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1. Executive summary
Creative Leicestershire (CL) has been the umbrella organisation for arts and the creative
industries in Leicester, Leicestershire and Rutland since 2004 and has played an integral
role in the ongoing development of individual artists, creative businesses and the wider
cultural sector. This report summarises recent research work carried out by researchers at
De Montfort University into the economic impact of Creative Leicestershire’s members.
Creative Leicestershire has worked hard to develop the potential of its membership. The arts
and creative industries comprise a highly diverse sector, characterised by sole traders and
SMEs who may themselves feel as though they are not part of a wider industry or sector.
Without a unified voice, they can often be excluded from local and national policy decisions
and official statistics. The general economic pressures and the fundamental diversity of
business activity among members could make such co-operation difficult. Establishing a
common ground and common cause for this sector is a considerable challenge in itself, yet it
is essential for further strategic development and the realization of wider economic and
social benefits.
The researchers hope this report illuminates the impact of a varied sector and underlines the
value that collective research activity can have to the overall ability of an umbrella group to
meet the needs of its members.

Key findings
There are at least 8,000 individuals employed in the Creative Industries in the Leicester,
Leicestershire and Rutland area. This is just under 2% of all jobs in the area and of a similar
size to other service sectors such as Finance and IT.
Despite the background of recession, at a national level, employment in the Creative
Industries has grown by 7% between 2010-2012. If the local sector had matched this growth
it would now be nearly double the size at 15,000 individuals.
CL members report a combined turnover of between £4.1m and £6.5m. 68% of CL Members
reported that their individual turnover for their last trading year was in line with or had
exceeded their expectations. The average member has been trading for 8 years.
26% of CL members offered some form of additional employment. These positions were split
roughly 50/50 between regular, contracted employment and irregular, freelance employment.
45% of members also offer some form of education and training.
We estimate that £1 of public funding from local sources is matched by £5.25 of earned
income, sponsorship, donations and public funding from other sources.
While not all CL members focus on events or activities that are likely to encourage tourism,
we estimate that roughly a third do so. Preliminary data suggests the audience composition
at these smaller events and activities is proportionately similar; in terms of tourism, to larger
venues and festivals. Similarly, not all CL members focus their business activity on exports
or touring activity, but we estimate that roughly a fifth do so.

Research background and approach
Researchers from De Montfort University were previously commissioned by Creative
Leicestershire in 2011 to investigate the economic impact of Performing Arts Leicester
(PAL). 11 organisations in Leicester were consulted to provide attendance figures and their
own levels of expenditure. PAL was estimated to have a total economic impact of £21m,
creating a total of 377 Full Time equivalent jobs (directly and indirectly created). This was a
brief piece of research and necessarily limited in scope and depth. Nevertheless it gained
some local traction and the findings provided a backdrop to the City Mayoral ‘cultural’
hustings taking place at the time.
In 2013, the researchers were commissioned to begin work on a more detailed study via
Creative Leicestershire’s ‘Arts Resilience Programme’, which has resulted in the production
of this report. The principle challenge was to develop and apply the previous approach; not
to a specific group, but to the entirety of the arts sector and creative industries in Leicester,
Leicestershire and Rutland (LLR); as far as was reasonably possible.
Three stages were initially envisioned, progressively moving the approach from the “broadbut-shallow” to the “narrow-but-detailed”:
1. Labour Market Statistics
2. Membership Survey
3. Audiences and Participants Survey
Stage 1 was possible entirely independently of the CL membership as a challenging but
straightforward piece of desk research. In particular the changing policy environment at the
time required a detailed knowledge of the developments to replicate these definitions in a
specific geography. This stage alone has produced some valuable insights and raised
difficult questions.
Stage 2 achieved a good response from CL members, to a lengthy and wide-ranging survey.
This direct approach has proved to be particularly valuable regarding individuals and
organisations that otherwise would have ‘flown under the radar’ of Stage 1. This survey
additionally collected feedback relating to the specifics of CLs service offer and delivery
which has proved valuable to CL, but is not significantly discussed in this report. While this
stage achieved its aims, the fundamental issue of who “counts” as a CL member; larger
organisations (such as PAL) or individuals and sole traders. has meant the results skew
more towards the smaller, independent and commercial end of the scale.
Stage 3 proved to be unfeasible to deliver on a scale that would ultimately be representative.
It was initially hoped that select organisations would be able to produce small samples of
audience data on the basis of a (online and paper) questionnaire. However, it was difficult to
co-ordinate and communicates the nature of this research and very few organisations
ultimately understood what was expected of them or decided they did not have time (or
enthusiasm) to participate. It was not feasible, without changing the nature of the project, for
researchers to carry out the fieldwork themselves. Pre-existing data from other events and
venue research has been incorporated and the potential scope of impact has been modelled
and discussed. A second, targeted membership survey was also issued to investigate this
area, in less detail.

Throughout the research process, the researchers have additionally contributed towards
Leicester’s UK City of Culture bid and many aspects of the work found a use in this process
whilst still under development. In the aftermath of UKCoC this study should help
demonstrate the potential of a collaborative and dispersed approach to research, with or
without the title. While it takes a substantial amount of time to develop the “hard” evidential
base to support such bids, arguably the “soft” impact of co-operation and sharing knowledge
among a varied and disparate sector can prove to be of similar value.

Policy background: The Arts and Creative Industries
“In 2012...the Creative Economy accounted for 1 out of every 12 jobs in the
UK...Employment within the Creative Economy grew by 143 thousand (6%) between 2011
and 2012, a higher rate than for the UK economy as a whole. (0.7%)” (DCMS, 2014)
The cultural sector is defined by the DCMS as seven domains: visual art, performance,
audio-visual, books and press, sport, heritage, and tourism. Prior to the establishment of the
DCMS in 19971, the relevant non-departmental public bodies responsible for these areas
directed their activities and information gathering independent of any significant oversight.
As such, the DCMS 'inherited' a wide range of ad-hoc sub-definitions, benchmarking and
statistical approaches that it has broadly sought to co-ordinate and unify, where possible and
relevant to do so.
The Creative Industries as a recognized policy term has risen in prominence, within the
cultural sector and wider economic policy; particularly since the coining of the concept of
‘The Creative Class’ by Richard Florida in 2002. While this has broadly emphasised the
positive direct and indirect effects of cultural activity; particularly in urban and hightechnology contexts, it has introduced another set of fast-developing definitions to an already
nebulous field. As with the cultural sector, the creative industries have been previously
defined in an effective yet ad-hoc manner, covering the following sectors: advertising,
architecture, art & antiquities, design, designer fashion, film, video & photography, music &
visual & performing arts, publishing, software/electronic publishing, digital & entertainment,
media, TV & radio.
In 2013, building from research led by NESTA, the DCMS revised its definition of creative
industries, for the first time with a more consistent theoretical underpinning based on the
concept of 'creative intensity' across both industries and occupations. This suggests
employment should not, by default, count as ‘creative’ purely by virtue of the industry in
which it takes place, and vice-versa. Creative occupations were defined2 as:
“A role within the creative process that brings cognitive skills to bear to bring about
differentiation to yield either novel or significantly enhanced products whose final form is not
fully specified in advance.”
Some of the main changes this redefinition has introduced are:
1. Creative occupations in non-creative industries are recognised
2. Previously non-creative industries have been reclassed as creative
3. Previously creative industries have been reclassed as non-creative
4. All of the above can be usefully conceptualised as the ‘Creative Economy’
Providing we accept the theory behind it, the new definitions are valuable and represent a
necessary and much overdue refinement of our approach to creative industries. However,
for an organisation such as Creative Leicestershire, with a remit to support both ‘the arts’
and ‘the creative industries’, it potentially widens the divide between these two domains.
On wider consultation on the above changes, concerns were raised by some, regarding
potential exclusions, prompting the DCMS to respond:

1

Itself emerging from a re-branded Department for National Heritage, set up in 1992.
The five core criteria for defining creative labour were: novel process, mechanisation resistant, nonrepetitiveness or non-uniform function, creative contribution to the value chain, interpretation, not mere
transformation.
2

“Music and crafts are not adequately identified and captured in [industrial and occupational
coding] and, as such, have never been adequately represented in the DCMS Creative
Industries Economic Estimates.” (DCMS, 2014)
While our view of the arts and creative industries has been shaped by these recent changes,
there is an underlying acknowledgement that official statistics have always struggled to
reach the level of detail required. Regardless, the debate caused over any redefinition is
significant: what counts as “creative?” Perhaps many employed in crafts are, in reality,
manufacturers and many employed in arts & antiques are, in reality, retailers. Conversely,
the creative 'intensity' employed by town planners, marketers and certain IT professionals
can now find itself on a similar footing to that of archetypal culture sector workers such as
visual and performing artists. The largest single group within the newly defined creative
industries is IT, software and computer services, at nearly a third of the total employment
and around half of the total GVA.
At the risk of overstating the divide between the supposedly more hard-headed, more
commercially driven creative industries, the ‘softer’, more voluntary and publicly funded
cultural sector it is worth pointing out that despite the creative industries quick rise, there is
no top level industrial strategy related to sustaining this growth. The creative industries are
not currently included in the Department for Business, Innovation and Skills list of 11 priority
sectors best positioned “to support the country's comparative strengths in the face of rapid
technological change and globalisation” (IPPR, 2014)
Over a similar period of time, the cultural sector itself has undergone substantial changes
with a 30% reduction in central Arts Council England funding from 2010-15. The Museums,
Libraries and Archives Council’s functions were absorbed into Arts Council England over
2010-12, and the UK Film Council was similarly absorbed into the British Film Institute in
2012. Most local authorities have cut back discretionary areas of spending such as culture,
with some losing these non-statutory areas entirely. The 2012 Olympics and the associated
Cultural Olympiad, while broadly well received, and thought to give the events industry a
significant political boost; were nevertheless sceptically viewed by some as fundamentally
too London-centric3 and being cynically used for diverting existing funds into projects hastily
badged with the Olympic brand. The Rebalancing Our Cultural Capital report; and indeed the
Scottish referendum, has further opened up a “London vs the Regions” debate.
All of these pressures have fed into discussions on the ‘Value of Culture’ as those in the
cultural sector are faced with both accepting cuts and a more instrumentalist agenda.
Numerous cultural campaigns4 have been active over this period, and academic
investigation5 is ongoing. The pressure on individuals, and in particular the leaders of
cultural organisations, is significant, as responsibilities, targets, reporting and demands all
increase. Yet still, the case is certainly not as clear cut as simply demanding more or less
support (funding or otherwise), but addressing the basis on which our institutions and wider
society makes such decisions. This ‘dysfunctional’ environment, in which the public
themselves often fare the worst, was described back in 2006:

3

For example, a 2005 prospective impact study carried out by PriceWaterhouseCoopers suggested that the
overall impact of the games, from 2005-2016 would have a macroeconomic impact of £5.9bn within London and
£1.9bn in the rest of the UK. The Post-Games evaluation summary report from 2013 estimates the total output
associated with the Olympics (across the period of 2004-2020) at £19bn in London and, by comparison, £3bn in
the East Midlands.
4
In particular prompted by the 2010 Comprehensive Spending Review. Campaigns including: Save the Arts, 50p
for Culture, What Next?, Save Our Libraries Day, State of the Arts
5
Cultural Value (AHRC), The Warwick Commission (Warwick University)

“Politicians and policy-makers appear to care most about the economic and social outcomes
of state-funded culture, while the public and most professionals have a completely different
set of concerns...Because of this, the dysfunctional ‘cultural system’ has become a closed
and ill-tempered conversation between professionals and politicians, while the news pages
of the media play a destructive role between politics, culture and the public.” (DEMOS, 2006)
Broader social matters of class have also been recently highlighted in studies such as the
Great British Class Survey (2013) through which formal and informal cultural factors have
been discussed, not without controversy, as significant barriers by the Social Mobility and
Child Poverty Commission. The multi/interculturalism debate remains a heated political and
social issue, arguably despite recent figures from the National Census showing, in some
ways, a more integrated nation than ever before. (DEMOS, 2014) All of these factors
surround and influence the cultural sector, whether at the level of an individual artist, or the
largest and most prestigious organisations and venues.
Clearly the environment in which an organisation like Creative Leicestershire and its varied
membership operates has changed greatly in both the short and medium term past. We will
now present the results of research carried out between 2013-2014.
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2. Labour market statistics
In this section we present the top-level statistics available via the Office for National
Statistics, retrieved via NOMIS6. The Business Register Employment Service (BRES) has
been carried out annually since 2009, which encompasses a survey of 80,000 businesses,
with estimates produced to balance geographically and across industrial classification.
The following statistics are produced to the following definitions:
1.
2.
3.
4.

All industries: to establish the wider economic picture.
Broad Industrial Group, Section R: Arts, Entertainment and Recreation
The ‘old’ DCMS definition based on sector, not creative intensity
The ‘new’ DCMS definition based on creative intensity, not sector

These definitions were examined across the following geographic areas:
1. Leicester city, Leicestershire and Rutland
2. Nearby comparator cities Derby and Nottingham (and their respective
counties)
3. The East Midlands as a whole
4. England and Wales as a whole
We have taken statistics across a three year range from 2010-2012. Figures for 2009 were
available, though with the wider economic downturn impacting strongly in 2009/10 it was
thought to include them would unduly skew the figures, not just in the arts and creative
industries but more broadly. It was also the first year BRES statistics were compiled.

6

Originally the National Online Manpower Information Service. The service retains the acronym but no longer
uses the name.

1. ALL INDUSTRIES
2010

2011

2012

Derby

119,427

120,292

121,329

1902

1.6

Leicester

162,518

158,253

158,075

-4,443

-2.7

Nottingham

197,427

197,664

200,312

2,885

1.5

Derbyshire

291,912

294,644

295,687

3,775

1.3

Leicestershire

277,020

274,365

275,917

-1,103

-0.4

Northamptonshire

324,520

330,259

318,777

-5,743

-1.8

Lincolnshire

274,834

275,974

269,423

-5,411

-2.0

16,443

15,531

14,123

-2,320

-14.1

286,957

280,986

280,283

-6,674

-2.3

1,951,058

1,947,968

1,933,926

-17,132

-0.9

Rutland
Nottinghamshire
East Midlands

-

10 to 12

%

Across all industries, Leicester comes out worse than comparator cities and nearly
three times worse (proportionally) than the East Midlands as a whole.
The figures here will include the arts and creative industries; however the impact of
any specific industrial area are unlikely to be apparent at this scale.
The LLEP Economic indicators for 2014, based on the same data, show that in terms
of jobs, the best performing sectors (2008-12) have been transport and storage,
motor trades, professional, scientific and technical and health. The sectors which
account for the greatest employment in the LLEP area are (top 5 of 2012)
manufacturing (14%), health (12%), education (10%), retail (9%) and business
administration and support (8%)

-

2. Arts, Entertainment and Recreation (BIG,R)
2010

2011

2012

Derby

2,575

2,679

2,206

-369

-14.3

Leicester

3,909

3,532

2,898

-1,011

-25.9

Nottingham

5,557

4,706

3,695

-1,862

-33.5

Derbyshire

6,361

6,399

5,375

-986

-15.5

Leicestershire

6,239

6,648

5,405

-834

-13.4

Northamptonshire

7,916

8,578

6,657

-1,259

-15.9

Lincolnshire

6,459

7,352

4,378

-2,081

-32.2

282

343

212

-70

-24.8

7,515

8,230

6,447

-1,068

-14.2

46,813

48,467

37,273

-9,540

-20.4

Rutland
Nottinghamshire
East Midlands

-

-

-

10 to 12

%

The Section R definition encompasses SIC codes: 90 (creative arts), 91 (libraries,
museums) 92 (gambling), 93 (sports and recreation). The activities seem to be
grouped, principally by virtue of being ‘open to the public’ in some way, which would
not account for many of the activities we consider as being part of the creative
industries.
Such industries may have a far more notable impact in areas with very high levels of
tourism, although tourism (like the creative industries) is not one distinct type of
industry, incorporating elements of transport, hospitality and so on.
Visit England’s figures for 2013 show that recorded admissions to visitor attractions
in the East Midlands are keeping pace with national growth in tourism with a 5%
increase in 2012.

3. OLD DCMS CREATIVE INDUSTRIES
2010

2011

2012

Derby

2,137

1,793

1,665

-472

-22.1

Leicester

8,043

3,975

5,199

-2,844

-35.4

Nottingham

3,507

3,052

2,905

-602

-17.2

Derbyshire

4,153

3,171

3,478

-675

-16.3

Leicestershire

5,042

3,558

3,897

-1,145

-22.7

Northamptonshire

7,949

7,032

6,574

-1,375

-17.3

Lincolnshire

3,893

3,361

3,158

-735

-18.9

494

364

331

-163

-33.0

4,845

3,584

3,632

-1,213

-25.0

40,063

29,890

30,839

-9,224

-23.0

620,657

623,988

674,727

54,070

8.7

Rutland
Nottinghamshire
Total EM
Total E&W

10 to 12

%

4. NEW DCMS CREATIVE INDUSTRIES
2010

2011

2012

10 to 12

Derby

3,011

3,380

2,890

-121

-4.0

Leicester

3,526

3,037

2,647

-879

-24.9

Nottingham

4,888

4,527

4,012

-876

-17.9

Derbyshire

6,806

6,059

5,487

-1,319

-19.4

Leicestershire

6,315

5,703

5,275

-1,040

-16.5

Northamptonshire

7,829

7,789

6,479

-1,350

-17.2

Lincolnshire

5,104

4,624

3,971

-1,133

-22.2

419

328

279

-140

-33.4

6,697

5,881

5,377

1,320

-19.7

44,595

41,328

36,417

-8,178

-18.3

931,163

964,699

997,281

66,118

7.1

Rutland
Nottinghamshire
Total EM
Total E&W

%

-

We present both ‘old’ and ‘new’ definitions here as the broad trend is similar.

-

Leicester seems to have a large proportion of ‘old’ creative industries compared to
other cities in the region; and it seems the ‘old’ definition has suffered more in the
recession than the ‘new’
By the ‘old’ definition of Creative Industries, the city outperformed the county,
whereas in the ‘new’ definition, the county outperforms the city.

-

The key headline from this section is that, while at a national level the creative
industries have grown considerably, this does not seem to be reflected at the
regional level.

In 2012, across Leicester, Leicestershire and Rutland there were between 8,201 and
9,427 individuals working in the creative industries (using the old and new definitions
respectively)

Conclusions for Labour Market Statistics
The arts and creative industries account for at least 8,201 jobs across Leicester,
Leicestershire and Rutland, which is equivalent to other service sectors like Finance or IT.
For reference, some employment figures for the largest single companies in the area are
approximately: Next PLC (28,000) (FAME database) Dunelm Soft Furnishings Ltd (8,000)
Sytner Group Ltd (5,000), Shoe Zone Retail Ltd (4,500) Caterpillar UK Ltd (2,400).
Although this is just under 2% of all employment, significant growth at a national level would
suggest the creative industries can continue to be a valuable addition to the East Midlands,
though it may be challenging to establish how the present ‘brain drain’7 to other regions can
be slowed, if not halted or even reversed.
If the local sector had grown at the national rate between 2010-2012, it would now be nearly
double the size at 15,000 individuals. While it is unlikely this growth would have been
achieved under any circumstances (London alone accounts for nearly a third of all Creative
Industry jobs), it nevertheless suggests where the upper limits of our ambition for a local
creative sector could be.
The wider economic picture has been grim for the East Midlands as a whole and the creative
industries have not been immune to these trends. However it is worth reiterating the timing
of the figures shown here, and more recent predictions for Q1-2 2014 have shown growth
and an end to recession. For example, the Royal Bank of Scotland’s “Regional Growth
Tracker” report (based on ONS data) identifies the East Midlands as the fastest growing
region with nearly 4% year-on-year growth bringing the region over its pre-crisis peak. the
LLR area is the second highest sub-region within this.
Leicester city in particular, may be particularly vulnerable due to other factors; a
comparatively young and unqualified population with high levels of transience from students
and recent migrants. The economic effects of migration in particular, are an issue too
complex to address properly here, but the point is mainly raised here to suggest that
individuals may not settle in the city long enough to establish a career or start up a
company8.
The difference produced between old and new definitions of the creative industries in the
LLR area seems to be worth further consideration as this area seems to have suffered more
than other areas with more ‘new definition’ creative industries jobs. Creative Leicestershire
may wish to consider which definition they use, or whether they wish to focus on particular
areas of interest and establish their own boundaries.
The jobs created in the creative industries may also be desirable as potentially well-paid,
highly skilled, exportable and mechanisation resistant. Further additional benefits may be in

7

The ‘Brain Drain’ phenomenon is often only anecdotally referenced and there no single measure to back up any
claims; however, the Destination of Leavers of Higher Education survey indicates the East Midlands as the third
lowest region for graduate retention. The issue is a national concern too, with ONS Human Capital research from
2010 onwards has monitoring (amongst other things) the levels of high-skilled emigration from the UK.
8
Additionally, it may be worth noting that the World Bank “Ease of Doing Business Index” rates the United
th
Kingdom 8 highest out of 189 countries, based on multiple factors such ease of getting credit, paying taxes and
enforcing contracts.

broader (non-creative) skills development, contribution to health and wellbeing and tourism
impacts.
Underlining all of the above, official labour market statistics may not account for a significant
number of creative sole traders, which will be further investigated in the following section.

Labour Market methodology notes
All figures given are of individuals in employment. “Employment” combines full, part time and
those who are self-employed or company directors. With particular regard to those who are
self-employed, only businesses registered for VAT are included9 which is likely to be a
considerable barrier to their inclusion in these figures. Only 21.2% of our respondents to the
membership survey indicated that they were registered for VAT.
For example, a part-time worker earning £5,000 per year would be included, whereas a selfemployed person turning over £60,000 would not. This disparity will be addressed in later
sections, and accounts for a large research challenge in its own right. However, it should be
noted that, while the VAT threshold seems high compared to the average annual wage for
Leicestershire (approx. £20,000), it is nevertheless a threshold selected for logical reasons.
The creation of jobs, in particular, would generally suggest a high level of turnover, whereas
in many cases creative sole traders may not be directly aiming to sustain anything outside of
their core practice.
The working age population consists of people who are aged 16-64. Strictly speaking,
unemployed people (who may be of working age or not) are neither economically active
(working) or inactive (student, family/home, temporary or long term sick).

Labour Market margins of error
The figures provided, despite being from a considerable sample of 80,000 businesses are,
nevertheless, estimates. As the level of detail required increases– by geographic area,
industrial group or classification, or a combination of features – the reliability of the estimates
diminishes.
For example, the logic is easily understood if we look at Manufacturing within the Public
sector or conversely, Public Administration within the Private sector. We would expect these
areas to be underpopulated, and as such the estimates provided are given large margins of
error, 20% or higher.
When looking at statistics for Broad Industrial Group by Local Authority County area
(Leicestershire, Northamptonshire etc), the margins of error given are generally under 1.0%,
depending on the size of the region and industry.
If we wanted to drill down to a single, specific four digit SIC code, for example 90.0
“Performing Arts” within the same geographic area, this has a margin of error of 5.1%.
The implications for this study are that estimates in table 1 & 2 are expected to be within
approximately 1-2% of the real figures, whereas tables 3 & 4 are within 10%.

9

For reference the threshold for VAT registration was: 2013, - £79,000 2012 - £77,000 , 2011 - £73,000, 2010 £70,000, 2009 - £68,000

3.1 Membership survey – general characteristics
Data on the arts and creative industries, under the umbrella of Creative Leicestershire was
collected via an online survey, with 315 responses received.
A ‘member’ of Creative Leicestershire, as defined here, is simply anyone who responded to
the survey. The vast majority of responses were via a direct email (95%/300) compared to
publicly available links (5%/15). From this we are confident that respondents are likely to be
current and potential users of the various services Creative Leicestershire offers.
The majority of responses were from ‘Individuals’ (76%/229) compared to ‘Organisations’
(24%/74). Their specific legal identities will be discussed later.
Key information relevant to this report is presented here, though the full data has been made
available previously.
% of CL
survey
respondents

Population

% of Total
Population

Leicester City

36.8%

330,000

32.5%

Charnwood

13.2%

165,900

16.3%

Harborough

9.5%

85,700

8.4%

Rest of East Midlands

7.2%

-

-

Hinckley & Bosworth

6.9%

105,300

10.4%

Melton

6.9%

46,861

4.6%

Blaby

5.6%

94,100

9.3%

North West Leicestershire

5.6%

93,700

9.2%

Rutland

3.9%

37,600

3.7%

Oadby & Wigston

3.3%

56,000

5.5%

Rest of UK

1.0%

-

-

-

-

The membership of CL broadly reflects the underlying population of each area,
though there are some notable over/under representations – for example, Hinckley &
Bosworth with double the population of Melton, yet with similar representation here.
(Though in real terms, 6.9% here actually only refers to around 20 responses). If it
matched perfectly we would expect to see the two columns of percentages match up.
The membership from wider in the East Midlands (7.2%) and the Rest of the UK
(1.0%) may also be seen as a general positive. The general offer is considered to be
of some regional and national interest, or that individuals may retain a link to CL
despite moving from the area.

What do you consider to be your
sector/artform?
140
120
100
80
60
40
20
0

-

-

-

Secondary
Primary
Visual
arts

Craft

Performi
ng arts

Secondary
Primary

Participa
Literary
tory arts

Design

34

32

12

26

15

90

69

47

26

22

Media

Manage
ment

38

30

24

17

15

15

This question asked respondents to consider which of the options they identified as
their ‘primary’ and ‘secondary’ practice, though they were not obliged to give a
secondary option.
This may also indicate the total level of activity within each sub-sector, in sheer
numbers at least, if not necessarily indicative of actual market value.
Of interest are those categories with a greater level of ‘secondary’ choices, indicating
that these may be more commonly considered back-up or tertiary skills. (Participatory
arts, media, management)
It should be noted that in most definitions, performing arts includes music, though in
future it may be of value in further investigating this subsector as to the specific
impacts of dance/drama compared to music.

What is the legal form of your organisation?
Unincorporated
association
2%
I am a sole trader
60%

Partnership / LLP
3%

Co-operative / IPS
1%
Community Interest
Company (CIC)
2%
Company limited by
guarantee (Co. Ltd.)
11%

Company limited by
shares (Co. Ltd.)
8%

I don't know
10%

-

Charitable Incorporated
Organisation (CIO)
3%

The high numbers of sole traders in the creative industries is largely confirmed here.
4.1% also had charitable status. 18.3% also identified as a Social Enterprise (based
on the definition provided by Social Enterprise UK).

Employment
46% on a
"regular"
basis

26% have
employed
others
54% on an
"irregular"
basis

-

26% have employed someone (full/part time or freelance). Respondents were asked
to describe the nature of the employment offered in their own terms. These
responses were postcoded to establish that 46% of those positions were likely to be
regular, contracted employment, whereas the other 54% of positions were likely to be
irregular, freelance or casual employment.

Education
29% offer
"informal"
education
or training

4.7%
provide
"formal"
education
or training

11.6% offer
both
-

Nearly half (45%) provide some kind of education or training. For 29% this is
“informal” education / training: shorter term, unaccredited, not associated with
institutions, unstructured or semi-structured. 4.7% provide “formal” education /
training: longer term, accredited courses, associated with an educational institution,
structured. The remaining 11.6% provide both formal and informal methods.

3.2 Membership survey – financial characteristics
A number of questions in the survey were specifically targeted at establishing the financial
characteristics of the individuals and organisations responding. This is a
sensitive/confidential area to investigate and due to this the research did not seek detailed
evidence such as audited accounts, instead a more qualitative approach was adopted.

Your turnover for 2011-2012 was...
Above expectations
15%

53%

32%

No better or worse
Far below expecations

0%

20%

40%

60%

80%

100%

Overall, are you...
Making a profit
32%

42%

26%

Breaking even
Making a loss

0%

-

20%

40%

60%

80%

100%

Many respondents appear to have the weathered the first phase of the economic
downturn. However, a less positive hypothesis could be that those less successful
are both less likely to be in a position to respond, and may not choose to participate
anyway. These two questions would be simple to revisit in future years in order to
track any change in confidence within the sector.

Years actively trading
20
15
10
5
0
Years

-

-

Average

Visual arts

Craft

Performing arts

Design

8

9

6

15

10

The (mean) average respondent had been trading for 8 years (the median was 5
years).
Where response rates allowed, we also investigated by sub-sector. Performing arts
appears to be an outlier here, due to a wide range of effects; some of which we
suggest could be related to comparatively low ongoing material costs and overheads,
greater competitive advantage provided by level of experience, a longer amount of
time needed to ‘break through’.
These are worth consideration alongside commonly quoted start-up survival statistics
(from Business Gateway) – that around 20% of all businesses fail in the first year and
50% fail within the first three years. Our respondents have generally made that early
‘jump’ but based on a median of five years may be facing other struggles as they
continue to develop and scale up.

Public funding

31%
recieve
public
funding

6% only
from "local"
sources

21% from both
local and non
local sources

3% only
from "non
local"
sources

- “Local” here means public funding sources within Leicester, Leicestershire and
Rutland. This should not be interpreted that 31% of all respondents receive all of their
income from public sources; we have investigated the ‘funding mix’ question further
in the report. ‘Funding’ here may refer to a wide range of ‘earned’ contracts or
commissioning as well as grants. Nevertheless, this shows the degree to which local
funds are supplemented, if not outweighed, by other sources.

Percentage of Individuals with turnover
greater than X
60%
50%
40%

£10,000
£20,000

30%

£25,000
20%

£50,000

10%
0%
Whole sample

All
3 years+
5 years+
10 years+

-

-

-

#
83
68
53
27

3 years or more

5 years or more

10 years or more

Individuals: Percentage with turnover greater than X:
%
£10,000
£20,000
£25,000
100
36%
12%
6%
82
41%
15%
7%
64
43%
17%
9%
33
56%
30%
19%

£50,000
1%
1%
2%
4%

In the first analysis, 33% of all individuals reported a turnover of less than £1,000,
who we might assume to be part-time / hobbyists / students and would not typically
be considered as trading in a conventional sense. The results above exclude this
group.
Overall the trends are as expected, with those individuals who have been in business
the longest more likely to achieve a higher turnover, particularly after five years.
The average Leicester (city) full time gross salary is approximately £20,786 (£5000
more in most county areas). Of the whole sample of CL individuals, only 12% are
near this level, though after 10 years trading this rises to 30%. However, such
comparison assumes all individuals are actively looking to turn their practice into a
full time job, it also does not distinguish between turnover and profit.
This information may be useful for individuals who wish to benchmark their financial
performance against their peer group.

Percentage of Organisations with turnover
greater than X
70%
60%
50%

£25,000

40%

£50,000

30%

£100,000
£250,000

20%

£500,000

10%
0%
Whole sample

All
3 years+
5 years+
10 years+

-

-

-
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#
47
38
34
20

%
100
81
72
43

3 years or more

5 years or more

10 years or more

Organisations: Percentage with turnover greater than X:
£25,000
£50,000
£100,000
£250,000
42%
30%
16%
14%
55%
39%
21%
18%
59%
44%
24%
21%
60%
55%
30%
25%

£500,000
6%
8%
9%
10%

The ranges provided for organisational turnover were higher than those provided to
individuals.
Compared to individuals, there seems to be less of a profound ‘jump’ in turnover over
time. Presumably this is due to the increased likelihood of out-and-out business
failure compared to sole traders, who may be able to continue trading in poor
circumstances; especially if it is only a ’side project’ to begin with.
The EU definition of SMEs incorporates the following turnover figures10:
o Micro businesses have a turnover of £2.5m
o Small businesses, £12m
o Medium businesses, £63m
No organisations indicated they had a turnover of over £3m, placing all of them within
the category of ‘micro’ businesses.

Approximated from the original Euros

Conclusions for Membership Survey
This section has confirmed a number of the characteristics we expect to see in the arts and
creative industries. There is a high prevalence of sole traders and a high number of
individuals who might only be considered as active part-time, or as a supplement to other
work. Local public funding is generally matched or exceeded by public funding from national
bodies. Sole traders need an amount of time to develop and it will be of ongoing interest as
to why some individuals make ‘the jump’ compared to others. Sole traders, when viewed as
businesses are of course uniquely vulnerable to the effects of unexpected personal
circumstances, and it is unlikely anyone trading for more than three years has not had to
adapt their livelihood around one life event or another. Considering the poor overall
conditions, there is a degree of resilience and confidence in the sector.
It is likely to be the case that the creative industries are based on products or services with
high margins and high value-added, rather than high turnover; therefore a smaller turnover
can produce a comparatively larger profit. The distinction between profitability and turnover
can also be seen in the Business Population Estimates produced by ONS/BIS. This uses
Broad Industrial Groupings (Sector R: Arts, entertainment and recreation)11. Despite the
clearly high levels of sole traders and SMEs, only 22.5% of total private turnover in the
sector is attributed to SMEs; the lowest of all BIGs.
The nature of the ‘product’ compared to other industrial sectors means it is also challenging
to come to an estimate of labour productivity. In 2007, the creative industries were estimated
(by DCMS/ONS) to have higher productivity than the service sector as a whole. This data
series was discontinued in 2010 by the DCMS due to limited demand, an increased focus on
total GVA compared to productivity specifically and more recently the newer definitions. In
future investigations it could be worthwhile recreating a localised (or regionalised) version of
such an indicator, or to collate information from national associations for different subsectors. This would enable individuals to set targets and further compare this with their
peers, albeit without a national context.
Finally, we could suggest that the tendency for individual entrepreneurs, particularly when
starting out and particularly within the arts and creative industries, is to significantly
undervalue their own time. The line between personal and professional practice is very
difficult to determine, whether a given product or service has been developed with time both
‘on and off the clock’. For individuals, additional time to dedicate to their practice is likely to
be more of a significant value-add in the long run than sheer capital investment; presumably
this is less so for organisations. This is not to suggest creative individuals do not need
capital, certainly at an early stage (<3-5 years) additional advice, exposure, networking and
mentoring can be just as valuable; whereas established individuals (5-7+ years) are more
likely to be in a position where they might be capable of, and trying to, scale up.

11

However, given the methodological challenges identified in section 2, we can suggest that Sector R does not
accurately represent the whole creative sector.

4. Economic geography
This section synthesises information gathered from the previous membership survey (and an
extended version issued to some respondents) with other research on events and the arts in
the geography of Leicester, Leicestershire and Rutland. The objective was to go beyond
total levels of turnover, to investigate the effects of exporting, tourism and local sourcing.
The main data used in this section is drawn from responses by 18 organisations and 19
individuals (37 total).We have also consulted primary data that covers 24 additional
organisations and events from our other research projects, which will be referenced where
relevant.

Average income sources
Public funding
sources elsewhere
25%

Earned income
42%

Public funding
sources within
Leicester,
Leicestershire and
Rutland
16%
Sponsorship
11%

-

-

Charitable
donations
6%

Respondents were asked to assign 100% of their income sources to these five
groups, the above shows the average profile. In future, it may be desirable to break
this down further between individuals/organisations or across artforms.
A total of 59% of income is not from public funding. (A ratio of 1:1.43)
With regards to the local area, 84% of income is from sources other than public
funding within the LLR area. (A ratio of 1:5.25)

Audience origins
14.00
12.00
10.00
%

8.00
6.00
4.00
2.00
0.00

-

-

Leicester (city)

Leicestershire
and Rutland
(county)

Rest of the UK

Rest of Europe

Rest of the
world

Nearly all (100-80%)

1.79

1.79

0.00

0.00

0.00

The vast majority (80-60%)

8.93

7.14

0.00

0.00

0.00

Significant (60-40%)

3.57

3.57

0.00

0.00

0.00

Some (40-20%)

3.57

8.93

5.36

0.00

0.00

A little (1-20%)

7.14

1.79

12.50

7.14

5.36

None (0%)

1.79

0.00

3.57

7.14

8.93

First of all, we can investigate the proportion of tourists who may attend the activities
and events our respondents produce, such as fairs, festivals, concerts or other
performances.
At least 30% of events and activities attract an amount of visitors or participants from
outside of Leicester, Leicestershire and Rutland. (Red bordered cells)
We can assume the remaining 70% of events and activities have the local population
as their main target audience. Of course this has its own value, but we are
specifically looking for potential ‘new’ money being brought to the area in this section.
Furthermore, we are not investigating large venues or tourist attractions here, for
whom a tourist offer is more feasible. Therefore the 30% identified here covers the
smaller events, festivals and fairs that do not often feature strongly in cultural sector
research.
5% of organisations indicated that their events and activities attract ‘some’ audience
members from the Rest of the UK, 12% attract ‘a little’ of their audience from the
Rest of the UK
7% of events and activities attract ‘a little’ of their audience from the Rest of Europe,
and 5% do so for audiences from the Rest of the World.
The exact wording of the question was “For activities that take place within Leicester,
Leicestershire and Rutland, where do your audiences or participants typically come
from?”

Expenditure
14.00
12.00
10.00

%

8.00
6.00
4.00
2.00
0.00

-

-

Leicester
(city)

Leicestershir
e and
Rutland
(county)

Rest of the
UK

Rest of
Europe

Rest of the
world

Nearly all (100-80%)

2.38

4.76

0.00

0.00

0.00

The vast majority (80-60%)

4.76

2.38

0.00

0.00

0.00

Significant (60-40%)

2.38

9.52

7.14

0.00

0.00

Some (40-20%)

11.90

2.38

2.38

2.38

2.38

A little (1-20%)

2.38

9.52

11.90

4.76

2.38

None (0%)

2.38

0.00

0.00

4.76

7.14

We can investigate how much of the respondents’ trading expenditure is made within
the local area, representing locally sourced materials or talent.
It is impossible for a single area to provide every possible product or service, or to
expect respondents to be able to trace the origins of every purchase. Nevertheless,
this is worth some consideration as it begins to uncover the wider knock-on effects
our respondents’ expenditure may have, in a similar way to multiplier effects.
52% of individuals and organisations spend an amount within LLR (Red bordered
cells)
26% of individuals and organisations make the majority of their expenditure within
LLR (Yellow bordered cells – majority defined as ‘some/40%’ or more)
The exact wording of the question was “Related to all of your activites, where do you
make your expenditure? This should be your total expenditure which can include
artists’ fees, staff, services, products.”

Touring and exports
60
50
40
%

30
20
10
0

-

-

Rest of the UK

Rest of Europe

Rest of the world

Nearly all (100-80%)

50

0

0

The vast majority (80-60%)

0

0

0

Significant (60-40%)

25

0

0

Some (40-20%)

0

0

13

A little (1-20%)

0

13

0

Unlike the previous two charts, this excludes the areas (Leicester city, Leicestershire
& Rutland) as they are not relevant options.
Overall this is a less robust set of data as it is based on fewer responses,
nevertheless we can identify that only 21% of individuals or organisations seem to
tour or export anything outside of the LLR area. (8 of the 37 respondents answered
this question or indicated something other than ‘None’)
Of those individuals and organisations who do tour or export outside anything outside
of the UK; 13% tour or export ‘a little’ to Europe and 13% tour or export ‘some’ to
the Rest of the World.
The exact wording of the question was: “For touring activities, physical sales and
other services that take place out of the area, where does the demand for your work
come from?”

Methodology notes for Economic Geography
These questions cover a lot of ground within the context of simple but quite abstract
questions. However, short of collecting box office information and accounts for every
organisation, this still represents a valuable insight. The percentage brackets given for
responses are broad, but this approach was simpler and more comprehensible to
respondents; rather than asking for a specific figure which may then appear to be falsely
precise.

Conclusions for Economic Geography
30% of respondents get (an average of) 20% of their audience from tourists. Looking to
other data from festival and events research carried out by the authors can help put the
tourism figures into perspective. Previous music festivals based in Leicester have previously
attracted an audience of 30-50% tourists (SSW) with more niche festivals attracting up to
70% tourists (BSF). National-scale music festivals by comparison attract an audience of
90%+ tourists (Glastonbury, Secret Garden Party). More city-oriented events such as the
Leicester Comedy Festival and the Leicester Caribbean Carnival have attracted up to 20%
tourists. Therefore we are confident in the data suggesting that the types of events and
activities produced by respondents here is likely to also fall within the 20% tourists range;
that is, when the event or activity is even nominally of a type likely to attract or be marketed
to non-locals at all. At the same time, further research could show some of these smaller
events have a particularly niche focus and draw a greater proportion of tourists than initially
thought; although in real terms this could still be comparatively few people.
The average per head expenditure associated with events and festivals audiences has been
found to range from £100-150 (2-3 day music festivals), £70-100 (2-3 week comedy festival)
or £20-30 (1 day carnival). For large venues such as Curve and DMH, visits are associated
with expenditure in the region of £75-100, whereas smaller venues such as Phoenix are in
the region of £30. These figures incorporate all aspects of expenditure, tickets, transport, in
and out of venue purchases. For both events/festivals and venue visits, it is worth
mentioning that expenditure is consistently found to be 20-30% higher for those individuals
defined as tourists; not only is this ‘new’ money to the area, but their net expenditure is also
greater.
As regards sourcing and expenditure, we cannot definitively state whether CL members are
more or less likely to hire and source materials locally; at least whether they do so more than
other industries. However, even if only 25% of their combined turnover (£4-6m) remains in
the local economy, this would add an additional £1m-£1.5m to the net impact. This
information may yet be of particular relevance to the members themselves, if the local sector
can be further encouraged to commission, support and trade with one another. Given CL’s
central role in networking and showcasing members, this is a natural extension and may be
worth specifically tracking in future. For example, 48% said CL had linked them with useful
contacts, 24% said CL had linked them with new customers or jobs.
It is harder to be certain about conclusions regarding touring and exports, except to say that
future research should prioritise this particular topic. It may be desirable to cover this topic
via a case study approach whereby a more detailed understanding can be achieved, rather
than the ‘broad but shallow’ approach which has been applied in this baseline study. Our
previous research for Performing Arts Leicester suggested that these organisations toured
their work to a combined audience of 23,000 in 2010. As discussed earlier though, PAL is a
very specific subset of CLs membership; again, not all of whom necessarily engage in
touring.

5. Final conclusions and recommendations
The overall picture presented through this research is one of a sector that is diverse, resilient
and elusive. In this context, Creative Leicestershire has the challenging task of, working
across, and uniting this sector; from students, part-timers, start-ups to established
institutions, some of which have regional and national impact and importance. CL is,
however, one of very few organisations in the area with a clear remit and track record to do
so, that is not also confined to a specific sub region or institution (generally universities or
local authorities). Numerous other business support, incubator or entrepreneur programmes
also operate, but not with a specific “arts or creative” focus. The commitment shown to
research and preparedness within its own organisation is commendable and hopefully this
process and final report provokes thought and comes at an appropriate, if uncertain time.
-

Creative Leicestershire should consider its own position with regards to new Creative
Industries definitions. How is its current membership/user base reflected by the
changes and does CL ultimately want to work within or outside of these definitions?
How well do ‘arts’ and ‘creative industries’ benefit from being considered together or
apart? Either way, the LLEP in particular seems to be a natural partner for producing
Creative Industries estimates on a more regular and consistent basis. BRES
statistics are usually released in September of each year, so it will be possible to add
2013 to the figures here soon. While we have presented figures here as totals for the
Creative Industries, it is of course possible to drill down further to industries (SIC) or
occupations (SOC) within this. It would need further consideration but it is possible to
imagine that separate indicators covering both the ‘more arts-oriented’ and the ‘more
commercially-oriented’ could be of use. The change in definition also indicates a very
different picture when looking at the city or the county.

-

Looking back to the Dynamic Mapping report, NESTA, a step we have not really
examined in this research, has been made by also incorporating creatively-occupied
workers within Non-Creative industries. These workers are also referred to as
“Embedded” creative workers. Over the period of 2004-2010, the numbers of
“Embedded” workers grew by 10.6% compared to the 6.5% of “Specialists”
(Creatively-occupied within Creative industries). Creative skills are, presumably,
becoming more and more valuable across all industries. We could speculate that
“Embedded” individuals are not currently as likely to make full use of Creative
Leicestershire’s services, or may not consider themselves as creative workers due to
the wider industry they operate within. Optimistically we could suggest this is a
positive trend for Creative Leicestershire (and its members) as there would be many
more individuals looking for work, training, networking and advice. However, such a
wide-scale shift in the skills of the entire labour market could dilute the importance of
a dedicated support organisation.

-

It was noted during discussions that another reason for the CL membership to be
‘skewed’ towards the smaller, newer individuals working in this sector was that as
members who presumably go on to find success no longer consider themselves as
users or members of the service/network. It is fair to say “losing” members/users
from a support organisation such as CL can be viewed in some cases as a positive

thing. Some of this could be reflected in the proportion of respondents who were
located outside of Leicestershire and the East Midlands. As with the new/old creative
industries definitions, there will be an ongoing issue of whether CL should support
more “early-career” or more “established” individuals and organisations; and what
underlying demand is present for each in the local area.
-

Many of the challenges of data collection at this scale have been in terms of
communication and building support. Additional research support was employed to
assist the general challenge of chasing and keeping track of contacts, yet we were
only able to effectively reach 16 of the organisations who had previously not been a
target of research. The effort required to reach this stage alone meant pushing
through to reach audiences and participants was not possible. How might they be
encouraged to participate? Does the respondent consider themselves a ‘member’ of
Creative Leicestershire, is this investigation relevant to them, why would anyone be
interested in a seemingly small event or organisation?

-

Is it possible to tie together the work of larger organisations, such as the PAL group,
to that of smaller organisations and individuals? For instance, our previous research
estimated the 11 PAL organisations had a total turnover of £14m and directly
sustained 164 FTE jobs (377 including indirect). The total for CL members in this
report has been given as a maximum of £6.5m and, based on the total responses to
the survey, presumably are sustaining at least 315 jobs (though it is likely many of
these are not FTE). There are a wide variety of other considerations to make but
these investigations can help inform whether investment and support in larger or
smaller organisations is having the desired effects. Sadly the lack of official Creative
Industries productivity figures limits our ability to suggest useful benchmarks

-

While the geographic elements of the study have been limited, the indications
provided suggest this is an area worthy of future investigation, particularly regarding
the cumulative impact of tourism produced by previously ignored activities and
events. Where a venue such as Curve is likely to attract in the region of 300,000
(ticket buying) visitors annually; our model for CL members suggests that it is not
outside the realms of possibility that they could cumulatively account for as many as
1 million visitors (see Appendix BLAH). The level of and role of exports could be
further investigated developed, as this is typically another strong area for the
Creative Industries. BIS Economics Paper 18 from 2012 showed that in the broad
group of “Personal, cultural and recreational services” the UK had 9% of the world
export market at a value of £4bn; the nations’ third largest export group behind
Financial services and Insurance.

-

Finally, CL targets in the future could incorporate a reissuing of relevant questions.
There are potentially too many to choose from, but some are suggested below:
o To have a sector that reports a certain levels of confidence (currently 15%
turning over more than expected)
o To have a sector that employs more people (currently 26% employ on some
basis, whether formal or informal)
o To help members reach targeted levels of turnover (currently 15% of
individuals trading for 3+ years turning over more than £20,000)

o
o

To achieve higher levels of exports, tourism or local sourcing (various
measures)
To set targets based on official labour market statistics and potentially to work
with the LLEP on this.

Appendix A: List of organisations
The following table shows a list of organisations originally drawn up for participation in the research, in consultation with Creative
Leicestershire. Through the first (Membership survey) and second (Economic Geography) stages of the research, we collected data from 16 of
the 56 targeted organisations. Through incorporating previous research (PAL, Festivals, 3 venues, LCF) we have been able to refer directly,
and at least indirectly, to data covering 26 of the 56 organisations. The first stage was not specifically targeted at these organisations (more
towards individuals/sole traders), and the second was primarily because it proved difficult to get support for the audiences and participants
survey. The second stage collected a total of 37 responses which includes individuals and organisations not on our original list.

This research

Previous research

Organisation
1st stage
2 Queens , Vanilla Gallery & Cusp
2Funky Arts

2nd stage

PAL study

y

y

Festival study

3 Venues study

LCF study

Active Arts

y

Arts for Rutland
Bamboozle Theatre Company
Ballet Theatre UK

y

Big Difference Company

y

y

Boogie Bods

y

Caribbean Carnival
Centre for Indian Classical Dance

y

y

Centre stage

y
y

Charnwood Arts
Concordia Theatre
Creative Hinckley
Curve
Darbar

y
y

y

y
y

De Montfort Hall
Embrace Arts

y

y

y

y
y

y

y

Ferrers Gallery

y

Foot in hand
Foxton Locks
Gold Mark Gallery
Great Central Railway
Great Central Studios
Hive Films
Horus Records

y

Leicester Print Workshop
Lemon Jelly
Loughborough Town Hall & Sock Gallery
Lutterworth Youth Theatre

y

Mantle Arts

y

Metro Boulot Dodo

y
y

Moira Furnace
Music in Lyddington
New Walk Museum & City Gallery
Pedestrian

y

Phizzical
Phoenix
Radar Arts
Regal Cinema
Rutland Open Studios
Rutland Sinfonia
Seed Creativity, FD2D
Sir John Moore Foundation
Snibston

y

y

Soft Touch
Spark Festival

y

y
y

y

y

Stamford Shakespeare Company
Tarpey Gallery
The Attic

y

The Little Theatre
Twycross zoo gallery
Wistow Gallery
Y Theatre

y
y

y

y

Appendix B: Small events and activities tourism impact model
If we assumed the 18 organisations responding (in the Economic Geography section) had
total annual audience numbers of 5,000 (modelled on the attendance of very small, regional
museum) and 19 the individuals produced events attracting a total audience of 900 a year
(eg: 1x relatively large fair, or 3x smaller shows with an attendance of 300 each). These
combined would produce a total audience of just over 100,000 (107,100) However, 30,000
(30%) would be at events which attract any tourism, and of these perhaps around 6,000
(20%) would actually be tourists.
The above only on the basis of the 37 individuals and organisations who responded to this
stage of the survey, whereas the first stage survey reached ten times as many respondents.
(303 total, 229 Individuals and 74 Organisations) Scaling this relatively pessimistic estimate
up would mean CL members potentially have audiences in the region of 1 million a year, of
which 60,000 may be tourists. Further detail would obviously be of great use but the above
model can be used to illustrate the potential size of tourism (and of local audiences) that may
otherwise be going completely unmonitored.
Even providing this process was possible to complete on its own, being able to integrate this
alongside the results produced by large scale organisations and festivals/events (through
their own reports or those of Visit England, for example) would remain a further challenge.

Appendix C: Summary booklet and questionnaire
The booklet was sent out to CL organisations explaining the project and calling for their
participation and evidence. After this, the proposed questionnaire to be used for data
collection.

Introduction
As part of their current Arts Resilience Programme, Creative Leicestershire
have engaged researchers at De Montfort University to investigate the
creative industries and arts sector in Leicester, Leicestershire & Rutland.
“We have received a great response to our consultation so far which will help guide
our future activities. We hope you will be able to support our further research which
will ensure we are able to better represent your needs and continue advocating for
the sector as a whole.” – Catherine Rogers, Creative Leicestershire
Some of the benefits to you are hoped to be:






Results and data to incorporate into your own activity reports to
funders and stakeholders; or to benchmark yourself against others in
the sector.
A stronger evidence base for the sector as a whole, across artforms
and types of creative activity
Findings that will have relevance to the latest Creative Industries
policy debates and definitions
A focus on smaller scale arts and creative industries organisations

This is all with a particular focus on the economics of the sector, though
other social benefits are likely to be revealed in addition to this.
Richard Fletcher - rfletcher@dmu.ac.uk – 01162 078562
Christopher Maughan - ccm@dmu.ac.uk – 01162 506131
De Montfort University
Clephan 00.07a
Leicester
LE1 9BH

The research process
We will be collecting evidence through three main approaches:
Firstly, up to date official labour and employment statistics will be compared to
previous surveys and help compare the arts & creative industries to other sectors.
Secondly, we will consult with the organisations that Creative Leicestershire
supports and represents; via a membership survey and through any additional
information you are able to provide.
Finally, we would like to collect some basic data from the audiences and participants
of your activities. This will be very lightweight in terms of detail, but is necessary to
ensure we are able to reflect the ‘end users’ point of view.

1. Office for National
Statistics
2. Membership survey &
call for evidence

From the broad
and general to
the narrow and
specific.

3. Audience &
participants survey
:

What activity takes places within
Leicester, Leicestershire and
Rutland?
Who participates and where do
they come from?
Where are supplies and staff
sourced from?
What is exported outside of the
area, whether through touring,
physical sales or other services?

A Dozen Eggs
Brand, web and graphic design.
Based in Loughborough.
Trading for 3 years.
Clients have included: Shoe Zone,
Loughborough University, Royal Society
of Portrait Painters.
Recieved mentoring and one-to-one
business advice from Creative
Leicestershire.
www.adozeneggs.co.uk
A couple of the people
we work with

CDS Gallery & Studio
Claire Danielle Sherriff.
Jewellery and silversmithing.
1st Class BA in Design Crafts.
Business Venture Competition winner.
Recieved funding and advice from
Creative Leicestershire, recently set up a
gallery & studio in Cotesbach Stable Yard
www.cdsgalleryandstudio.com

What have we
found out so far?
Organisations use of social
media for business activities:
72% Facebook
63% Twitter
62% LinkedIn

1st: Develop greater
retail opportunities
for members

2nd: Directly
support grants and
commissioning
sales

3rd: Encourage
collaboration and
co-working

What should Creative Leicestershire do as a priority?

The total turnover of our
respondents who were
actively trading was
between

£4.1m - £6.5m
An average of
£10k - £16k for
individuals and

We have linked 1/2 of
you with useful
contacts and 1/4 with
new customers or jobs

Our e-bulletin goes
directly to over 3,000
subscribers.

£38k - £60k for
organisations

17% of individuals

12% have been
succesful in applying
for jobs commisions or
funding via our website
and bulletin.

47% of organisations
trading for more than 5
years are turning over
£100k or more

26% offer some form

trading for more than 5
years are turning over
£20k or more

What is your main
artform or sector?

•30% - Visual arts
•23% - Craft
•16% - Performing arts
•9% - Design
•5% - Media
•7% - Literary
•6% - Participatory
•5% - Management

of employment

45% offer some form
of education or training
What are your main business activities?

•33% - Artist/creator
•21% - Maker/craftsperson
•19% - Commercial
•16% - Educator/trainer
•12% - Support/umbrella
•4% - Studying/just interested

Your turnover for the year 2012/13 was:
32% Worse than expected

53% No better or worse

15% Above expectations

What’s the bigger picture and does it matter to me?
“Our baseline estimates show that creative economy employment is now a highly significant
and growing component of the workforce as a whole, accounting for 8.7 per cent of it by
2010 as compared with 8.4 per cent in 2004.”
A Dynamic Mapping of the UK's Creative Industries, NESTA
You may be aware recently that the Department for Culture Media and Sport
recently issued a consultation on the definition on The Creative Industries; drawing
on the NESTA research quoted above. The ‘old definitions’ used by the DCMS were
first established in 1998 and have subsequently been used widely in the UK and
internationally. Why are these definitions of creative labour being updated? Research
has advanced of course, but more generally we could suggest that the arts and
‘creativity’ in general, are being placed ever nearer to the core of economic policy.
While high level policy discussions like this, may rarely seem to affect those working
in the arts and creative industries on a day to day basis, it is hard to deny that the
general environment has changed greatly since 1998. Creative and cultural research
of all types, not just economic, continues to grow.
At the same time, rapid technological and globalizing changes may be responsible for
closing as many ‘doors’ they might also have opened. Scrutiny and suspicions of
wasteful extravagance have (rightly or wrongly) slashed the budgets and shuttered
the doors of many organisations. Localism and civil society are lauded, but rarely
empowered; arguably least of all where they are needed most. Contradictions
abound.
The bottom line for those in the arts and creative industries in changing times is to
continue to be quick on ones feet, responsive to change, willing to ask hard questions
of your own work and to work with others to ensure you are fairly represented in
the debates that matter to you. Alongside the work we are carrying out here, we
recommend the following documents and research projects as just a few of those
that will help set the cultural agenda in the near future:
Documents:
The contribution of the arts and culture to the national economy, CEBR/ACE, 2013
A Dynamic Mapping of the UK's Creative Industries, NESTA, 2013
A Holistic Approach to Valuing Our Culture, Donovan/DCMS, 2013
Measuring the Value of Culture, O’Brien/DCMS, 2010
Cultural Value and the crisis of legitimacy, Holden/Demos (2006)
Research projects:
AHRC – Cultural Value Project (due to finish in 2015)
AHRC – Understanding Everyday Participation (running from 2012-2017)

What now?
 Complete the membership survey
This is a revised and shorter version of the previous survey which gathered over 300
responses from sole traders and some organisations. Follow either of the links
below:
http://svy.mk/13myJqR or https://www.surveymonkey.com/s/5FPPTF3
(If you have already completed the long version, thanks! You can skip this)

 Contact us to provide additional evidence
This might be as simple as providing an end of year report, estimating a few figures or
having a short discussion over the phone. Please get in touch to discuss what other
facts and figures you may be able to provide.

 Distribute the audience and participants survey
We have produced a short questionnaire, available in print and online. We have
defined Audiences as people who go to performances, festivals, fairs, talks, open
days... generally these are 'one off' events. Participants are people who go to
workshops, retail, galleries, courses... generally these are unscheduled, part of a
series of events or a longer term membership.
The online questionnaire is suitable for both Audiences and Participants. The
link is provided: svy.mk/16ncC8b for you to distribute via your mailing list,
website and social media. The print questionnaire is better suited to events where
you have the option of collecting many responses in a short period of time; such as
the start or finish of a performance, at a box office or information desk. We will take
care of all data input and analysis, as well as delivery and postage as necessary.

All of this information and more is available via our project
website, which can be found at:
http://bit.ly/15RbAzX
or
https://sites.google.com/site/clanddmuresearch/
Thanks for your time!

