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Creative Spaces is developing strategies, specific 
to London and Toronto, to enhance the growth and 
development of creative industries in both cities. 
Drawing on international best practices identified 
through a combination of desk and field research,  
the project will identify optimal strategies 
for building the necessary infrastructure and 
environment in which creativity can flourish. The 
Strategies for Creative Spaces project is centered  
on three principal objectives.

1) The identification and evaluation of international 
 best practice in the development of the creative 
 city and in particular the creative cluster and 
 the leverage of creative assets for broader 
 local and regional economic regeneration  
 and development

2) The delivery of a practical learning experience 
 for creative cluster, economic development, public 
 policy and academic professionals that provides 
 a stimulus to the development or refinement of 
 creative cluster interventions

3) Developing a deep network of ongoing bi-lateral 
 relationships between creative cluster, economic 
 development, and public policy practitioners in 
 London, Toronto, and other major global creative 
 centres around the world

In order to meet these objectives, the project 
is framed around answering two key research 
questions.

• What ‘levers’ can be employed to nurture and 
 grow the creative economy and a city’s creative 
 assets and/or to make a city a creative/cultural 
 centre?

• How can the value of a city’s creative/cultural 
 assets be maximised for the purposes of regional 
 economic development? 

The Creative Spaces project is being carried out  
in three phases between early 2005 and mid-2006, 
followed by a programme of dissemination.

Phase I – Literature review and global scan of creative 
 city and cluster strategies, policies and 
 interventions. Identification and 
 evaluation of the key success factors and 
 ‘levers’ that are used internationally to 
 pursue and sustain the development of 
 the creative cluster. The Phase I Report 
 is available to download at: www 
 creativelondon.org.  An online searchable 
 database of policies and publication 
 abstracts is also available at www 
 citiesinstitute.org/creativespaces.

1. Introduction

 
This case study is one of a series of city reports produced as part of 
the Creative Spaces research project. Strategies for Creative Spaces is a 
collaborative initiative between the cities of London and Toronto – a joint 
venture between the London Development Agency (Creative London 
and the Evidence & Evaluation Team), the City of Toronto Economic 
Development and Culture divisions and the Ontario Ministries of 
Economic Development & Trade and Culture.
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“London’s creative industries contribute an enormous amount  
to the capital, both economically and culturally. I welcome the  
fact that the Mayor recognises this and is supporting creative  
business in London” (Sir Terence Conran, 2005)
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Phase 2 – Drawing on the findings from Phase I, 
 a comprehensive analysis and evaluation 
 of the approaches taken by selected case 
 study cities, including study tours of 
 Barcelona, Berlin and New York, as well 
 as London and Toronto, and how they 
 might be transferred and applied to both 
 cities. Follow-up with key city and cultural 
 agencies has provided up to date 
 economic data and project exemplars.  
 This case study report on Barcelona is 
 therefore published alongside reports  
 on Berlin, London, New York, San Francisco 
 and Toronto. 

Phase 3 – The development and refinement of city 
 specific strategies for developing and 
 sustaining creative spaces and stimulating 
 creative industry clusters in London 
 and Toronto. The findings will be published 
 in the form of a final report distilling 
 policy implications arising from the 
 whole project and outlining ‘Lessons 
 Learned’ and transferable good practice 
 across key themes developed from the 
 Phase I global scan and city fieldwork 
 tours. A programme of dissemination will 
 then make the evidence and material 
 available to a wider user audience at city, 
 as well as national and international levels. 

 
This City-Regional Case Study therefore documents 
the approach to development of creative spaces and 
the stimulation of cultural and creative industries 
taken by London, drawing out the success factors 
and lessons, as well as pinpointing areas of weakness. 

Firstly, an overview of the political and economic context 
and background to the city is provided. This is 
followed by a summary of population demographics, 
labour market, locational advantages, tourism 
and investment for the city-region. The approach 
to urban regeneration and neighbourhoods is 
outlined with examples of community development 
projects. The creative industries and economy is then 
detailed in terms of employment, trends, sectoral 
concentration and local and regional clusters, 
followed by a review of the recent creative industries 
strategy and supporting analysis and creative 
business surveys.  

The report concludes with a summary 
of strengths and weaknesses, 
highlighting London’s key success 
factors and current weaknesses. 

A selection of projects and initiatives is then detailed 
in Appendix A, as examples of innovative and good 
practice for other cities. 

This report has been researched and written by 
the Cities Institute, LondonMet University and 
participating creative enterprises in London. 

1.1 Governance and political system
 Greater London is divided into 31 metropolitan 
boroughs, and the ‘cities’ of London and 
Westminster. As unitary boroughs, all have statutory 
land-use planning powers, and mandatory spending 
powers including arts, cultural, recreation and 
economic development provision. Local authority 
financing is highly centralised with over 80% 
effectively controlled by central government grant 
settlement and regeneration funding regimes. 
Business rates (property taxes) are collected locally 
based on national property valuation, with income 
redistributed centrally based on population, not 
economic activity levels. Local authorities also 
qualify in eligible assistance areas for European 
Regional Development Funding (ERDF Objective 
2), primarily East/North East borough wards. This 
has included specific measures to support creative 
industries development (below). 

The 33 boroughs of London

London is governed by the Greater London Authority 
(GLA), which was established in 1999, following a 
period of 13 years without city-wide government. 
The forerunner Greater London Council was created 
in 1964 as part of the reform of London government, 
which also included the amalgamation of the 
small, historic boroughs into the larger, present-
day boroughs. The GLC was the strategic authority 
for London, and included the former boroughs of 
the London County Council, renamed the Inner 
London Boroughs, and the outer boroughs which 
had formerly been part of Middlesex and the Home 
Counties. Control of the GLC alternated between 
Labour and Conservative administrations in the 
1960s and 1970s. In 1981, it was taken over by a 
left-wing Labour administration headed by Ken 
Livingstone, who pursued policies at odds with the 
national government of Margaret Thatcher. The GLC 
was abolished in 1986, along with the Metropolitan 
County Councils. The GLC had pioneered cultural 
industries enterprise development from the mid-
1980s (GLC 1985). 

1. Economic, political and  
 demographic profile
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The GLA is led by a separately elected Mayor and an 
elected assembly known as the London Assembly. 
Ken Livingstone was elected as London’s first Mayor 
in 2000 and returned to serve a second four-year 
term in 2004.  The GLA Group also comprises of the 
London Development Agency (LDA), London Fire & 
Emergency Planning Authority, the Metropolitan 
Police and Transport for London (TfL). The London 
Development Agency (LDA) was incorporated in 
2000 with a mandate to lead on the Mayor’s 2001 
Economic Development Strategy, Success through 
Diversity, which has been replaced by Sustaining 
Success, implemented in 2004. The LDA is one of 
nine Regional Development Agencies (RDAs) in 
England. In a recent review by the Commission on 
London Government – made up of GLA members and 
Association of London Government, representing 
boroughs – proposals included a reduction of 
central government’s role in London’s affairs. The 
Commission concluded that there was confusion 
over responsibility for services, and lack of 
accountability and transparency of how services are 
funded, with ever more public services provided by non-
elected quangos and central government/agencies.  

The Mayor has established eight statutory strategies, 
including The London Plan (2004) which provides 
a spatial policy framework to achieve his vision for 
London. This built on the work of the borough-wide 
London Planning Advisory Committee (LPAC) 
established in the post-GLC interregnum which 
developed specific environmental planning policies 
to support the Arts, Culture and Entertainment (ACE) 
(Model Policies for ACE, LPAC, 1991). A major research-
led initiative was also undertaken: London World 
City, which sought to assess London’s strengths and 
weaknesses and future competitiveness against 
other World Cities like New York, Tokyo, Paris and 
Berlin. This considered for the first time the concept 
of the cultural production chain in the key creative 
sectors, starting with ideas generation (innovation), 
production, circulation, delivery mechanisms and 
finally audiences and reception (consumption). This 
cultural/creative production chain has been refined 
in subsequent assessments and models.

London 2012 Olympics

London successfully bid to host the 2012 Olympic 
Games and Paralympic Games, in competition 
with Paris, Madrid, Moscow and New York. The 
London 2012 Olympic development sites are also 
concentrated in the Lower Lee Valley within the 
Thames Gateway London area, centred around 

Stratford East London, with the Olympic Park and 
other facilities. The Park covers over 700 acres which 
will host the 80,000 seat Olympic stadium, 3 indoor 
arenas, aquatic centre and the Media, Press and 
International Broadcasting Centre (together a total 
of 169,000 seats). Upgraded transport infrastructure 
will deliver up to 240,000 people an hour to the site, 
including the Channel Tunnel rail high-speed link 
which will open in 2007. Over 1.2 million visitors are 
forecast, with 20,000 journalists and up to 70,000 
volunteers working on the Olympic project. Up to 
7,000 jobs in construction and 12,000 subsequent 
jobs are estimated, with 9,000 new homes and new 
transport and parks  
and open spaces created. 

The London 2012 Employment and Skills taskforce 
will work with the Olympic bodies to assess the 
labour requirements before, during and after the 
games and the capacity of local and London workers 
to meet these demands.  This will include skills 
training and engaging hard-to-reach groups to 
ensure access to training and employment. 

Under the guidelines of the IOC, 
the Games are preceded by a three 
year cultural and educational 
programme, which can be used 
to build community support and 
involvement, a celebration which 
continues throughout the year – the 
Cultural Olympiad. 

The delivery of a cultural programme will be 
UK-wide in scope. This programme will run from 
2008 peaking in the summer of 2012. The cultural 
programme offers varied and creative opportunities 
for schools and community groups to take part 
– through the World Cultural Fair, a Festival of Youth 
Cultures, Olympic Proms and Carnival, the Olympic 
FriendShip, a Five Rings Museum, Olympic Language 
Programme, London Student Pledge and Young 
Ambassadors Programme, as well as regional events. 

A Cultural Legacy is also being developed as part of 
the Olympic plans, including after-use of facilities 
such as the Media Centre, Olympic Park and London 
Olympic Institute, and capitalising on education, event 
and cultural programmes in the Olympic sub-region 
and London-wide.

1.2  Economy

 
Table 1. Key Economic Indicators

Indicator Value

GDP (2002 prices) £185.3 billion/  
GVA £140.3 billion

Growth rate (2005) 2.2%

Registered Unemployment rate 
(2005)

7.5% (UK 4.7%)  
(men 8.1%, women 

6.8%) 

Economically Active (2005) 69.1% (UK 74.7%,  
EU 63.3%)

RPI Inflation (2005) 2.2% (prices 9.7% 
higher than  

UK average)

Creative Industries/GDP 7% to 9.2%

Creative Industries Employment 
(2004) (including non-CI creative 
occupations, and self-employment)  

500,000 to 700,000

Sources: Various national/regional statistics

The size of London’s economy is equivalent to that of 
many national economies. It is renowned as a global 
centre for international business and is dominated 
by the services industries. These include key services 
in finance and business, the public sector, tourism 
and hospitality, and the creative and cultural sectors.  
Although the manufacturing sector is important with 
output of £11 billion – 8% of the regional economy, 
it accounts for only 11% of London’s Gross Value Added, 
compared to 35% for the finance and business services. 

 
Table 2. Employment by Sector – % of all Jobs

Sector 2001 2005

Manufacturing 6.6 5.4

Other Production Construction 5.1 5.5

Distribution and Hotels 21.0 21.2

Transport and Communications 8.0 7.5

Financial and Business Services 33.1 32.1

Non-Market & Personal Services 26.2 28.3

Source: OEF (October 2005)

City ranking exercises consistently place London 
as number one for the ‘best city to locate business’ 
(Healey & Baker, 1990, 2002, 2004), and in Europe, 
No.1 internet and airport hub. London is also the 
‘most desired future HQ location’; best for ‘Qualified 
personnel’ and ‘Easy Access to markets’ (European 
Cities Monitor, 2004). In cultural globalisation 
rankings (site-node size and network connectivity), 
London is also ranked first for Media (followed by 
New York, Paris, LA and Berlin), and for Architecture, 
as well as for Scientific Research collaboration 
(Leading World Cities, 2005). It ranks second to New 
York for Advertising and Management Consultancy 
and first again for Accountancy, Banking/Finance, 
Insurance and Law. In a recent branding exercise 
London came first out of 30 cities, followed by Paris, 
Sydney, Rome, Barcelona, Amsterdam, New York 
(Berlin, San Francisco and Toronto, 10th, 11th  and 12th 
respectively) and was the second most visited after 
Paris, but ranked only 13th as cleanest city (Anholt-GMI 
City Brands Index, 2005).  

London’s high premises costs and property costs 
(rates, taxation) are also a disadvantage where other 
cities can provide skilled labour and other conditions 
conducive to international firms at lower costs. 
An example is Dublin, with lower rents, corporate 
and property taxes and a skilled and highly-rated 
education system (ranked 3 internationally compared 
with London = 33).  Global firms such as Google and 
Apple have chosen to locate their European offices 
here rather than in London in recent years. 

GVA growth in London per capita 
has been over 50% over the past 
decade, but this average masks wide 
variations across the capital. 

This shows the inner/central and outer London 
profile of the city’s economy, but also the east-west 
divide in terms of growth and activity. This reflects 
the traditional land-use, income/social class divide 
familiar in industrial cities, in London’s case with 
the docks and heavy industry located to the East 
(‘East End’) of the River Thames together with 
poorer housing and migrant settlement, and the city 
centre/CBD and institutional core linked to the beaux 
quartiers to the west (‘West End’).  Employment rates 
range from 63% to 76% in the centre-west-south west 
boroughs, to 54% to 56% in the inner-east boroughs.

London Case Study/part one London Case Study/part one
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Table 3. GVA Growth per capital  
(base 1995 = 100)

London average 157

Inner London 250

Inner West 462

Inner East 128

Outer London 99

South East 116

Source: GLA Economics (2005)

 
The creative industries reflect this spatial distribution 
with the high concentration of media (film, post-
production, e.g. Soho), advertising, government 
and cultural institutions (and therefore cultural 
tourism zones) in the central core/West End swathe 
spreading westward towards Heathrow and the  
‘M4 Corridor’ (e.g. BBC, major recording studios,  
Earls Court & Olympia). 

The expansion of the M4 corridor has been a feature 
of employment redistribution in London over the 
past 25 years. Creative industry growth has started to 
take place in the North/North-West inner and outer 
boroughs, whilst the City Fringe (inner east) has one 
highest concentrations of artists, designer-makers 
and new media practitioners, and a growing design 
and architecture constituency. This area is therefore 
the heart of the independent arts and creative sector 
and micro-enterprises, as opposed to the corporate 
and institutional clusters in the centre/west. 

Over 3.5% of the companies registered for VAT have 
a turnover of £5 million or more; but 86% of VAT 
registered businesses turnover less than £500,000.  
More than 40% of those registered in 2002 were 
within the finance, business and real estate services 
compared to 28% nationally.  

1.3  Demographics and population
7.4 million people live in Greater London, making 
it the largest city in Europe. London’s population 
has grown by 700,000 between 1986 and 2002 with 
job growth of over half a million since 1995. It is 
estimated to grow a further 700,000 by 2016.  The 
population density is 4,682 people per km2 (2002). 
The density of new dwellings in London built on 
brownfield land reached 83% per hectare in 2004, 
from only 51% in 1997. 

Nearly half of all households in London have access 
to the internet and more than 50% have a mobile 
phone. The resident workforce of 3.58 million is further 
supplemented by commuting workers – over 1 million 
commuters a day – making a workforce total of 4.56 
million. 46% of the labour force is under 35 years 
old, whilst 13% of Londoners are self-employed 
– compared with 11% nationally.

Age groups

London has a high proportion of children and young 
people, and with over 40% of the population aged 
20–44 (compared with 35% nationally).  

London has one of the greatest diversity ratios in the 
world. There are 50 ‘non-indigenous’ communities 
with populations over 10,000. The migrant 
population stands at 29% with the largest group 
coming from the European Union countries and the 
rest from Africa and Asia. About 300 languages are 
spoken and one in five small businesses belongs 
to minority ethnic groups. The highest rate of 
unemployment is amongst the Asian communities, 
particularly Bangladeshis, who are often living 
in the most deprived areas of London. The ethnic 
breakdown in London at the last census (2001) is 
highlighted below.

Table 6. Ethnicity in London

Ethnic Group %

White British 60%

Irish 3%

Indian sub-continent (Indian 6%,  
Pakistani 2%, Bangladeshi 2%) 

10%

Caribbean 5.8%

Other Asian 1.8%

Chinese 1.1%

Other/Mixed 12.5%

Source: Census (ONS 2001)

 

The cost of living in London is 36% higher than in 
Paris and 55% higher than Frankfurt.  About 4% of 
Londoners live in detached houses compared to 20% 
nationally, and more than a third live in purpose built 
flats or maisonettes. The building of new houses in 
London has decreased in the last 30 years, with most 
new dwellings built to a higher density in mixed-

use/apartments rather than houses.  Prices have 
risen since 1996 and have remained at their highest 
ever since – the average dwelling price in 2005 was 
£290,000 (UK £145,000). 

The LDA is working with the Thames Gateway London 
Partnership (TGLP) and other regional authorities on 
London’s biggest regeneration project – the Thames 
Gateway in East London/South-East England. 
This envisages development of over 90,000 new 
homes in the area. Other key initiatives include the 
Thames Gateway Bridge, public realm and green 
space projects, which aim to provide a sustainable 
environment for large scale development and  
new settlements.

The Mayor has also established an Architecture and 
Urbanism Unit, with Lord Richard Rogers as Chief 
Advisor. Rogers was chairman of the government’s 
Urban Task Force. The role of the unit is to:

• promote high quality architecture and urban 
 design, in order to create socially balanced and 
 sustainable communities

•  optimise the potential of London’s available sites, 
 by linking transport and development opportunities

•  improve London’s public realm

A particular initiative which responds to this is the 
Mayor’s 100 Public Spaces Programme, launched in 
July 2002 with 10 pilot projects across London, the 
programme seeks to create or upgrade 100 public 
spaces to demonstrate how new and revitalised 
public spaces can make a real difference to individual 
quality of life, community vitality and liveability. 
Projects have levered resources from transport 
authorities, boroughs, regeneration funds, the LDA 
and landowners. 

Table 4. Age of Population in Greater London

        
        
        
      
        

Age Band 0–15 16–24 25–49 50–59 60–64 65–74 75 plus Total

Inner London 538,814 366,185 1,238,021 241,931 97,053 153,350 130,760 2,766,114

Outer  London 909,422 498,766 1,712,592 491,914 185,803 314,717 292,763 4,405,977

Greater London 1,448,236 864,951 2,950,613 733,845 282,856 468,067 423,523 7,172,091

% Total 20% 12% 41% 10% 4% 6.5% 6% 100%

Source: Census (ONS 2001)

London Case Study/part one London Case Study/part one
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Nationally, the government established the 
Commission for Architecture and the Built 
Environment (CABE) charged with raising awareness, 
education and promoting the urban design quality 
of buildings and open space (through CABE Space). 
This is achieved through design reviews, design 
quality facilitators and enablers working with 
clients through the design commissioning process. 
Architecture Centres are located within the RIBA and 
Building Centre, both in central London, and in the 
Architecture Foundation which is locating to new 
premises by Tate Modern in 2006. 

1.4  Higher Education
Greater London is home to 24 universities and HE 
colleges and 60 Further Education (FE) colleges, with 
over 350,000 students in total. These include many 
of the country’s leading institutions for arts and 
creative industries, such as the University of the 
Arts London (incorporating Central Saint Martins, 
London Colleges of Fashion and Communication and 
others with over 24,000 further and higher education 
students), the Royal College of Art, Guildhall School 
of Music & Drama, the Laban (Dance) Centre and 
Goldsmiths College (University of London), the Slade 
(UCL), Sir John Cass’s Arts, Media & Design and 
London College of Furniture (London Metropolitan 
University). 

Nearly 27,000 students study for under- and post-
graduate degrees in creative arts and design, and a 
further 7,500 in architecture and related subjects1. 
Overall, 75,000 students take courses in creative 
subjects in London universities/HEIs, with a 
further 30,000 in vocational training in further/FE, 
post-16 education. In 2006/2007, whilst university 
applications overall were down in England 
– attributed to further increases in course fees in 
English universities – applications to study art and 
design subjects still increased. Art & Design are amongst 
the top three subjects studied at Advanced (‘A’) level.   

The AimHigher initiative, supported by the Learning 
& Skills Council (LSC)2 and Higher Education Funding 
Council for England, is dedicated to widening access 
to, and increasing participation in higher education. 

In London this includes a thematic programme 
focused on the arts, based at London Metropolitan 
University, Ravensbourne College and University for 
the Arts London. 

There are increasingly strong links between further 
education courses and the industries they are 
associated with. Third stream funding through 
higher education institutes – in particular, from the 
Higher Education Innovation Fund (HEIF) – supports  
a number of schemes to encourage enterprise activity  
in the creative sectors, which are highlighted below.

• Centre for Fashion Enterprise & Fashion Business 
 Studio – London College of Fashion.

•  Centre for Arts and Cultural Enterprise – King’s 
 College London

•  FurnitureWorks /Digital Design & Manufacturing 
 Centre – London Metropolitan University

•  Centre for Creative Business – London Business 
 School & University of the Arts London

•  Creative Knowledge Exchange (design and 
 production technology) – Goldsmith’s College, 
 London Metropolitan, University of the Arts 
 London, Royal College of Art

•  New Media Knowledge (NMK) – University of 
 Westminster

•  Higher Education Innovation Centres, e.g. Design 
 Lab and Design Against Crime Centre at Central 
 St. Martins; Accelerator (Training and Incubator)  
 at LondonMet

•  Knowledge Transfer Partnerships (KTPs) 
 Knowledge East (6 HEI consortium)

 
Higher Education Innovation Fund (HEIF3) projects 
shortlisted under the current round (2006–8) 
include Creative Capital: World City (University 
of the Arts London) and Design and Technology 
Networks: Creating New Industries through Digital 
Manufacturing (Royal College of Art, London 
Metropolitan University and Falmouth College  
of Art & Design). 

 

2.1  Cultural strategy
In 2004 the Mayor produced his Cultural Strategy 
(2004) with the aim of making London a world-
class creative city. This comprehensive report, 
underpinned by extensive research data, set out 
a broad range of policies and principles, based on 
four key objectives: Excellence, as a world class city 
of culture, Creativity as central to London’s success; 
Access to culture for all Londoners; and Value from 
its cultural resources and their contribution to the 
economic and social life of the city. Underpinning 
these objectives is the principle of Diversity, 
recognising that the excellence and quality of culture 
will only be achieved by ensuring that London’s 
diverse communities are reflected and active in the 
cultural life and economy of the city.

It is estimated that London’s cultural sector received 
£1,133 billion annually in direct financial support 
from public (Central, Local and EU government) and 
private sources. Central Government includes the 
Department for Culture Media & Sport, arms length 
Arts, Film, Museums and Heritage agencies and other 
departments. In 2001 when last calculated, these 
sources included: 

 
Table 6. Cultural Funding, 2001

Source %

Central Government 46.1%

Local Authorities 15.2%

National Lottery 15.2%

Sponsors 5.3%

Trusts & Foundations 1.5%

EU 0.2%

Other 0.6%

Source: GLA (2004a)

2.2  Regional arts
Regional arts funding is administered through the 
Arts Council of England London regional office, in 
collaboration with the regional cultural consortium 
which includes the GLA, local authorities and 
regional arts, museums, heritage, sport and other 
cultural agency representatives. The London cultural 
consortium is charged with the delivery of the 
Mayor’s cultural strategy, however unlike the other 
eight RCC’s in England which receive £250,000 p.a. 
from the Cultural Ministry (DCMS), London only 
receives £45,000 which only covers secretarial 
support (via GLA). Delivery of the strategy therefore 
relies on regional agencies and local boroughs. 

Regional arts planning and coordination is undertaken 
in conjunction with the regional Arts Council for 
England and London boroughs clustered by five  
sub-regions.  Several of these borough arts clusters 
include Creative Hub areas and serve as consortia  
for funding bids and programmes, e.g. EU. 

The London Local Authority Arts 
Forum work programme has focused 
since 2004 on stabilising and growing 
arts organisations in their areas 
and improving communications and 
knowledge management (including  
a web site and networking). 

Priorities have developed around Workspace and 
Capital Infrastructure linked to the Mayor (GLA) 
and LDA initiatives (below); Public Realm projects 
including public art and planning gain opportunities; 
Business Support and Training; Tourism and 
Marketing focusing on sub-regional cultural 
tourism development; Engaging Young People (see 
below), and Diversity and Inclusion (e.g. creative 
neighbourhoods best practice).

2. Cultural economy

1 London: The knowledge capital. London Higher, 2004 
2  The Learning and Skills Council is responsible for all post-16 education and training. Local LSC’s work with partners, employers, 
 learning providers, community group, the Employment Service, the Small Business Service, Connexions, the National Training 
 Organisations and further education and sixth form colleges to understand, define and then meet training and education needs. 
 There are 5 sub-regional LSC’s in London

London Case Study/part one London Case Study/part two
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2.3  Local Authority Arts
Local boroughs have traditionally been the prime 
funder of local arts amenities and facilities, and in 
partnership with arts and cultural agencies, major 
arts venues and companies, as well as coordinators 
of regeneration programmes via central and regional 
government agencies.

However, in real terms, net revenue spending on the 
arts by London’s 33 boroughs has been decreasing 
since 1997/1998. The most recent Local Authority 
Expenditure survey commissioned by Arts Council 
England3 looked at the year 2002/2003. Between 
2001/2002 and 2002/2003, spending by London 
councils on venues decreased by £10.76 million while 
net spending on arts organisations rose by £288,000. 

The London Boroughs were the only group of local 
authorities in England to reduce their spending on 
the arts in 2002/3. The London Boroughs (excluding 
the City of London) collectively recorded a reduction 
of 5% in their spending over this period. In 2002/2003, 
25% of London boroughs anticipated a further fall 
in expenditure on the arts, while 22% anticipated 
increasing their expenditure. London authorities 
(excluding The City of London) spent £2.43 per head 
of population on the arts, compared with an average 
for all types of authority of £3.60.

2.4  Tourism
The Mayor also established a Tourism Strategy in 
2002 to achieve a step change in London’s tourism 
promotion. London is a leading world tourism 
destination and is the gateway to the UK (over 50% of 
visitors to the UK), receiving an estimated 14 million 
overseas and 11 million domestic (overnight) visitors 
in 2005, and who spent £9.8 billion in total. Over 50% 
of overseas tourists are repeat visitors to London. 
Over 150 million day visitors came to London in 2003. 
London is host to:

•  4 world heritage sites 

•  30 national/nationally important museums (twice 
 that of Paris or New York) 

•  30 million visits to museums and galleries

•  150 theatres including 50 in the West End, 
 accounting for 45% of all UK theatre admissions 
 and 70% of box office revenues

•  over 200 night clubs, with the first 24 hour club, 
 Turnmills in Clerkenwell hosting over 25,000 
 people between Thursday and Sunday evenings

•  120 million London airports passengers (Heathrow 
 handled 67m in 2004 the world’s busiest and  
 best connected)

Following the terrorist bombs in July 2005, domestic 
tourism to London fell as much as 30% during July 
and August. As a result domestic visits are expected 
to fall in London during 2006, declining by 2% while 
spending is expected to decrease by a similar level. 
Although overseas tourism suffered from this event 
initially (falling by 2% in July–September 2005), 
overall this activity has continued to grow – overseas 
visits increased by nearly 7% in 2005 and are forecast 
to increase by 4% in 2006, with similar levels of 
increased spending. Growth in overseas markets 
is strongest from Eastern Europe and Asia, notably 
Russia, China and India. UK residents travelling 
abroad also rose – by 4% in 2005. 

Table 7. Tourist Visits and Spending,  
2004–2006

Visits (million) 2004 2005 
estimate

2006 
forecast

Domestic 12.8 12.0 11.75

Overseas 13.4 14.3 14.9

Total 26.2 26.3 26.6

Expenditure (£billion) 

Domestic 2.8 2.65 2.6

Overseas 6.4 6.85 7.2

Total 9.2 9.5 9.8

Source: Visit London (2006)

Over 1,000 hotels are supplemented by B&B and 
other serviced accommodation. Hotel occupancy is 
high throughout the year, averaging over 80% – peak 
months are August and September (90%+), May and 
June (86%+) and even the lowest month, January 
with a 70%+ occupancy rate. The mix of visitor types 
– leisure tourists, short haul city breaks, business, 
government, convention visitors, students and 
friends and relatives with a widening diaspora  
of established and new migrants, combine to 
maintain a high and widening distribution of visitor 
activity, including hotel and destination venues  
in non-traditional tourist honeypots. 

London has sixteen major exhibition centres, 
including Earls Court and Olympia (west London), 
ExCel (newly developed in London Docklands) 
and the Business Design Centre (north London), 
specialising in art and design exhibitions and 
showcasing (e.g. Frieze Art Fair – 50,000 visitors 
in 2005, design and product fairs), in addition to a 
wide range and scale of conference and specialist 
showcase facilities, both purpose-built and in 

heritage buildings. 

International scale exhibition and convention 
facilities have suffered from poor location/transport 
access and inadequate facilities, which have limited 
London’s capacity and competitive position in 
this market. Other cities plan major upgrades and 
expansion of their existing facilities, such as Milan. 
A case has been made for London to develop a new, 
centrally located exhibition/convention centre, with 
one potential location in King’s Cross (site of new 
Eurostar terminus and transport interchange). 

Until recently, the UK has not established the ‘Art 
Biennale’ as other cities have successfully done in 
attracting a wider audience (over 125 Biennales 
are held worldwide). One of the first, the Liverpool 
Art Biennale centred on the Tate Gallery, Albert Dock 
– won Merseyside Tourism the Lever prize for business 
partnership arising from this event. The Art Triennale 
is now held at Tate Britain, linked to the British 
Art festival, but it has yet to achieve the critical 
or international recognition of more established 
biennales. 

London hosted the first week long 
London Architecture Biennale 
in 2004, located in Clerkenwell, 
which has one of the highest 
concentrations of practising 
architects and related designers  
in the world. 

Over 25,000 people attended the opening event 
when St John’s Street was grassed over and live 
cattle were driven down towards the symbolic 
Smithfield meat market. The 2006 (16–25 June) 
Biennale will take a 5km route from King’s Cross, 
through Clerkenwell and Smithfield, across St Pauls 
where sheep will be driven by Sir Norman Foster over 
his designed Millennium Bridge, through the Tate 
Modern and new Architecture Foundation premises 
(Zaha Hadid designed), and onto to Bankside, 
ending in Borough Market (www.londonbiennale.
org.uk).  The Biennale will coincide with National 
Architecture Week which is in its tenth year. 
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Key cultural projects which have been 
prioritised under the mayor’s Cultural 
Strategy include new building and 
cultural quarter developments which 
add significantly to London’s cultural 
infrastructure and diversity provision. 

This recognises that the track record of BME cultural 
enterprises, particularly major building based 
venues, has been mixed with several high profile 
failures in the past. In recent years however, Black 
and Asian artists and organisations have been in 
greater control of the administration and exhibition 
infrastructure with companies such as Autograph 
and iniVA led and run by artists from these 
communities.  Projects include the Rich Mix Centre 
and inIVA, Shoreditch (City Fringe), Bernie Grant 
Performing Arts & Media Centre, Tottenham (north 
London), and the South Bank/Tate, including the 
extension to the Tate Modern exhibition space  
and relocation of the Architecture Foundation 
(opening in 2006). 

The development of London’s BME cultural 
infrastructure includes a partnership with Diversity 
Works4  and a long-term programme and support 
structure. This includes the well-established Notting 
Hill Carnival with a business support programme 
and New Carnival Development Agency. 

As the economy moves towards post-industrial 
services overall, and knowledge/ICT services and 
‘content’ production in particular, the creative 
industries – as more widely defined than the arts 
and cultural industries – are one of the few growth 
sectors forecast to continue growing. 

The creative industries have also exhibited major 
changes in employment and organisational 
structures, both within public and private sectors. 
Factors include technological change, public 
financing and outsourcing, political and global 
liberalisation, all producing demand for new 
products and content. In London this has meant 
greater micro-enterprise activity and formation, but 
also concentration in transnational companies with 
London headquarters, and with major cultural and 
government institutions located in the capital.

3.1 Economic contribution
The creative industries contributed £21bn to London’s 
GDP in 20005. Collectively, the total output of the 
creative industries was greater than any other 
industrial sector except business services. Creative 
industries output exceeded financial services, 
manufacturing, health & education, transport  
and retail.

In 2000, the output of London’s creative industries 
accounted for around 25% of the sector’s output in 
the UK as a whole. The output of London’s creative 
industries grew faster than all other industrial 
sectors in the city between 1995 and 2000, at a rate  
of 8.5% per year.

Advertising, architecture, art & antiques trade, software 
& computer games, and film & photography all 
showed particularly strong growth rates, above the 
average rate for all of London’s creative industries 

3.2  Productivity
Productivity in London’s creative industries grew  
at an average rate of 4% per year between 1995 and 
2000, compared to 1.4% for the creative industries 
in the wider UK economy6. Predicted output growth 
between 1995 and 2015 is 136% (KPMG). During 
the same period, the architecture, art & antiques 
trade, and video film & photography sub-sectors 
recorded average annual productivity growth rates 
of more than 12% – higher than any other industrial 
sector in the city. However, fashion, publishing, 
music, and the visual & performing arts experienced 
lower productivity growth than the UK average. 
Five creative sub-sectors (architecture, publishing, 
software & computer games, advertising and radio & 
TV) demonstrated rates of productivity higher than 
any other industrial sector except financial services. 

4 Diversity Works for London (www.lda.gov.uk) is the Mayor’s campaign to engage organisations benefiting from a diverse workforce 
 and supplier base, providing excluded Londoners with a second chance to share in the city’s opportunities and prosperity The LDA 
 is working with the Mayor on the campaign and have identified 4 key priorities: campaigning to engage private, public and 
 voluntary sectors in promoting equality; championing workforce and supplier diversity; enabling businesses to ensure that all levels 
 of their workforce reflect the diversity of London’s population; seeking out and promoting business best practice.

3. Creative Industries

 
Growth has driven and prioritised the creative industries and sub-sectoral 
activity in London, in several other regions, and in the UK as a whole. 
Employment and productivity growth has been seen in absolute terms, 
and in relation to other industrial sectors (‘UK plc’ continues to rate poorly 
in employee productivity compared with the USA and other European 
countries, e.g. France, Germany). 

5 GLA (2002) Creativity: Londons Core Business. London: Greater London Authority 
6 GLA (2002) op cit. p10
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In 1995, workers in London’s creative industries were 
adding £31,000 each on average to output. By 2000, 
they were adding £38,000 each, in real terms. 
Productivity growth was due to genuine expansion 
and market growth (not employment downsizing,  
as in some other industries). 

3.3  Employment
Creative employment in London peaked in 2001 
–  by 2002, the creative industries workforce was 
estimated at 468,700, including those directly 
employed in creative industries sub-sectors, plus 
self-employed workers7. Self-employment in the 
cultural and creative industries was 34% of the 
total compared with 22% for the UK; with part-time 
employment 21% (Pratt & Power, 2004).

An additional 182,000 people had ‘creative jobs’ in 
London, but in sectors outside the creative industries 
(e.g. designers for car manufacturers, musicians in 
education sector). The creative industries combined 
are thus the third largest employment sector 
in London (after business services and health & 
education). 

Table 9. summarises the number enterprises and 
employees in creative industries and occupations 
in 2004. This is based on a commissioned study of 
the creative economy which takes in a wider range 
of activity than registered company data (Annual 
Business Inquiry – ABI), including small firms and 
self-employed creative workers. 

Table 9. No. of firms and jobs in the 
Creative Industries

Sectors No. of Firms Employment

Crafts 603 3,927

Jewellery 1,966 30,253

Designer Fashion 1,565 24,730

Advertising 3,568 50,180

Publishing 3,049 107,741

Music, visual & performing arts 4,541 40,241

Architecture 4,868 87,698

Games, software & electronic 
publishing

4,269 38,622

Fashion 11,828 146,067

Radio & TV 591 51,460

Film 2,021 29,636

Furniture & Interiors 7,193 102,407

Art & Antiques 1,627 8,133

Total 45,632 693,237

Source: TBR (2005) (W3/S12004)

Trends

Between 1995 and 2000, creative occupations were 
London’s second biggest source of job growth, 
increasing by 111,000 and contributing roughly one 
in five new jobs. The annual rate of employment 
growth in the creative industries was 5%, nearly 
double London’s overall rate. From TBR’s 2004 
data set, creative sectoral employment actually 
increased between 2001 and 2004 by 4.6%, however 
this contrasts with a 21.2% increase in employment 
in London’s ‘non-creative’ sectors over the same 
period (TBR 2005, W3/S3). These comparative data 
sets exclude creative firm data added from non-
standard sources and trade directory searches 
(included in Table 9 above). Employment change in 
these smaller enterprises and freelancer groups (e.g. 
below the VAT registration limit) appears from the 
GLA Economics trend data below, to have suffered 
job losses (‘negative growth’) since 2001.  A growth 
rate of 46% in creative industries employment had 
been predicted between 1995 and 2015 (KPMG), 
however recent reductions or at least levelling out in 
employment must raise questions over this forecast. 

In the economic downturn in the early 2000s (post-
dot.com, 9/11), 47% of London’s job losses were in 
the creative sector, over 40,000 creative jobs. This 
suggests that some creative sectors are vulnerable 
to economic recession and reductions in spending 
(consumer and intermediary via the supply/
production chain). Decline overall and in relation 
to continued job growth in the rest of London and 
South-East economy is now therefore evident  
(2001–4), particularly in self-employment and 
creative occupations outside of the industry (Figure 2).

Source: GLA (2006a)

Employment reductions have been particularly  
concentrated in the domain areas of Books & Press  
and Audio-Visual and in terms of the production  
chain, in Creation and Making activities (Figs. 3 & 4). 

Figure 3. Employment Trends by Creative Domains, 1994–2004 

Figure 2. Components of creative Employment in London, 1994–2004

fig2

fig3

7 GLA (2004a) London’s Creative Sector: 2004 Update.  
 London: Greater London Authority
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fig5

 Figure 4. 

 

Source: GLA (2006a)

Viewing these employment trends in more familiar 
sectors (as used in DCMS Mapping, 2001) highlights the 
more recent rise and fall in leisure software and music, 
and the longer term decline in fashion employment. 

   

Source: GLA (2006a)

3.4  Geographical clusters
Creative intensity – measuring the proportion of 
people employed in the creative industries who 
actually perform a specialist creative job – is higher 
in London than anywhere else in the UK. 48% of 
Londoners in the creative industries are also in 
creative occupations, compared with 30% elsewhere 
in the UK. Until recently, London dominated creative 
sector job growth in the UK – 40% of all new UK 
creative jobs generated between 1995 and 2000  
were in London8.

London is also very much part of a south-east 
regional economy, with short and long-distance 
commuting and with 62% of UK jobs in the creative 
industries and 53% of UK creative sector jobs in the 
Greater South east region (Table 10. and 11.). Full-time 
creative workers earn 18% more in the South-East 
than other regions. 

Table 10. Employment in creative 
production, 2000

Creative Industry  
Production System

London South East England

Content Origination 397,550 256,165 1191,557

Manufacturing Inputs 16,569 37,961 178,301

Reproductive Activities 41,290 28,292 188,053

Exchange 161,489 158,806 900,039

All CIPS 705,779 558,643 2,870,345

Table 11. Employment change,  
1995–2000

Creative Industry  
Production System

London 
%

South East 
%

England 
%

Content Origination 33.8 39.9 26.6

Manufacturing Inputs 18.1 13.4 6.8

Reproductive Activities 1.9 -3.4 -3.3

Exchange 9.0 24.9 12.8

All CIPS 28.9 33.7 22.3

Source: Pratt, A. and Power, A. (2004) Mapping the Cultural  
Industries in SE England

 

As the creative capital city, London benefits from a 
high concentration and critical mass of production, 
distribution, exhibition and consumption activity 
and employment. Combined with its prime cultural 
tourism destination role and education, training 
and research/R&D base, this contributes to London’s 
world creative city status.

In relation to Great Britain (GB) as a whole, London 
has a high concentration of employment (measured 
by location quotients9) in Fashion, Jewellery, 
Printing, Performing & Visual Arts, and a very high 
concentration in Digital Media and Publishing/Books 
& Press. National sectoral agencies, trade bodies etc. 
are based in London, e.g. Arts Council England, Crafts 
Council, the Design Council and the Film Council. A 
high proportion of corporate headquarters (including 
senior staff) are also based in London (33% of 
Fortune Global 500 companies who have European 
headquarters locate here), ensuring that the creative 
industries are in proximity to the command and 
control functions that serve the world’s major 
industries, and providing access to markets10. 

How far innovation ‘spillovers’ from large 
transnationals to smaller creative enterprises and 
vice versa actually takes place, is hard to test in 
practice. In some sectors, commodification from 
creative output to the mainstream is evident, e.g. 
fashion colleges/catwalk shows to fashion high street 
retailers; Japanese car manufacturer relocating their 
design studios to London, etc. 

Table 12. Location quotients, London

Creative Sector Location quotient

Film and Video 0.47

Architecture 1.13

Fashion 1.17

Crafts 1.24

Radio and TV 1.49

Music 2.00

Arts and Antiques 2.01

Publishing 2.06

Leisure Software 2.37

Advertising  3.22

Source: GLA (2006a).        (GB Average = 1)

 

 

fig4

Figure 5. Employment in DCMS Creative Sectors  1994–2004

8 GLA (2004a) 
9  Location Quotient = CI employment in London/Total Employment in London, CI employment in UK/Total Employment in UK 
10 GLA (2002) 

London Case Study/part three London Case Study/part three



20 21

In several sub-sectors, London accounts for over 25% 
of national employment, with very high proportions 
of visual artists, crafts/designer-makers, architects 
and designers. This is driven by London’s centrality 
(markets – national and international, transport); 
cluster effects, higher education (art & design) and 
exhibition/showcasing opportunities. 

 
Table 13. Specialist strengths of the 
London economy (2003): Activity groups 
in which London accounted for greater 
than 25% of national employment

Sub-Sector London 
Employment

‘000s % of GB

Advertising 38 46%

Radio & TV 48 52%

Artistic & literary: creation & facilities 43 33%

Publishing: books, journals & pictures 50 40%

Music Publishing – 75%

News agencies 20 50%

Sound publishing/reproduction & 
recording media

3 29%

Live Theatre 43%

Film/video production, distribution 19 52%

Fashion: women’s outerwear,  
hats & leather

9 35%

Designer Fashion 46%

Jewellery, clocks & watches 3  34%

Source: Labour Force Survey (LFS), in LSE (2004) London’s Place  
in the UK Economy and DTI (2001) Business Clusters in the UK

Creative industry clusters are also evident in several 
boroughs/sub-regions. These reflect on the one 
hand, the high concentration of creative production 
and exhibition activity in commercial and public 
provision, and a diversity of creative activity across 
several sectors, i.e. polycentric clusters. In boroughs 
where large scale facilities or institutions dominate, 
Location Quotients (LQs) are higher than those with  
a diverse economic profile. 

There has been a trend in creative 
economic activity to outer London, 
with the creative intensity of inner 
London falling since 1999 and 
Central London falling below the 
London average in 2000. 

Property prices and access issues are often cited by 
firms, but industry restructuring e.g. outsourcing, 
independent production, has accelerated this 
redistribution, in addition to creative industry 
development policy and promotion by outer London 
boroughs, e.g. east, north and south London.

There are of course large internal and consumer 
markets for creative products. Consumer markets 
are healthy because a high proportion of London 
residents (and visitors) are economically prosperous 
and the UK economic fortune is consumer spending 
(and credit) led. For example, in 2002 the top 20 box 
office films had a larger London audience than in the 
rest of the UK.12 Cinema attendance is growing in the 
UK, in contrast to declining attendance elsewhere. 
Eight of the top box-office movies were British-made, 
however film investment has reduced significantly, 
with US and other (e.g. Channel 4) investment in 
UK film production plummeting following the 
tightening of tax relief/incentives. The industry trade 
body All Industry Marketing for Cinema is setting up 
a new BSkyB TV channel, ‘Eat Cinema’, with the aim 
of boosting audiences, whilst the BBC has proposed 
£250 million investment in popular film production 
in partnership with the UK Film Council over the  
next 10 years. 

3.5  Evidence base
The Mayor established GLA Economics in May 2002 
to provide a firm statistical, factual and forecasting 
basis for policy decision-making by the GLA and its 
functional bodies. This includes mapping studies 
of the creative industries in London and sectoral 
analysis of economic activity across London. This is 
providing a sound evidence base by which to monitor 
trends and change in the creative economy and to 
assist in policy intervention and investment strategies 
where market failure or externalities are evident13.

Employment trend and comparative data as revealed 
from the differing data sets summarised above, does 
however present a somewhat confusing picture. 
This is in part due to the classification and clustering 
required of selected creative industry activity in its 
pre, industrial and post-industrial forms. This is also 
due to the skewed nature of the sector made up of 
a small number of large transnationals and public 
sector institutions on the one hand, and  very large 
number of micro-enterprises employing under-5 
people (over 90% of all firms), plus a large sole trader/
freelance self-employed constituency, including 
artists and part-time creative workers, as well as 
those in creative occupations outside of the sector 
itself (e.g. in practice and in education, as in art & 
design colleges and schools).

Opinion on the reasons for these employment 
changes and underlying trends, includes: the cyclical 
(recession, post dot.com fallout); saturation of some 

activity/markets (e.g. audio-visual, software); 
structural change (productivity gains/jobless 
growth); relocation/redistribution (‘push’ factors, 
such as costs, e.g. premises and wages; and ‘pull’ 
factors, e.g. other regional and international creative 
industry strategies and incentives). 

Some of these factors are global (e.g. textile quotas, 
film investment and location, labour movement), 
others are national and regional, whilst the local 
context includes infrastructure and local economic 
development and regeneration initiatives. Creative 
industry employment and sales levels from other 
cities, notably Berlin, has also shown an annual 
reduction in 2002/2003, following several years of 
growth, so there maybe a (European) trend also, 
particularly in global market sectors in which 
both cities dominate (advertising, media) and in 
sectors linked to public spending.  More detailed 
research will be required in order confirm the extent 
and distribution of these sectoral and structural 
economic changes in London’s creative industries. 
This includes the spatial distribution of creative 
enterprise activity, since there is already some 
evidence that some sub-regions have expanded their 
creative sectors since 2001 (e.g. City Fringe – TBR, 2005, 
Cities Institute 2006). 

3.6  Managed workspace and studios
The demand and supply of workspace for artists, 
crafts/designer-makers and creative industry workers 
is a key indicator of a city’s infrastructure and 
capacity to support creative production at varying 
scales. This is particularly an issue in cities such as 
London with high land values and international 
market-led property development regimes. 

Over the past 30 years, the provision of artists’ 
studios and managed/shared workspace facilities 
has been reliant upon independent, not-for profit 
organisations who have developed former industrial 
premises and heritage buildings, particularly in areas 
with lower property values. These have tended to 
be in poorer areas of east/south east London where 
the supply of industrial buildings has also been 
concentrated. Shared workspaces have also been 
a feature of mixed-use developments in central 
London, whilst building-based arts organisations 
have increasingly expanded their role to that of 
resource centres, providing affordable office and 
studio spaces for small arts groups/start-ups, and 
generating third stream income.

11 Location Quotients (LQs) are a measure of the under - or over-representation of any given sector in any given geography. 
 A LQ of 1 indicates that there is exactly the number of businesses or employees in an area than would be expected based  
 on the total number of firms in a larger comparator area (in this case Great Britain). A LQ of 1 represents a density equal to  
 that of the comparator area. Over 1 represents a higher density than expected.

12 GLA (2004b) 
13 GLA Economics (2006b) The Rationale for Public Sector Intervention in the Economy, February

Table 14. Ranking of Employment Location Quotients11(Top 3 LQs)  REWRITE as CHART

Borough Books & Press Audio Visuial Visual Arts Performing Arts Heritage Note

Camden (inner north) 3 3 1 5 6 Covent Garden/Soho, 
British Museum

Hammersmith  
(inner west)

1 2 Recording studios, Shepherds  
Bush/BBC

Islington  
(inner north)

2 4 Clerkenwell/City Fringe, 
Guardian/Observer

Tower Hamlets  
(inner east)

1 Canary Wharf/ Docklands, 
News International

Westminster 
(inner west/central)

=2 6 1 West End theatres and 
cinemas, national galleries

Richmond (outer west) 3 3 Royal Park, Kew, Hampton Court

Lambeth (inner south) =2 2 South Bank Arts Centre,  
Brixton (hub)

Kensington (inner west) 3 1 Museum Quarter, Albert Hall

Source: TBR (2005) LQs by borough/GB (Regional Cultural Data Framework, DCMS 2002)
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Studio and workspace development has also taken 
place in spite of rather than in collaboration with 
planning authorities and cultural agencies, until 
recently. The location of artists studios and major 
workspace facilities have also been areas undergoing 
regeneration investment, with consequent 
gentrification and rental increases which have 
displaced creative producers – London’s version of 
Loft Living (New York).

Key artists studio organisations in London include 
ACME, Space Studios and dedicated property companies 
such as the Workspace Group. There are also a 
number of single site artists studios operating as 
collectives, in former churches, town halls, and 
factories, and mixed-user managed workspaces, 
such as Omnibus Workshops, Islington.  Other 
established artist workspace providers include 
Cockpit Arts (Deptford), Winkley Green Workspace 
(Bethnal Green), Clerkenwell Green Association and 
Clerkenwell Workshops (City Fringe). 

One of the largest, with 150 workshop units of varying 
sizes, Clerkenwell Workshops, has been decanted 
and refurbished over the past 2 years. This has 
meant that established firms have moved either 
temporarily or permanently. Units will be available 
for reoccupation in 2006, however rental costs 
will be higher than previously and tenants will be 
higher end (architects, graphic designers) rather 
than existing crafts and ‘designer-makers’, including 
small-scale manufacturers. The landlord, Workspace 
Group plc was originally established by the GLC 
to manage (and privatise) its industrial property 
portfolio. The company has been a plc since 1993 and 
manages other workspace properties such as Hatton 
Square Business Centre, Aberdeen Centre Highbury, 
Three Mills Island Stratford, and the Chocolate 
Factory Wood Green (cf. Creative Hubs). Nearby, the 
Clerkenwell Green Association’s workspaces have 
also come under rent review by a landlord which 
has acquired over 50 premises in the area. The long 
established charitable workspace operation is also 
vulnerable to rent rises which will impact on studio 
tenants who are the backbone of the crafts and 
designer-making cluster. 

Existing affordable studio provision is not 
surprisingly over-subscribed. A study in the City 
Fringe area14 noted that whilst there had been a 
significant reduction in demand for commercial 
properties in the previous 18 months, there was 
still a strong demand in the area from small users, 
particularly start-ups. This demand is dominated by 
users seeking space at less than £15ft2. In contrast 

the report noted that there was an over supply 
of properties in excess of £20/ft2. This mismatch 
appears to be widening, as lower cost and managed 
workspace provision reduces in supply and 
lease reviews threaten established crafts based 
workspaces (above). In 2003, some 2.7 million ft2 of 
commercial accommodation has been identified 
in the area as available across all types of property 
and size ranges. 91% of the available floor space 
identified in 2003 was for the office and related  
B1 market. 

Live-Work planning policies by boroughs such as 
Ealing, Hammersmith (west London), Hackney and 
Tower Hamlets (east) have fallen foul of Inspector 
and developer challenges. In practice the residential 
market means that developers and occupiers flout 
the ‘work’ element in such premises. Borough 
planning policies promote affordable, flexible small 
business accommodation, and target creative and 
cultural business use on large development sites. 
However, there is a presumption against loss of 
office space and demand for high density residential 
property. One of the largest development schemes, 
Bishopsgate Goods Yard (Shoreditch, City Fringe) has 
received contentious planning approval for a high 
density mixed-use development and the locality 
is designated by L.B.Tower Hamlets for a ‘creative 
industry focus’. It is not clear however, how these 
property, market and enterprise aspirations will be 
reconciled and operationalised. 

In many respects, affordable workspace is caught 
between the objectives of property-led regeneration 
(residential and commercial) and the gentrification 
impacts which ensue, and the demand for start-up 
and rentals at below market rates. In crude terms, 
smaller and industrial workspace is in opposition 
with the dominant and higher-returns from the 
residential property market in London. In other cities, 
artists studio provision are afforded a measure of 
protection (e.g. Paris, Munich), whilst in London they 
are subject to the vagaries of the property market 
and a planning system that no longer reflects work-
lifestyle needs, and with a raft of fiscal and legislative 
barriers to flexible working and compact living – 
from property taxes, building regulations to planning 
use-classes. This is also at odds with government 
sustainable community objectives which promotes 
greater mixed-use, compact city living/working, 
with reductions in transport/pollution/congestion, 
improved animation (and reduced crime), and 
greater opportunities for local employment. 

Reponses are evident in incubator development 
projects supported and funded through LDA Creative 
London and area programmes (e.g. fashion, furniture, 
creative hubs – see below) and also at borough 
level. The use of zoning to protect employment land 
and property use is being promoted in creative hub 
areas, e.g. Paddington, west London where following 
the loss of workspace (Western Studios) due to 
transport infrastructure works, an ‘enterprise zone’ 
is being considered by the borough cabinet. In other 
boroughs, e.g. Islington, north London, employment 
premises audits have been undertaken to assess 
and map workspace provision, as residential and 
large-scale developments (e.g. Arsenal FC stadium) 
drive out small and medium-sized office and light 
industrial premises.

3.7  Regeneration
The creative industries have also been identified as 
a priority sector in London’s economic development 
strategy, and an important driver of regeneration. 
The Mayor of London’s cultural strategy argues that 
“investment in the creative infrastructure of a 
city can lead to a virtuous circle of high economic 
performance, inward investment, improved 
educational attainment and enhanced quality of 
life”15. In 2005 the government launched its Culture 
at Heart of Regeneration initiative with a detailed 
consultation report on impact measurement and 
evidence16. This has been followed by a joint DCMS 
and Arts Council initiative providing guidance 
for local authorities. ‘Where we live’, is aimed at 
sustainable communities policy objectives and 
making the case for the inclusion of culture in 
community planning and redevelopment17.  

There is now evidence that the creative industries 
have contributed to the regeneration of specific 
areas of London. For example, the area around 
Hoxton Square, in the eastern City Fringe, has been 
transformed in recent years, partly as a result of the 
number of artists and galleries that were attracted 
to the area in the late-1980s and early-1990s by 
the availability of cheap warehouse space and 
accommodation. In the ensuing decade, the area 
was colonised by small creative businesses, such 
as design and new media firms, and an increasing 

number of bars, restaurants, clubs and residential 
developments followed, substantially increasing 
the value of the local economy. The regeneration 
of Hoxton was largely organic, with limited 
interventions from the public sector, but policy 
makers are keen to encourage the regenerative 
powers of the creative industries in other areas.  
The area does however provide a litmus test  
of the gentrification effects from the so-called  
creative quarter: 

In this celebrated East End cultural 
quarter, 1,000 local jobs a year 
have been created, but ‘the local 
unemployment level never seems  
to change.18

 Partly thanks to the success of Hoxton, land values in 
the area have soared. So locals who do get jobs often 
have to move outside the borough. The impoverished 
artists who created the Hoxton experience in the 
first place have also moved on because of the 
rise in property prices…’. ‘The artists’ squats have 
disappeared. Turned over to loft-style living, nearly five 
years after Hoxton was declared London’s art hot spot: 
is it still hot, or has it become the Covent Garden of the 
East – all gloss and glamour and no grit?’.  
‘Is Hoxton still hot?’19 The has been some disquiet at 
the lack of connection between the incoming wealth 
and facilities for the remaining local community 
– part of Shoreditch bordering Hoxton is now a New 
Deal area – and a need for increased links between 
existing and new communities is being voiced20. 

An indication of its strategic importance and an 
example of how these links and benefits might gain 
hold, is the recent Digital Bridge agreement between 
Microsoft (with ITN News and Video Networks) and 
the Shoreditch New Deal for Communities (NDC is a 
national government small area-based regeneration 
programme) to provide high-speed digital services 
to 20,000 homes and over 1,000 businesses. Through 
a set-top box residents will access community 
information, educational services and vote in local 
referendums, as well as help crime prevention (via 

14 Renaisi & Ancer Spa (2003) Workspace Supply and Demand in the City Fringe

15 LDA (2004) Creative London. London: London Development Agency 
16 DCMS (2005) Culture at the Heart of Regeneration, London: Department for Culture Media and Sport; Evans, G.L. (2005) 
 Measure for Measure: Evaluating the Evidence of Culture’s Contribution to Regeneration, Urban Studies, 5(6): 1–25 
17 Where we live. Building Communities through Culture & Sport. www.wherewelive.org.uk/ 
18 The Economist (2000) Clustering in Hackney, March 2nd, London 
19 Renton, A. (2002) ‘Is Hoxton still hot?’, Evening Standard, 27 August. London: 53 
20 Evans, G.L (2004) ‘Cultural Industry Quarters – from pre-industrial to post-industrial production’, in Bell, D. and Jayne, M.,  
 City of Quarters: Urban Villages in the Contemporary City. Aldershot, Ashgate
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CCTV monitors). The scheme is initially funded by 
European Objective 2 (ERDF) and government NDC 
(OFDPM) grants worth £12million, and plans to be 
self-sufficient through subscriptions (£3.50/week 
for residents). Other NDCs in England had been 
negotiating for a similar partnership (e.g. Aston  
Pride NDC, Birmingham), but Shoreditch is so far  
the only case.21

Hoxton, Shoreditch and other parts of London 
have also been eligible for European Regional 
Development Funding (ERDF) assistance since the 
mid-1990s, with specific measures targeted at the 
cultural industries. These have benefited wards in 
east and north-east London, particularly around 
the Lee Valley corridor and in inner west London. 
Under Objective 2 of the ERDF nearly 70 creative 
and cultural industry projects benefited from 
funding between 1994–6 and 1997–99 (33 receiving 
European Social Fund, e.g. training grants) and over 
30 in the first round of the 2000–2006 allocation. It 
is estimated that 10% of all such funding was CCI-
enterprises related, representing £16 million in direct 
grant-aid and several times this value in leveraged 
funding. An evaluation of the impact and effectiveness 
of ERDF funding to creative and cultural initiatives 
has been commissioned, with support of the LDA  
and GOL, and which will report later in 2006.

Creative industries initiatives will be included in each 
of the major development areas identified by the LDA 
for the city, including in the east: City Fringe, Lower 
Lee Valley, Thames Gateway, Stratford – and Olympic 
Village sites – and in the west: Wembley and Park 
Royal. The establishment of locally focused Creative 
Hubs in or near these areas will play a central role 
in securing investment in the sector. Help will also 
be available for businesses in need of secure and 
affordable workspace.

3.8  Social inclusion and diversity

“The aim of creative London is to 
enhance the regenerative capacity 
of London through the increased 
engagements of its citizens in the 
arts and other cultural activities”.22

To date, there has been no extensive research into the 
relationship between London’s creative industries 
and social inclusion. Central government policy in 
this area has identified this issue in policy terms. The 
Government’s Policy Action Teams (PATs) established 
across all departments  and the establishment of the 
Social Exclusion Unit, sought to assess all policy and 
delivery against social inclusion objectives. The 
PAT10 convened by the DCMS reported on the Arts 
& Neighbourhood Renewal in 199923, which also 
confirmed the dearth of evidence and this has since 
spawned initiatives across the cultural sector in terms 
of access, audience development and diversity. 
However, it is possible to say that the success of London’s 
creative industries has occurred unevenly, and that 
the benefits of recent increases in creative industry 
related activities, jobs and revenue are not available 
to many Londoners.24  Ensuring that the distributive 
effects of economic growth and regeneration benefits 
are measured and targeted is therefore a major 
challenge to creative industry strategies at regional 
and local area level. 

Promoting equality of opportunity in the creative 
industries is a priority for London’s policy makers.  

The Mayor’s Culture Strategy states that “diversity 
is a key component of London’s competitive edge in 
the creative industries”, and makes a commitment 
to support the cultural infrastructure for London’s 
many communities.25  

Creative London aims to “make sure 
that London’s diverse communities 
benefit from, and contribute to, this 
expansion (of the city’s creative 
industries)”.26

The proportion of workers of black or ethnic minority 
(BAME) origin in London’s creative industries (11.6%) 
is roughly half the proportion of workers of BAME 
origin in the city’s workforce as a whole (22.8%)27. 
A study which may cast light on this disparity 
and under-representation in London has been 
commissioned by the LDA: Competitive Advantages 
of Diversity. This will investigate case studies of 
BAME creative industry exemplars and assess 
barriers to economic participation by diverse groups. 

The potential is apparent – there are an estimated 
75,000–80,000 BAME-led creative businesses in 
London, and over 1,000 BAME-led, not-for-profit, 
creative organisations.28 BAME business activity 
is growing at a faster rate than SMEs as a whole 
with BAMEs making up 9% of all start-ups in the 
UK. Furthermore, 80% of labour market growth is 
now reliant upon migrant workers, with host/ niche 
markets valued at over £7–9 billion in the UK. Black 
Athnic Communities also have a higher proportion 
of under-25s and will account for over half of the 
growth in Britain’s working age population over 
the next decade29. 23% of London’s Labour Force 
comprises black & Asian ethnic minorities – 33% 
including white ethnic groups. London is also host 
to longer-stay students and as a home to more 

incoming foreigners than New York or Los Angeles  
– 35% of new refugees in London have degrees/
higher qualifications – above the UK average. 

Women are also under-represented in London’s 
creative industries, in which 36% of employees are 
female, compared to 45% in London’s workforce as 
a whole. Women’s share of employment is higher 
in radio and TV, music and the performing arts, but 
fashion is the only creative sub-sector in which 
women’s share of employment is greater than  
in industry as a whole.30

A wide range of arts and cultural programmes are 
aligned with social inclusion agendas, or celebrate 
London’s diverse communities, although there is 
little evidence demonstrating that these activities 
lead to any increase in the number of individuals 
from minority groups entering the creative industries 
on a professional basis. The number of programmes 
focusing specifically on social inclusion and the 
creative industries is more limited. A structural 
problem is the skills gap and worklessness, with 
many entry level jobs in lower service sectoral 
employment, but many creative industry 
opportunities benefiting the well-educated,  
well-networked holders of high ‘cultural capital’  
– a self-sustaining creative class which is apparent 
in other cities such as New York. This is reflected for 
instance in the profile of art and design graduates 
and established creative producers, and in London’s 
high ranking on Florida’s Creativity Index but 
also one of the highest ranking cities in terms of 
Inequality (income divide).31 

21 ‘NDC ties up Microsoft digital deal’, Regeneration & Renewal. London, 13 January 2006; ‘The Crime Watcher, R&R, 3 March 
22 www.creativelondon.org.uk/about.php. [online] (Accessed 10.12.04).  
23 The Arts & Neighbourhood Renewal, PAT 10, Department for Culture Media & Sport (1999); and see Evidence of Social Impact  
 of National Lottery Spending in the UK, 2001, Evans, G.L. and Shaw, P. for the DCMS 
24 BOP (2004) Supporting Talent to Enterprise Programme (STEP): Proof of Concept & Market Analysis. London: LDA. 

25 GLA (2004b) London Cultural Capital. London: Greater London Authority 
26 www.creativelondon.org.uk/about.php. [online] (Accessed 10.12.04). 
27 GLA (2004a) London’s Creative Sector Update. London: Greater London Authority 
28 Respect London & ACT:e (2003) Mapping BME-led Creative Industries in London: a Final Report. London.  
29 EMDA (2003) European Conference on Ethnic Minority Entrepreneurs. East Midlands Development Agency, Brussels, June 
30 GLA (2004b)  
31 Florida, R. (2005) The flight of the creative class: the new global competition for talent. New York: HarperBusiness,  
 and see Peck, J. (2005) Struggling with the Creative Class, International Journal of Urban & Regional Research, 29(4): 740–770
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3.9 London’s approach to children 
 and young people, creativity 
 and the arts 
The Mayor’s Cultural Strategy states that “education 
and lifelong learning must play a central role 
in nurturing creativity and providing routes to 
employment” (Policy 5). This includes commitments 
to promoting the role of culture in children’s formal 
and social education, supporting opportunities for 
lifelong learning, and the effective development of 
training and career development opportunities in 
the culture sector32.

Arts in schools have been suffering since the 
introduction of the National Curriculum by the 
previous government in the late-1980s. This 
relegated some art subjects (i.e. dance, drama), and 
delegated local management of schools with the 
consequent decline in Local Education Authority 
(LEA) advisers and inspectors in key arts subjects. 
However, over 55 London schools are participating  
in Creative Partnerships, a national programme of 
arts in education33.

London is home to more children and young people 
(0 to 19) than any other region in England. Young 
Londoners include some of the most privileged 
people of their age in the country and some of the 
most underprivileged. 38% of children in London,  
and 51% in inner London live below the poverty line; 
41% of London residents under the age of 18 belong 
to a Black or minority ethnic group and more than 
300 languages are spoken in London schools.

The Government’s concern with the rights of 
children and young people encompasses concepts 
of protection, entitlement and development. The 
Culture Ministry (DCMS) used to be concerned with 
children and young people principally as another 
audience for the arts for whom ‘access’ should be 
improved. More recently, the Secretary of State 
for Culture has started to talk about the economic 
potential of young people, describing them as 
‘creative sparks’ who will be the key to Britain’s 
continuing economic success. 

Arts Council England, London, along with all other 
regional offices of the national Arts Council, has 
recently published its strategy for children and 
young people. This includes not only ambitions for 
increased access to the arts but also recognition 
of the importance of providing young people with 
genuine routes into the creative industries as a 
potential source of employment. The argument here 
is that children who have access to music, theatre, 
literature, dance, the visual and media arts and 
other types of arts practice will be more likely to see 
further and higher education and employment in the 
creative industries as an option.

“Arts Council England, London aims 
to put children and young people at 
the centre and not at the fringes of 
the art it supports.” 

“It recognises that excellence can occur at any age 
and that children and young people are of great 
value to the arts sector. It also recognises that the 
arts and creative learning is a powerful force that 
can have a significant impact on children’s and 
young people’s lives and in turn contribute to social 
cohesion and wider global thinking.” 
 
Sue Hollick, Chair, Arts Council England, London

The Arts Council’s national aims for Children’ Young 
People and the Arts are as follows:

1 foster a world-leading arts infrastructure 
 alongside other cultural organisations that 
 supports and values the cultural expression 
 of children and young people and increases their 
 opportunities to engage in activities relevant to 
 their needs and interests

2 to ensure the arts and creativity have a place 
 within wider Government and other policy 
 agendas which have an impact on children and 
 young people 

3 to see wide social recognition of the value and 
 transformational power of the arts and creativity, 
 particularly in relation to children and young people

To achieve these aims for children and young 
people the Arts Council will:  

• ensure that we hear the views of children and 
 young people, engage them in decisions that 
 affect them and broaden the range and appeal  
 of our ‘offer’ to ensure it is relevant

•  identify areas of need and target our resources 
 strategically

•  cultivate the skills, capacity and knowledge within 
 our sector

•  use our programmes and initiatives strategically

•  work with our partner institutions to maximise 
 the contribution the arts make to children and 
 young people

•  advocate for the arts through monitoring, 
 evaluating and sharing high quality practice

The priorities of Arts Council 
England, London include under-19 
year olds; families, parents and 
carers; children and young people 
who need support to participate in 
the arts independently.

This includes disabled children and young people; 
children and young people from low income families 
in outer London; those living on remote estates 
and children and young people who are at risk of 
(re)offending. 

Intermediaries are also targeted, such as local 
education authorities, children’s services, teachers, 
youth workers, children’s champions, community 
workers, artists and arts organisations.

The aim is thus to:

• grow the arts, artists and arts organisations 
 through work with children and young people

• build the capacity of those that deliver arts work 
 with children and young people 

• stimulate demand for, and create a sense of 
 ownership of, creativity and creative learning 
 in London schools, LEAs and Children’s Services 
 (including in relation to school spaces), in pupil 
 referral and learning support units and in other 
 settings and that are central to the lives of 
 children and young people 

• encourage racial cohesion and global 
 understanding through children and young 
 people’s participation in the arts

• provide routes for progression and links between 
 children and young people, further and higher 
 education and the creative industries

Other related Arts Council strategies include:

Local Government and the Arts – A Vision for 
Partnership (2003) which cites ‘engaging young 
people’ as one of its national priorities and includes, 
among its goals, ‘to position the arts at the centre of 
new youth services shaped by and with young people 
themselves’ and ‘to develop initiatives to improve the 
role of the arts in early years services’.

Arts and Health and Well Being: A Strategy for 
Partnership which has children and young people 
as one of its four priorities. It cites the potential for 
partnerships between ACE and the DfES (in relation 
to Sure Start and Children’s Trusts); the Department 
of Health (in relation to the Children and Young 
People’s National Service Framework and the Health 
Promoting Schools Award Scheme) and with the 
Home Office and Youth Justice Board (in relation to 
ACE’s Strategy for Youth Justice). 

Every Child Matters: Change for Children 
(November 2004) – the government’s strategy for 
improving every aspect of services for children and 
young people aged up to 19. 

32 GLA (2004b) 
33 The first phase of the Creative Partnerships programme ran from April 2002 until March 2004 as a pilot programme. The budget 
 was provided by the Department for Culture, Media and Sport (DCMS), working with the Department for Education and Skills 
 (DfES). For the first phase, Creative Partnerships had a budget of £40 million. 16 areas around the UK were initially selected to 
 take part. Phases two and three were subsequently rolled out. During 2005 and 2006, Creative Partnerships will receive  
 a minimum of £32 million from DCMS and a further £2.5 million from DfES. From May 2002 to October 2005, Creative 
 Partnerships began 3,767 projects. Taking part were 5,119 schools, 3,507 creative organisations, 30,152 teachers involved  
 in projects and 392,265 young people. Creative Partnerships has also ensured that more teachers, parents and creative 
 professionals are participating in joint projects: 20,179 teachers receiving CPD and 643 projects involving parents. 
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The five desired outcomes of Every Child Matters 
are those that children and young people say matter 
most to them. These are: 

• Being healthy

• Staying safe

• Enjoying and achieving

• Making a positive contribution

• Achieving economic well-being

 
The main objective of Every Child Matters is to 
ensure that every child has the chance to fulfil his 
or her potential by reducing levels of educational 
failure, ill health, substance misuse, teenage 
pregnancy, abuse and neglect, crime and anti-social 
behaviour among children and young people.

In London, the Mayor’s Children and Young People’s 
Strategy aims to improve the quality of life of children 
and young people, in London aged up to 18 years. The 
priorities echo those of Every Child Matters (above). 
Its main objectives are:

1 supporting families – for example, by looking for 
 ways to make childcare more affordable and 
 tackling child poverty 

2  making the city safer for children and young 
 people – in particular, improving the safety of 
 public transport and parks and play areas 

3  making transport more affordable 

4  making it easier to walk or cycle on London’s streets 

5  creating more places to play and improving those 
 we have 

6  encouraging museums, art galleries and other 
 cultural organisations to be more welcoming  
 to children 

Non-formal learning sector

The non-formal learning sector is also seen to have 
an important role in providing opportunities to 
develop skills in creative industries, but outside 
formal educational structures. It is particularly 
effective for young people and disadvantaged 
groups for whom conventional education has 
been problematic. The STEP non-formal learning 
programme is supported by Creative London. 

A Creative Skills Partnership, with  
the LDA (Creative London), LSC, Sector 
Skills Councils, Industry and F&HE 
providers have provided investment 
for infrastructure support and 
development totalling £3 million over 
3 years (£1m in 2006/2007) with 50% 
leverage of matching funding/resources. 

Creative London seeks to address social inclusion 
issues. For example, there is an aim to ensure that 
50% of creative business start-ups arising from 
the programme will be BAME-owned. The STEP 
non-formal learning initiative also includes a 
commitment to providing progression routes into 
the sector for those from traditionally  
under-represented groups.

The Audio-Visual Skills Action Plan, developed 
by Skillset in conjunction with the London 
Skills Commission, provides a blueprint for 
skills development in TV, film, video, radio and 
related activities in London. A Skillset Academy 
has been established at the London College of 
Communication, in partnership with Ealing Institute 
of Media based at Ealing & West London Further 
Education (FE) College, whilst at the Cass Business 
School, City University, a new Film Business Academy 
has been established, again with Skillset, providing a 
route into the film industry for MBAs/postgraduates.

4.1 Creative London 
The Mayor’s Commission on the Creative Industries 
(2002/3) recognised that while many of the earlier 
programmes have been extremely successful, there 
was also a need for a broader, longer-term approach 
to developing the creative industries. Creative 
London was established in 2004 in part to provide an 
overarching strategic approach from within the LDA, 
while working closely with the sector itself.

Creative London aims to provide overall strategic 
direction to the support of the creative industries 
in the city, while at the same time adopting a 
‘bottom-up’ approach that draws on existing best 
practice, and complements initiatives driven by 
other agencies and organisations (e.g. Arts Council 
England, NESTA and the Learning and Skills Council).

Creative London’s strategic objectives are based 
around three main areas. 

1. Investment and support to be focused on local 
 ‘creative hubs’

2. Specific creative sub-sectors to be targeted for 
 support – such as the film industry or design sector

3.  A range of cross-sectoral initiatives are established 
 that are of potential benefit to all kinds of creative 
 enterprise – such as programmes focused on 
 intellectual property, workspace etc. 

 
The new organisation has been set targets by which 
it is going to be measured over the next decade: 

• Job growth from 500,000 to 700,000 over the next 
 ten years (2004–2014)

•  GDP to grow from £21 to £32 billion over the  
 same period 

• Synergy and leverage of other related 
 programmes, i.e. skills, business support, etc. 

• Value added per person employed (GVA) at £41,000 
 (33% higher than UK average) is targeted to grow 
 towards £50,000 per person 

•  Inter-regional trade is forecast to grow to between 
 £1 and 2 billion 

Creative London adopts an infrastructure approach 
to building the capacity for creative business growth 
in London. This is focused on the following (2006/7 
delivery programme budget total: £10 million):

• Talent: strengthening infrastructure (£1m)

•  Enterprise: finance readiness and growth (£3m)

•  Property: leveraging private sector expertise to 
 deliver incubator & support space (£3m)

•  Showcasing: promoting London’s offer 
 internationally (£2m)

•  Creative hubs (£1m)

 
Key sectors with established strengths and 
opportunities for market growth have been targeted 
for intervention in terms of skills development, 
business development and international promotion. 
Growth sectors include:

• Film

•  Fashion

•  Design

•  Digital Media

•  Music

4. Creative Industries Strategy
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i) Creative Hubs 

Hubs will form the focus for investment and support 
for the creative industries in London regions. Hubs 
are intended to be rooted in the local economies and 
communities of particular areas of London, and to 
be geared towards the specific needs of those areas. 
The structure of individual hubs will differ, but they 
will build on successful initiatives that are already 
taking place, encourage the growth of networks, and 
in most cases will include a property or properties  
that provide space for work, participation  
and consumption. 

Hubs will keep tabs on available property and offer 
a platform to showcase work: locally and, through 
partnerships, regionally and globally. They will act 
close to markets and connect creative minds to 
entrepreneurial spirits. Creative Hubs will act as 
incubators for small businesses and more. They offer 
an ideal way to challenge existing economic and 
social barriers and support diversity.  

Creative Hubs are not a new idea, they draw on 
both cluster theory and cultural planning models 
(hierarchy, ‘hub and spoke’, access all through, e.g. 
education). Some hubs therefore build on existing 
networks. The strategy is based on investing in and 
supporting these networks further to put them on 
a firm and sustainable footing. Over the next two 
years, new embryonic Hubs will also be developed. 
Creative Hubs are designed to be fluid networks 
not insular entities. They may well interact – if a 
particular support service is not available south 
of the river, the Hub can point across the bridge to 
another network offering help.

10 geographical areas have been designated in London 
(see map below) where there is a high concentration 
of creative businesses. Within each of these pockets, 
there are dozens of non-profit organisations of 
varying sizes that all have a remit to support the 
creative industries. In each area, a lead organisation 
will be appointed to communicate with the other 
support agencies and develop a long-term plan.

Creative Hubs

 

Creative Hubs are thus being developed across  
the capital: 

• North – Barking; Haringey/North London; 
 Kings Cross/Arsenal/Camden; Notting Hill/North 
 Westminster

•  South – Brixton/Elephant & Castle;  
 South London Croydon

•  East  – City Fringe; Deptford Greenwich/Creekside; 
 Lower Lea Valley/Stratford

•  West London

Since 2003, £56 million in funding has been approved 
in Hub-based areas, more than 50% of which has 
been leveraged from investment programmes 
outside of the Creative Industries budget, 
notably, property/regeneration, sectoral and skills 
investment.

One of the first creative hub areas to be designated 
by the LDA is Paddington, west London. Coordinated 
by the well-established Paddington Arts Trust 
this area is part of a Single Regeneration Budget 
programme attracting £14 million funding to date 
and proposed investment in hub activities of a 
further £600,000 over the next 3 years. Leverage 
of matching funding is estimated at £37m, with 
450 new jobs, 370 business start-ups and 1,400 
beneficaries of skills training targeted over this period. 

In south-east London, Creative Lewisham is the focus 
for another creative hub and city growth strategy, 
which includes higher and further education 
institutions (Goldsmiths, Lewisham College, Laban 
Dance), several theatre and gallery venues, art 
and design agencies, festival organisations and 
studio enterprises. Sites for artists and creative 

business usage have been developed through the 
re-use of industrial buildings in Deptford. The Hub 
organisation maintains a database of creative 
business space needs and premises. If the borough 
could provide space for the unmet demand for 
workshops and studios, a further 157 businesses 
would start-up or relocate – proving over 600 jobs 
and £4m in turnover in 73,000 m2 of new premises. 

ii) Enterprise development has a focus on 
financing and key sectors (film, fashion, design, 
music, games), for example:

The Creative Business Accelerator 

This programme helps creative businesses prepare 
for investment by developing financial, business 
planning and management skills – through training 
and mentoring. Creative London links practitioners 
and enterprises with sources of funding, and sponsors 
a dedicated public-private Creative Equity Fund. 

Intellectual Property Rights

With the growing opportunity and complexity of 
intellectual property rights from creative products, 
designs and ideas, small firms and creative producers 
increasingly require professional legal and contractual 
advice, otherwise outside their reach financially. Own 
It offers free advice and guidance to help creative 
enterprises exploit their intellectual property more 
successfully (and see Artquest below). The service 
provides free legal contract templates available for 
download, free legal advice and seminars to enable 
creative people to make the most of their ideas. Own 
It is a partnership between Creative London, LDA and 
the London College of Communication, University of 
The Arts London.

iii) Sectoral support

The Mayor’s economic strategy for London includes 
an objective to support successful clusters, including 
creative, tourism and technology-intensive industries. 
Through the Creative London programme, the LDA 
supports a number of initiatives focused on specific 
sub-sectors. These include:

• Fashion – supported through the Fashion Capital 
 website (www.fashioncapital.co.uk), which 
 provides online showcasing, and business 
 information and advice, and the Centre for 
 Fashion Enterprise at the University for the Arts 
 London, which helps early-stage fashion start-ups 
 to become established. 

• City Showcase, a week-long festival promoting 
 both London’s music and fashion scenes, 
 culminating in London Fashion Week.

• Design is promoted through the London Design 
 Festival, which provides a showcase for a wide 
 range of the capital’s design companies, from 
 architecture to graphic design, advertising to  
 new media. 

•  Together with the UK Film Council, the LDA is 
 a major investor and partner in Film London, the 
 regional screen agency for London. Film London 
 promotes the growth and development of film, 
 TV, video, commercials and interactive media. It 
 also invests in film production, supports economic 
 and industry development initiatives, and is 
 involved in exhibition and education activities 
 across the capital.

•  Creative London is working with the BBC to enable 
 London’s new media talent to develop the next 
 big thing in digital media in a pilot series of 
 creative labs designed to nurture innovative 
 projects: the BBC Innovation Labs.

The LDA is also developing plans 
for a creative sector development 
initiative, focusing on music and 
digital media. 

For example, Creative London and UK Trade & 
Investment have visited New York for the first time 
to expose four London buzz bands fresh from SXSW 
to host a series of events which aims to throw a 
spotlight on the London music scene for 24 hours 
– the ‘Live From London’ Music Showcase. 

By taking advantage of the UK industry presence 
in the US after SXSW, the trip aims to provide 
another shop window for the US music industry 
to do business with London based labels and 
acts.  Activities include a masterclass with leading 
London label heads, a retail campaign with Virgin 
Megastores Union Square, a gig at the legendary 
Bowery Ballroom filmed by MTV, and an NME hosted 
aftershow party.  
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Higher Education-based creative enterprise centres 
and incubator provision have also been supported 
through Creative London, LDA area regeneration and 
sectoral programmes, as well as Higher Education 
Innovation funding (see 1.4 above).                                      

4.2 City Growth Strategy

The City Growth initiative constitutes 
a new approach to inner city 
regeneration that focuses on the 
positive advantages of the inner city 
rather than the social disadvantages. 

It places enterprises and business at the heart 
of regeneration and promotes the competitive 
advantage of the inner city – in terms of proximity 
to successful economic activity, labour pools, and 
untapped markets – by focusing on developing and 
strengthening business clusters. 

City Growth is not a new policy or programme. It 
offers a different way to prioritising and organising 
existing policies.  It is based upon a model associated 
with Michael Porter (ICIC)34, and is driven by the 
UK Chancellor Gordon Brown’s commitment to 
address disadvantage through the growth of 
enterprises. The London/UK model is however more 
mixed-economy based than in the USA, with public 
sector regeneration and intermediary agencies 
combining economic development and social 
inclusion objectives, particularly in terms of labour 
market participation, skills/training and business 
development within deprived communities. 

In the UK, the Department for Trade & Industry’s 
Small Business Service (SBS) has responsibility for the 
City Growth programme, which is delivered through 
Regional Development Agencies (i.e. the LDA in 
London) and local partnerships. The SBS has defined 
six primary objectives.

1. Help local leaders create a new vision for their 
 inner city by identifying market-based strategies 
 and engaging the private sector

2.  Make the inner-city a more competitive location 
 for business

3. Increase income, wealth and job opportunities  
 for inner-city residents

4.  Change perceptions and attitudes regarding 
 opportunities in inner cities

5. Create leadership and institutions that will push 
 the agenda forward

6.  Increase productivity of the region by revitalising 
 inner cities

 
The SBS lists five elements of City Growth that play  
a key role in achieving these objectives

•  Engaging the private sector 

•  Connecting leaders across sectors

•  Uncovering market opportunities

•  Strengthening existing programs 

•  Catalysing action that produces results 

 
Several City Growth pilots have targeted the creative 
industries as key business clusters. In London – the 
City Fringe (East London), Haringey (North London), 
South London (Creative Lewisham) and West London 
(Paddington)/Heathrow sub-regions. Outside of 
London, City Growth strategies in Derby and Leeds 
also target creative sectors. 

One of the largest and most established regeneration 
sub-regions is the City Fringe, one of the six initial 
areas chosen by the SBS to pilot the new approach 
(see below).  A further ten areas were selected as part 
of a round 2. Several of these coincide or overlap with 
Creative Hub areas, e.g. North London (Haringey), 
Deptford, south-east London (Greenwich/Lewisham) 
and West London.  Pilot areas receive funding for 
an initial 2-year period to pump prime the setting 
up of their programme, after which future sectoral 
investment is expected to come from traditional 
funding sources, notably sector investment and area 
programmes administered by the LDA, or the  
private sector.

These, together with a thematic grouping of good/
best practice, will be used as the basis for the Lessons 
learned report arising from the Creative Spaces study.

Key lessons emerging from London can be 
summarised as follows: 

• Leadership – Mayor (GLC-GLA 20 years), Creative 
 Industries Commission – regional and central 
 government (Chancellor, Cox Review of Design, 
 Creative Industries Minister)

•  Creative London – strategy focus, market failure 
 analysis and targeted themes/sectors

•  Critical mass of CI activity – geographical co- 
 location (economic and cultural clusters)

•  Creative Hub and City Growth area strategies 
 – pilots, but as yet untested

•  Creative Enterprise support – track record of 
 intermediary agencies, e.g. CIDA, HiddenArt

•  Connected/infrastructure – national/global hub, 
 e.g. transport, HQs, HEIs, diaspora

•  HE/Training – international hub, world leading  
 art & design colleges and incubators

•  Cultural tourism – successful venues (existing 
 and new, e.g. Tate Modern, museums), festivals, 
 post-terrorist bomb recovery, Olympic 
 opportunity/challenge.

Weaknesses are perennial, but some are worsening, 
notably high property/start-up costs (rents, 
purchase, taxes), exacerbated by gentrification, 
regeneration, the residential market, and failure 
of live-work policy/quotas. The impact of the 
Olympics development in this is not yet clear. The 
social/economic, cultural and spatial divide is also 
widening (London is high on the Inequality Index), 
and CI employment/participation does not reflect 
the city’s diversity. Indications of CI employment 
losses and decline since 2001 (post dot.com), suggest 
a fragile/micro-enterprise economy, with some 
sectors footloose, a movement to outer London 
and out of London drift (SE England, other city-
region employment gains). Policy initiatives and 
interventions (e.g. incubator/workspace, sectors/
creative clusters and hubs, skills/innovation) have yet 
to establish themselves long enough for impacts to 
be measured. 

The Cultural Strategy appears to lack a credible 
implementation and resource plan and related to 
this, London government still suffers problems of 
coordination/duplication and fragmentation, with 
resources highly centralised (nationally/regionally). 

34 Porter, M.E. (1995) The Competitive Advantage of the Inner City. Harvard Business Review. Boston: 55–71

5. Lessons from London

  
The foregoing case study describes and reports on the state of the creative 
industries in London and the current social, economic and political contexts. 
Key growth and sectoral trends, and strengths and weaknesses, have 
also been noted. Dedicated strategies and support structures have been 
highlighted, and examples of projects, initiatives and interventions have 
been summarised below.
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Local borough Arts and CI development appears to 
be in decline – with less resources, skills, powers, and 
governance. The Arts and creative industries are not 
connected, producing gaps and duplication. 

International and UK regional city networks 
are – despite London’s ‘World City’ status – less 
established and outward-looking than other cities. 
Other European cities have also developed city-
regional networks and strategies (and clusters), 
e.g. Barcelona, Berlin, northern France, Northern 
Italy, Glasgow/Scotland, Helsinki (cf. Phase I Report, 
2005). Employment growth is now evident in the 
South-East region moreso than in London, with the 
highest GVA growth in the South-East (including 
London) ‘super-region’35 , suggesting a city-regional 
not a stand alone city strategy. This is also reflected 
in the recent report and recommendations from the 
government’s Core Cities Group36 and the joint UK-
Canada colloquium on ‘Cities for National Success’37.

The strong HE art & design hub and Creative 
Class cluster is not (yet) reflected in innovation 
and R&D performance where the UK scores low 
when compared with the USA and other European 
countries (8th in Europe)38. Productivity gains have 
also not improved in line with the UK’s competitors 
(particularly in public services), and there is little 
correlation between London’s creative cluster 
and higher productivity39, coupled with a general 
shortage of investment and venture capital40. 

The strategy evaluation framework and 
measurement criteria (Creative London, Hubs) are 
now being developed in detail, supported by GLA 
Economics trend data and analysis. Government 
(London and national) review of the rationale for 
public sector intervention here and in other sectors, 
also looks for a more robust and transparent (across 
sectors, regions and departments) evidence base41. 
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Creative cluster development 
City Fringe City Growth Strategy 

The City Fringe area’s City Growth Strategy was 
published in 2003. Its stated aims are to: ‘Build 
an area of thriving competitive industries and an 
area whose residents prosper from the success of 
the region’ and to ‘Support and maintain a diverse 
economic base, a diverse residential base and 
diversity in employment’

The strategy highlights four key competitive 
advantages of the City Fringe area: 

1. business clusters – a number of successful 
 business clusters and networks 

2. strategic location – it location close to the City and 
 the likely impact of major land developments in 
 the area

3. human resources – the significant pool of 
 potential labour in the area

4. local market demand – the significant local 
 customer base

 
Key target sectors are identified, based on their 
size, growth, concentration, importance to the 
regional economy and ability to provide entry-level 
employment opportunities. The key clusters chosen 
in 2003 are listed below. 

• Jewellery

• Furniture & Product Design

• Fashion

• Digital Media

• Printing & Publishing

• Hospitality & Catering and related retail

• Financial and professional services 

• Health and social care

•  Construction industries

•  Cultural tourism

To date cluster action groups have been established 
in most of the creative industry sectors, with sector 
investment plans developed for Jewellery and facility 
development plans agreed for fashion and furniture/
digital manufacturing incubators. These combine 
workspace, technical equipment, enterprise support 
and training development for beneficiary firms and 
start-ups (including graduates).

A two year evaluation programme of the City Fringe 
Growth Strategy has been commissioned (2005–7). 
This is measuring and attributing change across 
the business clusters through a combination of 
quantitative and qualitative methods, assessing 
cluster business decision-making, location choices 
and impact of the interventions undertaken as part 
of the strategy.  This entails a comprehensive data 
architecture bringing together a range of social, 
economic and quality of life indicators and the 
spatial distribution of growth effects over the two 
year period. 

Local enterprise development

Creative Industry Development Agencies (CIDAs)

CIDAs emerged from the late-1980s in response 
to the need for specialist business and enterprise 
support for small firms and creative industry 
clusters. This recognized that mainstream business 
support and enterprise agencies (e.g. Chambers of 
Commerce) lacked the knowledge and specialist 
expertise in new media and creative enterprise, and 
their particular support needs, such as training, 
finance/funding, marketing/promotion, networking 
and infrastructure. 

Most of the work so far in this area has therefore 
been delivered by the specialist intermediary 
business support ‘creative or cultural industry 
development agencies’ (CIDAs). While most CIDAs 
pre-date the establishment of RDAs, they are now 
increasingly dependent upon regional-level support, 
including European Regional Development Funding 
(e.g. Sheffield, Manchester, Liverpool, Cardiff). 

The majority operate as independent not-for-profit 
bodies, often as companies limited by guarantee. 
They therefore stand apart from the institutional 

cultures and bureaucratic systems of large public 
sector bodies, and so in theory they can provide 
flexible, specialist, accessible services that better 
attend to the needs of the sector. Typical services 
include one-to-one advice surgeries, specialist 
seminars, networking events and training programmes. 
In some cases these services are complemented by 
more dedicated investor readiness work (for example 
Inspiral in Sheffield and South Yorkshire, and CIDA  
in East London – below).

CIDAs have been successful in raising the profile of 
the creative industries sector and in providing 
networking services and brokering partnerships. 
They can provide vital entry-level advice and support 
to start-up and early stage creative businesses, and 
help to encourage more creative activity in their areas.

However, there are limits to their effectiveness and 
impact. This is primarily because they are small, 
have limited resources, and tend to have a short-
term approach, limited by project funding. In most 
cases they do not have the capacity or expertise to 
undertake advanced investor readiness services 
which are tailored to specific fields within the creative 
industries. They tend to be less attuned to the 
needs of creative businesses that have high growth 
propositions and marked commercial ambition (as 
opposed to very small businesses which may be reliant 
on arts subsidy). This, and their size, also limits their 
profile and influence with investor communities.

CIDA East London

CIDA’s Mission is “to provide the 
most accessible cultural and creative 
industries support in London” 
and to provide a wide range of 
essential services to the creative and 
cultural industries sector including 
business consultancy, organisational 
development, strategic planning, 
marketing support, funding guidance, 
training advice, publication and 
distribution of relevant information, 
signposting relevant services, 
facilitating networking, supply chain 
and cluster development. 

 Appendix A – Projects and Initiatives
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It aims:  

• to promote a culturally diverse and sustainable 
 creative industries sector through initiatives 
 targeted at particular industry sectors as well 
 as working with young people, students, women, 
 black, minority and ethnic groups, the 
 unemployed, refugees, the disabled and other 
 groups at risk or disadvantage 

•  to promote access to cultural and creative 
 industries, improving understanding and practice 
 of the arts and creative industries, sustaining 
 the area’s cultural heritage, encouraging tourists 
 and visitors as well as developing new distribution 
 channels and retail markets 

•  to sustain and increase economic prosperity 
 through supporting entrepreneurial activities of 
 individuals, the voluntary sector, micro 
 businesses, social enterprises and other SME’s 
 in the creative industries – helping them to 
 achieve business growth, employment, training, 
 education and skills

• to support policy, planning, urban regeneration, 
 creative hubs, clusters and cultural quarter 
 initiatives which promote the regeneration 
 of London, encourage production, marketing, 
 distribution, consumption and retail activity and 
 the sustainability of a diverse local economy

 
Services include:

Advice from specialists. Business support and 
advice through specialist creative industries advisers 
to pre-starts, start-ups, social and community 
enterprises, existing businesses, freelancers, sole 
traders, partnerships and SMEs.

Networking – creative networks within film,  
music, theatre, youth arts, built environment and 
cultural tourism. 

Website, Online directory and E:Bulletin 
– CIDA’s website acts as a portal for the creative 
industries in East London. You can post news, views, 
opportunities, information, events and advertise your 
business or project on our weekly updated website.

Resource centre – publications, factsheets and 
funding databases and other information relevant to 
the Creative Industries sector

Training/Education – professional development 
training programme and Training calendar.

CIDA is funded by a range of agencies and public 
bodies. CIDA’s work is entirely project funded 
and aims to provide all services free or at highly 
subsidised rates. Funders include: Arts Council 
England, Business Link for London, EU, Fusion East, 
London Boroughs of Hackney, Newham and Tower 
Hamlets, London Development Agency, Millenium 
Commission.

Showcasing

Hidden Art/Open Studios

Hidden Art is a not-for-profit membership 
organisation run by Mazorca Projects, that supports 
and promotes designer-makers while offering 
companies and members of the public access to 
original design. The aim is to improve access to 
information, enable the exchange of ideas and 
expertise and offer a platform for designer-makers 
to exhibit and sell their work. The vision is to be 
recognised as a valuable, international support 
network, platform and meeting place for designer-
makers, with a mission is to promote and support 
designer-makers, enabling them to establish and 
develop their businesses, and create direct access  
to new markets.

Hidden Art offers opportunities and equal access for 
all designer-makers and aim to reach the local and 
wider communities in which designer-makers work.   
There is no selection procedure for membership – the 
aim is to provide a range of initiatives to suit every 
members needs and selection procedures are only 
required for certain projects.

Hidden Art began in 1994 as a small Open Studios 
event to promote quality work by 43 Hackney-based 
designer-makers. A decade on, it has developed into a 
unique network, which has promoted and supported 
over 1,800 designer-makers and built links between 
the creative and manufacturing industries and their 
clients. Open Studios events now spread to several 
east London boroughs in the City Fringe and to 
creative hubs in north and south London. 

Under the brand name ‘Hidden Art’, Mazorca 
Projects Ltd. fulfils its mission by enabling designer-
makers to develop successful businesses, providing 
opportunities to:

• promote and sell their work globally (wholesale 
 and retail). 

•  get in touch with potential suppliers, 
 manufacturers, service providers and consumers. 

• exchange ideas and network (through monthly 
 networking events and annual Forum). 

•  develop new skills and knowledge (through our 
 support programme). 

•  develop joint projects with other members.

 
Members and Hidden Art’s activities are promoted 
through its websites. The Hidden Art E-shop www.
hiddenartshop.com sells members’ products whilst 
the main website www.hiddenart.com features 
news and information about the industry, business 
support and our events. Design Directories have also 
been produced promoting a range of applied arts 
and crafts producers in East London. The quarterly 
Hidden Art Magazine features news and interviews 
with our members and focuses on Hidden Art’s 
innovative projects. As a not-for-profit organisation, 
any revenue generated by Hidden Art’s services is 
reinvested to support designer-makers.

Hidden Art has a variety of membership packages:

•  Designer-Maker (London/UK/International) 
 – looking to develop your business

•  Associate – an organisation or consultant 
 wanting access to Hidden Art’s growing database 
 of designer-makers

•  Manufacturer/Retailer – a manufacturer or 
 retailer that wants to use designer-makers or 
 provide services to them

•  Friend – a member of the public interested 
 in Hidden Art’s initiatives and unique shopping 
 opportunities 
 

Hidden Art franchise

Hidden Art has launched a franchise scheme in 
response to an ever-increasing number of requests 
to expand our model of support services for designer-
makers. The pilot, Hidden Art Cornwall (South West 
England), went live in summer 2005.

Who Hidden Art Supports

Hidden Art supports designer-makers who create 
and make works or products with a predominantly 
functional use. The work covers a broad range 
of crafts and disciplines from textiles, furniture, 
lighting, interior products, ceramics and glass, to 
fashion accessories and jewellery.  The emphasis 
between designing and making varies between 
designer-makers.

• Designer-makers who produce hand-made works 
 in one-offs and small quanitities, and do not 
 intend to go into mass production.

• Designer-makers who design products to be 
 produced in small quantities, then sub-contract 
 some or all of the making and assembly, 
 overseeing the production and the selling. 

• Designer-makers who create a design/concept, 
 then look for a manufacturer to produce and sell it.

 
The concept of the Hidden Art brokerage is to 
bring together our pool of designer-makers with 
potential clients, be they manufacturers, retailers, or 
anyone requiring design services. We aim to initiate 
collaborative projects to help designer-makers 
develop their businesses, their products or methods 
of working. 

Innovative Routes to Market aims to develop 
innovative solutions for working together to get 
a new product from ideas stage into production 
through tapping into expertise of other designer-
makers, mentors and project partners.  It consists  
of a seven-month programme, that will be run twice, 
the first in 2006, the second in 2007.  It is envisaged 
that each year 10 consortia of 3–4 designer-makers 
will be participating, who have been trading for 18 
months or more.  Innovative Routes to Market will 
help them to jointly write and develop innovation 
plans into a product, process or service, and to then 
sell this successfully. The starts with an Innovation 
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Forum held at UBS Investment Bank. The aims of the 
Innovation Forum are:

• for designer-makers to have formed consortia 
 groups at the end of the Forum 

• present the range of skills available from project 
 partners, specialists and project champions so 
 that designer-makers can assess which ones 
 would be of use to them 

• to match project champions to the consortia groups.

 
The Consortia

Each consortium group will benefit from the following:

• Project champion who will meet regularly  
 for advice

• Access to specialists and resources from  
 project partners 

• Money vouchers to be redeemed with project 
 partners for the use of equipment 

•  Opportunities to sell work through Hidden Art  
 and other initiatives such as the E-Shop

 
Hidden Arts and its various projects are supported 
by a broad range of public and private organizations 
and sponsors, focused on the three boroughs (Hackney, 
Islington, Tower Hamlets), regeneration programmes 
(including EU regional development funding) and 
partnerships (City Fringe, SRB, Business Link).

Advice, business support and networking

i) London Fashion Forum and Fashion Capital

London Fashion Forum is a not-for-profit company 
funded by the London Development Agency. The Forum 
is managed by a team of five specialists, supported 
by a committee of 11 industry experts that meets 
each month to discuss policy and direction for 
the good of the Clothing and Textiles Industry. To 
ensure that there is a “global” view of the industry, 
there is also a team of observers from Government 
Office for London (GOL), the London Development 
Agency, Department of Trade & Industry, Textiles and 
Clothing Strategy Group, UK Fashion Exports, British 
Shops and Stores Association, Cutting Edge, Retail 
Representative and Ethnic Minorities Enterprise Project. 

In September 2001 GOL commissioned 
a survey of the London Textile 
and Clothing Sector. The study 
concluded that: “more could be 
done to improve communications 
within the sector and make the 
industry aware of the help that 
is available”; “Expertise available 
around London… is not ‘joined up’ in 
providing the support and help many 
SMEs would find useful”. One of the 
major recommendations from the 
survey was that “we would strongly 
recommend setting up a London-based 
strategy forum… such a forum should 
be run and managed by successful 
people from the industry itself…”

The first meeting by the LFF was held in September 
2001. By October, LFF had began working on structure, 
format and forward strategies and in May 2002 the LDA 
granted the LFF a three year funding programme.

Aims and objectives

The Forum group offers support and guidance, and 
acts as a voice for the industry. It aims to ensure 
the existence of a co-ordinated and integrated 
support for the industry, plugging gaps where they 
exist. Objectives are twofold: firstly strategic in 
providing a framework for the industry, such as 
the Fashion Capital portal (below) and the London 
Apparel Resource Centre based at Florentia Clothing 
Village. Secondly it is a delivery body providing the 
opportunities to implement the strategic objectives.

The LFF provides a one-stop shop for anyone 
within London who has a question that needs to be 
answered about the Clothing and Textiles industry.  
The LFF offer free and impartial advice. The LFF also 
provide real projects with networking opportunities 
to generate business and contacts. 

The Forum engage in a number of grass roots 
initiatives that have one objective – to make more 
profitable business for clients both directly and 
indirectly.  In total the LFF have over 12 live initiatives. 

A profile event was held on 20th February 2003. This 
was a real first for the Fashion industry enabling an 
exhibition and catwalk show for fledgling designers 
with a competition element. Over 130 designers 
applied for the competition from which 30 designers 
were selected for the exhibition and then a further 
10 were the finalists for the catwalk. The event 
also provided the launch of the new portal for the 
industry: www.fashioncapital.co.uk. Fashion Capital 
is also funded by the London Development Agency 
and is a collaborative venture with Business Link for 
London and the College of North East London.

FashionCapital aims to provide a one-stop online 
support resource for all areas of the Clothing and 
Fashion industry. Following the last two years 
extensive research has taken place to ensure that all 
target users of the site, including designers, press, 
stylists, retailers and manufacturers are fully catered 
for to ensure that FashionCapital provides a central 
hub of information. 

One of FashionCapital’s key resources is its Business 
Directory giving concise information on products and 
services which helps in locating the right suppliers 
and contractors. Any user can add their details to the 
Directory once registered for the site. Registration 
and entry into the Directory are both free of charge 
and easy to use. FashionCapital also provides a 
unique answering service where experts from the 
industry are called upon to answer any specific 
queries firms and designers may have.

Some of the key areas currently on FashionCapital are: 

• Business – The business section covers all the key 
 skills needed to run a thriving company including 
 features on funding/grants, marketing, retail 
 advice, design, Business Support Organisations.

•  Community – The Discussion Forums are an ideal 
 place to ask questions, talk about aspects of the 
 Fashion Industry, or to pass on valuable 
 knowledge. The Who’s Who directory enables 
 members to meet other Fashion Capital members, 
 and find out about them and their business.

• News – Relevant news for the industry updated 
 daily. Editorial features. Useful contacts, Business 
 Events Bulletins and diary, Newsletters and 
 Newswires

•   Learning – The Learning zone is here to support 
 and advise those who want to establish a career 
 in the fashion industry, whether at school, post 
 graduate or graduate level. There is information 
 on courses from UK HE/FE colleges and universities; 
 information on placements and career advice; and 
 an exclusive look at the London Fashion Forums 
 highly successful Delivery Day initiative.

•  Company Finder – Access to the Business 
 Directory and the Production Capacity Register.

•   Boutique – Opportunity to purchase garments 
 from some of the newest up and coming designers 
 and retailers. Access to the latest designs straight 
 from the catwalk – an online destination for 
 exclusive designs.  

 
ii) Creative Business Network 

The Creative Business Network (CBN) exists to 
catalyse the creative dynamism of London. This is 
being achieved through a series of projects which 
secure and promote London as the Creative Capital; 
present a collective voice and personality for the 
creative sector; and encourage interaction and  
cross-fertilisation between members of the CBN.  
The initiative is supported by London First, the  
Mayor of London and Trade Partners UK (the 
government agency providing support for UK 
companies trading overseas). 

London First is a business membership organisation 
established in the early-1990s and supported by 
over 300 of the capital’s major businesses, as well as 
HE institutions, further education colleges and NHS 
(Health) Trusts. The organisation engage the business 
community in promoting and improving London, 
using the energy and skills of business leaders to 
shape and secure the capital’s future. 

The CBN was launched at the Design Museum on 12 
July 2001 and was attended by over 200 creatives, 
following which a number of events have engaged 
both the creative and business community in 
working together to promote and support the Creative 
Industries. London First’s creative business members 
lead a wider network of creative businesses from 
large creative corporates to SME’s and start-ups 
through a programme of events. In a survey of senior 
management/owners of 1,000 businesses in the 
creative sector, Access to creative talent, Quality 
of management, Recruitment/retention of skilled 
staff, as well as collaboration for new business and 
international marketing were the prime issues. 
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Following the Mayoral and LDA launch of ‘Creative 
London’ initiative London First is working on a project 
to link London’s top law firms with the creative 
industries. The project is based on working with ‘creative 
hubs’ which are focused around emerging creative 
clusters within London. The main objectives are:

• to improve access to early-stage advice  
 and support 

• to tailor that support as the business grows

• to improve growth and expansion rates

• sustainability

 
Support for the hub network will include: the training 
of hub staff, creating a communication network, 
providing sub-sector and trade association support, 
and supporting Centres of Excellence. Lawyers wishing 
to work with a specific hub, will set up a contract 
with the hub and will have the opportunity to become 
a hub sponsor and to provide a service through 
seminars, advice and consultancy. The main aim is 
to see this relationship grow to incorporate other 
creative hubs, so that they become self-sufficient. 

Eighteen business leaders of design, media, 
architecture and advertising companies are 
champions of the CBN. Together they lead a wider 
Network of creative businesses through a 
programme of events. Projects include: 

• seminars on topics of cross-sectoral interest  
 to maximise opportunities for members 

• an online showcase to promote creative 
 businesses and talent in London

• work with London’s F&HE establishments to 
 introduce ‘open days’ for graduates 

• a multi-disciplinary annual event that celebrates 
 and promotes London as the capital of design  
 and creativity 

 

iii) Artquest

Artquest is an advice and information service for 
London-based visual artists and craftspeople at all 
stages of their careers.

Covering all areas of practice, Artquest provides 
information relating to the presentation and selling of 
work; research and development of new work; funding 
advice and funding sources and ongoing professional 
development and training opportunities. 

The Artquest programme is funded jointly by Arts 
Council England London and the University of the 
Arts London and began in December 2002.

The Artquest website receives 20,000–25,000 visits 
per month from artists and craftspeople all over the 
world. It contains over 300 pages of information, 
advice, articles and links to helpful organisations. 
The site provides a signposting service to useful 
organisations, but contains articles on specific areas 
of interest to artists and craftspeople where none 
exist or can be found.

The website is updated constantly, with an average 
60 deadlines added each month. Artquest offers 
bookable one to one advisory sessions and every 
2–3 months organises blocks of advisory sessions 
between specialist artists advisors and practitioners. 
Throughout the year, Artquest organise a wide range 
of training events, seminars and networking sessions 
both with other London partners and on our own.

FunderFinder

FunderFinder is a specialist funding matching 
programme accessible on Artquest’s office computers. 
It matches personal criteria to the funding criteria of 
virtually every UK based charity (not covering public 
funding organisations such as Arts Council England 
or UK Film Council). There is a version for indivduals 
(People in Need) and groups (Groups in Need). GIN 
is for use with registered groups of people with a 
constitution, not for two or more individual artists 
collaborating on a piece of work.

Launched in November 2005, Guidestar collects, for 
the first time, information on all UK charities in one 
place, accessible for free, at www.guidestar.org.uk. 
Try this website first for basic searches, and contact 
Artquest if you require the more thorough search on 
the same information that Guidestar contains. 

Free Internet Research Access – a computer terminal 
and printer is also available for free use by London’s 
artists and craftspeople wishing to undertake 
creative, professional and funding research.

Talent, technology & skills development

i) NESTA 

National Endowment for Science Technology and 
the Arts. NESTA was established with income from 
the National Lottery, alongside Lottery distributors 
(NLDBs) supporting the Arts, Heritage, Sport and 
Community (Big Lottery) activity. NESTA’s work in the 
creative industries revolves around three key areas.

Education

As part of its Creative Pioneer Programme, NESTA 
has created The Academy. This is a residential 
programme that helps creatives to develop new 
business ideas. This is followed by up to £35,000 of 
investment for the businesses with the strongest 
potential. The emphasis of the programme is not 
only on helping individual creative businesses grow, 
but also on influencing the image and profile of the 
sector as a progressive and sustainable driver of the 
UK economy.

NESTA is funding a number of action research 
projects to learn more about how to inculcate 
entrepreneurial thinking into children and young 
people. With the Higher Education Academy Art, 
Design and Media Subject Centre and a wide range 
of partners, NESTA is undertaking research to explore 
how higher education institutions can enhance the 
entrepreneurial potential of their art, design and 
media students.

Business and professional development

For participants of The Academy, NESTA runs a 
professional development programme that  
responds to the particular needs of early stage 
creative businesses.

NESTA has created ‘small/medium/large’ in 
conjunction with Pembridge Partners and the Design 
Business Association. In 2005 the programme is 
taking eight companies and fast-tracking them 
through a high growth period after which they 
will hopefully maintain their creativity, and meet 
other objectives such as an increase in turnover and 
stability. NESTA has created a Creative Incubator 
Group that meets regularly to discuss issues and best 
practice, and to share different models.

Bedroom Britain is a UK-wide campaign, in 
collaboration with Channel 4 and Media 19, to find 
new young creative entrepreneurs.

Finance

Through an Invention and Innovation programme 
NESTA invests in new creative businesses that have 
commercial potential. This programme consciously 
tailors its services to each and every business, to 
maximise their work and open doors to new ideas 
and opportunities.

More targeted and expert-driven approaches to 
investment and investor readiness in the creative 
industries are still in their infancy in the UK and tend 
to be regional in their scope.

For example, Creative London (above), has launched 
the ‘Creative Business Accelerator’ service and the 
‘Creative Seed Fund’. The accelerator is designed 
to help high-growth creative businesses find 
suitable investment through specialist advice and 
support from expert intermediaries. It will work 
in partnership with public sector-led funds and 
networks of private sector investors (such as business 
angels). The seed fund will initially be a £10 million 
fund, but it is envisaged that £50 million will be 
available through public and private investment. 

ii) Talent Programme/STEP

The Talent Programme is an initiative from 
Creative London as part of its commitment to 
widen participation. The main objective of the 
Talent programme is to enable, nurture and train 
emerging talent from across London leading to 
employment and enterprise opportunities within 
London’s Creative Industries. This programme will 
work directly with the Non-Formal Learning Sector 
Organisations (NFLS). The Talent programme is 
envisaged to be implemented during the next 3 
years, starting 2005–06 until 2007–2008.

The design of the Talent programme is the result of 
research, evaluation and consultation undertaken 
with stakeholders to develop and promote the 
effective practices that have been developed over 
30 years within the organisations that make up the 
Non-Formal Learning Sector for the CCI in London. 
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In an evaluation of the LDA’s Skills and Employment 
projects in the CCI sector (2000–4), funding of 20 
projects totalled £9 million, involving over 11,000 
participants in training, business advice, and facility 
usage across 11 boroughs, with 650 people gaining 
qualifications (KPMG, 2005). Industry perception 
of NFLS activity and value for money was however 
mixed, with weaknesses in coordination (within 
and across areas) and fragmentation of provision, 
and limited industry involvement constraining 
participant employment take-up. Problems of 
sustainability and a lack of robustness of the sector 
and delivery were also raised. 

The Talent programme therefore addresses the 
following themes.

1 To raise the profile of the NFLS sector by proving  
 its value and effectiveness;

2  To pilot action based research projects which 
 bring together key stakeholders and partners 
 in the delivery of clear learning outcomes for 
 individuals and organisations in the sector;  

3  To pilot innovative and partnership proofed 
 projects which are capable of providing 
 qualifications and increased employability 
 benefits to marginalised groups; 

4  To develop and pilot cross sector peer and 
 professional mentoring programmes for users, 
 creative practitioners, leaders and potential 
 candidates for succession and governors and 
 boards in type 2 and type 3 organisations;  

5  To develop and pilot an industry recognised 
 accreditation framework for organisations in the 
 sector and to develop standards of best practice 
 for the NFLS;

6  To encourage leadership training for the sector; and 

7  To provide cross sector networking opportunities 
 amongst partners (HE/FE, industry, LCS, SSC, 
 government bodies) and to disseminate good 
 practice in the NFLS sector. 

8  To capacity build NFLS organisations

9  To provide continuous evaluation of the impact  
 of the Talent Project in the work of NFLS 
 organisations and their long term sustainability.

10 Complementing the above elements, the LDA 
 will also fund a programme of delivery that will 
 need to encompass some of the above components.

The delivery programme will widen participation by 
providing training and employment to groups that 
normally don’t access the Creative Industries. The 
programme will be delivered by NFLS organisations 
or Hubs in partnership with key stakeholders. 

Grants will be awarded through competitive tender 
process. The LDA will request expressions of interest 
from partnerships. Expressions of interest will then 
be assessed by a panel and those that are successful 
will be requested to send full proposals. 

Projects will be sector based (Music, TV, Video, Film, 
etc.) and will need to deliver accredited training. 
When appropriate, organisations will be requested 
to link closely with the new qualifications framework 
that is being currently developed by Skillset. It is 
important to note that all projects will be required to 
deliver LDA type outputs. The LDA will also have an 
additional fund that will provide small grants (up to 
£10,000) to NFLS organisations to develop business 
plans and/or sustainability strategies.  

iii) Diversity Works for London

Diversity Works is the Mayor’s campaign to engage 
organisations in harnessing the benefits of a diverse 
workforce and supplier base, providing excluded 
Londoners with a second chance to share in the city’s 
opportunities and prosperity

Programme services and support 

In order to achieve the priorities identified by 
Diversity Works for London, the programme has 
been designed to ensure that businesses have access 
to the information and the tools they need to build 
effective diversity programmes. 

One of these tools is the Diversity Dividend, a 
development programme which provides a range 
of services to businesses, whatever their size and 
sector, enabling them to assess and improve their 
recruitment, workforce development and supplier 
diversity practices. 

The range of support also includes:

•  access to an easy to use online tool that allows 
 companies to self-assess their current diversity 
 performance, and identify areas where further 
 support may benefit the bottom line.

•  access to high quality, subsidised consultancy 
 services from workforce diversity specialists, 
 including a one-stop advisory service on 
 compliance with equality related legislation,  
 and a telephone helpline

•  the programme will also enable employers to 
 put the results of their self-assessment into action, 
 providing them with a menu of initiatives to best 
 suit the business such as:

 –  leadership programmes for Boards, Chief 
  Executive Officers and senior managers that 
  supports their role as the driving force for change

 – relationship strategies to put businesses  
  in touch with their local community

 –  training and development programmes 

 –  trainee and modern apprenticeship schemes 

 –  secondment schemes 

 –  diversity networks

 –  bespoke diversity programmes tailored to their 
  business plan and priorities.

These services are flexible and be adapted to the 
individual needs of the business, whether it is a large 
multinational or an SME start-up.

•  a range of best practice guides, developed in 
 conjunction with the business community and 
 equality experts, which steer companies through 
 the maze of issues that might prevent them from 
 reaping the rewards of a diverse workforce 

•  The Diversity Exchange, an online forum designed 
 to enable companies to share and promote their 
 good practice and to benchmark their 
 performance within their respective sectors. 
 The Exchange measures company performance 
 against seven key criteria for success: people; 
 systems; resources; leadership; stakeholders; 
 society and results. The concept is similar to that 
 of share price quotations on the London Stock 
 Exchange, and companies’ ratings will be arrived 
 through a combination of online questionnaires 
 and factual evidence to support entries. 
 Businesses can join the Exchange after they have 
 received the support and metrics they need to 
 promote their diversity achievements. A reward 
 and recognition scheme, including an awards 
 ceremony led by the Mayor of London, is also 
 planned to encourage exceptional performance.

Promoting business best practice

One of the key themes of the Diversity Works for 
London programme is the promotion of business 
best practice. The project seeks to identify businesses 
who are engaged in innovative activities to promote 
the diversity agenda and who have been successful 
in attracting a diverse workforce, or engaged in 
activities which celebrate the diversity of their 
employees. 

Creative industry projects promoting black 
and minority ethnic enterprise and access to 
employment and training include the Sew-East 
programme set up by the Ethnic Minority Enterprise 
Project (EMEP) in East London and FashionWorks 
(north London) which provides training and start-up 
support for BME fashion designers. 

Financing: venture capital and loans 

i) Creative Capital Fund

The CCF is an independently managed venture 
capital fund for which the London Development 
Agency (LDA) has provided core funding of £5 
million. It was established in March 2005 as part of 
the Creative London programme. It is designed to 
address a genuine need for funding and advice for 
the capital’s creative sector. Together with matching 
private investment, which is required for each 
transaction, the CCF results in over £10 million of 
new funding available for creative enterprises.

London’s creative industries have shown to be a 
major driving force behind the overall growth of the 
capital’s economy.  To support this, one of the tasks 
of Creative London has been to provide support and 
funding to encourage growth for the abundance 
of creative talent in the capital and turn it into a 
competitive advantage.

The CCF is independently managed by AXM Venture 
Capital Limited (AXM), whose team have a depth of 
financial expertise and experience of investing in the 
creative sector.  AXM is regulated and authorised by 
the Financial Services Authority.

The CCF will make equity investments of up to 
£75,000 in promising early stage companies. 
However, every £1 invested by the CCF must be 
matched by at least £1 in equity from private 
investors on the same terms. A £75,000 investment 
from the CCF will therefore be part of a funding 
round of at least £150,000. As each investee company 
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grows and hits commercial milestones the CCF 
may invest further funds up to a possible total 
CCF investment of £500,000 (£1,000,000 including 
matching funding).

AXM identifies creative companies with high growth 
potential in need of finance and, if not already in 
place, helps the business raise matching equity 
funding from private investors.  The private investors 
may be high net worth individuals (business angels), 
but may also include corporations and other funds.  
Equally, the entrepreneur may provide the matched 
funding.

AXM’s role also includes attracting business advisors 
and mentors who can bring commercial expertise.  
While raising investment is critical, creating the 
right advisory support team is also vital because a 
company’s management is likely to need guidance 
and the benefit of an extended network during 
periods of rapid growth. In addition, the CCF 
works closely with seasoned entrepreneurs and 
professionals throughout London to offer these 
nascent businesses not just investment but also  
the mentoring and support critical for success.

The Fund is available for businesses based in Greater 
London, with a portion of funding allocated for 
investment in European/ERDF Objective 2 areas 
– CCF is part-financed by EU funding. 

The fund is dedicated to the creative 
sector and is limited to business 
based within London, as defined by 
the Greater London Authority.  

Applicants for funding must be privately held small 
or medium-sized enterprises in the start-up, seed or 
early-stage of their development. 

Creative industry companies fall within the 
following sectors: advertising; architecture; arts and 
antiques; crafts; design; designer fashion; video, 
film and photography; computer games software 
and electronic publishing; music and the visual and 
performing arts; publishing; television and radio.  

Evaluation 

If any applicant is successful, they will be invited to 
present their ideas and introduce their team.  This 
will be followed by a period of due diligence before 
a decision is made as to whether to invest in the 
business. The whole process takes approximately 12 
weeks.  If unsuccessful, AXM may be able to advise 
companies on seeking alternative sources of help 
or funding, or visit the Creative London website for 
information about other forms of business support.

If a company shows potential but is not quite ready 
for venture capital funding, the Creative London 
Business Accelerator programme could bridge 
the gap.  The Accelerator is designed to assess the 
potential of breakthrough creative enterprises, 
deliver an individualised action plan and provide 
a package of tailored services through existing 
business support agencies.  

The Pilot Creative Business Accelerator programme 
– funded by  Creative London  and the City of 
London – targets London-based, profit-driven 
Creative business ready for private investment 
and substantial growth. 60 successful applicants 
will attend a one-day workshop at Cass Business 
School, with 15 companies then attending a series of 
specialised workshops, including 2.5 days of personal 
business advice, investment readiness workshops 
and a three month intensive support programme 
covering nine topics www.ccfund.co.uk

ii) Own art

The Arts Council of England have devised a scheme 
form potential, new and existing buyers to overcome 
the obstacles to purchasing original works of art 
by providing interest free loans for the purchase o 
commission of contemporary art and craft.

Own art gives individuals the opportunity to take out 
a loan from £100 to £2,000 as full or part payment 
for an artwork, to be paid back in ten monthly 
instalments, interest free.  The scheme was launched 
to support and develop a regional arts infrastructure 
and to date has been used by around 4,000 
customers, with total art sales valued at £2.5 million 
through a network of around 250 contemporary art 
and craft venues. 

Own art has been introduced to London with the 
aim of helping support London’s creative industries 
and encourage access to, and ownership of, 
contemporary works of art. 

From January 2006, 33 London 
galleries will offer the loan scheme, 
making it easy and affordable to 
buy a wide range of contemporary 
works of art, including paining, 
photography, film and video, limited 
editions, installation, sculpture, and 
craft and design – from glassware 
to jewellery. It is hoped that up 
to 100 venues in London will be 
participating by the end of the year. 

www.artscouncil.org.yuk/ownart

Incubator & r&d facilities

Furniture Works 

FurnitureWorks provide professional facilities, 
services and courses for designers and manufacturers 
of furniture and related products. It is an integral 
part of London Metropolitan University’s Sir John 
Cass Department of Art, Media and Design. It 
operates a retail-level showroom and houses the 
Frederick Parker chair collection (Parker & Sons 
was founded in the East End of London in 1870. The 
founder Frederick Parker built up a collection of fine  
examples of chairs as examples for his craftsmen. 
The company later became Parker Knoll). 

Design Development and Prototyping courses are 
aimed at designers who are developing specific 
projects or need access to our extensive workshops 
to develop their skills and experiment with materials 
and processes. Projects developed on these courses 
may be put forward for the annual Furniture 
Works Show. Technical staff are able to assist 
London’s designers and manufacturers by offering 
a prototyping service. The workshop build furniture 
prototypes in many materials and can also produce 
patterns, moulds and fixtures. This can also produce 

a small batch to enable a designer to prove a new 
product with the aim to place such products with 
volume manufacturers as soon as possible.

Furniture manufacturing has been recognised 
as a significant part in London’s production base. 
Two London-wide initiatives to further develop 
this activity include Made in London (hosted by 
the London Chamber of Commerce) and Business 
Link for London, which support the Furniture Link 
agency whose role is to broker relationships between 
designers and manufacturers. Activity has included 
showcasing and the establishment of a business-led 
steering group and Furniture Link Forum. 

A pilot project, supported by Business Link for 
London with European (ERDF) funding, enabled 
seven designers to ‘match’ and work with 
manufacturers. Together they produced a line of 
16 new furniture ranges all made in the north-east 
London region, prototyping new designs, materials 
and manufacturing processes. The project was 
marketed as the ISOS collection, which exhibited 
at trade shows in London, Birmingham and at the 
Milan International Furniture Fair (Superstudio), 
where several furniture pieces were sold. The Milan 
showcase was an important step and formed part 
of the Design London stand, funded by the LDA. Isos 
was conceived as development of an earlier project 
Time:Frame in 2003 which was jointly managed by 
FurnitureWorks and Furniture Link. Six small east 
London manufacturers worked with a group of 
designers to create original work aimed at the mid  
to high-end markets.

Digital Design and Manufacturing Centre

Following a feasibility study into workspace needs 
and location options targeting the FFI sector, an 
opportunity to build on the FurnitureWorks facility 
has led to the development of a Digital Design and 
Manufacturing Centre (DDMC) based at this site. 
A successful business case has attracted funding 
commitments from the LDA and EU for the capital 
construction and fitting out of a DDMC Centre. The 
total costs are estimated at £8–10m based on a two 
phase development. 

The Centre will house over 50 incubator workspace 
units on four floors (29,000 sq), with accessible rapid 
prototyping/CNC and laser-cutting equipment and 
technical support, as well as training and business 
support services. This digital design technology 
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will also benefit a range of production and fine 
art applications – from architectural modelling, 
technical textiles, product prototyping to art 
installations. Like the Fashion Centre, work units 
will be targeted at BME and other local enterprises 
who lack access to such managed workspace. It is 
hoped the DDMC will be he hub of a furniture design 
cluster bringing together design, manufacturing and 
showcasing. 

Artists’ studios & workspace 

ACME Studio Housing

ACME is the largest artists studio 
provider in the UK. It is a charity 
that supports practicing artists 
with low-cost studio and living 
accommodation. 

Formed in 1972 it has assisted over 5,000 artists, 
with over 20 ex-industrial buildings converted and 
sub-divided into self-contained modular serviced 
shell studio units. These include former meat pie, 
cosmetics and cigarette factories. 

ACME has received an award of £2 million from the 
Arts Council under its Grants for the Arts Capital 
programme (National Lottery Arts funded). This 
will provide long-term development programme 
to provide up to 400 new studios in London within 
ten years. This will double the supply in London and 
increase ACME’s stock to 850 units. Previous Lottery 
awards enabled ACME to purchase the freehold of 
existing leased buildings in east London, providing 
assets against which secured loans could be used to 
finance further acquisitions.  

A review of the state of artists studio provision 
nationally was carried out by ACME in 2005, 
supported by the Arts Council and National Studios 
Forum. This found in England as whole a waiting 
list of 4,500 artists, with 80% of studios based in 
cities, and with London having 58% of total studio 
space. Over 50% of the cost of conversion had been 
self-financed and two thirds of buildings are also 
used as resource spaces for the public, exhibitions 
and education activities. Studio rents were not 
surprisingly most expensive in London – an average 
inclusive rent of £7.54/ft2, or £215 per month for an 
average size studio. Importantly, studios surveyed 
were almost 100% continuously occupied, just 11%  
of all space changes hands each year. 

The Castle House project in Southwark, south-east 
London is a new-build ACME studio space which will 
provide 50 affordable and accessible studios as part 
of a larger commercial housing development. The studio 
site was made affordable by use of ‘planning gain’, 
negotiated by the local authority with the developer. 

The idea of obliging developers to provide specific 
cultural facilities as part of larger projects seeking 
planning permission is promoted in the Mayor’s 
Cultural Strategy. The Planning Gain mechanism 
is however under review by central government, 
which is streamlining the planning and development 
control system.  

 
Standard Industry Classification (SIC) codes and Domains used by Trends 
Business Research for the Greater London Authority to estimate creative 
industries employment and firms. Scaling was undertaken to estimate 
employment and number of firms by SIC in the creative production chain 
(Creation, Dissemination, Exhibition, Making) and to include estimates of 
self-employment in each SIC.

Appendix B – Standard Industry  
Classification Codes

SIC Activity DCMS–GLA DET 
  DOMAIN

17710 Manufacture of knitted and crocheted hosiery  Fashion 
17720 Manufacture of knitted and crocheted pullovers, cardigans   Fashion 
18100 Manufacture of leather clothes  Fashion 
18210 Manufacture of workwear  Fashion 
18220 Manufacture of other outerwear  Fashion 
18221 Manufacture of other men’s outerwear  Fashion 
18222 Manufacture of other women’s outerwear  Fashion 
18230 Manufacture of underwear  Fashion 
18231 Manufacture of men’s underwear  Fashion 
18232 Manufacture of women’s underwear  Fashion 
18241 Manufacture of hats  Fashion 
18243 Cut, make and trim for clothing manufacturers (CMT)  Fashion 
18249 Manufacture of other wearing apparel and accessories  Fashion 
18300 Dressing and dyeing of fur; manufacture of articles of fur  Fashion 
19300 Manufacture of footwear  Fashion 
22110 Publishing of books Books and Press 
22120 Publishing of newspapers Books and Press 
22130 Publishing of journals and periodicals Books and Press 
22140 Publishing of sound recordings Audio Visual 
22150 Other publishing Books and Press 
22210 Printing of newspapers Books and Press 
22220 Printing not elsewhere classified Books and Press 
22230 Bookbinding and finishing Books and Press 
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22240 Composition and plate-making Books and Press 
22250 Other activities related to printing Books and Press 
22310 Reproduction of sound recording Audio Visual 
22320 Reproduction of video recording Audio Visual 
22330 Reproduction of computer media Audio Visual 
24302 Manufacture of printing ink Books and Press 
24640 Manufacture of photographic chemical material Audio Visual 
24650 Manufacture of prepared unrecorded media Audio Visual 
32100 Manufacture of electronic valves and tubes and other  
 electronic components Audio Visual 
32202 Manufacture of radio and electronic capital goods Audio Visual 
32300 Manufacture of television and radio receivers, sound  
 or video apparatus Audio Visual 
33403 Manufacture of photographic and cinematographic equipment Audio Visual 
36300 Manufacture of musical instruments Audio Visual 
51431 Wholesale of gramophone records, audio tapes, compact discs etc Audio Visual 
51439 Wholesale of radios and televisions etc. Audio Visual 
51475 Wholesale of musical instruments Audio Visual 
51476 Wholesale of photographic goods Audio Visual 
52450 Retail sale of electrical household appliances and radio  
 and television goods Audio Visual 
52470 Retail sale of books, newspapers and stationery Books and Press 
52482 Retail sale of photographic, optical & precision equipment,  
 office supplies etc Audio Visual 
52486 Retail sale in commercial art galleries Visual Arts 
52501 Retail sale of antiques including antique books in stores Visual Arts 
52509 Retail sale of other second-hand goods in stores Books and Press 
71403 Renting of radios, televisions and video recorders Audio Visual 
71405 Renting of video tapes Audio Visual 
72210 Publishing of software Audio Visual 
72220 Other software consultancy and supply Audio Visual 
74201 Architectural activities Visual Arts 
74401 Sale/Leasing Actvities of Advertising Space/Time Audio Visual 
74402 Planning Creation and Placement of Advertising Audio Visual 
74409 Advertising Activities nec Audio Visual 
74812 Portrait photographic activities Audio Visual 
74813 Other specialist photography Audio Visual 
74814 Film processing Audio Visual 
74819 Photographic activities not elsewhere classified Audio Visual 
74872 Speciality design activities (excluding fashion) Visual Arts 
74872 Speciality design: fashion only Fashion 
74873 Activities of exhibition and fair organisers Visual Arts 
92111 Motion picture production on film or video tape Audio Visual 
92119 Other motion picture and video production activities Audio Visual 
92120 Motion picture and video distribution Audio Visual 
92130 Motion picture projection Audio Visual 

92201 Radio activities Audio Visual 
92202 Television activities Audio Visual 
92311 Live theatrical presentations Performance 
92319 Other artistic and literary creation and interpretation Visual Arts 
92320 Operation of arts facilities Performance 
92341 Dance halls, discotheques and dance instructor activities Performance 
92349 Other entertainment activities not elsewhere classified Performance 
92400 News agency activities Books and Press 
92721 Motion picture television and other theatrical casting Audio Visual

Source: Local Area Data for the Creative Industries in London: Database. September 2005 (PN00800)
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Gujarati Hindi

Greek Bengali

Chinese
Punjabi

Vietnamese

Turkish

Arabic

Urdu

 
Other languages and formats: A summarised version of this document 
is also available in large print, braille, on disk, audio cassette and in the 
languages listed below. 
For a copy, please email info@lda.gov.uk, telephone 020 7953 8000,  
or write to London Development Agency, Palestra, 197 Blackfriars Road, 
London, SE1A 8AA.
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