The full Creative Industries Council *Create UK Strategy can be found here: http://www.thecreativeindustries.co.uk/media/243587/cic_report_final-hi-res-.pdf 

*Create UK strategy – International chapter
1. Context

The UK is known all around the world for its creative industries. If people overseas are asked what they admire about the UK, a great many will talk about its arts and culture, heritage and creative talent. 

The UK’s creative industries sector punches above its weight in terms of supporting ‘Brand UK’ overseas, playing a key role in terms of soft power and how positively the country is perceived internationally. The world often looks to the UK for thought leadership in the creative sector, from the development of the term ‘creative industries’ itself to innovation charity Nesta’s often cited and replicated way of measuring the creative economy.

From a commercial perspective, the UK is a world leader in exporting creative goods and the UK’s creative services are in great demand overseas, either in their own right or as part of a wider supply chain. Meanwhile, international players are increasingly choosing to come to the UK to produce films and TV series and inward investors are attracted to the UK for its creative and digital talent, fiscal incentives and geographical clusters of excellence.

2. Challenges & opportunities

In 2011, the UK exported £15.5 billion of creative industries services, representing 8% of the UK’s total exports of services. This was an increase of 5.3% on 2010, which was an increase of 10.2% on the previous year. However, last year’s rise was smaller than the increase in exports for the UK as a whole; so much more needs to be done to turn the positive perceptions into commercial value. The UK is one of the leading business locations in the world and the number one destination for inward investment in Europe, and the creative sector must play its role in attracting more new inbound business investment. 
To grow the UK’s share of the global market for the creative sector, there are some stretching targets that have to be reached:

· To double creative industries services exports (from £15.5 billion in 2011 to £31 billion in 2020).

· UK Trade & Investment (UKTI) to help 15,000 UK creative industries companies to export per annum by 2020 (up from 7,500 in 2013/14). Moreover, as a sector, to increase the number of creative businesses exporting by 20%.

· To increase by 50% the UK share of the global market for inbound Foreign Direct Investment in creative sectors (from 10% in 2009-2013 to 15% in 2020).

These targets are underpinned by official data, which has historically presented a challenge to this sector. Industry and Government need to all speak with one voice on the numbers that international buyers, procurers and investors need to hear. The publication of DCMS’ creative industries economic estimates has helped set out the stats for all to use. However, the latest estimates only measure exports of creative services, which misses out the large stream of revenue being generated by international sales of creative goods. DCMS and UKTI must find a way to measure the value of the whole of the creative industries’ exports.

To hit these targets of doubling exports and increasing inward investment by 50%, there will have to be a step change in the way the UK creative sector operates internationally. It will still be vital that support agencies, such as UKTI, continue with their core activity and business support, but in addition radical thought must go in to how the UK’s creative industries can maintain their place in the increasingly competitive global marketplace. 

This chapter sets out three areas where industry can work with government to achieve the sort of ‘big wins’ that will be needed to out-perform the sector’s business as usual growth trajectory.

3. Recommendations

A) Increase the impact of overseas partnerships by focussing on those opportunities that generate the highest business potential 

To grow the UK’s market share in developed markets and build a presence in emerging markets, there must be a more active focus on overseas collaboration. This should be achieved in three ways:

i)  Focus investment and resources on priority overseas creative clusters

To build in-territory relationships and the scale of the UK’s creative sector in key markets it is not enough for individual British creatives to visit occasionally or to hold an event for a few days and then pack up and move on. The UK needs to win more than its fair share of the business being created in the creative clusters with the most growth potential that are emerging across the globe, securing an identifiably British presence in the most important markets.

Government and industry should:

· Work to physically co-locate UK creative companies in key overseas markets, anchored by one or two large creative businesses, with cultural, diplomatic and/or academic bodies.  This would mean utilising existing (including public funded) organisations in markets, combined with the current locations or expansion plans of private companies. 

· Identify five geographical targets for focus (in locations that could generate at least £100 million of business) and UKTI should then reallocate its resources to ensure they are supported in market. 

· Ensure senior level Government sponsorship of the international clusters. A Cabinet member visit to the region should include going to the creative cluster and hosting events there to bring in business. 

· Look to develop plans with overseas local/regional governments to ensure mutual development of businesses in the international clusters

· Link up international clusters with major UK clusters and supply chains, to help facilitate partnerships, exports and inward investment.

ii) Sign industry-led alliances with the highest growth markets 

The world is hungry for creative content and services and the UK must put itself in a position to address the challenge of growing competition from other markets. One British firm on its own would struggle to attract good international partners but a consortium can sometimes generate enough leverage to agree a trading proposition that benefits all sides.

Government and industry should:

· Bring government, businesses, and investors together in international coalitions to ensure a supportive business environment, build relationships and work together to deliver on the commercial goals, as identified by the consortia. This would lead to agreements (such as the Global Digital Media & Entertainment Alliance
 currently being developed with China) with defined new business targets.  

· Identify the top three mature/scale markets and the top three emerging markets that would benefit from a strategic alliance approach.

· Ensure minsters play a key role in undertaking top-level ‘government to government’ discussions and reducing trade barriers to ensure the best regulatory environment for successful business to take place, and this must link into the work of the Intellectual Property Office and its IP attachés
. 

iii) Create new business-to-business trading alliances with the biggest global players

In addition to strategic alliances, which take a higher level approach to the trading environment, there is also a need for trading alliances to be built to address specific business opportunities.

As an example and priority, e-retailing is a rapidly growing global opportunity for UK brands, including smaller creative businesses, and a potential route to export growth. Therefore a particular focus is needed around growing ‘e-tail’ opportunities, including deals with the major global online retailers to enable smaller creative businesses to take their goods direct to international consumers

Government and industry should:

· Identify a hit list of key opportunities around this area for creative businesses, either as brand exports or as supply chain providers, and consider how this could be expanded to digital sales.

· Ensure all UK companies selling to consumers through new digital channels benefit from UKTI’s new Digital Acceleration Programme. UKTI has a Retail team and the creative industries need to be completely plugged into its work and making use of the opportunities it brings. For example, a recently signed MOU with TMall will see a range of UK brands selling to Chinese and global consumers through the platform’s digital shopping mall. UKTI, the Sector Advisory Group and trade associations must ensure that creative businesses are aware of online retail platform opportunities and are equipped with the knowledge and skills to use this new means of exporting.   

B) Capture more High Value Opportunities for businesses across the whole creative industries’ supply chain

One of the advantages of the creative industries is that as well as being valuable in their own right, they are often an enabler for other sectors and part of a wider supply chain. In many parts of the world, but especially in the emerging economies, large infrastructure projects are underway to upgrade national infrastructure. The supply chains of such projects involve many creative services and the large-scale nature of these deals mean that the creative ‘slices’ of it can be very valuable to UK businesses. 

The UK’s creative industries were missing out on many of these opportunities, so UKTI at the end of 2013 announced the creation of a High Value Opportunity (HVO) taskforce for the sector. This means that UKTI is supporting a taskforce of 100 prequalified, internationally capable creative sector small and medium sized enterprises to win £500 million worth of high value overseas contracts in the next three years. 

Government and industry should:

· Make sure that the programme works effectively for the current 100 companies. 

· Encourage the top 100 to look at their supply chains to see if they can bring in work for other UK businesses off their coat-tails. The 100 also need to become champions of the scheme for the sector – sharing their experiences by speaking at events and providing case studies, so that other businesses outside the 100 can learn from them.
· In the longer term, aim to widen out the opportunities for more companies and consider working with industry to develop an online database for a broader HVO audience.

· Target more HVO opportunities in the sphere of cultural districts or clusters and themed attractions. Major cultural developments are underway in the Gulf and China - for example the West Kowloon Cultural District in Hong Kong - and significant museum projects in the UAE, Saudi Arabia and Qatar. UKTI should add major cultural and entertainment projects in China, Russia, South Korea and Malaysia to the HVO target list.
· Give more active consideration of the whole creative supply chain when developing trade missions and other overseas activity. Although it is sometimes useful for a trade mission to be made up of similar businesses, there are also opportunities to be had by taking a consortium of different parts of the value/supply chain and presenting it as a full package to the overseas client.          

C) Overhaul the UK’s pitch for inward investment to improve competitiveness

The emergence of ‘new’ multinationals from fast-growing emerging economies presents the UK with an opportunity to become a gateway to Europe for such companies, while continuing efforts to attract firms from the developed world. To attract a greater share of Foreign Direct Investment (FDI) projects and increase more inward investment overall, there is a need to expand further UKTI’s strategic ‘account management’ approach and to better sell the UK’s strengths both as creative industries sectors and as geographical locations to potential investors. For this sector in particular, a strong Intellectual Property (IP) framework is vital when attracting inward investors, which is covered in more detail in the IP chapter on page xx.

i)  Improve the UK’s sector-led offers and pitch

Industry should:

· Work with UKTI to develop an over-arching pitch to international investors as a creative industries sector. 

· Ensure each creative industries sub-sector is able to articulate to an investor why the UK is the best place to look to for business in their field, whether that is because of skills, infrastructure, tax, regulation, research and innovation or artistic talent etc. 
· Showcase these pitches on the creative industries online hub, www.thecreativeindustries.co.uk. 

· More actively champion incentives to increase inward investment across sectors.  For example, the introduction of tax credits for film, high-end TV drama, animation and (subject to EU approval) video games has made the UK an attractive location for international companies in those areas. 

· Work with government and public agencies (UKTI, DCMS, BFC, BFI and trade bodies) to ensure a more joined up approached in the promotion of the UK’s screen industries and in support of inward investors. 

· Identify the top three priority markets by sector and ensure specific plans are in place to win more than the UK’s fair share of inward investment growth.  In line with the export strategy, UKTI global resources should be aligned to opportunity, ensuring support for those looking to bring high value investment to and those seeking to export from the UK.

ii)  Identify, support and shine a light on the main creative industries clusters around the UK 

Industry and Government should:

· Complementary to the proposals in the Infrastructure chapter on page xx to map the UK’s creative clusters, ensure there is an international dimension that can be used to attract inward investment. The list of major creative clusters around the UK must be open to adding emerging co-locations of scale so that support is aligned with those areas with greatest potential to do business, both in the UK and internationally.

· Agree the five priority UK clusters, based on scale, and inward investment targets for them. Then agree the Tier 2 UK clusters that offer further potential for growth and are fully linked in to Government and industry efforts to attract trade to the UK.

D) Enablers

Alongside the big three wins identified above, there several ways that industry and government can also do Business As Usual, better. While a smaller number of big wins will be vital, it is important not to lose sight of the value of the numerous smaller companies that are doing business internationally. UKTI already has a lot of activity in place to support UK businesses but it needs to do more to make sure more people know that the support exists and how to use it to their advantage. 

Government should:

· Provide more support for SMEs, in particular to address the differences between existing exporters and new exporters. There is often a perceptual barrier to exports felt by smaller businesses so UKTI and trade associations must do more to develop the right package of materials and information (ie more on setting up offices overseas, IP regimes in different markets, legal frameworks, accessing UK Export Finance) and make sure it is reaching UK businesses. Trade bodies, incubators/accelerators and businesses themselves need to socialise the information and share success and learnings with people in their industry.

· Develop better data and market intelligence. An insights-driven approach, using up-to-date local market intelligence combined with consumer insights is needed to identify opportunities. UKTI should work with industry to develop a range of indicators with sufficient ‘actionable data’ for government and industry to make evidence based decisions.
· Use existing groups better. There are a number of existing groups, including the Creative Industries Sector Advisory Group, the Business Ambassadors, trade associations, UKTI and other public bodies, already set up to advise and support the UK’s creative industries in working internationally. These groups should work in a complementary way and do more to add value to the activity done by private businesses for themselves, for example by using influence to tackle barriers to trading.

· Improve communications. Creative industries international stakeholders must communicate and work together more effectively. The creative team at UKTI needs a strategic approach to communication – within UKTI, with other funding organisations and trade associations and with businesses. These groups must also work more effectively with the GREAT campaign to ensure the campaign drives trade for the sector itself as well as using it to market the UK more generally.
� In Beijing, on December 2, 2013, in the presence of the Chinese Premier and the British Prime Minister, the China Industry-University Research, Investment and Financing Union (CIUR) and UKTI signed a memorandum of understanding to support the creation of a worldwide federation of digital media, entertainment and communication business enterprises, entrepreneurs, creators, investors and educators.


� The IPO's IP attaché network places a business attaché in challenging overseas markets (currently in China, India, Singapore and Brazil) to help British businesses and encourage improvements to the nation’s IP environment.
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