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Economic Development & Enterprise
HAPPEN staff conducted an in-depth programme of desk research between April and October 2005.  The aim of this research was to build HAPPEN’s professional knowledge base in order to support all areas of its work, and enable it to increase its impact. 

This paper gives a brief and informal overview of one aspect of this research, most notably how the arts can assist with economic development and enterprise.  Whilst it is not intended as a piece of research in its own right, nor is it comprehensive, we hope that you will find the following information of some use.  

1.1
The economic value of the arts and the creative industries 

The first major attempt to express the financial importance of the arts was made by the Policy Studies Institute in late 1980’s.  While some commentators are uneasy with the quantification of the arts in economic terms, this case is increasingly being made in favour of the arts as part of the “creative industries.”  

According to the DCMS, the Creative Industries grew by an average of 8% per annum between 1997 and 2001, making it the fastest-growing sector in the UK; exports by the creative industries contributed £11.4 billion to the balance of trade in 2001, equating to around 4.2% of all goods and services exported; and in June 2002, creative employment totalled 1.9 million jobs.  The creative industries is likely to continue to be a growth area, given the UK’s repositioning within the global economy as a knowledge and services provider rather than manufacturer; an increase in affluence leading to higher expenditure on leisure pursuits; and the identification of creativity as one of the UK’s key characteristics.

The arts sector is made up nearly totally of SME’s: most of these are charitable and dependent on government subsidy; a small but increasing number operate as social enterprises; and others are commercial companies.  As well as providing jobs, the arts have been shown to attract residents and tourists; raise the profile and prestige of an area; and create content and intellectual property for the creative industries sector as a whole.

1.2
The arts within business

Since the 1970’s, when the Association for Business Sponsorship of the Arts (ABSA) was founded, there has been a steady rise in the investment in the arts by the business community.  Whereas initially this was seen as philanthropy, increasingly “sponsorship” became seen as a cost-effective promotional and corporate hospitality tool during the 1980’s, albeit one that was cut by many businesses in the recession of the early 1990’s.

The 1990’s saw a broader realisation develop of what the arts could do for business, in a number of different areas (this led to the re-branding of ABSA as Arts & Business in 1999).  Many companies have become very sophisticated in the development of traditional sponsorship to encompass brand identity and cause-related marketing.  The arts have also become a central part of many corporate social responsibility (CSR) policies and strategies, including employee volunteering as well as donations and sponsorship.

Most interestingly, a whole new area has opened up around the use of the arts in the workplace for human resources purposes, such as the development of creativity, staff motivation and satisfaction, team-building, leadership development, and communication skills training.  While this is still a relatively small field, the arts appear to offer the creativity, inspiration and values that are generally in short supply in the world of work.
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