781 14.85  % 2.31 

New Forest   1 725   5.36  % 0.56 

Test Valley   1 768   5.5    % 0.68 

Winchester    5 242 16.29  % 1.46 

East Hants   1 818   7.6    % 0.94 

Southampton   2 469   7.67  % 0.47 

Eastleigh   2 456   7.63  % 0.88 

Fareham   1 500   4.7    % 0.68 

Gosport     669   2.08  % 0.78 

Portsmouth   1 950   6.1    % 0.43 

Havant      927   2.9    % 0.51 

IOW      809   2.51  % 0.36 

Hampshire 32 185 100% 0.71 



Location of Growth  
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Business concentration by Local Authority  
Local Authority  Creative Business Count  Location Quotient  Average size CI Business 

Basingstoke 1 260 1.44 2.96 

Hart    840 1.47 2.78 

Rushmoor    450 1.18 10.62 

New Forest     725 0.81 2.38 

Test Valley    625 0.92 2.83 

Winchester    860 1.04 6.10 

East Hampshire    805 1.11 2.26 

Eastleigh    515 0.81 4.77 

Southampton     500 0.64 4.94 

Fareham    405 0.84 3.70 

Gosport    120 0.53 5.58 

Portsmouth    480 0.73 4.06 

Havant    345 0.72 2.69 

Isle of Wight    285 0.56 2.84 

Hampshire  8215 0.94 3.92 



Growth in company count by sector and locality 
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Average Company Size  
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Estimating GVA 

Hampshire Travel to Work Areas  
Calculation of GVA 

Nesta Geography of Creativity 
Report (2014 data) 

Nesta 
Identified 
Clusters 

Total GVA Creative 
Employment 
Jobs  

CI Employment GVA per 
creative job 

Newbury £0.4b NA 4 954 NA 

Andover £0.1b NA 1 065 NA 

Guildford and 
Aldershot 

£2.9b 40 000 38 000 £72 000 

Basingstoke £0.6b NA 7 800 £32 000 

Southampton  £1.0b 21 000 13 000 £48 600 

Bournemouth £0.2b 10 000 4 300 £20 000 

Portsmouth  £0.4b 16 000 4 900 £25 000 

Hampshire 
Estimate 

Approx. 
£2.5b 

Approx. 60K  Approx 30k Approx.  
£40 K/Job 
 



Estimating total jobs employed by creative 
businesses  

IT & Software 
Hampshire 

All Creatives  
Hampshire 

Change in Jobs  IT Change in Jobs  
All Creatives  

2003-2008 (Old 
Definition) 

37% 27% 4 855 10 603  

2010-2015 32% 29% 5 563   7 196 

2015-2020 30%  ??? 29%  ??? 6 900 ???   9 300 ??? 

Actual Total 
2010 

 % Change 
All Creatives 
2010-15 

Guessed % Change 
All Creatives 2015-
20 

Change in Jobs  
2010-2015 (Actual 
2015 Total 32 185) 

Guessed 
change in Jobs 
2015-2020 

Guessed 
Total Jobs 
2020 

PUSH Core 7 447 45% 45% 3 333 4 838 15 618 

Mid Hants  8 612 23% 23% 1 941 2378 12 941 

EM3 not PUSH 8 930 22% 22% 1 922 2335 13 187 



The contribution of small-
scale cultural events to the 
Hampshire economy 

Elaine Rust 
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PhD Researcher 



Overview 
• PhD research background 

• Study areas: 

– Beggars Fair, Romsey 

– Trout ’n About, Stockbridge 

– Farmers’ and crafts market, Andover 

• Results: 

– Economic impact 

– Other impacts 

• Contributions and implications 



PhD research background 

• ESRC CASE studentship – external partner Test Valley Borough 
Council 

• Economic impact assessment plus broader social/cultural impacts 

• Three case studies: Andover, Romsey and Stockbridge 

• Mixed methods: 

– Quantitative: economic impact assessment 

– Qualitative: other impacts 

 



Case studies 

Trout ’n About, Stockbridge 

Beggars Fair, Romsey 

Farmers’ and crafts market, Andover 



Results: economic impact 

* Overall estimated attendance. Economic impact based on a proportion of this to exclude ‘casuals’ (Crompton et al, 2001) 

Event 
Estimated 

attendance* 

Estimated 

town 

spend 

Estimated 

stalls 

spend 

Overall 

economic 

impact 

Beggars Fair 5,077 £41,272 £20,495 £56,594 

Trout ’n About 4,590 £20,750 £49,138 £67,529 

Farmers’ and 

crafts market 
1,151 £3,717 £4,860 £10,636 

Economic impact assessment 



Results: economic impact 

Event 

Ratio of 

town:stall 

spend 

Beggars Fair 2.34:1 

Trout ’n About 1:2.25 

Farmers’ and crafts 

market 1:2.23 

NB: Based on gross estimated town and stall spend 

How do town centre businesses benefit? 

• Opportunities for new businesses  

– Evidence of stallholders progressing to permanent units (AFM) 



Results: other positive 
impacts 
• Social/cultural: 

– Atmosphere:  

“I love the atmosphere and very often you see people you have not seen 
in ages” (BF resident) 

– Community cohesion: “Brings the community together” (BF attendee) 

“Brings locals together” (TnA attendee) 

“We don’t need to buy anything. It’s just nice to bump into people we 
know” (AFM attendee) 

– Funding for community groups (TnA)  

– Opportunities for new or unusual experiences: 

“Different choices from the supermarket” (AFM attendee) 

“It’s a really eclectic mix of music and styles” (BF attendee) 



Results: other positive 
impacts 
• Place marketing/identity: 

“keeps Romsey on the map” (Romsey business) 

“Trout ’n About showcases our beautiful Test Valley” (Stockbridge 
business) 

“Gave me a chance to showcase my guesthouse for future bookings” 
(Stockbridge business) 

“People not necessarily from Andover visit for the market then venture to 
other stores in town that they normally wouldn’t visit” (Andover business) 



Results: other negative 
impacts 
• Anti-social: 

“Atmosphere round the pubs doesn’t feel safe” (BF attendee) 

“Drunks and risk of criminal damage to our property” (Romsey business)  

• Place marketing/identity: 

“I just don’t think it’s ‘Romsey.’ It attracts undesirables’ (Romsey resident) 

“I despise Andover town centre” (Andover resident) 

• Trading conflict: 

“Locals stay away from shopping” (Romsey business) 

“This is NOT good for local traders” (Stockbridge business) 

“High street shops benefit more than the Chantry Centre” (Andover 
business) 

“Ensure there are stalls selling different product, not duplicate goods” 
(Andover business) 



Contributions and 
implications 
• Economic (monetary) impacts of small-scale cultural events minimal – is this 

the right metric?  

• Cultural events add value in other ways: 

– ‘Psychic income’ (Crompton, 2004; Kim and Walker, 2012) 

– Strengthening sense of community (Gursoy et al, 2004; Smith, 2010); 
particularly where community is involved in event organisation (BF, TnA)  

– Community groups benefit (TnA) 

– Springboard for micro/new businesses (AFM) (La Trobe, 2001)  

– Place marketing effect (Gibson and Davidson, 2004) 



Contributions and 
implications 
But … 

• Attitudes and (mis)perceptions can impact on the reputation of the event and 
the host location 

• Anti-social behaviour (or perceptions of it) worse than other negative impacts 
(eg congestion or noise) (Deery and Jago, 2010) 

• ‘Local’ needs to be defined to maximise economic opportunities 

– Ratio of town spend:stall spend 

• Address concerns over ‘unfair’ competition by visiting traders 
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