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WHY THE CULTURAL & CREATIVE SECTORS MUST UNITE — AND WHY THEY SHOULD BE
TREATED AS A KEY SECTOR: BARRIERS TO INNOVATION, AND SOLUTIONS FOR A STRONG
INNOVATIVE ENVIRONMENT FOR CULTURE AND CREATIVITY IN EUROPE

I. Where do we see a problem?

In the growing innovation gap between technology and culture: Digitisation and new technologies such
as artificial intelligence, virtual and augmented reality, blockchain, 3-D printing and big data can trigger
innovation at all levels of the creative sectors. However, although there are plenty of innovative initiatives
and start-ups in the creative and cultural sectors, very few of these reach a scale sufficient for them to
have a bigger impact on society or the market.! We can see a growing gap between technology and
culture. Culture, and with it society, are struggling to catch up with the exponential speed of technological
innovation.
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Figure 1: The technology/culture innovation gap; copyright: THE ARTS+/ Frankfurter Buchmesse GmbH

This innovation gap is not only relevant for the creative sectors, it is relevant for us all — citizens, societies
and culture at large. Digitisation and new technologies can have a big impact on the diversity of cultural
activities and content. Depending on the framework we as a society set, this impact can be negative or
positive. For culture and the creative sectors, therefore, the need to address common challenges and
identify opportunities in the face of digital technologies underpins their very survival. Not only do we need
these sectors to survive, we need them to thrive in the digital age. Culture is one of Europe’s biggest

1 For example,researchfindings available at the start-up website angel.coshowsthat, globally, the creative sectors
(combining arts, media, entertainment etc.) easily out-perform other sectorssuchashealth when it comesto the number of

start-ups. https://angel.co/market s
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assets. But in an era of big technological change, Europe needs a more effective innovation strategy for
culture. Right now, the logic of the big commercial platforms is reshaping not only Europe’s markets, but
also its societies. Culture helps us make sense of our world, and it should provide a moral compass for
technology. We must ensure that technology serves human beings, not the other way round. To empower
culture in that function as moral compass, and to empower citizens to make the most of culture, massive
public support is needed for innovation in culture, but such support is currently lacking. Here are some
examples of what is happening while we, as citizens, are failing to appreciate the urgency of the need to
support innovation for culture:

1. The shift from the "Gutenberg Galaxy” (which, for more than 550 years, revolved around reading and
writing as the preeminent cultural techniques for the structuring of knowledge and communication) to the
digital age is being shaped by the markets alone, rather than being the focus of a wider discussion within
society and of a shared cultural understanding. Pushed by the need to compete with big platforms, there
is a growing trend toward market concentration in lbook publishing. This translates into less diversity and a
less healthy market. If we want to maintain the function of books as vital and diverse sources of
entertainment and knowledge for our societies and democracies, and to integrate reading and writing as
meaningful cultural technigques within the digital ecosystem, we need to act now.

2. Journalism is of fundamental importance for a properly functioning democracy, and for social cohesion,
education and cultural development. But in terms of content distribution and advertising revenues, the
media organisations increasingly have to compete with large digital players in the information business.
Journalism has seen a steady decline in revenues since the onset of the digital age, with 85% of the main
digital source of income — advertising — now being claimed by Facebook and Google alone, globally.?
Click-driven business models make a lucrative business out of phenomena such as “fake news”. This results
in consciously driven misinformation on a large scale. “Click-bait” and politically motivated misinformation
campaigns are (still) held in check by the influence of high quality journalism. As some journalism outlets
are turning to corporate subscription models in response to this crisis in lbusiness models, there is a risk that
being well-informed will become the privilege of the few who are willing and able to pay for journalism,
and not the many. We need to sustain a diverse, high-quality and independent press, through sustainable
business models and constant innovation, thereby providing an alternative to social media and search
engines as our main sources of information.

3. If museums are to stay relevant in the future, they need to maintain a strong presence that lets them
connect to different sections of society at all levels and through all channels. This requires the
technological and digital development of those organisations, as rapidly as possible. For instance,
capacity building is a priority for the heritage and cultural sectors — indeed it is a prerequisite if we are to
overcome the prevailing approach that views digital technologies only as tools for accessing, using and
disseminating cultural heritage, rather than as the means of creating new content. If museums lose their
relevance, we will also lose their valuable function as places that foster dialogue in a democratic society
and stimulate creativity and learning.

At present, it seems that each player is grappling alone to overcome this innovation gap. But what if there
was a wider European ecosystem of support for innovation, one that cut transaction costs and boosted
the creative sectors to a digital level? What if the united creative sectors had all the opportunities that
befit their combined rank as a European key sector — a sector whose significance in terms of jobs
compares to the likes of the automotive and chemical industries, and which is far more important in its
cultural and societal impact?

2 Facebookand Googledominate online ads.Canalliancesbetween news publishers competed by JamesRose Poynter, 24
May 2018, URL:https://www.poynter.org/news/facebook -and-googledominate-online-ads-can-alliancesbetween-news-
publishers-compete
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But what are the best ways to support tech-driven innovation in the cultural and creative sectors? These
sectors are very good at communicating other people's messages and stories, but when it comes to
articulating their own interests their voice is surprisingly weak. This has a lot to do with fragmentation, as
the maijority of creative players are micro-entities. On top of that, the creative sectors are not (yet) united,
but often still work in “sectoral silos.”*

In the past decade several studies highlighted the social, economic and cultural relevance of the creative
sectors. Taken together, the 11 sub-sectors of the creative industries provide "more than 12 million full-time
jobs, which amounts to 7.5% of the EU’s workforce, creating approximately EUR 509 billion in value added
to gross domestic product (5.3% of the EU's total gross value added).” In 2016, the European Parliament
demanded - finally! — a coherent policy for the creative sectors as a European key sector: “What we need
is a comprehensive industrial strategy at the European level that will take all specific characteristics of
cultural and creative industries into account, and will turn challenges like digitalisation (...) into new growth
and job opportunities.” This report, written jointly by the industry and culture committees of the European
Parliament, is a rare and splendid example of what can happen if industry and culture put their heads
together. But to create a coherent policy, first and foremost we need a strong and united voice for the
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30 - A b BHe CreativeValue# E A Estudy@dmmissionedby the EUCommission(DGEAC),2017, p. 304,
https://publications.europa.eu/en/publication -detail/ -/publication/4737f41d -45ac-11e7-aea80laa75ed71al/languageen
4 http://www.europarl.europa.eu/sides/ getDoc.do?pubRef+#/EP//TEXT+REPORT+A82016-0357+0+DOC+XML+VO//EN
5 EuropeanParliament Report: @na coherent EUPolicy for the CCH 2016,
http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-//EP//TEXT+REPORT+A82016-0357+0+DOC+XML+VO//EN
60 - A b BHe CréativeValueChains.A study on the economyof culture in the digital aged KEA/IDEA/SMIT,commissioned
by the EuropeanCommission/ DGEAC2017, p. 305, http ://www.keanet.eu/wp -content/uploads/Final -report-Creative-
Value-Chains.pdf

7 1% for Culture CampaignCulture Action Europe, https://cultureactioneurope.org/projects/ 1-percent-for-culture-
campaign/




