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Valuing culture
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Myriad of ways of valuing
culture®Gs € @11
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The Cultural and Creative Economy 0

where does this concept originate from?

Cultural origin of
goods/service

Commercialisation
of products
leading to wealth
and job creation
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Intersection with Public
Policy
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creativityas a broad based attribute became
common currency 0 Creative Economy
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Cultural
Industries

Arts
organisations
Craft

Visual arts
Music

Film
Performing
arts

Creative Creative
industries Economy

Application of

individual creativity to Creative Assets found in all
enterprise sectors of economy
A Depsign A Knowledge -based

e A Creativity adds value
A Animation A Centred” but not restricted
A Multi -media to arts and culture
A Advertising A Generate income from

trade and property rights



Increasing importance of evidence based
research using figures and statistical indicators
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In Africa
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Developing,t
creative sect
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: ¢ UNESCO technical facility for Africa
Measuring Culture
developments global'l'y to ¢ Creative Mapping Studies in South

inform what we do Iocally Africa, Nigeria, Kenya, Ghana, East
African Development community

Investigation in the ©
Establishment of a South

Airican Cultural  Observatory — , New White Paper for Arts and
Culture in SA
o Arterial Network annual
conferences on the African

Cultural Diversity-in Creative Economy
Developing Countries i

the challenges of

globalisation
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Sectoral-ana%esvs the
creative industries in general

| Creative South Africa (DAC)

"1 The Creative Capital: _ 2@ T I
Johannesburg and the creative et e Wiﬁ"ﬁﬁh £
industries (DBSA: Newtown) — L B

1 Mapping studies in South Africa, .

Kenya, Nigeria (British Coiuncil)
East African region (EAC)

| Creative city evaluations and
city level cutlural strategies




Is this the right focus?
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And if not



Key public policy tension

Does the focus on the value of the
creative ECONOMY divert
attention away from the value of
the ats?

Mzansi’s Golden Economy

Contribution of the Arts,
Culture and Heritage Sector
to the New Growth Path
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commercial aspects
intellectual property rights
exploitation of creative Ilabour
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contributing to growing structural
inequalities

¢ Reduces cultural value
CQ Increased reliance on statistical indicators

Ref: Cultural Economy Network formed in 2013 in Shanghai



Puts back in the heart of the
economy

Opens up possibility for more nuanced
view of the (social welfare,

Institutions, environment and society)

© CAJ, 2014
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Secure cultural goals within
new development agenda

% leading value of culture

o development agenda

¢ Texts that set this tone

¢ UNESCOO6s 2005 Cobveni tar
¢ CER 2013
0 Technical assistance programme

¢ Hangzhou Declaration
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Cultural
&
Natural
Heritage
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Education and training

-

Unesco
a

Cultural Domains

B: = F: Design

Perfor Audio &
mance Visual Creative
& Services
Celebr Interac

ation tive

Media

[PV

Intangible cultural heritage

Archiving & Preserving

Equipment & Support Materials



Cultural Economy as
Complex
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¢ One size does not fit all

% specific needs
wider cultural economy

Experiences/ Services/ Originals /
Content
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Architecture
Design
Advertising
Postproduction, facilities
Web/mobile development
Photography
TV & radio production Heritage & tourism
Games development services
Contract publishing ns, attractions (design &
: Agents
Online/mobile services
. Publishing
ETV/radio broadcast/distribution ing arts
 Games publishers
Fim studios/distribution Spectator sports
Recorded music Visitor attractions
*._ Merchandise Antiques Galleries
“.. Designer fashion" Designermaking Museums
Crafts Heritage
Visual arts

Originals
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Commercial

‘Cultural
economy’

, Cultural value and
Tangible and economic value
Intangible
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Recognising that Global trade and markets talk the

language of
In which value is created through robust

mar kets and Odevel opment

Clearlythe _ ~can not only to be
measured in terms of buying and selling, jobs, income, turnove
and guantities?

Are we In which market
economics and privatised ownership are hailed as the
formula for all progress, innovation, and prosperity?

© CAJ, 2014
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For why culture has without adopting the
default’language of the market

For wh?/ _ gl of the arts
and culture and why the arts is valuable in its own right

A _ than the formulation of
t siofor it s oWnES akie 0. ese Ul 1
ension of devel opment 6, the
ries, culture as enabler and driver of development
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Question posed at annual African Creative Economy

conference, Nairobi , 2011, Arterial Network
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B hves oW modohe

new methodologies
measuring the specific values

implemented on our continent



Curre

& The - The Human Genome Project
- Open source software
movement

- Wikipedia
Com mMons - The creative commons

Thephysical, intellectual, creative and digital resources
social institutions & intangible cultural traditions that we
own collectively as a societg resources that we have paid
for (taxeg, orcommunities have created for themselves, or
have inheritedd social institutions and cultural traditions

that define us as people
AN —

variety of market interactions and new social interactions
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that people have collective needs and identities
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People own (artistic, creative, cultural) and
must have the right and legal mechanism to control them
We are I we have other
identities that are important to us

Allows us to

Focus on for

preserving, promoting culture and the diversity of artistic
expressions

© CAJ, 2014



