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we are as individuals and communities and who we must become, if our
communities are to flourish and be strong (Berg 2005, p12).




Executive Summary

Purpose of the project:

The Office of Regional Engagement, Southern Cross University was commissioned by Coffs
Harbour City Council (CHCC) to undertake research into the Creative Industries. This report
seeks to investigate the Creative Industries from two perspectives. Firstly from a general
perspective, by reviewing the reports listed in Table 1.2 (p.1) and secondly, by conducting
specific field research in the Coffs Harbour LGA in order to:

a. Describe the creative industries;

b. Evaluate the creative industries impact on communities (economic, social and cultural);

c. Make recommendations to CHCC for developing the creative industries by drawing on
the information gathered in the literature review; as well as the data and other
information gathered during the Coffs Harbour specific field research;

d. Develop a data base that can be distributed in hard-copy or be available on the CHCC
web-site, with the view that on-line registration by Creative Industries professionals be
on-going with annual audits and reporting;

e. Investigate marketing opportunities to develop and promote the Creative Industries.

The creative industries defined and described:

The term ‘Creative Industries’ was coined by a task force set up by the Blair government in
Britain in 1997. The task force defined creative industries as (CIRAC 2002, p.12):

...activities which have their origin in individual creativity, skill and talent and which have
the potential for wealth and job creation through generation and exploitation of intellectual
property.’

Various researchers have viewed the creative industries as comprised of many sectors,
including: advertising, architecture, antiques, crafts, design, fashion design, film, interactive
leisure software, music, television and radio, performing arts, publishing, software
development, literature and print media, visual arts and crafts, broadcasting, electronic media
and film, screen industries, writing and communication (cf CIRAC 2002; Cox, Ninan & Keane
2003; Henkel 2006).

It can be seen then that the creative industries are intrinsically hybrid ranging from commercial
to non-commercial with a big distinction in output from these sectors: artistic output,
informational output, and intellectual property development (Cunningham 2002). Cunningham
(2002, p.14) gives a useful summary:

‘the creative industries are simultaneously cultural industries delivering crucial
representation, self-recognition and critique in a globalising world. They are service
industries delivering basic information and entertainment services in a converging
services environment and knowledge industries requiring very significant levels of
R&D to continue to innovate and to provide content and applications...’

The creative industries bring benefits to communities, regions, and countries. They increase
economic activity and employment (DOTARS 2001; Berg 2005; CIRAC 2002; Cox, Nina &
Keane 2003; Cunningham 2003; Henkel 2006; Strom 2005), contribute to cultural image and
richness (CIRAC 2002; Henkel 2006); promote diversity, increasing innovation and skills
(DOTARS 2001; CIRAC 2002; Cunningham 2003; HVRF 2005), and improve the quality of
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peoples lives (Berg 2005; Henkel 2006). Overseas the creative industries are being developed
in various ways, through a combination of government policy and investment in infrastructure
(communications and other), which largely focuses on information and communications
technology, education, and research and development. Australia is also beginning to
recognise the creative industries in policy and research (Cunningham 2002).

Characteristics shaping the future of the creative industries

Worldwide, the creative industries sector has been among the fastest growing sectors of the
global economy. This trend has been tracked globally, nationally and in regional Australia
(Cox, Ninan & Keane 2003; CIRAC 2002, Henkel 2006). As part of the cultural, service and
knowledge sectors the creative industries play a crucial role in the new economy (CIRAC 2002;
Cunningham 2002). This role is set to increase in the future, as the creative industries are
being changed and shaped by the combined effects of convergence, globalisation and
digitisation (Cunningham 2002).

The future is one in which the rapid pace of technological change, particularly digitalisation and
the Internet, will fundamentally alter how television, film software and entertainment is
distributed, stored and viewed (CIRAC 2002). Consequently the creative industries are being
recognised as drivers of new technology and innovation (CIRAC 2002; Cunningham 2002) and
recognized as ‘...the sector that will deliver the content essential for next generation
information and communication sector growth’ (Cunningham 2002, p.8). It is contended that
Governments have an appropriate role to support such R&D in order to position Australia for
the emerging wave of innovation needed to meet demand for content creation in entertainment,
education, government, and health information; and to exploit universal networked broadband
architectures currently in development (Cunnnigham 2002; CIRAC 2002).

Field research

For the purposes of this project the Coffs Harbour Creative Industry sector was divided into six
categories. The ‘creative’ categories being: Visual Arts, Performing Arts, and Literary Arts, with
the three other categories being: Support Services, Education and Training, and Venues and

Facilities.
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Diagram 1 - CHCC Creative Industry Profile
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Summary of Field Research

Registrant Profile

There were a total of 228 registrations on the CHCC ‘Creative Industries Register’, between 1
July and 4 September 2007, and the gender profile was a almost 50/50split, with 50.6% of
registrants women and 49.4% men. Respondents were also given the option of nominating
their year of birth and 147 respondents completed this question, and the dominant Baby
Boomer category attracted 56%.

Category Year of Birth No. of % of
Responses Respondents
Pre-Boomers Prior to 1945 14 10
Baby Boomers 1946-1963 83 56
Generation X 1964-1980 43 30
Generation Y 1981-2000 7 4

Table 1 - Respondent Profile

The high number of Baby Boomers provides both opportunities and threats to growth in the
Creative Industries. ‘Boomers’ could provide opportunities by bringing strong Creative Industry
skills they can share with others, including Generations X and Y, through direct employment,
partnerships, training, and business development. Conversely if they do not come skilled, they
may require business development, creative skill training and other support not currently
available. Like all threats the latter situation also creates opportunities for others to provide
services to fill these gaps. Therefore CHCC could play a strong facilitation role, linking the
former with the latter, and in identifying funding, training and development opportunities.

Employment Profile

The employment profile indicates that 40.6% of Creative Industry workers are employed full-
time, , a further 21.9% of workers are employed part-time, 19.6% are casually employed and
17.9% of ‘workers’ volunteer their services. Significant industry development, particularly in the
business management, technology uptake, and marketing skills, should result in a growth of
full-time employment opportunities. There were five businesses that employed more than 15
staff, and the North Coast Institute of TAFE being the highest with 29 Creative Industry
employees, 4 employed full-time and 25 on a part-time basis. There is an opportunity for CHCC
to investigate the profile of this high level of volunteers who are generally ‘gifting’ their time in
galleries, museums and other community based activities. It would be interesting to determine
if they are ‘emerging’ creative industry practitioners, highly experienced Baby Boomers
providing mentorship to others in the sector, or members of the community interested in the
social and cultural aspects of the Creative Industries.

Organisational Status

The majority of the respondents identified as being owner/operators, and 80.5% of respondents
registered as a business or organisation, and the remaining 19.5% identify as Sole Traders.
CHCC could facilitate training opportunities particularly in business skill development, as well
supporting or facilitating Creative Industry ‘business-to-business’ clustering, incubation,
networking or collaboration opportunities in order to create economies of scale, and improve
the efficiency, marketing and distribution aspects of many of these small businesses.

Technology Uptake
The basic technology uptake! was high with 87.2% of respondents having an email address

! See page 15 Table 4.1 Stages in commitment to networked economy
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and 52.4% utilising a web-site, indicating that they are at the communication and information
stages of participation in the networked economy. There are opportunities to develop on-line
transactions, resource sharing and best practice involvement in technology enabled business
activities.

Professional Status

Category Criteria Respondent
%
Professional Earning more than 50% of income from 46.5
Creative Industry activities
Semi-professional Earning 10-50% of income from Creative 24
Industry activities
Emerging Earning less than 10% of income from Creative 295
Industry activities

Table 2 - Professional Status

Respondents were asked to nominate their ‘professional’ status. There were 417 responses to
this question, which indicates a high level of ‘cross-over’ in the sector. For example a
professional potter may also be an emerging painter within the Visual Arts, while other
practitioners may work across categories, such as a professional musician who is also a semi-
professional filmmaker.

Respondents per Category

The chart below depicts the percentage of respondents per category. The Visual Arts had the
highest representation across all categories with 34.9% and the Support Services was next
with 27% of respondents. The Performing Arts attracted 22.4%, the Literary Arts 8.7% and 7%
registered as Other, and are both Education and Training providers or Venue and Facility
operators.

Percentage of Respondents per
Creative Industries Category

Visual Arts - 34.9%

W Performing Arts - 22.4%
Literary Arts 8.7%
Support Services - 27%

B Other - 7%

Chart 1 - Percentage of Respondents per Category

The Visual Arts? had the most sub-categories with 15, and Painter/lllustrator the highest level of
response across all three categories attracting 23% of respondents. In the Performing Arts3 the
Musician sub-category had the highest registrations at 15%, followed closely by both
Production and Band/Choir/Group sub-categories, with each attracting 14%. While the

% See chart on page 38
* See chart on page 39



production/publishing aspect of the Literary Arts* attracted the most respondents at 29%, while
the combined ‘writing’ sub-categories attracted 71%. As noted earlier Support Services was the
second largest category after the Visual Arts, and at 16% the Retail sector was the highest
single sub-category; but combined management activities (Event Management and Arts
Business Administration) attracted 28%. It should be noted that Support Service businesses
may undertake ‘creative’ activities in their own right, or provide support and resources to those
in the Visual, Performing and Literary Arts.

Education & Training

A total of 46 tutors/teachers registered and the North Coast Institute of TAFE and the Coffs
Harbour Conservatorium are the two largest training providers in the Creative Industries sector
to register. The remainder of the training is provided by dance studios, for example, who
employ part-time and casual staff; or other individual tutors/teachers.

Tutors/Teachers Visual Arts Performing Arts Literary Arts
46 23 22 1
Level of Learning Certified Non-certified External Support
11 28 3

Table 3 - Education & Training

Respondents were asked to nominate the ‘stage’ of their students learning. The secondary
level attracted the highest percentage of respondents at 32%. It is clear that CHCC could
facilitate the development of training on a ‘fee-for-service’ basis by the Tertiary (23%) and
ACE/RTOIVET (8%) sectors to support the growth and development of the Creative Industries.
This would have the added bonus of providing growth in this sector. The current ‘tertiary level
education and training is provided by the North Coast Institute of TAFE but there may be an
opportunity to work with Southern Cross University to identify a specific area that could be
delivered by the University to this growth sector.

Venues & Facilities

Public Venues are defined as being those owned by a government body, and the 8 venues that
registered belong to CHCC. All are available for private hire, 1 is licensed and 2 indicated that
Creative Industry activities are their secondary, rather than their primary function.

Private Venues are defined as those in private (non-government) ownership. A total of 47
Private Venues registered and 30 identified Creative Industries activities as their ‘primary’
function, while the remaining 17 nominated it as their secondary function. Additionally, 8 of the
venues are licensed and 15 indicated that they are available for private hire. CHCC, through its
Economic Development Unit, is currently undertaking a full-scale audit of all venues and
facilities in the Coffs Harbour LGA.

Recommendations

The review of previous research and literature pertaining to the Creative Industries; coupled
with the Coffs Harbour field research and findings, has resulted in the development of the
following recommendations. The implementation of these recommendations should enable
Coffs Harbour City Council to facilitate and support the development of the Creative Industry
sector within the LGA across ten key result areas.

4 See chart on page 39
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Recommendation 1:  On-line data collection and management
a) Data Collection
Ensure that data on the Creative Industries in the Coffs Harbour LGA is collected an on-
going basis; and analysed and reported annually.
b) Data availability
Ensure that data is available on-line via the CHCC web-site and in hard-copy form
c) On-line registration
Ensure that Creative Industry on-line register is permanently available to professionals to
ensure that all Creative Industry professionals can be encouraged to register and/or
change their details if required in order to maintain an up-to-date service.

Recommendation 2:  Utilise the ‘ScreenLinks’ model to develop the Creative
Industries sector, with a particular focus on:
a) Creative Industry Development Project Manager
Employing a person to manage the development of the Creative Industries over a 3-year
period.
b) Communication
Establish a communication plan with regular Creative Industry e-newsletters (suggest
quarterly or twice-yearly) to keep Creative Industry data-base registrants informed as to
activities within the sector.
c) Networking
Initiate a process to establish Creative Industry networks (that could utilise mentoring),
either within specific industry sub-sectors such as the Visual Arts or across the creative
industries sector as a whole.
d) Training and business skill development
Facilitate the provision of training (business and creative) to Creative Industry
professionals and practitioners through partnerships with Department of State & Regional
Development, North Coast Institute of TAFE or private sector providers.

Recommendation 3:  Cluster/network collaboration and enterprise incubators

ldentify Creative Industry hubs (physical or virtual) and facilitate the provision of incubators to
assist micro and small enterprises start up, grow and/or become sustainable.

Recommendation 4:  Investment, funding options and partnerships

Review current funding sources available to the Creative Industries micro-businesses; and
facilitate the development of partnerships between the Creative Industries and private industry,
the public and community sectors. To achieve this CHCC could:
a) Appoint a Funding Officer, to work on a whole-of-Council basis, including the Creative
Industries; or
b) Liaise with Bellingen Shire Council and Nambucca Shire Council (who are currently
sharing the cost of a Funding Officer) to explore the option of expanding this
collaborative sub-regional approach.

Recommendation 5:  Marketing, including market development and expansion

Develop a marketing strategy to attract consumers to utilise Creative Industry ‘product’;
collaborate with other sectors such as Tourism and Economic Development on joint marketing
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opportunities; and assist the creative industries to develop and expand their markets in order to
grow their businesses and to develop a stronger economic impact.

Recommendation 6:  Telecommunications infrastructure advocacy (high quality
broadband)

Lobby the Federal Government for the better provision of telecommunications infrastructure —
effective, high speed, affordable broadband; to facilitate in creative innovation, development,
production, distribution, and on-line access to new markets.

Recommendation 7:  Development of multimedia production centre

Support the establishment of a multimedia production company (possibly as a community-
based initiative) in order to assist businesses, within and beyond the Creative Industries, to
adapt to changing markets and conditions.

Recommendation 8: Liveability and diversity

Aim to attract and retain Creative Industry professionals and practitioners through the
promotion of diversity, the facilitation of an environment that is conducive to the creative
industries and establish Coffs Harbour as a creative centre.

Recommendation 9:  Cultural development

Facilitate a broad range of cultural development activities (utilising the Regional Gallery, the
Museum, the Jetty Theatre, the Bunker Gallery and others) to grow demand for and
appreciation of Creative Industries from within the community.

Recommendation 10: CHCC and SCU collaboration

Continue to build on the strong collaboration that has developed between Coffs Harbour City
Council and Southern Cross University to enable Creative Industry sector development.

Summary

By actively enabling the growth of the Creative Industries sector in a myriad of ways the Coffs
Harbour City Council can contribute significantly to:

* Enhancing the liveability of people in the community through cultural, social and
economic development activities that do not impact the natural environment, and

* Increasing both business and industry development, and a greater diversity in
employment opportunities.

While the focus of this report relates particularly to the growth of the Creative Industries sector,
it sits within the context of both arts and cultural development and economic development, and
impacts on the overall ‘health’ of those within the community, be they permanent resident or a
visitor. Therefore it is important to note that an integrated ‘whole-of-council, whole-of-
community and whole-of-government’ approach will be required, with Coffs Harbour City
Council undertaking the key facilitation and engagement role.
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Creative Industry Profile:

Celebrating life on the coast ...

Ry
)= 4

i

Coast Living magazine is a lifestyle publication that is the creation of Melissa Edgtton (Coakes).
Four years ago Melissa moved into the world of the glossy magazine, when she saw there was
a publication gap that showed what was happening across the North Coast of NSW. “Most
publications concentrate on the cities news, events and lifestyle, therefore people living in
regional areas can feel rather isolated”.

While she had no previous experience in publications, Melissa, a graphic designer, was not
afraid to take on a big challenge. She was 27 when she established Coast Living and was
inspired by where she lived. “When you're young | guess you think you can do anything”. The
result is a national magazine that is normally only produced in the cities, being created on the
North Coast of NSW. Melissa feels that Coast Living gives the people in the region greater
confidence and a sense of pride. “It’'s a celebration of where we live and of who we are”.

When Melissa set up Lime Juice graphic design six years ago she says many businesses
viewed good graphic design and creative input as a luxury and would scrimp in this area. This
is gradually changing as business owners now see that it adds value to their product and can
have a positive impact on their bottom line. “They now understand the power that great design
and great creativity can have within a business, and that it can actually be a fundamental part
of increasing a company’s profits”.

Coast Living employs two full-time staff: Melissa, who undertakes all of the creative and design
aspects; and her husband Hayden, who manages the business side of things; and a 3 day a
week writer Melissa Finn. The rest of the team is outsourced and includes freelance writers,
three advertising staff, photographers, stylists, hairdressers, make-up artists and models as
required. “The magazine is a portfolio of everyone’s talent and the work we put in to create it".

Magazines sales are through newsagency outlets from Brisbane to Melbourne and also by
subscription. When asked if she has any tips for people who may be interested in working in
the creative industries Melissa said “If you think you can do it then have a go. If you really want
it, you work really hard and you're passionate about what you do, then people will embrace it
as well”.

Creative Industry Profile:




1

1.1
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Literature Research

Project brief

This literature review was designed to establish if there are arguments and/or observations
contained in the reports listed below in Table 1.1 that can be used to:

a

b.
c.
d.

Define and describe the creative industries

Identify the creative industries’ impact on communities (economic, social)
Highlight recommendations/strategies for developing the creative industries
Summarise and incorporate with the findings of the field research to assist in

developing the creative industries in the Coffs Harbour LGA.

1.2 The reviewed reports

Title Short title Date

1 Premier's Department, NSW Government (2006) A New Direction for NSW . | Premier's Nov
State plan summary, NSW Government Department 2006

2 Coffs Harbour City Council (CHCC) (2006) Arts and Cultural Development Plan | CHCC Sept
(incorporating Creative Industries Development) 2006-2009, Coffs Harbour 2006

3 Coffs Harbour City Council (CHCC); St Lawrence and Associates Consulting | CHCC Feb 2006
Services & TS Consultants (2006) Social and community strategic plan 2006-
2010, Coffs Harbour

4 Henkel, C. (2006) Imagining the future 2, Screen and creative industries in the | Henkel 2006
Northern Rivers region, Development trends and prospects for the next decade,
Lismore, NRRDB

5 Berg, P. (2005) Toward a new cultural plan: The arts & cultural strategy | Berg Dec 2005
consultancy report, Coffs Harbour

6 Strom, J. (2005) Embracing creative industry & enterprise on the Mid North | Strom May 2005
Coast, Coffs Harbour

7 Economic Development Unit (EDU) Coffs Harbour City Council (2005) Coffs | EDU 2005
Harbour Economic Development Plan 2005, Coffs Harbour

8 Hunter Valley Research Foundation (2005) Growing Jobs on the Mid North | HVRF Jan 2005
Coast, A Green Paper providing: A blueprint for future employment growth in
this region, Sydney

9 British Council (2004) It’s the stupid economy, London, UK British Sept 2004

Council

10 | Cunningham, S (2003) The evolving creative industries:  from original | Cunningham | May 2003
assumptions to contemporary interpretations, Transcript of a seminar, QUT,
Brisbane

11 | Cox, S.; Ninan, A.; & Keane, M (2003) Brisbane’s Creative Industries, Brisbane, | Cox, Ninan & | Feb 2003
CIRAC Keane

12 | Cunningham, S. (2002) Culture, services, knowledge or is content king or are | Cunningham | Oct 2002
we just drama queens?, Canberra

13 | Creative Industries Research and Applications Centre (CIRAC) (2002) Smart | CIRAC Oct 2002
state all over. Opportunities for broadcasting and content creation enterprises in
regional Queensland, Brisbane

14 | Federal Government (2001) Stronger Regions, A Stronger Australia, | DOTARS 2001
Department of Transport and Regional Services, Sydney

Table 1.1 - Reviewed Reports

Of the fourteen reports reviewed three were Coffs Harbour City Council reports: two pertaining
specifically to Arts and Cultural Development (including Creative Industry development); and
one Economic Development report. The Jetty Memorial Theatre, the Coffs Harbour Regional
Gallery, the Coffs Harbour Museum and the Bunker Gallery did not have reports or strategic
plans available for review.
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Coffs Harbour — The North Coast Centre of NSW, offering a dynamic economic setting and
attractive lifestyle — as a business and innovation hub for development, creativity and cultural
experience (EDU 2005, p.3)

1.3 Coffs Harbour LGA defined

The Coffs Harbour City Local Government Area (LGA) is bounded to the north by the new
Clarence Valley Council and the south by Bellingen Shire Council. The LGA includes the
regional hub of Coffs Harbour, the smaller townships of Sawtell/Toormina and Woolgoolga as
well as a series of attractive seaside and inland villages (EDU 2005, p.5).

2 The Creative Industries defined and described
2.1 The Creative Industries defined

The term ‘Creative Industries’ was coined by a task force set up by the Blair government in
Britain in 1997 (CIRAC 2002). The task force defined creative industries as (CIRAC 2002,
p.12):

‘...activities which have their origin in individual creativity, skill and talent and which have
the potential for wealth and job creation through generation and exploitation of intellectual
property.’

This UK definition has been well accepted as the idea of the creative industries has developed
and disseminated around the world; and it is used in a variety of countries, including: Korea,
Hong Kong, Singapore, Tiawan, Australia, New Zealand and the USA (Cunningham 2003,

pp.1-2).

However, whilst the UK taskforce viewed the creative industries as thirteen sectors: advertising,
architecture, arts and antique markets, crafts, design, fashion design, film, interactive leisure
software, music, television and radio, performing arts, publishing, and software development
(CIRAC 2002, p.13); Australian literature has used a variety of different sectors. In an audit of
Brisbane’s creative industries, Cox, Ninan and Keane (2003, p.6) were informed by the UK and
other international perspectives of the term ‘creative industries’, but followed the classifications
of the Australian Culture and Leisure Classification’ (ACLC) and Australian and New Zealand
Standard Industry Classification (ANZSIC), using Australian Bureau of Statistics (ABS) data.
Their report thus recognises the creative industries as consisting of: Literary Arts, Performing
Arts, and Visual Arts.

Henkel's (2006) study adopted the model of creative industries incorporated into the Northern
Rivers Regional Industry and Economic Plan. The creative industries in this model were
described as: visual arts, screen industries, music, design & architecture, writing and
communication, and performing arts. Henkel (2006, p.22) recognised creative industries as
having a significant flow-on effect to other sectors which include research and innovation,
education and training, healing and lifestyle, business and financial services, regional cuisine

> The ABS has developed the Australian Culture and Leisure Classifications (ACLC: ABS 2001 Cat:
4902.0), a useful basis for defining the creative industries within Australian. For details of the ACLC
and ANZIC see Appendix 8.2.
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and tourism. Libraries and museums, which are distribution and exhibition outlets for creative
industries, were included.

Finally, a broader community approach was taken by Berg (2005), who insists that:

‘In Council’s consideration of strategies for stimulating the process of cultural
development, an essential underlying principle must be that every person in every
community has creative capacity, not merely those people who identify themselves or
are widely recognised as artists, craftspeople, musicians, performers, writers,
architects, etc (p.9).... This concept that creative capacity is in all members of the
community is an essential starting-point for any local council's concept of cultural
development, since it sets the essential direction and mandates that cultural
development must be stimulated among hobbyists as well as established artists and
craftspeople, among volunteer music society groups as well as professional
musicians, among night-course creative writers as well as published authors, and so
forth....thus cultural development extends across all art forms and both professional
and community-based creative practice, without a bias or predominance upon one or
a few (p.53).

2.2 A combination of cultural, service & knowledge industries

It follows that the term creative industries brings about a wide convergence of sectors, in a
continuum that establishes a connection from non-commercial arts through to the highly
commercial software, information and communication technology (ICT) and games sectors
(Cunningham 2002). There is also a big distinction in output from these sectors: artistic output,
informational output (such as journalistic output), and intellectual property development
(Cunningham 2002). Thus, the creative industries can be thought of as intrinsically hybrid in
nature. They are at once cultural, service-based — both wholesale and retail, research and
development (R&D) based, and part of the volunteer (community) sector. Consequently, one
can make a case for the creative industries being central in a knowledge-based society
(Cunningham 2002).

Cunningham (2002, p.14) gives a useful summary of the creative industries...

‘..they are simultaneously cultural industries delivering crucial representation, self-
recognition and critique in a globalising world; service industries delivering information
and entertainment services in a converging services environment and knowledge
industries requiring significant levels of R&D to continue to innovate and provide
content and applications...’

2.3 Benefits flowing from the creative industries to a community

The creative industries are becoming an important area of economic growth (CIRAC 2002)
contributing to economic activity and employment (HVRF 2005). Although predominantly small
to micro-businesses, the creative industries in aggregate are significant employers and create
an economic stimulus through their operations (CIRAC 2002). The activity of the business and
the income generated by owners and employees creates flow-on effects in other industries — a
multiplier effect (Cox, Ninan & Keane 2003; Henkel 2006). As Berg (2005, p.36) notes:

There are three principal categories of economic benefits [from the arts]: direct
benefits (i.e. those that result from the arts as an economic activity and thus are a
source of employment, tax revenue, and spending); indirect benefits (e.g., attraction of
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individuals and firms to locations where the arts are available); and a variety of ‘public-
good’ benefits (e.g. the availability of the arts, the ability to have the arts available for
the next generation, and the contribution the arts make to a community’s quality of
life)s.

The clustering of creative talent encourages innovation and adds to the development of a
diverse creative class from which other economic benefits can flow (Berg 2006; HVRF 2005).
Conversely a lack of creativity and creative opportunities could contribute to the out-migration
of younger and skilled people from the area and could subsequently threaten the level of social
capital, diversity, entrepreneurialism, business development and employment growth (HVRF
2005, p.16).

Our sense of identity as Australians comes from our unique culture, landscape, history and above
all, our people. Australia’s regions are integral to this identity. Our poetry and ballads record tales
of the resilience, self-reliance, humour, courage and innovation of those living beyond the cities.
This is where important elements of our culture and values were born. The people who live in
Australia’s regions have always made a fundamentally important contribution to Australia’s
economic and cultural life and prosperity — and they continue to do so in a new, global economy
(DOTARS 2007, p.5)

Creative industries are also important for the cultural image and vitality of regional cities (Berg
2005; CIRAC 2002; Henkel 2006). According to Henkel (2006, p.6):

‘the artists, musicians, picture makers and storytellers capture and preserve local
culture and history and contribute to the community cultural richness of the region.’

Henkel (2006) notes from an environmental perspective - as broadband is becoming the main
mechanism of transport for the creative industries - the sector has minimal requirement for
land, particularly industrial land. Consequently, the creative industries generally leave a
minimal footprint on the local environment. Furthermore, screen industries, particularly
documentary filmmaking, make a major contribution to the environment movement in raising
awareness and promoting protection of the natural world (Henkel 2006).

Thus the impacts of the creative industries extend beyond economic expansion to issues of
social and cultural enrichment and quality of life (Berg 2005; Henkel 2006). In fact stimulating
culture in a strategic way can improve the quality of people’s lives and the viability of a town’s
communities. Consequently, and importantly, there is an inseparable intertwining between
contemporary culture and sustainability in Australia, between the economic and cultural viability
of a town communities (Berg 2005).

2.4 The creative industries overseas
Creative industries sectors are dominated by the US and the UK, with very few exceptions
(Cunningham 2002 p.12). However Cunningham (2003) gives some examples of the overseas

experience from Australia’s closer neighbours — Korea, Singapore, Taiwan and New Zealand:

Korea’s approach to creative industries has seen major investment in infrastructure (including
its world-leading level of broadband connectivity - 70% or more to the home) with a creative city

® (K. McCarthy and E Ondaatje’s Gift of the Muse. Reframing the debate about the benefits of the arts;
Rand Corporation/Wallace Foundation; Santa Monica 2004; cited in Berg 2005, p.36)
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development in Seoul attempting to bring together very large government and corporate
infrastructure development, and to construct a large cluster of related creative industries.
These are often supported at a regulatory as well at a creative and technical infrastructure level
(Cunningham 2003, p.3).

Singapore’s investment in information and communications technology (ICT) has brought it to a
very pre-eminent position in the region, if not in the world, and they are now moving towards a
policy environment where arts, culture and audiovisual content push the next wave of
development. There is an emphasis on education as a delivery vehicle for this enhanced
creativity...with recognition that long-term investments are needed to embed creativity and to
slowly embed the importance of creativity through education from one generation to another
(Cunningham 2003, p.4).

In Taiwan, the creative industries are being looked at as a way forward in the light of a
contracting and narrow export industry base. In looking to diversify the economy, as well as
responding to a range of needs to create a broader field of cultural assertion within the country,
there is a focus on creative industries with a high level of public sector coordination
(Cunningham 2003, p.4).

Finally, there is a growth innovation strategy in New Zealand that is framing the whole strategic
new economy area of the country. There are three sectors that have been identified in New
Zealand: bio-technology, ICT and the creative industries. In New Zealand the industry
development frame around creative industries has two objectives: grow export income or
foreign exchange and arrest the slide down the OECD ladder (Cunningham 2003, p.5).

The creative industries, in their various guises, are recognised, valued and encouraged in the United
Kingdom and in New Zealand. Both countries see the role of government is to assist the creative
industries by raising their profile and helping them achieve their full economic potential (Strom 2005,

p.3)

2.5 The creative industries in Australia

According to Strom (2005, p.3), the Keating Government delivered their major cultural policy
“Creative Nation” in 1994, injecting around $290 million into media and arts activities. However,
it was not until the new millennium that a Creative Industry sector began to emerge, with
Queensland leading the way with a whole-of-government approach to the development of a
creative industries sector (Strom 2005).

In Queensland, the Brisbane City Council has identified creative industries as one of several
growth sectors for economic development (CIRAC 2002), and in their “Brisbane’s Creative
Industries” (2003) report, have identified ways of developing their creative industries (Cox,
Ninan & Keane 2003; Strom 2005). The Queensland Government, through the 2002 “Smart
State All Over” policy (Strom 2005), and the Department of State Development’s creative
industries strategy (CIRAC 2002), have embraced the creative industries (Strom 2005). The
Queensland University of Technology (QUT) work closely with the government and offer many
undergraduate and post-graduate programmes in the Creative Industries, as well as
undertaking various research and development projects and activities (Strom 2005, p.3).

The New South Wales Department of State & Regional Development's web site identifies
fourteen key areas of economic development across the state. While the creative industries are
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not specifically recognised as an economic driver, a number of ‘creative’ areas such as film and
multimedia, digital media, and information and communication technology are identified (Strom
2005, p.3). In 2006 the Premier's Department (NSW Government) released “A New Direction
for NSW - State Plan Summary”. The plan focuses on five areas of activity for the NSW
Government. One area “Environment for Living” includes planning for arts and recreation. The
following priority appears (Premiers Department 2006, p.59):

‘Priority E8 - More people using parks, sporting and recreational facilities and
participating in the arts and cultural activity. Every year in NSW almost four million
people attend at least one cultural event. The NSW Government will continue to
support cultural and artistic events....Target — increase the visitation and participation
in the arts and cultural activity by 10% by 2016.

Cunningham (2003, p.5) contends that nationally, Australia is now moving towards the digital
content and applications end of the creative industries and a greater focus - at national policy
level - on the creative industries as it inputs into the wider service industries, such as health,
education, government and business services. He cites key policy documents such as
Australia’s broadband connectivity from the National Office for the Information Economy and
Department of Communications, Information, Technology and the Arts, and their Creative
Industries Cluster Study, focussing more and more on these innovative aspects of the creative
industries.

2.7 A high rate of growth

It is clear from the reviewed reports that the creative industries are growing. Available reports
track this trend globally, nationally, in Queensland and in the northern rivers of New South
Wales. However, the lack of relevant and complete data frustrates current estimates and
comparisons (CIRAC 2002; Henkel 2006). Table 2.1 contains a selection of quotes from the
reviewed reports that are evidence of the growth of the creative industries.

Globally, the media and entertainment sectors have been forecast to grow at an
average annual rate of 7.3% from $1.8 trillian in 2005 to more than $2.4 trillion by
2009. (Department of Communications, Information Technology and the Arts
(2005), cited in Henkel 2006, p.8)

Worldwide, the creative industries sector has been among the fastest growing
sectors of the global economy. (CIRAC 2002, p.12).

In the UK the most recent data (July 2003) shows creative industries accounting
for 8/2% of Gross Value Added in 2001 and that, between 1997 and 2000, it had
achieved average annual growth of 8.0%, compared with 2.6% for the whole
economy. Research showed similar growth in the sector's exports: 15% as
opposed to 7% for service industries and 4% for the economy as a whole. (British
Council 2004, p.5)

Between 1996 and 2001 census data revealed growth of approximately 12.3% in
the number of people employed in creative industries nationally. (Cox, Ninan &
Keane 2003, p.31)

Between 1996 and 2001, strong growth was recorded across Australia in Music
Composition and Publishing (26.7%), Design (20.4%), and Broadcasting,
Electronic Media and Film (19.5%). (Cox, Ninan & Keane 2003, p.31)

National jobs growth in the cultural sector has been among the fastest growing
sectors for the past 15 years. (CIRAC 2002, p.14)

In QLD State Government jobs figures indicate that ‘cultural and recreational
services' was the fastest growing employment area for the five years 1995 to 1999.
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There was an increase of 42% from 34,300 jobs to 49,000. (CIRAC 2002, p.14)
In the past 5 years, the creative industries have grown by more than 100% in the
Northern Rivers region. (Henkel 2006, p.8)

Table 2.1 - Evidence of the high growth rate of the creative industries

3 Characteristics shaping the future of the creative industries

3.1 The core driver of economic growth is now knowledge-based industries

For most high-income economies, without a unique and extensive natural resource base, the
capacity for realised sustained innovation is now the core longer term driver of economic growth.
Those high income economies which maintain sustained growth tend to be economies which
establish a number of successful knowledge-based regions (National Economics 2005-06, p.i).

‘One of the most dynamic and exciting things to affect the economy in countries like the UK is the
realisation, in recent years, that knowledge, in the sense of intellectual property, contributes
enormously to the wealth of a nation. Further, if properly harnessed and supported by an
appropriate infrastructure, it can be a very profound and far reaching economic asset' (British
Council 2004, p.1)

National Economics (2005-06, p.iii) assert that to be a successful knowledge-based region, regions
need to have a high concentration of high skilled designer global knowledge workers. These
workers tend to migrate to regions with scale and diversity of social and community infrastructure
and cultural and lifestyle choices. Research shows a strong relationship between community
infrastructure/lifestyle choice and concentrations of global knowledge workers across Australian
regions and a strong relationship between global knowledge worker concentrations and knowledge
creation (that is, patent activity).

‘...the financial markets tend to favour the capital cities because they offer the best investor
security, not only to private investors but to global knowledge workers, symbolic analyists and the
creative souls on whose combined inspiration economic development now depends’ (National
Economics 2005-06, p.275)

Thus, Governments are now attempting to advance knowledge-based economy models, which
implies a renewed interventionary role for the state in setting twenty-first century industry
policies, prioritisation of innovation and R&D-driven industries, intensive re-skilling and
education of the population, and a focus on universalising the benefits of connectivity through
mass ICT literacy upgrades (Cunningham 2002). As the creative industries sector is part of the
knowledge-based economy, this emphasis on human capital, on the knowledge worker and the
development of the knowledge worker and entrepreneur; has resulted in Canada, New Zealand
and Australia commencing to see the creative industries being thought through as an R&D
sector (Cunningham 2002).

In Australia, there are National Research Priorities which all the major research facilities and
infrastructure at a national level (eg university, CSIRO, defence R&D) have to take account of.
One of these priorities is ‘Frontier technologies for building and transforming Australian
industries” which contains some key statements such as ‘research is needed to exploit the
huge potential of the digital media industry’. Furthermore, a number of examples of content
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applications like e-commerce, multimedia, content generation and imaging are mentioned for
priority R&D development (Cunningham 2003, p.9).

3.2 Digitisation and broadband are shaping the creative industries

The creative industries are being changed and shaped by the combined effects of
convergence, globalisation and digitisation (Cunningham 2002). The future is one in which the
rapid pace of technological change, particularly digitalisation and the Internet, will
fundamentally alter how television, film software and entertainment is distributed, stored and
viewed (Cirac 2002).

CIRAC (2002, p.22) asserts that digital television has the potential to provide a significant
improvement in media content provision and creation, broadcasting services and production to
regional Australia. This technology allows for a range of services to be received through digital
television receivers including interactive multimedia and web-based services. This creates new
spaces for content that is of specific regional interest. Multi-channelling and interactive
capabilities mean that viewers can use electronic program guides (EPGs) to select content that
is relevant to their town or region.

While it can be said that broadcasting is the present mode of delivery, it is increasingly evident
that broadband represents the future of the network society (CIRAC 2002). It is said that a
potent but as yet unknown combination of digital television and broadband will become a, if not
the, prime vehicle for the delivery or carriage of services (Cunningham 2002). Education,
banking, home management, e commerce and medical services are some of the everyday
services which types of interactive television and broadband may deliver (Cunningham 2002),
providing information, entertainment and community networking (CIRAC 2002, p.5).

National Economics (2005-06) note that improved bandwidth and new information
telecommunications technology will impact on culture and entertainment.

It is likely that more entertainment opportunities will be web based and form the
extension of the home entertainment revolution that is being driven by DVDs and
large viewing screens. The ability to rapidly download image and voice and to play
interactive games will become the mainstay of family entertainment. Internationally,
the boom in DVD sales, has driven the trend away from the traditional cinema to
home entertainment centres. Over the next few years film distribution will inevitably
move towards online delivery. iPods and MP3 players will mean that music, voice
entertainment and news and current affairs will be sourced from around the
world.’(p.?)

It is contended that the challenge will be to nurture an industry capable of responding to the
convergent media environment: an industry that is organised and strategic in making the most
of distribution opportunities and able to innovate for new multi-media content demands beyond
the linear broadcast format (CIRAC 2002). R&D strategies must work to catch the emerging
wave of innovation needed to meet demand for content creation in entertainment, education
and health information, and to build and exploit universal networked broadband architectures in
strategic partnerships with industry (Cunningham 2002).
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3.3 The creative industries are drivers of new technology and require publicly
funded research and development (R&D)

The creative industries are drivers of new technology and innovation (CIRAC 2002;
Cunningham 2002) and whilst they do not usually feature in Governments R&D or innovation
strategies; Cunningham (2002) establishes that these industries engage in recognisable R&D,
and argues they should be recognised as ‘...the sector that will deliver the content essential for
next generation information and communication sector growth.” Furthermore, Cunningham
(2002) and CIRAC (2002) contend that Governments have an appropriate role to support
creative industry R&D in order to position Australia for the emerging wave of innovation needed
to meet demand for content creation in entertainment, education, government, and health
information; and to exploit universal networked broadband architectures currently in
development.

R&D creative industry laboratories include such innovative multimedia examples such as:

a) the BBC's Walking with Beasts an interactive format on a digital television platform;
b) Big Brother reality television phenomenon world-wide, and its production franchise
based on the Gold Coast (Cunningham 2002, p.10).

Highlighting Big Brother’s unique qualities, Cunningham (2002, p.10) comments:

Do the technical, cultural, broadcasting, internet, advertising, marketing and event
innovations developed in the Southern Star franchise on the Gold Coast (and of
course its sister events elsewhere) make it arguably the most significant single
innovative event in the creative industries in Queensland ever? Big Brother was a
multi-platform, cross-promotional 'media event'. It was accessible in the traditional
way on free-to-air, via the official Big Brother website with discussion forums, on
unofficial fan sites. It was catchable via radio updates (30 second grabs every hour on
Triple M in Australia). There was telephone voting, SMS updates to mobiles, and if
you were in the UK, there was live coverage/unedited rushes on digital channel in
Britain up to 18 hours a day! (Cunningham 2002, p.10)

Digital applications are that part of the large and growing creative industries sector which
requires R&D-style investment in experimental technologies or applications (Cunningham
2002). Cunningham (2002, p.14) asserts:

‘Major international content growth areas, such as online education, interactive
television, multi-platform entertainment, computer games, web design for business-to-
consumer applications, or virtual tourism and heritage, need research that seeks to
understand how complex systems involving entertainment, information, education,
technological literacy, integrated marketing, lifestyle and aspirational psychographics
and cultural capital interrelate. They also need development through ftrialling and
prototyping supported by test beds and infrastructure provision in R&D-style
laboratories. They need these in the context of ever shortening innovation cycles and
greater competition in rapidly expanding global markets.’

Whilst the private sector is the major driver of creative industries such as film, broadcasting,
music, games, leisure software, architecture, and so on, smaller economies always need public
sector involvements. This is reinforced by the risk-averse nature of private sector investment in
smaller economies like Australia’s. Thus, R&D for the creative industries will always be in need
of public sector understanding and involvement (Cunningham 2002).
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Creative Industry Profile:

The Sticky Baby Company - Creating memories ...

The Sticky Baby Company is an example of the diverse, exciting and innovative nature of the
Creative Industries. Sticky Baby ‘abels’ depicting everything from first tooth and blowing
raspberries, to first step and slept through the night are the brainchild of mother and daughter
business developers Colleen Little and Karina Morrison.

The Sticky Baby Company is preparing for the launch of its unique and interactive Sticky baby
Journal and e-business web-site in September. “Our journal is flexible and creative and a
wonderful time-saving memory keeper” Karina said. “Journal users can select the appropriate
label to suit those special milestones, and they can also add their own photographs and other
pieces of memorabilia to the journal pages’.

According to Colleen their research identified a gap in the market as most items available are a
fill in the blank’ type book, so the Sticky Baby Company decided to create a 52 page journal
that comes with ten pages of sticky labels. “It's a fun and creative way for parents,
grandparents, or carers of a new born to chart the experiences, growth, development and
special milestones in their babies first year of life” she said.

The Sticky Baby Company creators bring a blend of design and artistic skills, with marketing
and business management. Colleen is a well-known and respected artist, specialising in
design and calligraphic art, and she has designed more than 240 individual ‘sticky baby’ labels
in five different categories.

Karina has 12 years marketing experience in small business and is a marketing lecturer at
Southern Cross University. She also acknowledged the mentoring they had received from the
well-known Bellingen card Company Affirmations.

Creative Industry Profile:
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4 Key development areas identified in existing Creative Industries
related research

41 Cluster/network collaboration across the sub-sectors with a unified
approach for the development of the sector as a whole

* Key development area 1: Identify creative industries hubs and initiate a planning
process designed to strengthen and network creative industries activity;
investigate provision of ‘incubator’ facility to assist micros and start-up
enterprises to grow and/or become sustainable. (Berg 2005; CIRAC 2002; Henkel
2006).

Maximising existing capacity by facilitating the development of industry clusters and networks’
are recommended by numerous reports® (Berg 2005, p.40; CIRAC 2002, p.37; EDU 2005,
p.11; Henkel 2006, p.39; HVRF 2005, p.17). The need to consolidate and extend networks is
well recognised by many creative industries. According to CIRAC (2002, p.39)

‘Individuals attempting to develop innovative projects can become cut off from funding
bodies, agents, producers and the like, increasing the difficultly in generating
outcomes....working in isolation can be a demanding and frustrating experience.’

As creative industries are predominantly smaller and micro businesses, the cluster approach
may be particularly appropriate. The cluster approach has been described as “an essential
enterprise tool”, for industries with large numbers of micro-businesses:

... the cluster model provides the best way of achieving a critical mass for businesses
to grow locally and effectively promote themselves in the international arena” (CIRAC
2002, pp.40-41).

In a similar vain, National Economics (2005-06, p.3) makes the following assertions:

Regions are successful because enterprises in these regions are successful. To
assist enterprises to grow, policy must explicitly focus on developing and
strengthening the emerging flexible entrepreneurial supply lines of industry clusters on
which knowledge based economies are founded. Policies to establish a successful
regional economy require complex policy strategies involving a whole of government
approach. Important components are policies designed to strengthen the networks
that link the institutions, organisations, enterprises and key personnel within regions
and to strengthen regional supply chains.

The cluster model is not appropriate at the “grassroots” level where resources, infrastructure
and training are severely lacking. However, at the professional and industry level, the cluster
model has significant merit in terms of overcoming the “fragmented” nature of the arts sector

" It has been proposed that the notion of clusters should be focused on physical conglomeration
‘geographic concentrations of inter connected companies and institutions in a particular field’, while
networks stress virtual as much as physical interconnection (CIRAC 2002, p.37).

¥ Some significant initiatives are already being taken by local and state government agencies in Cairns
and Townsville to encourage creative industries development and which advance notions of cluster
development (CIRAC 2002, p.36). (For further info see Appendix 8.1 — Cluster/Network Case
Studies)
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and in order to form closer ties with tourism, farming and other local industry sectors.
Furthermore, the utilisation of information and communication technologies is seen as integral
to this development (CIRAC 2002).

Clusters and networks® have many advantages, they:

* Allow greater collaboration across the sub-sectors, a unified voice and approach for
the development of the sector as a whole (Henkel 2006, p.5)

* Provide a basis for exchange of resources and ideas (CIRAC 2002, p.37)

* Provide a ‘target’ for government policy and support (CIRAC 2002, p.37)

* Facilitate information exchange (databases for mapping, grants and potential
partnerships with institutions and industry) (CIRAC 2002, p.50)

» Facilitate construction of a collective identity and therefore investment opportunity
(CIRAC 2002, p.37; Henkel 2006, p.7)

» Create new connections across tiers of education; between education and industry;
community access; urban planning; and primary, secondary, tertiary and information
sectors of the economy (CIRAC 2002, p.37)

* Encourage the expansion of existing businesses (HVRF 2005, p.iv)

* Provide collaborative mechanisms for showcasing regional creative industries (Henkel
2006, p.7).

* Allow sectors to form greater ties between commercial, community and government
enterprises to ensure that opportunities and information are not missed (CIRAC 2002,
p.46).

* Clustering/co-locating of existing community and professional cultural activities,
facilities and programs, creates “nodes” of cultural production or cultural mini-precincts
rather than having those activities hidden in often remote locations with little visible
attraction and impact (Berg 2005, p.40)

* A value chain analysis of the sector reveals a complex eco-system of connected
individuals, businesses and related industries. Greater focus on collaboration is
required to produce and market high value added products and services. Thus,
building and enhancing these links between sub-sectors is the key to future growth and
prosperity (Henkel 2006, p.6).

Incubators can provide support
* The establishment of incubators can assist micro and small enterprises start up, grow
and/or become sustainable by providing assistance through the provision of low-cost,
shared office-space, access to equipment and administrative help (CIRAC 2002, p.35).

Initiatives included in current CHCC reports - Clustering & Networking

Initiative 1 - ACDP Network and Coordination (CHCC 2006, p.4)

+ Advance an annual forum of Council and Agencies and Art and Cultural Leaders to manage
strategy implementation, have input into ongoing priorities and avoid duplication.

* Form a Council Stakeholder Group to manage strategy implementation that includes staff and
representation from the appropriate committees.

* Apply for grant funding for Coffs Harbour to become the 10th City of the Arts.

? See Appendix 8.1 (Case Study: Creative Industries Development in Cairns, and Case Study:
ARTSynC - Sunshine Coast arts business incubator)
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5.3 Industry Development (EDU 2005, p.11)

Sector wide approaches such as clustering and networking that support growth by focus on key
emerging or developing industry sectors.

Relevant priorities:

5.2.2 Promote the benefits of cooperation and networks at an industry level to firms,

5.3.3 Facilitate and support the establishment of active industry clusters, focused on improving
the competitive performance of the sectors.

4.2 The provision of, and advanced level of use of telecommunications
infrastructure (high quality broadband)

* Key development area 2: CHCC to lobby for the better provision
telecommunications infrastructure - effective, high speed, affordable
broadband; to facilitate in creative innovation, development, production,
distribution, and on-line access to new markets (Cunningham 2003; Henkel
2006).

Communications infrastructure is a vital element for future economic and innovative growth of
the Coffs Harbour LGA in general (EDU 2005; HVRF 2005; National Economics 2005-06) and
the knowledge and creative industries in particular (EDU 2005; Henkel 2006; National
Economics 2005-06). It can assist in telecommuting, education and innovation opportunities
and it enhances communication capabilities for all (Henkel 2006; HVRF 2005; National
Economics 2005-06). Importantly, communications infrastructure can assist businesses to
develop and grow potential, operate competitively, access markets and export; whereas a lack
of this infrastructure can impede business (HVRF 2005; National Economics 2005-06).

In practical terms, over the next 10 years, we want to see a regional Australia where
telecommunications and physical infrastructure enable people to remain in their local areas
because they have the connections they need... (DOTARS 2001, p.9)

High quality broadband can enhance future regional competitiveness by providing the infrastructure
to attract knowledge based businesses to the region and create opportunities for new local
knowledge-based enterprises (HVRF 2005; National Economics 2005-06). Given the increasing
pressures of globalisation generally, and specifically in relation to many of the creative industries
sub-sectors; regions need to maintain competitiveness by increasing the intensity of use of
information technology to maintain a knowledge-based competitive edge, thus the importance of
information services (telecommunications and computers) is increasing (Cunningham 2003; Henkel
2006; National Economics 2005-06). Broadband is the mode of transport for many in the creative
industries, moving vast quantities of information around the globe in minutes and seconds, allowing
practitioners to live in the regions and produce and develop from their own homes (Henkel 2006).

The most avid and eloquent supporter of communications infrastructure, specifically high-speed
broadband access is NE (2005-06). Utilising prior research, statistical methods and
projections, NE (2005-06, pp. 105-114) demonstrates that the costs for providing broadband
could be recuperated through increased economic activity, including increased employment
and exports. There are clear stages in the use of the communications infrastructure that
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represent an increasing degree of involvement in the modern networked economy (NE 2005-
06). As Table 4.1 indicates, six e-stages can be identified"?.

Table 1.1 Stages in commitment to a networked economy
Stage  Technology use Stage description Use
0 hone - No use of computer  None Make and receive calls from customers and suppliers
1 Computer Processing stage Word processing, image and data processing
2 Intemmet Commumicationstage  Research, e-mail, order product or zervices
3 Wab site Information stage Onlme brochure, promotion, e-newsletter, simple
Web metrics, raceive orders etc
4 Intranet or Interactive site Transaction stage Sell products/services, online bockings, share
resources within business ete
5 Extranet or integrated Intezration stage Supply chain management, share resources with
process customers or suppliers ete
6 Best practice involvement Transformation stage  Technology enabled customer and content focus to
in networked economy all business relationships

Table 4.1: Stages in commitment to a networked economy
Source: Table 1.1 - NE (2005-06, p.2)

According to NE (2005-06, p.2), a firm generally needs to have the objective of reaching Stage
5 or 6 to be competitive in the modern networked economy. However, if internet access is not
available, or is of poor quality, this objective can not be achieved. Access to, and the quality of,
internet communications infrastructure and services has, therefore, become a strategic issue
for economic development. In fact Australia's exporting enterprises cannot continue to be
efficient or competitive, particularly as part of international supply chains, without high standard
internet service (NE 2005-06). The economic benefits for increasing broadband coverage in
regional Australia are significant in terms of gross regional product and employment, and there
are social, and entertainment benefits too (NE 2005-06).

At the enterprise level it is well understood that sustained competitiveness requires using the
internet at best practice intensity to minimise costs and maximise the rate of innovation. To
remain competitive enterprises must aim to use the internet at the highest level of intensity (NE
2006-05, p.62)

Initiatives included in current CHCC Reports - Communications Infrastructure

Infrastructure Facilitation (EDU 2005, p.10)

Ensure appropriate infrastructure (land, telecommunications, labour, transport linkages, support
facilities) is in place that encourages and supports the economic growth of the City, which aids
our ability to attract the two essentials for growth: investment and population.

Relevant priorities include:

5.2.2 Co-ordinate the provision of hard and soft infrastructure, to support economic growth.
5.24 Investigate opportunities to fund priority infrastructure projects, including private
investment, and public private partnerships.

5.2.7 Develop smart city strategy incorporating best available technology.

" NE (2005-06), Section 3.3 (pp. 62-64) describes the e-journey, and clearly shows the stages -
invaluable pages for understanding the movement of businesses through these stages, and the
importance of broadband
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43 Markets development and expansion

* Key development area 3: The creative industries need to develop and expand
their markets in order to grow their businesses and to develop a stronger
economic impact (British Council 2004; CIRAC 2002; Cox, Ninan & Keane 2003;
Henkel 2006).

Whilst some of the reviewed reports identify the need for creative industries to forge a greater
connection to local and regional markets, most focus on exporting. Specific business training
and development can also support the development of markets, be they local, regional,
national or international. The British Council (2004, p.12) summarises the situation for many in
the creative industries and identifies such skill development as being important:

Creative businesses are, typically, small enterprises, working in a niche area of
expertise. As a consequence they often outgrow their local market more quickly than
traditional industries. Working internationally is increasingly common for successful
creative businesses, so one of the skills their leaders need is a better understanding
of overseas markets, their environments and cultures.

National Economics (2005-06) identifies substantial gains to firms from committing to the global
economy by increasing the export share in total sales. Specifically, increased exporting effort
creates additional wealth generation. Numerous studies have shown that firms that have a
significant exporting effort (approx 10%+ of sales) have:

1. Significantly higher levels of profitability;

2. Pay significantly higher average wages/salaries; and have

3. Significantly higher growth prospects compared to firms that do not export.
These relationships have been verified by National Economics (2005-06) for Australia using the
Australian Bureau of Statistics’ CURF firm unit record database.

Any discussion of increased exports, also identifies the need for telecommunications
infrastructure and the internet to facilitate innovation and sales (Henkel 2006; National
Economics 2005-06). Marketing, sales and other skills are also identified as necessary to
expand creative industry markets (British Council 2004; Henkel 2006).

Consequently, there are calls for the creative industries to:

* Connect to local, national and international distributors (CIRAC 2002; Cox, Ninan &
Keane 2003)

* Develop specific programs to expand market knowledge, distributing and promotion
skills and access to professional public relations expertise in the region. In particular,
support programs that offer tools and expertise in on-line marketing and embrace and
promote initiatives to develop on-line trading across the region (Henkel 2006, pp.42-
43)

»  Support programs that will: increase capacity among local content producers to market
and sell online; and increase capacity to negotiate sales and acquisitions by
broadcasters, online portals and brokers that acquire content for television, the
internet, mobile phones, games and other digital platforms (Henkel 2006, pp.42-43)

» Encourage producers to utilise export advisory services (Henkel 2006, p.42)
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4.4 Business and creative training

* Key development area 4: Provide training (business and creative) to creative
industry practitioners (CIRAC 2002; Cunningham 2003; Henkel 2006; Strom
20095).

The creative industries sector as a whole is rich in creative and artistic skills but lacking in
technical and business skills (Henkel 2006). However businesses in the ‘creative industries’
sector face the same issues as those faced by all business operators eg skills development,
BAS and other taxation challenges, budgeting, marketing, customer service, product
development, etc (Strom 2005, p.1). A culture change is necessary amongst many in the
creative sector, for whom the challenge is to grasp opportunity and to fashion themselves
towards the new economy, adopting a more entrepreneurial and business-like approach to
creative production (CIRAC 2002).

Creative training

» Strengthen training provision on creative industries — broker a training package for
regional content creation and creative entrepreneurship and provide incentives for
providers to be involved (CIRAC 2002, p.7).

* Develop strategies to plug the gaps and upgrade the skills of the region. This could be
done through professional development programs in conjunction with, for example, the
Australian Film, Television and Radio School (AFTRS) (CIRAC 2002, p.41)

* Provide travel assistance/schemes to allow creative practitioners to meet with funding
bodies and agents; attend events and festivals; maintain contact with capital cities; and
stay abreast of the latest developments in their industry (CIRAC 2002, p.39).

* Develop mentorship programs, as well as artist-in-residence schemes ... in order to
extend the knowledge and skills of local workers. (CIRAC 2002, P.40)

* Provide skills development in information communications technology (CIRAC 2002,
p.28)

Business training
* Marketing training (Henkel 2006)
» Export assistance (Henkel 2006)
» Assistance in identify enterprise opportunities emerging at the interface of ICTs and
media in service provision that draws upon content creation (for example, training,
education and health) (CIRAC 2002; Cunningham 2003).

Initiatives included in current CHCC reports — Business Training & Development

Initiative 6 - Business Development Program (CHCC 2006, p.5)

+ Continue funding and facilitation of targeted business development programs such as:
- Business Planning Workshops

- Product Marketing Workshops

* Develop an annual International Artists in Residence Program.
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Creative Industry Profile

Tony Allison - Ecodigitographer ...

Tony Allison is typical of many Creative Industries practitioners in that he works
across multiple platforms, thus he is a multi-platform professional. The ‘Orbital
Lantern’ image above is an example of Tony’s found-art that utilises both recycled
materials and his ecodigitography skills.

Participation in ‘the arts’ from a young age was a natural pre-curser to a working life
at various levels in the creation, presentation and curation of multiple art forms.
Tony’s work in the Creative Industries includes: graphic design, music, theatre, film,
photography, circus, festivals and special events. Tony designed the invitation to the
launch of the Creative Industries project that was held at the Coffs Harbour Museum
in June and a flyer to encourage Creative Industry practitioners to register (see
Appendix 8.5 & 8.14).

Ecodigitography is Tony’s primary art form, and it is vibrant and dramatic, while
evoking emotion, particularly through his focus on the environmental and human
activity. “I have been exploring the digital medium as an art form both in video and
stills, and in print and projective form, focusing on nature, community and human
interaction, and the natural environment in which we live”.

Training local youth in Creative Industry endeavours occupies a large part of Tony’s
current work, primarily in relation to music festivals and he provides mentorship to
young people who are keen on developing their skills in outdoor event management,
or as DJ’s, or visual and performance artists. Strong links with Councils, community
groups and various organisations such as ScreenLinks has also resulted in Tony
undertaking more formal training with many young people in areas such as digital
photography and event management.

Creative Industry Profile
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4.5 Development of multimedia production centres

» Key development area 5: Support the establishment of a multimedia community
production centre, to assist businesses adapt to changing markets and
conditions and assist with the development of innovation and technology
(CIRAC 2002; Cunningham 2003; Henkel 2006).

Establish multimedia community production centre

CIRAC (2002) maintain that local broadcasting provides a sense of local identity crucial to
community engagement, self-respect and enterprise. And, because it extends the distributional
potential and ‘reach’ of the content creator, local broadcasting contributes to micro and small
business opportunity. Australia’s community broadcasting sector is extensive, and exists within
a legislative framework that ensures community access, accountability and non-profit status.
The sector is a valuable sphere of community information sharing, participation and creative
production.

According to CIRAC (2002, pp.17-18), many community-broadcasting stations possess the

following useful qualities:
* significant networks within their community;

employed staff to oversee operations;

an established volunteer base;

distribution infrastructure and established, if in many cases small, audiences;

access to satellite and Internet communication channels

existing relationships with the private sector through program research/content and

sponsorship;

* The stations are established, non-profit, incorporated associations, as required by their
licence condition;

* They have the potential to offer accredited training through the Community
Broadcasting Association of Australia’s status as a registered training organisation.

The stations, therefore, provide existing infrastructures, communication channels, networks, as
well as the organisational structure, through which there is the potential to implement further
projects to encourage knowledge-based skills development. The creation of community media
centres that also provide support and access for micro-business provides the means to extend
production in the absence of other facilities (CIRAC 2002, p.18). The development of
community media centres to provide training and equipment for local content production is one
means to develop the skills base within smaller towns while simultaneously value-adding to
existing community media enterprises. (CIRAC 2002, p.31). Such initiatives may encourage
people to stay in regional centres and country towns and to develop requisite skills and
experiences for the new economy (CIRAC 2002, p.7).

Thus, in order to support skills advancement there is a need to develop community media
centres to:
* Provide training and equipment for local content production;
* Simultaneously add value to existing community media enterprises; and
* Provide support and training to produce content that can be sold to metropolitan
commercial and national broadcasters (CIRAC 2002, p.35).
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4.6 Examine investment, assistance and funding options; facilitate the development
of public sector/community/private industry partnerships

» Key development area 6: Review current funding sources available to creative
industries micro-businesses; and facilitate the development of partnerships
between the creative industries and private industry, the public and community
sectors (CIRAC 2002; Cunningham 2003; Henkel 2006).

Access to capital through seed and venture funding is often particularly difficult within this
sector. Where venture capital players are looking for intellectual property that can be exploited
and thereby result in substantial growth. The intellectual resources in the creative industries
sectors are often the people themselves rather than a new product or service. This can result in
a more difficult assessment process for investors, with higher risk factors and often lower
growth potential (Cunningham 2002).

Governments within Australia provide substantial funding of the creative industries (Cox, Ninan
& Keane 2003). Cox, Ninan and Keane (2003, p.31) provide data on the amount of
government cultural funding throughout Australia, including the amount of funding provided by
each state government, as well as total Commonwealth and local government funding of each
creative industries sector and the proportion of funding of each sector by each level of
government for which data is available. (Data on government funding is not available for all
creative industries sectors).

CIRAC (2002) maintains that in many instances, creative entrepreneurs working with new
media do not seek subsidy as the larger, traditional cultural institutions do. Mostly, they aspire
to be successful within the marketplace and see such success as an indicator of their
performance and popularity. However, these businesses are fragile. More often than not
established creative workers in regional areas are over-stretched in their time and resources,
and yet wish to remain in their home town in order to tell its stories. This is an issue that will
need to be addressed.

The British Council (2004) agrees that access to finance is often the key issue for start-up
creative businesses:

‘...for many creative businesses the search for funds is a problem that diverts them
from their core business of being creative. Support with access to finance allows
them to get on with what they do best whilst introducing them to the skills that they
need to develop to operate more effectively as a commercial business (p.16).’

Thus there are calls to:
Encourage private/public/community partnerships

» Establishing showcases and exhibition spaces for cultural products in developments
taking place in regional centres (CIRAC 2002, p.42)

» creating tax incentives for the commercial industry to engage with the cultural
industries, and public art prizes (CIRAC 2002, p.42)

» create greater links with other industries, particularly the tourism industry but also eg
fishing and forestry sectors (CIRAC 2002, p.42)

* assist local industry with “a mind shift that they will benefit from collaboration with the
arts and cultural sector” (CIRAC 2002, p.42)
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» develop an “effective communication package” to enable groups to approach the
corporate sector as the time, money and effort spent to develop corporate partners
was out of proportion to the amount of money such efforts generally attracted (CIRAC
2002, p.42)

* build stronger ties with business, eg the Australian Business Foundation for the Arts
(ABFA) who offer awards for best practice in corporate collaboration with the arts.
(CIRAC 2002, p.42)

Review current funding sources available to creative industries micro-businesses

* Review current funding sources available to creative industries micro-businesses and
compare their efficacy with international examples. CIRAC (2002, p.7) suggest

‘One scheme worth investigating is Creative Advantage West Midlands, a small
venture capital fund targeting creative industries businesses in regional UK. The
outcome ought to be the facilitation of better access to appropriate schemes,
including seed funding and distribution assistance... There are a range of
assistance models that do not involve serial grant application making, and that
assist in growing business practice and an entrepreneurial ethos and outlook. For
them to work, however, they require concerted private-public-community partnership
building

Government funding and support

* Encourage state and federal funding agencies to build a presence in the region to
increase support, access to information, expertise and advice (CIRAC 2002)

* Collate information on grants and other funding (CIRAC 2002, p.42)

» Streamline and simplify grant application guidelines and processes (CIRAC 2002, p.43,
Cunningham 2002, p.13)

» Support from library services, particularly in the centralisation of information, and as
centres for training, communication and story telling (CIRAC 2002, p.42).

Initiatives included in current CHCC reports — Investment

Initiative 5 Industry Development (CHCC 2006, p.5)

* Provide in-kind support to the Screen Media Cluster located in Coffs Harbour.

* Run one grant writing workshop per annum.

* Continue to facilitate the Arts and Cultural Development small grants program.

* Provide coordination of information to support external stakeholders to implement private
sector initiatives.

4.6.1 Key Development Area Provisos — Two overwhelming themes:

a) The aforementioned recommendations require partnerships between the
community, the private sector, and the various levels of government — a whole of
government approach (DOTARS 2001, p.10; CIRAC 2002, p.42; Cunningham 2003, p.8;
HVREF, p.iv; NE 2005-06, p.3 SF11). As National Economics (2005-06, p.3) maintain:

‘Regions are successful because enterprises in these regions are successful....
Policies to establish a successful regional economy require complex policy strategies
involving a whole of government approach.’
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b) The reports recognise that pure government assistance and funding is not the answer,
but supporting and facilitating community capacity!' is. (British Council 2004, p.6;
DOTARS 2001, p.2; Cavaye circa1998; HVRF 2005, p.19).

Cavaye (circa1998, p.4) contends that today, government finds itself in an environment that
requires more than the neutral delivery of services and the implementation of policy. There is a
need for government to invest in building community capacity from a social and an economic
perspective. In this instance, the focus is upon the Creative Industries. According to Cavaye
(circa1998, p.4):

‘Global change, social and economic pressures are transforming rural and regional
communities in virtually every western country. How communities can remain vital in
the face of these changes depends not only on their ability to maintain infrastructure,
employment, and income. Their vitality also depends on the ability of local people to
anticipate change, “reframe” problems, mobilise their community, communicate
widely, think strategically and make informed decisions. This is community capacity —
the ability, organisation, attitudes, skills and resources that communities have to
improve their economic and social situation. Indeed, community capacity often
underpins economic development.’

The British Council (2004, p.6) has embraced the idea of building community capacity over a
longer time-frame, as can be seen in their description of the goals of their programmes:

‘These programmes run for five years and are structured so that local ownership of
the process is established from the outset. Whilst the British Council may have
initiated the process, it rapidly moves to become simply a partner with a focus on how
we can support networking, capacity building, leadership and creative education: all
essential elements in the development of a sustainable creative economy.’

Thus in the case of the creative industries, it would seem that local people can build the
capacity of their community creative industries, and the Council can support and facilitate the
development and building of community capacity. In this way community entities may take the
lead and be responsible for solving local problems rather than looking to government. However,
this does not preclude these entities using government funding to implement solutions (HVRF
2005). Consequently, there needs to be greater focus on the ability of regional communities to
be ‘enterprising'?, creating a local environment for investment activity to occur and generate a
return - jobs, income, exports, new business growth, community cohesion, etc (CIRAC 2002).

" Community capacity consists of the networks, organisation, attitudes, leadership and skills that allow
communities to manage change and sustain community-led development (The role of Government in
community capacity building, Cavaye circa 1998, p.2).

2 The M2N Project is significant as an activity characteristic of what Steve Garlick calls the
‘enterprising region’, a conception which emphasises the need for regions to generate their own
economic development dynamic, consistent with local strengths and needs, rather than rely on external
modelling or leadership (CIRAC 2002, p.49). See Appendix 8.1 Case Study: The MITEZ Meta-
Network (M2N) project, North Queensland
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4.7 Data collection, storage, analysis and management
* Key development area 7: Ensure that better data on the creative industries in the

Coffs Harbour LGA be collected, analysed and reported on an on-going basis
(CIRAC 2002; Cox, Ninan & Keane 2003; Cunningham 2003; Henkel 2006).

The majority of secondary (footnote) data used in the reviewed reports are drawn from the
2001 and 1996 ABS Census of Population and Housing. The ABS has developed the
Australian Culture and Leisure Classifications (ACLC: ABS 2001 Cat: 4902.0), a useful basis
for defining the creative industries within the Australian context.

The ACLC consists of four Divisions:

1. Heritage,

2. Arts,

3. Sport and Physical Recreation, and

4. Other Culture and Leisure.
Under each division is a number of Groups, and at the finest level of classification, Classes. Of
relevance to the creative industries are the Heritage and Arts divisions, plus one Group within
the Other Culture and Leisure Division (listed in Table 1.1 in Appendix, and taken from Cox,
Ninan & Keane 2003, p.15).

Unfortunately, to date, the ABS has not classified statistical data it collects with the Australian
Culture and Leisure Classifications (ACLC: 4902.0), and so it is necessary to use
classifications of the Australian and New Zealand Standard Industry Classification (ANZSIC).
The ABS provides a concordance between the ACLC and the standard classification of
businesses, ANZSIC, (also shown in Table 1.1, Appendix 8.2). Examination of the concordance
reveals that while some ANZSICs fall entirely within the creative industries, some have only
very small or partial concordance inclusion in the ACLC (Cox, Ninan & Keane 2003, p.15).

Other problems with ABS data identified by Cox, Ninan and Keane (2003) include:

» Data is not available for all creative industries sectors

 there s limited, and in many cases no, data available at the state or city level

* Current methodologies based upon ABS data to identify the creative industries under-
report or exclude emerging industries sectors such as interactive leisure software and
fashion design, and particularly those industries based in new media and IT

* Due to shortfalls in ABS data, data pertaining to total numbers of persons employed in
the creative industries in Australia or the total number in particular sectors are
estimates

Limitations of ABS data resulted in Henkel (2006) using customised, confidentialised extracts
from the Australian Business Register. However, on a positive note, the ABS is currently
surveying film, television, video production and digital games development services in
Australia. The Film, Television and Video Production and Post-Production, Digital and Visual
Effects Services 2006-07 publication will report on production levels, income, employment
numbers and profitability across the audio-visual production industry. Last conducted in 2002-
03, the survey has been expanded following consultation with the Australian Film Commission
(AFC), and the wider industry to provide greater detail on post-production, digital and visual
effects. The Digital Games Development survey will provide detailed measures of the
performance, structure and activity of the businesses operating in Australia, including the
composition of income earned, details of expenses and the characteristics of the workforce.
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This is the first time the ABS has conducted a survey of this sector. The findings of both
surveys will be published in June 2008.

The identification and prioritisation of the creative industry sector's needs requires detailed
knowledge. The lack of data available in Australia has led to recommendations that better data
on the creative industries be collected, analysed and reported, at the national (Cox, Ninan &
Keane 2003), state (CIRAC 2002; Cox, Ninan & Keane 2003) and regional (Berg 2005; Henkel
2006; Strom 2005, p.5) level. Recommendations in the reviewed reports include:

» Better data on the creative industries be collected, analysed and reported. (CIRAC
2002; Cox, Ninan & Keane 2003; Henkel 2006; Strom 2005)

* Future creative industries research should be contextual, expanding upon the limited
information available via the ABS and primary data collection (interviews, surveys,
focus groups etc) (Strom 2005, p.5)

* Regional skills assessments and audits take place (CIRAC 2002, p.41)

» Effective mechanisms for locating and sourcing, sharing and analysing data across
and within the various sub-sectors of creative industries be developed (Henkel 2006,
p.7).

* Alocation to house current information in regard to local events and organisations in
the region be found (CIRAC 2002, p.40)

Initiatives included in current CHCC reports — Data Collection & Analysis

Initiative 2 - ACDP Profile and Promotion (CHCC 2006, p.4)
+ Compile a directory listing network members and industry capabilities, and facilities:
- 1,000 copies and e-version on website.
- Inaugural Edition to be launched by June 2007
+ Establish an image library of the local industry and participants
+ Establish a promotion plan (addressing key messages and distribution methods and
materials) to raise the profile of art and cultural development.

4.8 Liveability and Diversity - Attraction and Retention of the Creative Class

* Key development area 8: That Coffs Harbour aims to attract and retain creative
industry practitioners through the promotion of diversity, the facilitation of an
environment conducive to the creative industries and becoming a creative
centre (Berg 2005; British Council 2004; CIRAC 2002; Cox, Ninan & Keane 2003;
Cunningham 2003; Henkel 2006).

The term liveability describes the combination of social, economic, service levels, environment,
recreation, cultural, built and climatic characteristics that make a City “liveable” (EDU 2006).
The micro-businesses of the creative industries emerge spontaneously and cannot be set-up
by government (CIRAC 2002). Only creative individuals and groups in all fields of endeavour
can “grow” culture (Berg 2005). However, factors such as the existence of robust tertiary
institutions — becoming known as a “university town” — will attract young talent and stimulate
networks (British Council 2004; CIRAC 2002).

Local government’s important role in arts and cultural development is the facilitating of the
environment in which things can happen in the arts, but not specifying what that is (Berg 2005).
There are a range of factors that may attract or keep talent in regional areas and stimulate
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networks: including attractive lifestyle; diversity; an environment conducive to creative
industries enterprise; etc. These factors are now examined further:

4.8.1  Liveability, diversity and attracting the creative class

The attractiveness of Coffs Harbour to skilled, entrepreneurial people will depend on the
perceived liveability of its communities and the diversity of lifestyles (HVRF 2005). This refers
to the ability of a region to both ‘import’ skilled, entrepreneurial and creative people, and to the
region’s ability to retain those with these abilities already living in the region (HVRF 2005). The
Coffs Harbour Ecomonic Development Plan aims to put in place a series of initiatives that will
result in Coffs Harbour being recognised as a business and innovation hub for development,
creativity and cultural experience.

The plan is underpinned by the principle of sustainability — we not only want to
achieve economic growth, but also to improve the liveability of the city, whilst
enhancing our natural, social and cultural assets (EDU 2005, p.3)

Coffs Harbour, like any city which is to survive and flourish, needs to retain and attract people
who are “generators”—the creators of ideas, services, “the new”, jobs, visual icons, and the
sheer energy of endeavour which attracts others (Berg 2005). Increased diversity has been
associated with the attraction of a “creative class” and knowledge workers (National Economics
2005-06) which is, in turn, thought to be associated with greater innovation (HVRF 2005). The
creative class is attracted to diverse lifestyles so not only could increased diversity attract the
creative class it could help retain the existing creative class (HVRF 2005).

Berg (2005) asserts:

People choosing a place to live and work frequently report that they seek a place
which has diversity, so that they can find a peer group with which to identify while
being stimulated by the presence of a wide range of other cultures and groups which
are not their peers. Any cultural development strategy for Coffs Harbour, if it is to be
successful, needs to respond to this contemporary view about diversity and the
opportunity for interaction with diverse groups of people as essential qualities of a
good community (p.13).

Creative workers express a desire stay in regional cities rather than move to the capital cities
due to the lifestyle benefits and to tell the regions intricate and important stories here (CIRAC
2002). Recognising diversity and encouraging creativity within the existing population will
increase opportunities for, and participation by, groups such as youth and indigenous people
(HVRF 2005). If a region facilitates environments and conditions conducive to the creative work
of individuals and groups and their ongoing presence (Berg 2005) then creative industries
entrepreneurs will emerge and remain (CIRAC 2002). In the short- and long-term, it is has the
capacity to increase the viability of the existing community of individuals and to attract
outsiders, both as visitors and as valuable migrants to the area (Berg 2005). Relevant
recommendations in the reviewed reports include:

*  Promote (communicate) tolerance throughout the community (HVRF 2005)
* Encourage the development of artistic activities and festivals (e.g. writers’, artists’ and
short-film festivals) and cultural festivals with multicultural involvement (HVRF 2005)
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Concentrate, both annually and long-term, on specific projects and programs which
facilitate environments and conditions conducive to the creative work of individuals and
groups and their ongoing presence in Coffs Harbour (Berg 2005, p.38)

Focus on factors such as an attractive lifestyle; available financial assistance; and
distribution possibilities (commercial and non-profit) which can help attract the creative
class (CIRAC 2002, p.30).

Developing protocols for the integration of economic and social-cultural elements in
regional development policy and strategies'® — towards a more holistic reading of
regional development (CIRAC 2002, p.51)

4.8.2  Pursuing an identifiable culture of excellence — become a creative centre

One goal of Government may be to seek solutions to improve the lifestyle of the larger regional
centres in such a way that they become known as creative centres (CIRAC 2002). The British
Council (2004, p.14) describe the success of this type of strategy:

‘In many parts of the world creativity and cultural institutions have provided the
centrepiece of regeneration projects. Such innovations become emblematic of a city
or region’s new identity, with iconic buildings heralding a new dawn. This is part of the
UK’s experience of culture and creativity as drivers for regeneration projects’.

Berg (2005) maintains that Coffs Harbour City Council should adopt such an approach -
making the following recommendations:

Commence an annual and long-term program of showcasing and revealing the huge
variety of arts production and cultural participation at all levels (professional and
community-based practices) in Coffs Harbour to locals and visitors (p.38)

Create visible excellence in Coffs Harbour in urban design, architectural, and
landscape design in functional buildings and public spaces (p.40)

Revise Local Environment Plans, and other planning and design instruments to contain
requirements which provide support to the process of achieving design and planning
excellence (p.39)

invite nationally and internationally-recognised architects, urban designers, and
landscape architects to be considered for the design of both small and large projects in
Coffs Harbour, whether school buildings, toilet blocks, or major public facilities like new
cultural centres (p.38)

‘Make much of' and strategically re-direct what Council already does anyway in
infrastructure provision on a year-to-year basis, thereby utilising the existing budgets
for the occasional construction of schools, toilet blocks, park facilities, libraries, etc and
their ongoing renovation (p.40)

Reveal the wealth of cultural production and activity which is already going on in Coffs
Harbour and which for the most part is hidden to residents and visitors (p.40)

" This factor has been recognised in the Council’s most recent Management Plan, with Culture being a
one of the three pillars of sustainability (CHCC 2006, p.2)



‘Creating’ Creative Industries 27
October 2007

Initiatives included in current CHCC reports - Liveability & Excellence

Initiative 7 - Community Opportunities, Infrastructure & Facilities (CHCC 2006, p.5)

+ Establish Coffs Harbour as the recognised Centre of Excellence for Creative Industries in
Australia.

* Investigate establishment of Arts and Cultural Nodes that incorporate training, production,
exhibition and sales facilities in a common location that facilitates connectedness within the
sector;

* ldentify and support local delivery of relevant training packages;

* Provide assistance to the Regional Conservatorium of Music to relocate within Coffs Harbour.

Initiative 10 - Indigenous Cultural Development' - (CHCC 2006, p.6)

+ Continue to grow awareness and participation in the annual NAIDOC Week Aboriginal art
awards;

+ Seek funding to develop a “cultural centre” - without walls - for Corrambirra Point;

+ Seek funding to develop a major public art work at the base of Muttonbird Island;

+ Further develop the business concept for the aboriginal community to “extend” the aboriginal
story and culture to the community as an education program;

* Investigate development an annual aboriginal cultural festival as part of our summer season
tourism product;

+ Grow awareness and enhance the delivery of the annual Grace Roberts Awards and the
annual NAIDOC Week Awards;

* Continue the development of the collection of oral histories from the aboriginal elders as a
tourism/museum project.

Initiative 11 - Multicultural Development!s - (CHCC 2006, p.6)

+ Continue to facilitate the Growth of the Woolgoolga Curry Festival;

* Investigate the development of opportunities for cultural events that facilitate cultural harmony
and community understanding of our growing diversity.

+ |dentify business opportunities for new settlers to extend their culture into the community (i.e.
participation in markets and events).

Liveability - (EDU 2005 p.13)

Relevant priorities:

5.5.3 Ensure that the City has the appropriate level of services and recreational opportunities
that support a variety of lifestyles.

5.5.5 Facilitate, promote and encourage the development of the “creative and cultural’ sectors
within the community. Relevant indicators include:

Finalisation and implementation of the Art and Cultural Development Strategy, and Frequency
and variety of events and participation levels, and Event Strategy developed by December
2006.

' Initiative 10 has an initial focus on community capacity building that could underpin and shape the
development of the Creative industries in the future.
' Initiative 11 has an initial focus on community capacity building that could underpin and shape the
development of the Creative industries in the future.
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Initiative 8 - Entrench visual excellence in Coffs Harbour - (CHCC 2006, p.6)

* Develop a policy for Coffs Harbour City Council's commitment to best practice “icon” design
to public projects.

* Investigate the appointment of an architectural advisor for Council projects.

* Consider a review of Development Control Plans (DCP) to life urban design and architectural
standards in private sector projects across the city.

49 Cultural Development - Create demand and grow opportunities

» Key development area 9: Facilitate cultural development activities in Coffs
Harbour in order to grow demand for and appreciation of the Creative Industries
within the community over time (Berg 2005; British Council 2004; CIRAC 2002;
Cunningham 2003).

There is a “deep culture” nature of demand and exploitation, that is, it is not supply driven but
grows opportunities from within the community over time i.e. from demand (CIRAC 2002).
Building this demand, through education of the population, is the Singapore’s current
focus/strategy (Cunningham 2003). Thus it is recommended that Council ensure its attention in
cultural development is not focussed solely or primarily upon the supply of the arts, and instead
should create a conscious annual and long-term focus on the continual, inexorable, incremental
“‘growing” of demand for the arts and cultural production on a variety of levels (Berg 2005). The
conscious growth of a Creative Industry sector can assist in building of a market for the arts
both in the short- and long-term, to this end it is recommended:

* To emphasise and celebrate the fact that everyone is capable of and participates in
forms of creative making (eg in conception, design, or production) (Berg 2005, p.35)

* in a cohesive way reveal, resource, cross-connect, strengthen, celebrate and increase
diversity (Berg 2005, p.35)

* ensure the community is exposed regularly in positive ways to many forms of public art
and creative making (Berg 2005, p.34)

* Undertake a strategy of long term cultural education of the community (Cunningham
2003)

» The role of museums, galleries and libraries in developing creative appreciation and a
discerning market, as well as a source of inspiration for young creative talent, cannot
be overlooked (British Council 2004, p.14)

Initiatives included in current CHCC reports — Create Demand & Grow Opportunities

Initiative 6 — Business Development Program (CHCC 2006, p.5)

+ Continue funding and facilitation of targeted business development programs such as:
- Business Planning Workshops
- Product Marketing Workshops

* Develop an annual International Artists in Residence Program.

Those regional centres which have successfully helped improve the economic performance of the
region have been ones with high employment growth relative to population growth which, in turn, has
occurred in provincial cities that (NE 2005-06, preface):

* Maintain a population growth rate in excess of 0.3 per cent per annum;
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* Develop diversified lifestyle and cultural choices for residents;
* Develop scale in a small number of non-mining/non-agricultural industries; and
* Develop inter-regional export capacity in business and/or education services

4.9 Summary

Coffs Harbour City Council’s stated social and economic reasons within the literature reviewed
herein, is for desiring further development of the arts and cultural sector in order to:

* Enhance the liveability of the region,

* Increase employment opportunities and their diversity, and

* |dentify the appropriate facilities for future development that matches community needs

and facilitates industry development. (Berg 2005, p.1)

While the focus of this report relates particularly to the growth of the Creative Industries sector,
it sits within the context of arts and cultural development, and impacts on the overall ‘health’ of
those within the community, be they permanent resident or a visitor.

Among many other targeted actions, one of the most effective potential ways to make Coffs
Harbour more viable in social, cultural, economic, and environmentally sustainable terms is to
quietly make it a place where, on multiple levels of art, craft, music, performance, design,
literary arts, dance, pluralist community arts, Indigenous cultural expression and interpretation,
artisanship, urban design, and architecture, the plural identities of the local community are
explored and acted upon in an environment of commitment to excellence. It is the excellence
of each of these endeavours which attracts and grows demand, participation, and cultural
consumption, not “run of the mill", off-the-shelf generic renditions of the same-old, same-old
(Berg 2005, p.16)
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Creative Industry Profile

Work is certainly never boring for the vivacious and lively Maureen Shaw. For the last couple of
decades she has been involved in the management of some of the biggest names in the
Australian music industry, including INXS, Wendy Matthews, Angry Anderson, The Whitlams
and the Choir Boys.

These days, Maureen and business partner Gregg Donovan’s company ‘Step2 Artist
Management’ manage Grinspoon, as well as Airbourne a pub-style rock’n’roll band, and folk
rock soloist Josh Pyke. At Byron Bays Splendour on the Grass 2007 all of the ‘Step2 family
Bands’ performed, “This was fantastic because it's an invitation only event ” she said.

The Step2 family comprises about 25 people, band members, their wives and families, roadies
and the management team. Maureen has worked with Grinspoon for about 10 years and in that
time they have toured extensively, received multi gold and platinum albums, and had Maureen
secure five consecutive studio album contracts with Universal Music.

Maureen grew up in Coffs Harbour and is often asked, how did a girl from the country get to do
a job like this? She says it was by being in the right place at the right time, but most
importantly, asking the right person the right question. Maureen knew one of her clients at the
successful Sydney Print shop she managed worked for INXS. She asked if there were any jobs
going. “So my first job in the industry was looking after the INXS’s tours and their bookkeeping”.

Conducting her business from Coffs Harbour since 1996 has never been a disadvantage.
Initially a home-based business, she outgrew that quickly and moved to the city centre. “I don’t
tour much these days because it’'s really hard yakka, you're the last to bed and the first up” she
said. “These days all | need is a phone, a computer and broadband and I'm in business, and
the airport is a real bonus because it makes getting to Sydney and Melbourne easy”.

Maureen’s passionate about the Coffs Harbour area and is very involved with the Titivators, the
breast cancer survivors group. She is also working with the Burmese Monks to help them
establish a Buddhist Monastery at Mt Browne in the Orara Valley.

Creative Industry Profile
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5. Field Research Coffs Harbour Local Government Area

5.1 Background

31

The Coffs Harbour City Council (CHCC), through its Arts and Cultural Development department,

Recognised that

“Whilst the private sector is the major driver of creative industries such

as film,

broadcasting, music, games, leisure software, architecture, and so on, smaller economies
always need public sector involvements ... the creative industries will always be in need of

public sector understanding and involvement” (Cunningham 2002).

As a result the Office of Regional Engagement (ORE) at Southern Cross University was
commissioned to profile the Creative Industries sector in the CHCC local government area. The
profile included an ‘audit’ of existing data bases, the development of a Creative Industries

registration pro-forma (in hard and electronic formats) and a review of current literature.
5.2 Purpose of Field Research
1. To better understand the current shape of the Creative Industry sector;

2.To provide the basis for a new Creative Industry specific data base;
3. To identify Creative Industry development opportunities;

4.To build on initiatives currently being undertaken by CHCC Arts and Cultural Development,

and Economic Development departments; and

5. To make recommendations regarding the future development of this growing sector.

Following a number of meetings with Malcolm McLeod (Cultural Development Officer) and other
CHCC staff, including Dr Leigh Summers (Regional Gallery and Museum), Shona StLeon (Jetty
Theatre), Enzo Arcadia (Library) and Steve Bayliss (Information Technology) a project plan was

developed (see Appendix 7.4).

5.3 Shaping the project

-

PERFORMING
ARTS

LITERARY
ARTS

CREATIVE
INDUSTRY
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EDUCATION
&
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~

CHCC Creative Industry Profile
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For the purposes of this project the Creative Industry sector was divided into six categories. The
‘creative’ elements being:

1. Visual Arts, including painting, screen-media and ceramics;

2. Performing Arts, including musician, singer and actor; and

3. Literary Arts, including author and publisher.

The other elements are:
4. Support Services, including retail, event management and art and craft supplies;
5. Education and Training, and
6. Venues and Facilities.

5.4 Field Research - Process

Co-operation in any consultative process should never be assumed,
While a willingness to participate needs to be acknowledged and applauded,
For it is indeed an act of ‘goodwill’. (Strom, 2007)

541 Ethics Approval:

A significant element of the project was the gathering of information from Creative Industry
professionals and practitioners via the Creative Industry registration form. Therefore the ORE was
required to seek Ethics Approval from the Higher Education Ethics Committee.

5.4.2 Registration Form:

Following a number of meetings with Malcoim McLeod and other CHCC staff a registration
document was developed (see Appendix 7.5). It was required to suit both hard-copy and electronic
formats, with the latter being available on the CHCC website to encourage on-line registrations.

5.4.3 Number of Contacts:

The Field Research was conducted over a two-month period from 1 July until 4 September 2007.
During that time a total of 1201 contacts were made with people working in the Creative Industries
sector as detailed below. And of the 228 respondents, most had to be contacted by the Field
Researcher on at least two occasions by one means or another, before they registered. It is
interesting to note that the recent Clarence Valley Creative Industries on-line only audit attracted
49 respondents. This seems to indicate that registration responses rely on personal contact and
follow-up is a key factor, particularly in the establishment phase.

Personal Telephone Email Mail Total
Visits Calls Contacts Contacts
106 435 494 166 1201

54.4 Existing Data Bases:

Coffs Harbour City Council provided eleven Data Bases as a starting point, however, most were
without a date, and there were also significant duplications and some inaccuracies. This
information was crosschecked with a number of other sources in order to establish accurate up-to-
date contact information that is an essential element for any Data Base.
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Name Date Number

1. Unnamed May 2004 363
2. Consultant Contacts 2005 39
3. Audit of Primary usage of Arts & No Date 20

Cultural
4. Arts & Cultural Devel. Advisory No Date 7

Committee
5. Arts and Cultural Groups No Date 41
6. Cultural Data Organisations &/or No Date 352

Artists
7. Cultural Database Feb. 2005 333
8. Social Clubs and Groups No Date 93
9. Churches No Date 41
10. Organisations No Date 200
11 Untitled No Date 243

TOTAL 1732

Data Bases provided by Coffs Harbour City Council

5.4.5 Building the new Data Base:
In addition to the CHCC material, various other sources were used to discover the whereabouts of
various Creative Industry practitioners. Word of mouth was a key element as many people

provided referrals or encouraged other practitioners to register on the CHCC Creative Industries
Data Base.

Additional Sources
Coffs Independent Discover Coffs Harbour
Coffs Coast Advocate Dr Leigh Summers
Woolgoolga Advertiser Shona StLeon
White & Yellow pages Arts Mid North Coast
I-mag Screenlinks

5.4.6 Limitations:

Some organisations expressed a desire to support the ‘audit’ but had concerns about providing
their membership list to the Field Researcher from a privacy perspective. Their willingness to
distribute Information Flyers and/or registration forms and on-line registration details to their
members is acknowledged.

Who What

Arts Mid North Coast For regular promotion in their e-newsletter.

Purple Palettes For distributing information to their members.

Circus Amorphus For encouraging their troop members to
register.

Coastal Clay Makers For distributing leaflets and registration forms.

Prime News For distributing 6 copies to relevant people.
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Radio 2CHY FM For distributing 4 copies to relevant people.

Coffs Harbour Writers Group | For distributing information to members by
email.

A fundamental element of any field based research activity is the cooperation of stakeholders.
There was considerable hesitation from many individual artists and businesses to participate in the
audit/registration process. A very small portion of persons contacted were rude, and either elected
not to be included or indicated they would participate at a later date. And a significant portion of
people contacted said they had seen the advertising, but had not attempted to participate in the
research.

The self-registration that is required to satisfy privacy laws, particularly in relation to the online
directory, may have reduced the number of potential registrations from Creative Industries
practitioners. This created quite a serious limitation as people were unable to be assisted in the
completion of a registration, if contacted by telephone. The obvious ‘gap’ between a potential
respondent being motivated by a contact from the Field Researcher and then following through
with their intent to register is an issue.

Comments made to the Field Researcher indicated that the response rate was greater from those
wishing to expand their business. And in contrast there was a lack of confidence, especially from
the part-time or emerging practitioners, regarding their eligibility to be included. While numerous
businesses and practitioners expressed their inability to cope with an increase in product demand
that promotion would bring. This is actually a marketing issue with a particular focus on production
and pricing.

5.4.7 Limitations in relation to CHCC:

Many respondents indicated a distinct lack of confidence in CHCC, with many commenting that
numerous consultations or surveys have been undertaken in the past but there has been no
discernable benefit to the community.

Other community members displayed a general apathy towards Council because they are of the
belief that CHCC initiates projects but does not follow through. This may be why many people who
had received an initial email or letter had to be contacted again before they were willing to
participate.
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5.5 Field Research - Findings

There were a total of 228 registrations on the CHCC ‘Creative Industries Register’, between 1 July
and 4 September 2007.

5.5.1 Respondent Profile:

1. Respondent Gender

m Male - 49.4%

B Female 50.6%

The respondent gender profile was 1% in favour of women, and two people identified as Doctors
(PhD).

2, Year of Birth
nuhber of reespondents

Fra-Baomers - 14

W Baby Boomess - 83

Generation X - 43

CGeneration ¥ - 7

Of the 228 respondents a total of 147 nominated their (optional) year of their birth, and 56% could
be classified as Baby Boomer (1946-63), 30% as Generation X (1964-80), 10% as Pre-Boomers
(1945 & prior) and the remaining 4% as Generation Y (1981-2000).



‘Creating’ Creative Industries 36
October 2007

3. Mode of Employment

= Full-time - 40.6%
M Part-time - 21.9%
Casual - 19.6%

= Volunteer - 17.9%

The Employment Profile indicates that 40.6% of Creative Industry workers are employed full-time,
the majority as owner/operators. While a further 21.9% are employed part-time, 19.6% are casually
employed and 17.9% of ‘workers’ volunteer their services.

4. Organisational Status & Technology
(number of respondents)

" Not Sole Trader - 186
M Sole Trader - 45
Email contact - 198

= Website - 119

There were 45 (19.5%) respondents who identified as Sole Traders and 186 (80.5%) registered as
a business or organisation that is not a sole trader. The basic technology uptake'® high with 198
(87.2%) of respondents having an email address and 119 (52.4%) utilise a web-site.

'6 See page 15 Table 1.1 Stages in commitment to networked economy.
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5. Nominated Professional Status
Combined Categories

Professional - 46.5%

W Semi-professional -
24%
Emerging - 29.5%

Respondents in the Visual, Performing and Literary Arts were asked to nominate their
‘professional’ status. Professional = more than 50% of income from Creative Industry activities;
Semi-professional = 10-50%; and Emerging = less than 10%. The 417 responses to this question
indicates a high level of ‘cross-over’ in the sector. For example a professional potter may also be
an emerging painter within the Visual Arts, while other practitioners may work across categories,
such as a professional musician who is also a semi-professional filmmaker.

6. Nominated Professional Status
within each Category
(number of respondents)

Visual - Professional (101)

M Visual - Semi-professional
(53)

Visual - Emerging (67)

Performing - Professional
(68)

M Performing - Semi-
professional (28)

Performing - Emerging (45)

'

M Literary - Professional (25)

Literary - Semi-professional
(19)

Literary - Emerging (11)

The Visual Arts attracted the highest level of response in all categories. The Literary Arts while the
smallest sub-category has a highest percentage of semi-professionals at 35%, compared to 24%
for the Visual Arts and 20% for the Performing Arts.
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5.5.2 Respondents per Category:

7. Percentage of Respondents per
Creative Industries Category

Visual Arts - 34.9%

B Performing Arts - 22.4%
Literary Arts 8.7%
Support Services - 27%

M Other - 7%

The Visual Arts had the highest representation with 34.9% and the Support Services was the next
highest category with 27% of respondents. The Performing Arts attracted 22.4%, the Literary Arts
8.7% and 7% registered as Other, and are either Education and Training providers or Venue or
Facility operators.

The three ‘key’ Creative Industry categories: Visual Arts, Performing Arts and Literary Arts were
each divided into sub-categories, as depicted in Charts 8, 9 and 10 respectively.

8. Visual Arts - Sub Categories Architect/Draftsperson - 10
(numbers registered) m Advertising - 14

Animation - 4
Calligrapher - 2

B Ceramicist/Potter - 15
Fabric Artist - 3

M Fashion Designer - 3
Graphic Design - 30
Industrial Design - 12

M Interior Design/Decorator - 12
Jeweller/Silversmith - 10
Painter/Illustrator - 45

M Photographer - 19
Print Maker - 8

M Screen Media - 15

Sculptor - 19

The Visual Arts had the most sub-categories with 15, and Painter/lllustrator attracted 45
respondents that was the highest response in all three sub-categories.
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9. Performing Arts - Sub Categories
(numbers registered) Actor - 5

W Band/Choir/Group - 20
Choreographer - 7
Composer - 7

M Dancer - 7
Director/Producer - 14

M Disc Jockey - 3
Musician - 21
Performance Artist - 14

M Production - 20
Singer - 15

Street Performer/Busker - 8

The Musician sub-category had the highest number of registrations at 21, followed closely by
Production and Band/Choir/Group with 20 each, in the Performing Arts.

10. Literary Arts - Sub Categories
(numbers registered)

Advertising - 11

W Author - 12

Journalist - 11

Poet - 5

M Production/Publisher - 16

While the production/publishing aspect of the Literary Arts attracted the most respondents (29%),
the combined ‘writing’ sub-categories attracted 71%.

Support Service businesses may undertake ‘creative’ activities in their own right, or provide support
and resources to those in the Visual, Performing and Literary Arts.



‘Creating’ Creative Industries 40
October 2007

11. Support Services - Sub Categories
(numbers registered)

Accounting/Finance - 5

M Arts Bus. Admin/Mgt - 19
Art & Craft Supplies - 15
Casting - 5

m Community Devel. - 13
Event/Exhibit Supplies - 13

M Hire Outlet - 14
Equipment Maintenace - 7
Event Mgt - 25

mlegal -1
Mktg/Communications - 16

Recording Studio - 5

M Retail Outlet - 28

Warehouse/Studio - 5

As noted earlier this was the second largest category after the Visual Arts. The Retail sector was
the highest sub-category with 28 respondents; management activities attracted 44 respondents,
Event Management 25, and 19 in Arts Business Administration and Management.

5.5.3 Education & Training:

12, Creative Industries Courses
offered by Education & Training Facilities

Visual Arts - 51.1%
M Performing Arts - 44.7%

Literary Arts - 4.3%

A total of 46 Tutors/Teachers registered: Visual Arts 23, Performing Arts 22, and Literary Arts 1.
There were 42 respondents teaching different level courses, with 28 teaching non-certified
courses, 11 teaching certified courses and 3 providing support to students undertaking a course of
study with an external provider, such as Australian Music Education Board (AMEB).
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13. Stages of Education & Training
offered by Education & Training Facilities

Pre-Primary - 10.8%
B Primary - 21.6%
Secondary - 32.4%
Tertiary - 28.4%
B ACE/RTO/VET - 6.8%

There was a total of 68 responses, Secondary teaching attracting 22 responses, both Primary and
Tertiary attracted 16 responses each, Pre-Primary had 8 and the Adult Community
Education/Registered Training Organisation/Vocational Education Training (ACE/RTO/VET) sub-
category attracted 6 responses.

5.5.4 Venues & Facilities:

14. Public Venues

Theatre 2
W Gallery/Museum 4

Indoor 2

Public Venues were defined as being those owned by a government body, and 8 the venues that
registered belong to CHCC. All are available for private hire, 1 is licensed and 2 indicated that
Creative Industry activities were their secondary, rather than their primary function.
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15. Private Venues

&

Indoor - 14

m Outdoor - 10
Gallery/Museum - 9
Theatre - 4

B Cinema - 2
Club/Hotel - 4

M Restaurant - 4

Private Venues were defined as those in private (non-government) ownership. A total of 47 Private
Venues registered and 30 identified Creative Industries activities as their ‘primary’ function, and the
remaining 17 nominated it as their secondary function. Additionally, 8 of the venues are licensed
and 15 indicated that they are available for private hire.

5.6 Mid North Coast Profile:

The map (see over page) of the Mid North Coast and encompassing Coffs Harbour, Bellingen,
Nambucca, Kempsey, Port Macquarie-Hastings and Great Taree local government areas shows
the percentage of persons employed in the Creative Industries across the region as at the 2001
census. At that time, 2.66%-3.43% people in the Coffs Harbour LGA were employed in the
Creative Industries. And the Bellingen LGA was slightly higher, with 3.43% - 3.44% of the
population employed in the sector.

Itis interesting to note that research undertaken by Henkel (2006) in the Northern Rivers indicates
that in 2005 6.1% of workforce was employed in the Creative Industries and this was up from 4.1%
in 2000. This region has had strong support at a government — local and state — and private sector
level, and the Henkel report states that the sector injects $186.7 million into the Northern Rivers
economy per annum.
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Port Macquarne

Creative_Industries
| [% of Parsons Employed in)

B 343103.44
B 26610343
[ 18310266
B 160t01.83
W 101101680

Creative Industries Profile - Mid North Coast NSW
% Persons employed in the Creative Industries Sector
With thanks to Port Macquarie Hastings Council, their source: ABS (2001)

43
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6 Additional elements

There are a number of specific additional elements that could enhance the development of the
Creative Industries in the Coffs Harbour LGA. Firstly, by using the proven ScreenLinks
framework that has successfully paved the way in development of an emerging screen media
industry on the Mid North Coast that could be utilised across the broader sector. Secondly, a
number of simple marketing and communications activities could be instituted quite readily and
inexpensively to showcase and assist towards the development of this emerging sector. And
finally, a number of additional suggestions as to the ‘the way forward’ are also included.

6.1 ScreenLinks Profile

! Developing Screen Media for the Mid North Coast and Armidale regions _

6.1.1 Introduction:

Established in 2005, ScreenLinks is the film commission for the Mid North Coast and Armidale
regions of New South Wales, representing the screen industry of these regions. The following
‘profile’ clearly demonstrates how a creative industry sector can be strategically and practically
developed over time.

Christina Hyde is managing the three-year project and she has extensive screen industry
experience in Australia and the United States. Initially ScreenLinks was under the auspice of
the Mid North Coast Regional Development Board and funded' on a 50/50 basis by the
Department of State and Regional Development and the seven LGA’s located across the Mid
North Coast and Armidale regions for the first year.

This proved difficult to maintain and in 2006 and 2007 the Coffs Harbour based Enterprise and
Training Company (ETC) agreed to sponsor the project on a 50/50 basis with the Department
of State and Regional Development. ETC is a community based employment, training and
enterprise development company that has a strong commitment to developing the economic
and social wellbeing of the community. Supporting the ScreenLinks project compliments this
vision.

ScreenLinks goal is to increase the economic value of the Mid North Coast and Armidale
regions by promoting and developing the region, and using the screen industry as a
development tool.

6.1.2 ScreenLinks Strategy:

ScreenLinks has seven strategies within three primary areas of activity: industry development,
training and production attraction.

Industry Development:
a) Facilitate and develop local film, television and television commercial production and
digital media capabilities.

7 Please note: The annual funding of the ScreenLinks programme is $120,000, that covers the employment of the
project manager, marketing, industry development, vehicle, telephone and administration. Therefore the three-year
investment — by state & local government and the private sector — in the development of this industry sector has
been $360,000.



‘Creating’ Creative Industries 45
October 2007

b) Develop industry network clusters in each local council region.
c) Build local interest and participation in the film and TV industry through assistance and
mentoring.

Training:
a) Create linkages to recognised training facilities and to facilitate training opportunities in
the region.

Production Attraction:
a) To market the Mid North Coast-Armidale regions as preferred destinations for film,
television and television commercial production;
b) Provide information services and assistance re locations, production and post
production, to attract screen production to the region; and
c) Develop film liaison programs within regional councils to increase understanding of and
support for the film industry, to develop the regions as ‘film friendly’ destinations.

6.1.3 Strategy to Action:
Outlined below are several activities that have arisen out of the aforementioned strategies.

a) ScreenLinks Production Directory:

According to Ms Hyde the comprehensive on-line Production Directory (see Appendix 8.16 or
www.screenlinks.org) supports both the production attraction and industry development
strategies. It is a complimentary service provided by ScreenLinks that lists film, television and
digital media professionals and resources based in the Mid North Coast and Armidale regions
of NSW, Australia. “This searchable database provides fast and easy access to highly skilled
crew, facilities and services in the region” she said. Listing is free to residents or business
owners in the Mid North Coast or Armidale regions of NSW, respondents enter their details that
are available to everyone who visits the website. The application form is comprehensive and
will be reviewed and if approved, the details will be added to the directory. A minimum of 2
professional credits is required to be listed in the directory, however if an applicant has not yet
gained professional credits, they can be listed in the Emerging Filmmaker section.

b) ScreenLinks Networking and Industry Development:

The ScreenLinks networking activities are a key industry development tool. Initially a core
group of people involved in Screen media activities in the region were identified and then
opportunities were created for them to meet in an informal social environment in order to build
relationships, trust, and a network to provide a foundation for industry development.

Ms Hyde said it takes 1-2 years to build the relationships and the level of trust required that
could precipitate partnerships and business development, and consistency is a key issue.
“Initially people came to the networking event because it was novel, but subsequently it was
because they'd seen things happening through others who attended, or via the electronic
ScreenLinks newsletter, they'd seen that it wasn't going to be a one-off ... that's something |
hear all of the time ... consistency is really important with networking”. When people get-
together for network meetings it is important to provide something worthwhile, and when there
is an existing network new people to it are able to form relationships with others in the group
more readily.
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Communication is another key element of the networking and industry development aspects to
the ScreenLinks project. The internet provides a low cost model of delivery, via email, e-
newsletter and web-site and more direct contact is made by telephone and face-to-face to
assist in building the relationship between ScreenLinks and those in the industry. However, Ms
Hyde warns against assuming that people know each other ‘just because they live in the same
relatively small community’. Therefore a formally established and co-ordinated network is vital
to facilitate industry development and more informal networks may also result. Recently
ScreenLinks produced a specific DL size brochure (see Appendix 8.17) to further promote the
programme through schools and various community and business organisations across the
region. ScreenLinks communicates a variety of information including the celebration of
achievements, workshops, events and opportunities; and issues regular media releases as an
important means of keeping the broader community informed.

c) ScreenLinks Training:

During 2007 ScreenLinks has conducted a number of training courses for industry professional
and the broader community, and others are planned for 2008. The courses range from
introductory courses for youth and script-writing, as well as specific industry development
training such ‘The Business End of Screen Media’ (see Appendix 8.18.) series was held over
six weeks in August-September 2007. The NSW Department of State and Regional
Development, the Australian Film Television and Radio School (AFTRS) and ScreenLinks,
presented a series of intensive workshops for screen media producers in the Mid North Coast
and Armidale regions. The workshops were designed specifically for producers in regional
areas. They focused on developing the skills needed to finance and produce screen content,
and establish and sustain a regional production enterprise.

‘The Business End of Screen Media’ culminated in a pitching competition and celebration held
at the Bunker Gallery in Coffs Harbour. Nine local practitioners from Armidale, Bellingen,
Nambucca region and Coffs Harbour competed for two places to go to Sydney to compete in
the regional and Australian semi-finals of the SPAA pitching competition rounds. The winning
pitches were Graeme Singleton’s documentary project, The Bush and the feature film,
Flowers, by Simon Portus. Graeme Singleton advanced through to the next round to pitch his
project at the Australian Writers Guild National Screenwriting Conference 19 - 21 October,
2007 in Melbourne, where four pitches will then be selected from the semi-finalists to travel to
the Screen Producers Association of Australia Conference in November 2007 Conference on
the Gold Coast.

Another benefit from the course was that it also provided an intensive networking opportunity
for the nine participants who are keen to support each other’s projects, and in some instances
partnerships or collaborations on projects may result.

6.2 Creative Industries promotion

The development of a promotion strategy that is designed to attract consumers, both locals and
visitors, to greater utilisation of Creative Industry ‘products’ would assist in growing demand
within the sector.

The two options that were considered are:

Option 1: Handmade in Coffs Harbour
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A new edition of the glossy A5 booklet, ‘Handmade in Coffs Harbour' that was previously
produced by Streets Ahead in 2004 (see Appendix 8.19) could be produced. This coffee table
booklet featured one Creative Industry ‘artist’ or business per page with a mixture of images
and text. A quote (see Appendix 8.20) indicates that this option would cost more than $14,000
to produce a 28-page full colour, A5 booklet, and it should be noted that this cost does not
include sales or administration activities.

Option 2: Coffs Coast Explorer

Alternatively CHCC could collaborate with another sector or organisation, such as Coffs Coast
Tourism or the CHCC Economic Development Unit, on a joint marketing opportunity. Coffs
Coast Tourism Inc has indicated their interest in having some Creative Industry businesses
featured in the 2008 edition of the Coffs Coast Explorer (see Appendix 8.21). The businesses
will feature on two pages as ‘Coffs Café and Culture’ trails complete with map and
incorporating, galleries, cafes and other cultural activities. This would add diversity to the
magazine and provide visitors to Coffs Harbour with more choices of activities to enjoy during
their visit. It would also assist the creative industries to develop and expand their markets in
order to grow their businesses and to develop a stronger economic impact.

6.3 Other opportunities to pursue

6.3.1 Coffs Harbour City Council and Southern Cross University
* Continue to build on the collaborative relationship that exists between Coffs Harbour
City Council and Southern Cross University.

6.3.2 For Coffs Harbour City Council this could include:

* Focus upon a ‘whole-of-council’ approach by ensuring that there are strong links to
tourism, economic development and other departments such as planning;

 Liaise with various state and federal government departments (such as, Department of
State & Regional Development, Premiers, or Regional Arts Australia) for business
development initiatives and funding opportunities;

» Collaborate with local Creative Industry professionals to initiate projects that showcase
local product — such as publications, tourist loops and trails, and exhibitions;

» Showcase Creative Industries work on a regular basis in Coffs Harbour business
premises;

* Link to ScreenLinks to make film or documentary about the development and growth of
the sector;

* Ensure that the Creative Industries are included in the Regional Investment &
Economic Plan (RIEP) that is being developed by the Mid North Coast Regional
Development Board in partnership with the NSW Department of Planning and the Mid
North Coast Area Consultative Committee; and

* Keep open to opportunities for potential collaboration, clusters, promotion, hubs and
other activities that may promote or grow the Creative Industry sector.

6.3.2 For Southern Cross University this could include:

» Undertake further research by using case studies of best practice: either individually, a
cluster, a collaboration, or through student internships or work integrated learning;

» Establish a collaboration with and between CHCC, Bellingen Shire Council and
Nambucca Shire Council;
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» Establish closer links with ArtsMNC:;

* Host seminars with key national personnel in the Creative Industries sector such as
John Montgomery, The New Wealth of Cities; or Stuart Cunnigham, Queensland
University of Technology (QUT), Creative Industries precint; and

* Provide links with QUT Creative industries research centre via Professor Neal Ryan
(Pro Vice Chancellor Research, SCU) who undertakes researcher with them and is
interested in establishing links.

7 Recommendations & Summary
7.1 Recommendations

The review of previous research and literature pertaining to the Creative Industries; coupled
with the Coffs Harbour field research and findings, has resulted in the development of the
following recommendations. The implementation of these recommendations should enable
Coffs Harbour City Council to facilitate and support the development of the Creative Industry
sector within the LGA across ten key result areas.

Recommendation 1:  On-line data collection and management
a) Data Collection
Ensure that data on the Creative Industries in the Coffs Harbour LGA is collected an on-
going basis; and analysed and reported annually.
b) Data availability
Ensure that data is available on-line via the CHCC web-site and in hard-copy form
c) On-line registration
Ensure that Creative Industry on-line register is permanently available to professionals to
ensure that all Creative Industry professionals can be encouraged to register and/or
change their details if required in order to maintain an up-to-date service.

Recommendation 2:  Utilise the ‘ScreenLinks’ model to develop the Creative
Industries sector, with a particular focus on:
a) Creative Industry Development Project Manager
Employ a person to manage the development of the Creative Industries over a 3-year
period.
b) Communication
Establish a communication plan with regular Creative Industry e-newletters (suggest
quarterly or twice-yearly) to keep Creative Industry database registrants informed as to
activities within the sector; and issue media releases on a regular basis to keep the
broader community informed.
c) Networking
Initiate a process to establish Creative Industry networks, either within specific industry
sub-sectors such as the Visual Arts or across the creative industries sector as a whole.
d) Training and business skill development
Facilitate the provision of training (business and creative) to Creative Industry
professionals and practitioners through partnerships with Department of State & Regional
Development, North Coast Institute of TAFE or private sector providers.

Recommendation 3:  Cluster/network collaboration and enterprise incubators
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Identify Creative Industry hubs (physical or virtual) and facilitate the provision of incubators to
assist micro and small enterprises start up, grow and/or become sustainable.

Recommendation 4:  Investment, funding options and partnerships

Review current funding sources available to the Creative Industries micro-businesses; and
facilitate the development of partnerships between the Creative Industries and private industry,
the public and community sectors. To achieve this CHCC could:
a) Appoint a Funding Officer, to work on a whole-of-Council basis, including the Creative
Industries); or
b) Liaise with Bellingen Shire Council and Nambucca Shire Council (who are currently
sharing the cost of a Funding Officer) to explore the option of expanding this
collaborative sub-regional approach.

Recommendation 5:  Marketing, including market development and expansion

Develop a marketing strategy to attract consumers to utilise Creative Industry ‘product’;
collaborate with other sectors such as Tourism and Economic Development on joint marketing
opportunities; and assist the creative industries to develop and expand their markets in order to
grow their businesses and to develop a stronger economic impact.

Recommendation 6: Telecommunications infrastructure advocacy (high quality
broadband)

Lobby the Federal Government for the better provision of telecommunications infrastructure —
effective, high speed, affordable broadband; to facilitate in creative innovation, development,
production, distribution, and on-line access to new markets.

Recommendation 7:  Development of multimedia production centre

Support the establishment of a multimedia production company (that could be community-
based) in order to assist businesses, within and beyond the Creative Industries, to adapt to
changing markets and conditions.

Recommendation 8: Liveability and diversity

Aim to attract and retain Creative Industry professionals and practitioners through the
promotion of diversity, the facilitation of an environment that is conducive to the creative
industries and establish Coffs Harbour as a creative centre.

Recommendation 9:  Cultural development

Facilitate a broad range of cultural development activities (utilising the Regional Gallery, the
Museum, the Jetty Theatre, the Bunker Gallery and others) to grow demand for and
appreciation of Creative Industries from within the community.

Recommendation 10: CHCC and SCU collaboration

Continue to build on the strong collaboration that has developed between Coffs Harbour City
Council and Southern Cross University to enable Creative Industry sector development.
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7.2 Summary

By actively enabling the growth of the Creative Industries sector in a myriad of ways the Coffs
Harbour City Council can contribute significantly to:

* Enhancing the liveability of people in the community through cultural, social and
economic development activities that do not impact the natural environment, and

* Increasing both business and industry development, and a greater diversity in
employment opportunities.

While the focus of this report relates particularly to the growth of the Creative Industries sector,
it sits within the context of arts and cultural development and economic development, and
impacts on the overall ‘health’ of those within the community, be they permanent resident or a
visitor. Therefore it is important to note that an integrated ‘whole-of-council, whole-of-
community and whole-of-government’ approach will be required, with Coffs Harbour City
Council undertaking the key facilitation and engagement role.
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Appendix 8.1 - Case Studies

Case Study One: Bordertown — audacity

StcbFM is a community radio station in Bordertown, South Australia. Bordertown has a
population of 2500, the Shire has a population of 10,000. At the end of March 2002,

StcbFM will open audaCITY, a multimedia learning centre, recording studio, broadcasting and
webcasting complex. The complex is housed in the same building as the radio station and will
provide nationally accredited multimedia and broadcast training in house and online. The
complex will offer local musicians and artists opportunities to access professional recording
facilities, Internet audio streaming, packaging, promotion, and webcasting and broadcasting
opportunities. Because of the connection with the radio station, musicians and artists will have
access to 5tcbFM itself as a distribution channel, but also to a national distribution channel as
StcbFM is part of the Digital Delivery Network (a data channel initiative on the community radio
satellite, COMRADSAT). In addition, the webcasting facilities offer a global distribution channel.

The General Manager of 5tcb thinks it is the first time in Australia that such a facility and the
opportunities it offers are made available to country people in a familiar and local environment
(Geoff Williams, telephone conversation March 2002). This project is federally funded from the
Networking the Nation initiative and the federal Department of the Arts. It is community owned
and community run. As an idea the complex developed as the General Manager of 5tcbFM saw
funding opportunities for establishing a multimedia centre through his membership of the
Regional Development Board. They could not find any models for this project in Australia, but it
grew out of a major concern of Bordertown residents — that is the loss of young people to the
cities. They wanted to build something that would attract young people and keep them in the
country. This is also a major issue for regional communities in Queensland.

An agricultural area, the farmers in the locality have successfully diversified and managed to
achieve good returns. However, fewer people are employed as mechanical methods produce
better efficiency for farmers and young people are moving away to find work and opportunities
in Adelaide and Melbourne. audaCITY is an initiative that offers training and employment
opportunities as well as entrepreneurial opportunities. Indicative of the problems faced by this
regional community is the fact that the biggest short-term challenge is finding someone to
employ with the right skills to run the project.

audaCITY has been funded with $80,000 from Greater Green Triangle Region Association
(GGTRA,) for the development of its Multimedia Learning Centre. These were Networking the
Nation (NTN) funds. $30,000 came from SA Department for the Arts for the Recording Studio.
Stcb’s existing FM radio service and its Internet Café were already established. Together these
make up ‘audacity digital media” which is a all of multimedia learning centre, recording studio,
broadcaster and webcaster. It provides the community with access to and instruction in the use
of specialist video editing, graphic animation, audio and web authoring, CD and DVD recording,
Internet access and training, web site maintenance and development, Internet conferencing
and web hosting. It offers accredited training. The focus is on youth opportunities to develop
talent and employment. audaCITY is part of 12 new information technology public access
projects across the Greater Green Triangle region. That programme promotes and supports
‘innovative community-based telecommunications and information technology projects for rural
and regional communities in the region’ (Robert Quantrelle, Executive Officer of GGTRA).
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Apart from possible grant aid funding revenues, the Manager of 5tcb is currently working with
figures that predict gross revenues of $40,000 in the first year for audio recording and $25,000
in the first year for training (mainly Adobe and Macromedia software usage) and services like
web production and video editing services, plus around $3,000 for web hosting services. A net
surplus is not expected until the second year. Broadband access was cited as the main
development obstacle, which is expected to be overcome within the first two years of operation.

Case Study Two: Goolarri Media Enterprises, Broome, Western Australia

See http://www.gme.com.au/ Incorporating local knowledge with a national Indigenous cultural
perspective, Goolarri Media Enterprises in Broome, Western Australia is one of the most
recognised Indigenous media centres in Australia (along with the Alice Springs-based Central
Australian Aboriginal Media Association (CAAMA), and Brisbane-based 4TripleA).

A model for community involvement in regional media organisations in Australia, the

Goolarri Media Enterprise (GMA) is owned by the Broome Aboriginal Media Association
(BAMA). It was established with capital funding from ATSIC in 1996. Goolarri operates
principally as a distribution point for radio services, partnering with 16 Indigenous media groups
in Northwest Australia and sharing programs across the region (and around the country) via the
networking infrastructure of the National Indigenous Radio Service (NIRS), located in Fortitude
Valley, Brisbane. The technical infrastructure provided by GME allows young Indigenous
persons hands-on experience in broadcasting, film and television production, and multimedia.
Goolarri's diversified interests provide its staff and volunteers with a range of technical and
management skills.

Goolarri works to bring together the Broome community in a way that encourages
reconciliation, respect for tradition, multiculturalism, and community development. As such
Goolarri is an example of an entrepreneurial management team making the best use of local
knowledge to create a commercialisable media brand, while at the same time generating
genuinely local content that embraces respect for tradition.

GME operates a number of integrated media facilities:

+ Goolarri Radio 99.7FM o Broadcasting to the town of Broome and surrounding areas
(population 15,000), Radio Goolarri employs 5 full-time staff, 2 part-time staff and 24
volunteers. Programs from Goolarri radio are also received nationally. The station is most well
known for the Mary G Show, airing twice a week, and recently complemented by the Mary G
television show.

* Goolarri television GTV35 o A community television station, GTV35 allows local business to
sponsor programs that reflect community interests, as well as providing essential information to
tourists not available on the commercial freeto-air service. The channel covers local events and
festivals, and provides a ‘wheel’ of local content, including music, festival footage, interviews
etc.

* Goolarri Film and Television Production Services
Goolarri Film and Television Productions is a full service film, television and multimedia
production company that produces video, and film, and graphics for broadcast television,
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corporate video presentations, and health promotion. The company was the producer (with
SBS Independent support) of the Mary G Show, subsequently broadcast on SBS television..

+ Goolarri Music
Goolarri Music provides recording and rehearsal studios for local performers, as well as a
range of organisational, distribution and marketing services.

+ Goolarri Events Management

Goolarri Events management project managed the nationally acclaimed Indigenous Arts and
Cultural festival 'Stompem Ground' from its inception in 1992. GME has also been responsible
for reviving Broome's internationally acclaimed 'Shinju Matsuri' Festival of the Pearl.

* Goolarri Technical Services

The studios of Radio Goolarri host the PAKAM (Pilbara and Kimberley Aboriginal Media radio
network). PAKAM operates a 24 hr satellite delivered Radio Network service, switching
programme feeds brought by phoneline and digital CODECs from the various member stations
to the network hub at Goolarri Radio in Broome and sending out by leaseline to the Optus B3
satellite uplink at Imparja Television in Alice Springs. This provides a full time regionally
relevant indigenous bed programme to member communities and enables sharing of news,
information and stories throughout the region.

Case Study Summaries

Both of the projects described above demonstrate some basic similarities. Each is to some
degree attempting to improve information and knowledge flow, bridge the digital divide, create
local enterprise and/or economy growth and involve traditionally excluded participants in the
new knowledge economy. They also have in common the notion that information and
communication technologies play a key role in community development.

Success in each of the projects is attributed to the innovative nature of the approach to the
development issue (bridging the digital divide and/or encouraging local social, economic and
enterprise development). In addition, in each case there is an element of ground up
development of projects rather than top down implementation. This is also an important
precursor to success. It is well established that community participation is essential for
community-based development.

In each case there is a desire for:

+ Job creation in regional/rural/disadvantaged areas and enterprise development;

+ Strengthening of communities in regions/rural areas;

+ Building of social, cultural and knowledge capital;

* Provision of locally relevant content and training/access for local content creators;

* Interesting and innovative uses of existing and new infrastructures and the development of
networks;

+ Creation of transferable skills and networked resources;

+ Partnerships between individuals, commerce, creative industries and government
departments; and

* A move towards a focus on distribution through networks as the new form of markets in the
new economy.
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Case Study Three: Townsville Cluster

Background

The twin cities of Townsville and Thuringowa rely on an economic base largely revolving
around mining, military bases and operations, marine science and research in addition to its
port activity, the sugar cane and cattle industries and tourism. The College of Music, Visual Arts
and Theatre (COMVAT) at James Cook University (JCU) plays a strong role in creative
industries for Northern Queensland.

Creative industries in Townsville and Thuringowa

The Arts and Culture Regional Organisation of Councils (ACROC), involving seven regional
councils including Townsville and Thuringowa, is examining a wide range of factors that impact
on enterprise development in the cultural sector, including an audit of facilities, groups, venues
and activities in the region. There are, however, vast differences between the seven councils in
terms of environment, population, community interests, demographics and climate have meant
that there has been some resistance to attempts to find a unifying factor that will identify the
larger North Queensland region.

Key developments in Townsville include the following.

The Townsville CBD Taskforce is developing a Knowledge Centre in a prime location on the
river in Townsville as a centrally located information and access point to Townsville and the
North Queensland region. The centre will collect, house and disseminate information and
knowledge to the region including library services, health services, research facilities, links to
the cultural and creative industries, tourism assets and access to IT resources and training.
This Centre could become a focal point for the collection, storage and dissemination of local
knowledge and a valuable resource in the development of local production.

The strengths of Townsville in terms of local production lie in the areas of writing and
documentary production. There are a number of experienced screenwriters and indigenous
film-makers actively working in the region. There appears to be a lack of production and post-
production facilities and skilled production crew. Examples of local product being created in
Townsville include:

o short and feature film scripts being written by Christine Langtree

0 a documentary for SBS entitled "Soccer Lady" directed by local indigenous film-maker Donna
Ives with crew from northern NSW

o the "Fish 'n Four" series outlined elsewhere in the report. This series was initiated from within
Channel Ten by members of the news team and led by indigenous producer Jason Ives.
Channel Ten equipment was used and the crew covered the other costs of the program
themselves. The series was popular but never screened beyond the Townsville region and has
now ceased production with the closure of the local news unit in Townsville.

o The Indigenous Media Unit at JCU is developing a commercial arm and looking for ways to
connect more directly with the commercial and public broadcasters.

A Creative Industries' Precinct is being developed on the waterfront in the Townsville CBD.
The project includes the potential relocation of COMVAT (College of Music, Visual Arts and
Theatre, James Cook University) to the Railway precinct and support for cluster initiatives as
part of that development. This project has a wide range of enterprise building possibilities. The
vision statement says:
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The College has the capacity - and the will- to be a creative crucible for the university,
partnering in innovative synergies across areas as diverse as IT, Engineering, Marine Science
efc. Artists across the spectrum lead in problem solving, tilt at the boundaries, and challenge
the ordinary, to the ultimate benefit and enjoyment of the knowledge nation and its economic
base. The former firewalls between art, entertainment and applications will continue to
evaporate as the century gains momentum. (COMVAT: Our Mission, Our Commitment, Our
Vision. 2001).

A major urban redevelopment plan in the Railway precinct will provide the opportunity to
develop a vibrant cluster within the city, with the close proximity of galleries, museums, the
Civic Theatre, Dance North, the Townsville Bulletin, a publishing house, the local newspaper
and cultural heritage establishments. If James Cook University’s College of Music Visual Arts
and Theatre (COMVAT) was to be relocated to the precinct, it would provide the college with
access to other arts and cultural organisations, the general public, commercial enterprises and
sponsorship opportunities.

The potential exists for the development of an Indigenous Cultural Centre in Townsville
linked with the CBD re-development and the COMVAT initiative. The Indigenous Media Unit at
James Cook University is well placed to coordinate this development and link it to commercial
media organisations and activities in the city.

The need to consolidate and extend networks is well recognised by creative industries workers
in Townsville. Individuals attempting to develop innovative projects can become cut off from
funding bodies, agents, producers and the like, increasing the difficultly in generating
outcomes. As Christina Toga, a film-maker who is currently developing the commercial arm of
the Indigenous Media Unit at JCU has commented, working in isolation can be a demanding
and frustrating experience. However, she does not want to leave the area: “As a film-maker, |
wouldn’t be anywhere else. There are such intricate and important stories here”.

Writer Christine Langtree identified the importance of maintaining contact with the capital cities
and suggested the need for travel schemes in order to meet with funding bodies, agents and to
attend events and festivals. Indigenous film and television producer, Donna Ives, also
expressed the need amongst writers and producers for travel assistance, particularly to access
face-to-face script editing expertise. Training was seen to be an area of possible improvement
for most creative industry workers interviewed. Mentorship programs were suggested, as well
as artist-inresidence schemes for the university in order to extend the knowledge and skills of
local workers. Additionally, the importance of a location to house current information in regard
to local events and organisations in the region should be set up, possibly in addition to a web
site as well as improving the ties between cultural industries and other industries, in particular
tourism. This is seen as a priority for the economic viability of the creative industries.
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Case Study Four: Creative Industries Development in Cairns

Background

Cairns is a city that exists in a region rich in natural assets including the world heritage listed
Great Barrier Reef and tropical rainforests as well as mineral, agricultural and fisheries
resources. As a result, Cairns boasts the largest commercial fishing fleet in the country, an
international airport, the most sought after port in Australia for luxury yacht cruising, an
international yacht refurbishment industry, a growing film industry, and a competitive goods and
services industry. Most importantly, tourism accounts for between 25 - 40% of the region’s
economy.

Creative Industries in Caimns
The existing framework for the creative industries in Cairns is strong compared to many
regional areas.

Cairns is the headquarters of CREDC (Cairns Regional Economic Development
Corporation), an industry led development body with three specific goals:
- to unite the region for economic development;
- to support business retention and expansion through clustering models, developing business
plans and implementing collective marketing strategies;
- attracting new business to the region.
CREDC formed out of an industry-based economic summit held in Cairns in 1996. A strategy
based on the Michael Porter cluster concept was adopted with CREDC established as an
industry-led agency with support from local council and state and federal governments.
According to John Dean, CEO, the cluster approach is “an essential enterprise tool”, and in his
view the most realistic option for the area:
This is a lifestyle region with over 14,000 companies, most of which employ less than five
people. With this number of micro-businesses, the cluster model provides the best way of
achieving a critical mass for businesses to grow locally and effectively promote themselves in
the international arena. CREDC currently provides administrative support to the Film and
Television Association.

The Film and Television Association (FTA) based in Cairns is committed to taking a
cohesive approach to the development of the local industry. This sector has been subject to
divisions and conflicts, with some practitioners seeing the FTA as a rival to their businesses.
The FTA is attempting to move beyond that and develop a cluster approach that will benefit the
whole industry. This is being developed in conjunction with CREDC who are currently looking
after the administrative needs of the FTA. This organisation is also initiating a study into the
feasibility of building a sound stage and studio facilities in Cairns.

A Far North Queensland Information Communication and Technology Cluster known as
Cairns Infotech Enterprises (CITE) was formed in 1998 and provides advanced high-speed
data links to anywhere in the world. This sector employs approximately 1500 people in the
region and they claim the region has a state-of-the-art telecommunications system providing
high capacity, high speed, voice and data links to anywhere in the world. CITE have adopted a
cluster approach to further development of this sector.

Arts Nexus is another key industry development organisation in the Cairns region. Its
objectives are concerned with economic and enterprise development of arts and cultural
industries in the region. It sees itself as the linking organisation between the FNQ community
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and art consumers, the industry sector and groups, the government sector and representatives
and the arts industry service providers (many of which are capital city based).

The Just Us Theatre Enterprise (JUTE) works at generating theatre within regional
Queensland as well as developing regional playwrights. It is also working with Arts Transit to
develop touring regional strategies. JUTE and Kick Arts recently received joint funding of $2.7
million to build a Centre of Contemporary Arts (COCA) in Caimns. It will be located
somewhere in the CBD, and will include a 200-seat theatre, gallery and office spaces. JUTE is
looking to develop cluster opportunities around this new centre in conjunction with history and
heritage groups (who recently received $1million for a Cultural Heritage Gateway Project to
point people to local heritage sites), environment groups and indigenous cultural organisations.
The centre is also committed to developing multi-media projects and could become a focus for
the development of local new media content.

A challenge to the region is the lack of cohesion and collaboration between key players and the
lack of producing skills and experience. A number of measures were proposed by key players
in the region to address these needs, including:

A regional skills assessment and audit;

Developing strategies to plug the gaps and upgrade the skills of the region. This could be
done through professional development programs in conjunction with the Australian Film,
Television and Radio School (AFTRS) or the Pacific Film and Television Corporation (PFTC);

Programs and incentives to encourage more experienced producers to move to the region
and set up businesses;

A coordinated approach to industry development in conjunction with CREDC and the
Australian Film Commission and Pacific Film and Television Commission;

Encouraging state and federal funding agencies to build a stronger presence in the region.
This could lead to the development of measures to increase support, access to information,
expertise and advice on the development stage of projects.

A further opportunity exists for Cairns through participation in the World Clustering Conference,
which it has won the bid to host (October 2002). The conference is organised by the
Competitiveness Institute, an international organisation based in Spain representing 500
regions around the world. Most participants agreed that opportunities existed to create greater
links with other industries, particularly the tourism industry but also the sugar, fishing, and
forestry sectors.

Elizabeth Brown, Cultural Officer with the Cairns City Council said that the main obstacle to a
more cooperative relationship is that local industry “requires a mind shift that they will benefit
from collaboration with the arts and cultural sector”.

Nicholas Mills of Graft “N” Arts suggested that the state government could play a key role in
driving the mechanisms for collaboration with the tourism industry, by assisting in building
Cairns as a show-case for Queensland cultural products to the thousands of tourists that it
attracts.
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Suellen Maunder, Artistic Director of Just Us Theatre Enterprise (JUTE) saw a need for an
‘effective communication package” to enable groups to approach the corporate sector. Her
concern was that the time, money and effort spent to develop corporate partners was out of
proportion to the amount of money such efforts generally attracted. She saw a role for
government in building stronger ties with big business, siting the Australian Business
Foundation for the Arts (ABFA) who offer awards for best practice in corporate collaboration
with the arts.

Further suggestions included: Establishing showcases and exhibition spaces for cultural
products in the new developments taking place in Caims (such as the CBD redevelopments,
the City Port and the Esplanade) and creating tax incentives for the commercial industry to
engage with the cultural industries, and public art prizes. Indigenous creative industries were
seen to be one area where strategic planning would be of significant benefit, incorporating
mentoring and training schemes for local practitioners.

Support for library services was seen as an important area of need, particularly in the
centralisation of information, and as centres for training, communication and story telling.
Linkages between IT centres and libraries throughout the region was also identified, as well as
the need to collate information on grants and other funding sources.

Eric Oates of Arts Nexus also suggested that grant application guidelines and processes could
be streamlined and simplified.

John Dean, CEO of the Cairns Regional Economic Development Corporation (CREDC),

identified the need for new branding strategies to promote Cairns as more than simply a
tourism town, and expanding the lifestyle region to attract new enterprises to the area.

Case Study Five: ARTSynC - Sunshine Coast arts business incubator

ARTSynC is an arts/creative industries business incubator, currently under development, on
the Sunshine Coast. The aim of business incubation is to assist new businesses to become
established and profitable by providing facilities, services and support. Incubators are known to
reduce the failure rate of new start-up businesses. They create jobs and assist local economic
development. Tenants are generally incubated for one to three years, following which they
graduate into the wider business community (PriceWaterhouseCoopers, 1999).

ARTSynC’s goals are to develop skilled arts-workers, encourage new and sustainable creative
enterprises, which aim to increase the supply of arts products in the region and to facilitate the
creation of innovative products that can be taken to a wider market.

ARTSynC intends to offer access to:

multi-purpose production space for dance, drama, music, circus, performance art and new
media;

professional and creative development training;

hands-on business advice and assistance with accessing funding and/or financial resources;

on-site arts management;

low-cost office, meeting, conference and storage spaces and film/video/multimedia production
spaces and equipment.
ARTSynC is Queensland's only arts incubator. Australian experience with creative industries
incubation is limited and information scarce. This case study describes the development of
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ARTSynC to the present time and highlight issues for arts/ creative industries incubation drawn
from the ARTSynC experience and the literature on business incubators.

Financing and financial viability

ARTSynC has been established with capital funding of $520,000 from the Department of State
Development. Maroochy Shire Council assisted with the purchase of the old Nambour
Ambulance Depot with funding of $150,000 and will lease the building to ARTSynC at a very
low cost.

A consulting Business Planner was contracted for ARTSynC in late 2001 to construct a
business plan and to identify an appropriate site for the development of ARTSynC. The
business plan, a Feasibility Study and the consultant’s final report were recently endorsed by
Maroochy Council. ARTSynC will operate under the auspices of Maroochy Council until it is
ready to incorporate as an independent not-for-profit association later this year.

ARTSynC's Business Plan stipulates total expenses of $237,100 for the first year; income from
rental and service charges is estimated at $61,100 and thus, $176,000 will be needed in
subsidies. Over a three-year period, it is estimated expenses will be approximately $844,900
and income $377,800 (from revenue generated) and $515,500 (from grants and sponsorships).

The major concern is that ARTSynC has not to date secured the necessary operational funding
commitments to support these projections. ARTSynC’s Business Planner has identified
potential funding from the Commonwealth Government (around $375,000 over two years
through the Small Business Incubator Fund), and may need to approach Arts Queensland for
operational funding in the third year (2005). Without recurrent operational funding, possibly for
around three years, the incubator will be in jeopardy.

Business versus arts?

A second concern for ARTSynC is the potential tension between its goals as an arts business
incubator and an arts centre. In support of ARTSynC's business planning process, a survey of
potential members was conducted in May 2002. At the time of writing, it was noted although
over fifty percent of completed surveys returned reflected a strong interest in business skills
development (particularly assistance with gaining finance), a preference was demonstrated for
workshops that would further artists’ creative skills. In focus group and individual consultation
meetings, a strong interest was shown in programming and services related to multimedia and
film.

Networking

Initially, the networking mechanisms of ARTSynC will be informal. On the Sunshine Coast,
there are over 500 artists resident, all potential ARTSynC members. Maroochy Shire Council is
collecting data for the Sunshine Coast Artists Register - a database of these artists. This will
act as a contact, referral and networking tool for artists, Maroochy, Noosa and Caloundra
Councils and other relevant organisations. A project is underway to place this database on the
web and to create an online marketing and information site to facilitate networking and
employment generation. Across the spectrum of creative industries, there are skilled people in
the area working on projects who can involve, teach and mentor new creative artists and
students.

Partnerships will be sought with the private sector. An interesting unforeseen spin-off from the
ARTSynC development has been the discussions between ARTSynC and a private
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communications company regarding the provision of substantial broadband infrastructure for
the arts incubator at basic cost. Other partnerships and projects are envisaged with academic
and research establishments such as CIRAC and the new Creative Industries Enterprise
Centre within the Creative Industries Precinct at Queensland University of Technology (QUT)
Kelvin Grove. The Creative Industries Precinct (and Enterprise Centre) is a joint project of the
Department of State Development and QUT. ARTSynC will also tap into around a dozen
cultural hubs across the state, which coordinate regional cultural and arts information
gathering, training and development.

ARTSynC may contribute to an expanded local tourism market. As creative entrepreneurs
create new cultural tourism products or spin-offs from existing regional events such as the
Woodford Folk Festival, tourists may become attracted to the area as a cultural destination.
The potential publicity could stimulate further, year-round events in the region. Once the
necessary ICT is set up, ARTSynC plans to take advantage of broadband and other internet
communications technology to enhance inter-cluster networking (between the Sunshine Coast
and other regions) and links to regional high schools.

Working relationships with the Innovation Centre are envisaged, with new Creative Industries
enterprises at ARTSynC benefiting from resources and knowledge in a mixed new economy
business incubator. This does raise the question however, whether it would be better practice
to accommodate the arts incubator in or near this larger facility that has strong links to the
University? The Innovation Centre, however, is focussed on high potential technology-based
enterprises, while ARTSynC will assist creative industry enterprises and individuals working in
either communitybased or higher-tech projects.

At this point in time, ARTSynC does not have strong networks established with industry actors
such as broadcasters, distributors, or those known as ‘business angels’: businesses that can
invest in, and distribute, products. This, it is hoped, will be rectified once the incubator is fully
operational. ARTSynC should also benefit from connections within an emerging Creative
Industries Cluster on the Sunshine Coast which is being facilitated by the Department of State
Development. This includes arts agencies (such as Cooroy Butter Factory, Maleny Book Farm),
local councils, tourism bodies and the media. A new organisation, Smart Screen, formed in
2001 to promote film industry initiatives on the Sunshine Coast, claims the region has a large
film and television skills base and potential capacity to produce feature films. The Department
of State Development has commissioned a feasibility study of the Sunshine Coast’s production
capabilities.

The region’s experiment in establishing ARTSynC is an interesting one. It will be important to
monitor the progress and success of this initiative as there are potential lessons for arts and
creative industries in other regions.

Issues for Cluster Development in regional Queensland

Impetus for cluster development

Our research has uncovered a significant awareness amongst knowledge workers in all three
regional centres about the possibilities and strategies required to encourage greater creative
production involving cluster initiatives, collaboration and wealth generation. Furthermore, there
is a willingness to form greater ties between commercial, community and government
enterprises to ensure that opportunities and information are not missed. The utilisation of
information and communication technologies, the promotion of Indigenous cultural products
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and a greater movement of expertise between Brisbane and regional areas are also seen as
integral to this development.

Limits to cluster developments

The disparate nature of regional Queensland towns, in terms of their climate, industry,
population sizes and resources means that there will be no “one size fits all” solution to
encouraging knowledge and creativity-based activities and entrepreneurship. Elizabeth Brown,
Cultural Officer at the Cairns City Council expressed concern that the cluster model is not
appropriate at the “grassroots” level where resources, infrastructure and training are severely
lacking. However, at the professional and industry level, the cluster model has significant merit
in terms of overcoming the “fragmented” nature of the arts sector and in order to form closer
ties with tourism, farming and other local industry sectors.

Evidence of capacity in the region to respond to increased regional broadcasting infrastructure
and demand for local production of creative content The regional centres of Townsville, Cairns
and the Sunshine Coast differ in their capacity to respond to increased broadcasting
infrastructure and demand for local product. Cairns has a small but growing film and television
industry and a significant number of content creators. The region also has major infrastructure
capabilities to further develop these resources, including CREDC (Cairns Regional Economic
Development Corporation) which has committed support to the Cairns-based Film and
Television Association (FTA). Cairns also has an active Information Communication and
Technology (ICT) cluster known as Cairns Infotech Enterprises (CITE) which claims the
sector employs approximately 1500 people in the region and has state-of-the-art
telecommunications systems providing high capacity, high speed, voice and data links to
anywhere in the world. Another key industry development organisation in the Cairns region is
Arts Nexus which is concerned with economic and enterprise development of arts and cultural
industries in the region. A major challenge to this region is the need for more cohesion and
collaboration between the different sectors and key players and more support for networking,
training and professional development. With well-targeted support, these resources and assets
could lead to a healthy and vibrant local production centre in both traditional and new media
content.

Townsville faces greater challenges as a production centre. The strengths of the region are in
writing and indigenous media production, but there are significant gaps in production facilities,
technical expertise and experienced producers. The proposal for the development of a
Knowledge Centre in Townsville could provide a significant asset to local producers of content,
and the development of a Creative Industries' Precinct on the waterfront in the Townsville CBD
could lead to new partnering and creative opportunities in content creation.

Capturing synergies between arts and creative industries

For the Sunshine Coast, the test will be if capacity across several creative forms can be
harnessed in a way that makes for a coherent sense of regional development, identity and
branding. Attracting viable emerging businesses to the incubator that feed off existing and
future networks; attracting those who want to make a business out of their creativity; and those
with appropriate contemporary management skills, are the key challenges.

Networks outside major provincial centres

Where knowledge-based industries do not already exist, or where opportunities to participate in
the knowledge economy have not yet been recognised and exploited, a different approach is
required to that outlined by the participants from Cairns and Townsville.
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Case Study Six: The MITEZ Meta-Network, North Queensland

The MITEZ Meta-Network (M2N) project is a major initiative currently in development across
the nine local government areas that define a corridor from Mt Isa to Townsville. It
demonstrates important ways in which creative industries activity may be integrated in a holistic
approach to regional development utilising existing networks and institutions. The project is an
outcome of CIRAC research in the north west, and includes a concept of nine discreet social-
cultural development projects to be planned and delivered across the region over a period of
three years.

MITEZ is a consortium formed in 1995 to ‘to provide a unified voice and strategic advocacy for
communities and businesses from the Northern Territory border to Townsville on matters
affecting economic, social and environmental sustainability.” (MITEZ Investment Guide, 1995)
The MITEZ corridor is 1,200 kms long and its nine sub-regions support a population of 202,300
people, 5,500 businesses (80% of which are SME’s) and a Gross Regional Product of $6.5
billion. Day to day management of the network is vested in the Mt Isa Chamber of Commerce,
with the Chair currently located in Townsville. MITEZ membership includes Government
Authorities, community organisations and the private sector.

The M2N Project embraces a holistic understanding of regional communities to include both
economic and social-cultural development as integral elements. Operationally, the project will
establish a powerful ICT architecture to provide in effect a ‘network of networks’. This ‘meta-
network’ will enable sophisticated business information and transaction functionality,
developing an income stream over an establishment period of three years to provide for its own
sustainability. An important model for its commercial functionality — MIRIS, the Mt Isa Regional
Information Service — has already been developed under the auspices of Mount Isa Chamber
of Commerce and supported by the Department of State Development, Mount Isa City Council,
the Work North initiative, mining companies in the region and goods and services providers.

During the M2N establishment period a series of nine ‘plug-in’ projects — one in each LGA — will
be developed and implemented to complement core economic activity with a set of social-
cultural development strategies. Such projects may involve the generation of new creative
industries or new employment in existing ones, innovative development partnerships between
cultural workers and government and private sector, community web portals, commercial value-
adding to regional arts hubs, and networking and training/professional development activities.
The overall aim of the ‘plug-in’ project program of the MITEZ Meta-Network is to deliberately
embed social-cultural development processes in economic development activity, towards what
has been described as the ‘Enterprising Region’. As such, social-cultural activity is expected to
contribute here to the development of at least nine new and sustainable enterprises in the
tourism, arts/culture/entertainment, IT/multimedia, education/training and human/community
services sectors.

A typical pilot project will proceed thus:

Project manager (QUT) researches, consults, and establishes working group (eg Richmond
Shire Council, MITEZ, Richmond Marine Fossil Museum, Dept Employment and Training,
UNISYS, third-party multimedia developer)

Project is framed around development of new interactive multimedia displays at Fossil
Museum, coupled with a training process for interested local people in maintenance and further
development of the display. (Museum contribution is subsidised through a government grant
brokered by the steering group.)
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A new company is created to serve the ongoing display maintenance contract, and to use new
skills to work with UNISYS on developing e-learning materials based on the Richmond fossil
fields.

In each of the nine MITEZ sub-regions, projects of this kind will be negotiated by project
managers on the ground with key local stakeholders to develop and leverage local strengths
and potentials. Project partners include Unisys, which will contribute ‘Smart Regions’, a
purpose-built regional web portal product, as well as web hosting and technical support
services, and QUT's Creative Industries Research and Applications Centre, which will
contribute consultation, research and management support for ‘plug-in’ projects. There is also
an important strategic partnership with Desert Knowledge, a development project of the
Northern Territory’s Office of Territory Development and Alice Springs Town Council.

The M2N Project is significant as an activity characteristic of what Steve Garlick calls the
‘enterprising region’, a conception which emphasises the need for regions to generate their
own economic development dynamic, consistent with local strengths and needs, rather than
rely on external modelling or leadership.
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Table 1.1: Creative industries as defined by the Australian Culture and Leisure
Classification (ACLC) and the Australian and New Zealand Standard Industry

Classification (ANZSIC)

Table 1.1: Creative industries as defined by the Australian Culmure and Leisure Classificardon
{ACLC) and the Australian and New Zealand Standard Industry Classificadon (AINZEIC)

JACLC GROTP

ACLC CLASRS

AWEZEIC

1. Heritage

11 Museums, Antiques and Collecta

gs (111 Art Muzenms

9220 Museams

112 Cther Musemms

9220 Musenms

and Collectables Retailing and | 9330 Other Recreation Services
12, Environmental Heritape and Beserves 9239 Becreational Parks and Gardens

122 Zoological Parks and Acuaria

9231 Zoological and Botanic Gardens

123 Botanic Gardens

0231 Zoological and Botanic Gardens

13, Libraries and Archives

9210 Libraries

. LALTS.

21. Literamure and Print Aediz

211 Primary Literary Creation

9242 Creative Arts

212 Newspaper Publizhing and Printing

2421 Newspaper Printing or
Publishing

213 Periodical Publishing

2422 Crther Periodical Publishing

214 Book Publizhing

2423 Bock and Other Publizhing

215 Other Printing

2412 Printing

216 Literatre Wholezaling

4784 Book and Magazine Wholesaling

217 Literature Retaling

5243 Newspaper, Bock and Staticnery
Retailing
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Table 1.1: Creative industries as defined by the Australian Culture and Leisure Classification
New Zealand Standard Industuy Classificadon (ANZSIC)

(ACLC) and the Auswalian and
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0242

Creative Arts
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9323

Photographic Studios

243 Visual Arts and Crafts Retailing

53239
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tectnre Services

ermural 5

Advertsmg Design and Production

Advertismg Services

3 Graphic Diesign Comumercial Art and Display
Services
234 Other Desizn 7869 Business Services n.e.c
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1g, Electrome hedia and

261 Radio Services

0121

Radio Services

262 Telewsion Services

0122

Television Services

d Video Production

o111

Film z2nd Video Production
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Exhibiticn

o113

MAotion Pieture Exhibiton

2o Video Hire Services

0511

Video Hire Cutlen:

i

Interactre Content Creation

T334

Compurer Consultaney Serviess

268 Electronic In

7120

Telecommunication Servicas

-

27. Cither Arts

Instrument Betallng

5250

Beniling nee

272 Arts Edueation

8440

Orther Education

273 Coprrght Collectior
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Business Serw

274 Recorded Media Manufacmuring

2430
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and Publishing

275 Artsnec.

4 Other Culture And Leisure
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Table 1.1: Crearive industries as defined by the Australian Culture and Leisure Classification

{ACLC) and the Ausmalian and New Zealand Standard Indusoy Classificaton (ANZSIC)
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ACLC GROTFP

ACLC CLASS

ANESIC

462 Agent and Manager Services

463 Event Management

458 Other Culture and Leisure Services
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Creative Industries Development Plan
For Coffs Harbour Local Government Area

Audit:
Existing data & resource material

Facilities & Venues:
Public & Private (eg. Galleries, Jetty
Theatre, Sawtell Cinema, Cafes etc)

<

Creative Industries workers:

(Professional, semi-professional, full-
time, part-time etc)

Institutions & Organisations:
(eg. SCU, TAFE, ACE, Screenlinks, Arts
Council)

v

Case Studies:
Identify and develop

v v

v

Web accessed data base:

Develop & link with CHCC &
‘ ' other web-sites

v

Marketing & Engagement: — media liaison (Advocate), PR, workshops, internet, email, direct contact

67



An audit will be undertaken in order to develop a ‘map’ that identifies the ‘Creative Industries’ infrastructure and activities.
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The following is an outline only and can be used as a framework to build upon:
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Activity Focus Sub-foci Suggested leads Who
AUDIT Individuals Professional, semi- Full-time, part-time, aspirational, Linda
professional, amateur
Performing Arts Musicians, dancers, actors, singers, teachers,
Visual Arts Painters, potters, jewelers, calligraphers, graphic
designers, desk-top publishers, screen-media,
teachers, public art, heritage (aboriginal & non-
aboriginal)
Businesses Performing Arts Dance Studios, Drama teachers, Music teacher,
Singing teachers, Recording studios, Kidz Biz,
Talent agency, TV/Film Production, Jetty
Theatre, theatre/restaurant,
Visual Arts Gallleries, picture framers, production (eg
Southern Cross Pottery), Timber Furniture
group, screen industry
Other Eg Coast Magazine
Documentation CHCC (various) All existing reports to be audited. Karen
TAFE, SCU, State CHCC - Cultural Plan, Social Plan, Jetty
Government, Theatre, Regional Gallery, Museum, Bunker
Regional Gallery etc.
Development Board, | Relevant TAFE & SCU plans (if any); State Plan;
Arts MNC MNCRDB Green Paper; Arts MNC (project &
Kathy Henkl Report on Northern Rivers).
Institutions Education & training | Conservatorium
TAFE
SCu
Community College
Organisations Facilitation, network, | Screen-links Linda
co-operative &/or
support Arts MNC
CH Arts Council
Timber Furniture makers group
Venues & Facilities | Public Jetty Theatre — management and Karen/
entrepreneurial Linda

Regional Gallery

Bunker Gallery
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Public/Community Halls

CH Community Village

3 CHCC Libraries — exhibition areas, web,
information services

Private Sawtell Cinema Linda
Bray St Cinemas
Galleries John Gordon Gallery
Cooinda Gallery Sawtell
Lake Russell Gallery
Studio 37
Emerald Beach Gallery
Café’s (egs only) Foreshores, Lady Matilda’s Nana Glen
Pet Porpoise Pool
CASE STUDIES | Develop ‘case Individuals, Use as exemplars in print and electronic media
studies’ businesses and
organisations
WEB Develop a Organisations Follow-up with Christina re Screenlinks site
ACCESSED framework
DATA BASE Follow-up with CHCC re their current system &
capacity
Direct link from CHCC to other organizations
web-sites
Individual & Individuals in data can direct to own web-page
businesses
CREATIVE Recommendation
INDUSTRIES
WEB PAGE
Marketing & Media Liaison See GS @ Advocate | Develop schedule of articles, including: Outline Jan
Engagement re fortnightly page for | Creative Industries, facilities; businesses,
3-6 months individual artists and performers;
See RH@ This will both inform, raise profile and encourage Jan
Independent re same | engagement
as alternative
Arts Quarterly Ros
PR Identify events to Informal networking to engage, raise profile, Jan
attend inform etc Ros
Handmade Booklet Second edition as parallel process (see JO)
Internet/email Via existing Arts MNC e-news; Screen-links e-news; ORE
newsletters, networks | News; Discover SCU;
Workshop/Focus Via existing Eg. Screen-links get-togethers Ros
Group activities organisations

Specific session in
early June @ SCU

16-20 Creative Industry professionals, teachers,
organizations & business reps.




‘Creating’ Creative Industries

70

October 2007
Personal All - as
Interviews required
WHAT’S CHCC MM to organize 10 April @ CHCC. Ros
NEXT? meetings with various | Regional Gallery, Museum & Bunker Gallery — Jan
CHCC managers Leigh Sommers;Jetty Theatre — Shona; Library — Karen
Enzo Arcadi; other?? SCU - JS & KMcF to
attend
IT person to ascertain current data base
program & capacity and potential
Ability for self administration (with screening)
Hot Desk avail @ For KMcF & LL — see Malcolm McLeod
CHCC
SCU/ORE Researchers Karen McFadyen & Linda Lloyd
Contracts CHCC & KMcF & Linda Lloyd
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Appendix 8.4

Office of

REGIONAL ENGAGEMENT

« Southern Cross
UNIVERSITY Conirs HARRDLE

Civy s in
CREATIVE INDUSTRIES AUDIT
Coffs Harbour City Council (CHCC) has appointed the Southern Cross University Office of Regional Engagement to

undertake an audit of the Creative Industries in the Coffs Harbour local government area. The information collected
will provide:

1 An overview of the Creative Industries in Coffs Harbour;
2 The foundation for an internet based ‘Coffs Harbour Creative Industries Directory’; and
3 Direct access to Creative Industries practitioners and their support industries to encourage

networking and industry development opportunities.

The initial audit has seven major categories, each with their own sub-categories. Practitioners are invited to
complete this form, selecting the category / categories that most closely align with their current Creative Industries
involvement. The information gathered, in conjunction with industry consultation, may result in the emergence of
different or more detailed categories over time.

The ‘directory’ will be located on the CHCC website, and will be accessible to those working in the Creative
Industries as well as the general public.

It is important to only provide information you are willing to have used by Council and associated bodies and
published in a Creative Industries Directory accessible to the general public, located on the Council’s Website and in
printed form through Council facilities.

Please email Lynda Lloyd at "mailto:llloyd10@scu.edu.au” for additional information

TITLE: Mr - Ms  Mrs  Miss  Dr Other......cocciiniieiiiiiiiicnee e

FIRST NAME: ...ttt ettt ettt ettt ettt et e s be et et e e ete et e ene e nae s
LAST NAME: ..ttt ettt ettt ettt ettt et s et e ettt et e en e te e emeeeaeenee et e aneas
YEAR OF BIRTH: (optional) .............cccccevieiiiinnnnne (For statistical use only, not to be published)
COMPANY / ORGANISATION AND POSITION (if relevant): .........ccooevveiiiiiieiis e

No OF STAFF: FULL TIME: ......... PART TIME: .......... CASUAL. .......... VOLUNTEER: .........

STREET ADDRESS: ...ttt ettt ettt ettt ettt ettt beae et eeae et eesae e et e e neens
POSTAL ADDRESS: ...ttt ettt sttt et ettt et s ettt e e e nne e nee e ene e nees
TELEPHONE (Business): (......)sevveveeivveaneas (After Hours)(not to be published): (.....).ccccovrrirninnnee
MOBILE: ....cveevieieieiieeieeiieie E-MAIL ADDRESS: .......viiiiiiiiiie e

WEB ADDRESS: ... . e et
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PROFESSIONAL DETAILS
(Apply level to your selected category / categories)
Professional Represents 50 % or more of your income
Semi-Professional Represents between 10 and 50 % of your income
Emerging Represents less than 10 % of your income
VISUAL ARTS
(ie architects, painters, interior designers, industrial designers)
Architect/ Draftsperson Professional Semi-Professional
Advertising Professional Semi-Professional
Animation / Games Professional Semi-Professional
Calligrapher Professional Semi-Professional
Ceramicist / Potter Professional Semi-Professional
Fabric Artist Professional Semi-Professional
Fashion Design Professional Semi-Professional
Graphic Design Professional Semi-Professional
Industrial Design Professional Semi-Professional
(ie landscape, product design)
Interior Design / Decorating Professional Semi-Professional
Jeweller / Silversmith Professional Semi-Professional
Painter / lllustrator Professional Semi-Professional
Photographer Professional Semi-Professional
Print Maker Professional Semi-Professional
Screen Media Professional Semi-Professional
(ie. film, TV, digital production)
Sculptor Professional Semi-Professional
LITERARY ARTS
(ie written works, publishing)
Advertising Professional Semi-Professional
Author Professional Semi-Professional
Journalist Professional Semi-Professional
Poet Professional Semi-Professional
Production / Publishing Professional Semi-Professional
PERFORMING ARTS
(ie actors, music industry, street performance, production)
Actor Professional Semi-Professional
Band / Choir / Group Professional Semi-Professional
Choreographer Professional Semi-Professional
Composer Professional Semi-Professional
Dancer Professional Semi-Professional
Director / Producer Professional Semi-Professional

Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging

Emerging
Emerging
Emerging
Emerging
Emerging

Emerging

Emerging

Emerging
Emerging
Emerging
Emerging

Emerging

Emerging
Emerging
Emerging
Emerging
Emerging

Emerging
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Disk Jockey Professional
Musician Professional
Performance Artist Professional
Production (ie sound, lighting) Professional
Singer Professional
Street Performer / Busker Professional
SUPPORT SERVICES
Accounting & Finance (Creative Ind. Specialist) ~ Professional
Arts Business Administration &/or Management  Professional
Art & Craft Supplies (inc framing, reproduction) — Professional
Casting Professional
Community Development Organisation Professional
Event / Exhibition Supplies(ie audio, display) Professional
Hire Outlet Professional
Insurance Professional
Equipment Maintenance (ie Piano Tuner) Professional
Event Management Professional
Legal (Creative Industries Specialist) Professional
Marketing & Communication Professional
Recording Studio Professional
Retail Outlet Professional
Warehouse Studio / Space Professional

OTHER

Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional

Semi-Professional

Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional
Semi-Professional

Semi-Professional

Emerging
Emerging
Emerging
Emerging
Emerging

Emerging

Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging
Emerging

Emerging

Please include the title and / or a brief description of your profession here ONLY if you cannot find a suitable

category elsewhere

73

EDUCATION & TRAINING

FACILITIES / ORGANISATIONS

Please nominate the Creative Industries in which courses are offered

Visual Arts

Please indicate if courses offered are certified
Non-Certified Course Certified Course

Please nominate the levels / types of education offered
Pre-primary Primary Secondary

TUTORS / TEACHERS
Please nominate the Creative Industries in which you teach / tutor

Performance Arts Literary Arts

Support External Certification

Tertiary

ACE/RTO/VET
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Visual Arts Performance Arts Literary Arts

Please indicate if the courses you offer are certified
Non-Certified Course Certified Course Support External Certification

Please nominate the levels / types of education offered
Pre-primary Primary Secondary Tertiary ~ ACE/RTO/VET

PUBLIC VENUES (Public venues are owned by Local or State Government)
Please indicate if the venue selection is the primary (main) or secondary function for this venue

Indoor (ie Hall, Community Centers) Licensed Primary Secondary
Outdoor (ie Stadium, Botanical Gardens) Licensed Primary Secondary
Gallery / Museum / Library Licensed Primary Secondary
Theatre Licensed Primary Secondary
Cinema Licensed Primary Secondary

Is this venue available for private hire / exhibiton?  Yes No

PRIVATE VENUES
Please indicate if Creative Industry activity is your businesses primary or secondary function.

Indoor (Hall, Dance Studio) Licensed Primary Secondary
Outdoor (ie Gardens) Licensed Primary Secondary
Gallery / Museum / Library Licensed Primary Secondary
Theatre Licensed Primary Secondary
Cinema Licensed Primary Secondary
Club / Hotel Licensed Primary Secondary
Restaurant / Café Licensed Primary Secondary
Is this venue available for private hire / exhibiton ?  Yes No

OTHER

Please include the title and / or a brief description of your venue here ONLY if you cannot find a suitable venue
category elsewhere

On-line submission:

By submitting this form, you acknowledge your consent to the preceding information being printed in the Creative
Industries Directory (hard copy, CD and Coffs Harbour City Council website), and that you are authorised to provide
this information on behalf of this individual, business or organisation.

Off-line submission:

Please sign and date the form to you acknowledge your consent to the preceding information being printed in the
Creative Industries Directory (hard copy, CD and Coffs Harbour City Council website), and that you are authorised
to provide this information on behalf of this individual, business or organisation.

NAME:, e Position (if applicable)..............ccccevvoiiiiiiiiieeee,
Business/Organisation (if @PPICADIE)............cc..ueiiiiiii it
SIGNALUIE. ...t Date. it

Return to: Lynda Lloyd, Office of Regional Engagement, Southern Cross University, Hogbin Drive, Coffs Harbour 2450

Office use only: Entered By.............c...c.cooeiits Al o (tME) ON ..., (date) .....oovnnnen.
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Register captures Coffs Harbour's creative talents
Professcnats and pracumonens working » e croative indusines are

»
i;u A—x:cuu\slnd CAMPUS tour invited to join & regster being established by Southem Cross University
Call 1800 111 BSO to book your place »

Ihu; J;uoguul_m(rw (:r—t;v Lecture
»

The registér s part of & research project bewng undertakan by the
University's Office of Reglonal Engagement on Behal of the Coffs Harbour
City Counel

*Council recognises the impatance of the craative mdustnes, particularty
from & cultural and seow perspactne,” project co-ordingtor Jan Strom
sard,

"We are encouraging all peopie who work in the creative Indystnes to
register gs this will gnable us 10 guantify the brsadth and depth of the
SHLLOr, AS well s the contrtiubicn It makes to aur local sconomy.”

ABS Carus data (2001) mdicates that 3,66 per cant of the lacal Coffe
Harbdnr pepaiation warks in this sector, Cathy Henkel's 2006 report on
the creative Industnes in the Noctharn Rivars revaaied that the number of
peophe identiNed &5 woeking in the sactoe hiad grown from 4.3 per cant in
2001 1o 6.1 per cont in 2006 and the econamic value of the creative
Industries was estnated at $190 millian

Ms Strom said the growth and sconomic value of the creative Inoustnes
could be senilar far Caffs Harbaur

For this audit the creatve industnies have been divided into severai
categories and sub-categores. The koy categones are: performing ans,
SuCh as musikKians, actors, choreographers, sireet performers (buskers) ar
D)5, the visual arts - designers, painters, ceramicists, jewelers,
photographers and those working & the soreen media industres; and
Nterary ats « authors, journalists, pubichers, or advertisang
professionals, Public and prwate venues are also been surveyeo as well
% SURPOrt services

Ms Strom sald that many ather businesses contribated to the oreative
mndustries by providing valuable support services and they were aiso
baing encowraged to register. These senvices inouwde art and craft
SUPPEES, event management, communications and marketing businesses,
ecording Sutios, and business administration

"The sformation calected In this auait will provide Councll and the

community with an overview of the creative Industres in Coffs Marbour
and be the foundation foc an Internet based Coffs Harbour Creative

Pege L4}
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Incustries Directory',” Ms Strom said

Apart from gathering smportant informaton, the nternet drectory will
provide ready access 1o both creative mdustrios professionals and
practitioners, and thels support industries, and Council hopes this will
pOcourege networking and ndustry development appartunities,

W have WO resgarchars working on the peoject, Or Karen McFadyen,
who underook an infrastruchure 2adit of the Mid North Coast last yeor,
and Lynda Lioyd, wha completed a review of Camp Creative earfier this
yoar, " Mz Strom sald.

Arvgone warking to register showd contact Lynda Uoyd by emad on
Yoyd 10850y, edu.au or via the Office of Regional Engagemant at
Scuthern Cross University oo 66593000,

Media contact: Brigid Veals, Southern Crass University
communications manager, 02 66593006 or 0439 680 748,

[Exlat ¥esion)

| Latest Modie Belense | All Mechs Redeases | Subscribe | Contacts |

1 Tug)

© Smistaen Urass Utessrs s | Looals | Sutspoy | Eondeck | COntaci s | ABK | 4] 995 85 M ) CIICOS Syguster i 00MIGC
CNSW), 2621 [WA), 026290 (VIC)

Antoread by Commmicatiors Mezager, Mercatiey sed Medis | soeelnn Ouc oy gy | SEE Adees (vrs? Yept regured|

o) (e scu.oda ! rewn | iIndes phy Poge i od 2

SCU Media release and web-listing



‘Creating’ Creative Industries
October 2007

Appendix 8.7

Initial media release launching project, appeared Independent 21 June, 2007
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Music is 8 higher revelation than philosophy - Ludwig van Besttowen
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# BUSINESS VIEWS SOUGHT ON LOCAL ECONOMY

The Chak of the Mid Noen Coast Regonal Development Board, Mark Livermore, has strongly ancounged busnesses
heaughout the rogion 0 provide thelr views on the current challenges and oppanunities confronting business n & survey

10 be conducied over the next month,

The business survey Is 1 major component of a regional economio profie being prepared by the AECgroup for e Md

North Coast Flegona Development Board. The regonal prodile wil provide up-io-dale data on the forces driving

oconomic sciivity m the Mg North Cosst. and identfy those mdustry secions with the groeatost polentiad for futuee growth
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Arts MNC supported the project and encouraged participation via the e-Newsletter
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B COFFS COAST INDESENDENT - July 18 - July 25, 2007

Professional Profile appeared Coffs Coast Independent July 19, 2007
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Creative Industries article to appear Thursday 22 August 2007.
Celebrating life on the coast

Coast Living magazine is a lifestyle publication that is the creation of Melissa Edgtton (Coakes).
Four years ago Melissa moved into the world of the glossy magazine, when she saw there was
a publication gap that showed what was happening across the North Coast of NSW. Coast
Living depicts the lifestyles of those living in coastal communities such as Coffs Harbour, Byron
Bay and Forster to rural hinterland towns like Bellingen and Mullumbimby.

Initially she was looking at developing a North Coast Events guide but while travelling
internationally she had seen many lifestyle magazines and felt there was an opportunity to
create a glossy lifestyle magazine instead. “Most publications concentrate on the cities news,
events and lifestyle, therefore people living in regional areas can feel rather isolated”.

While she had no previous experience in publications, Melissa a graphic designer, was not
afraid to take on a big challenge. She was 27 when she established Coast Living and was
inspired by where she lived. “When you're young | guess you think you can do anything”. The
result is a national magazine that is normally only produced in the cities, being created on the
North Coast of NSW.

Melissa feels that Coast Living gives the people who live in the region greater confidence and a
sense of pride about where they live. “Coast Living gives locals the reassurance that on the
north coast we have style, we're exciting and there are interesting people living and working
here- it’'s a celebration of where we live and of who we are”.

When Melissa set up Lime Juice graphic design six years ago she says many businesses
viewed good graphic design and creative input as a luxury and would scrimp in this area. This
is gradually changing as business owners now see that it adds value to their product and can
have a positive impact on their bottom line. “They now understand the power that great design
and great creativity can have within a business, and that it can actually be a fundamental part
of increasing a company’s profits”.

According to Melissa finding interesting stories has never been a problem, as readers suggest
things, word of mouth works and one story ‘organically’ leads to another. “It's amazing how
many interesting people are tucked away on the north coast creating great products and
marketing internationally while living here”.

Coast Living magazine employs two full-time staff: Melissa, who undertakes all of the creative
and design aspects; and her husband Hayden, who manages the business side of things; and
a 3 day a week writer Melissa Finn. The rest of the Coast Living team is outsourced and
includes freelance writers, three advertising staff, photographers, stylists, hairdressers, make-
up artists and models as required. “The magazine is a portfolio of everyone’s talent and the
work we put in to create it” she said.

Magazines sales are through newsagency outlets from Brisbane to Melbourne and also by
subscription, with subscribers across Australia including Tasmania and the major capital cities.
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Copies of Coast Living are also being read overseas, via people who live here and send copies
to family and friends, to give them a taste of life on the North Coast.

When asked if she has any tips for people who live on the coast and may be interested in
working in the creative industries Melissa said “If you think you can do it then have a go. If you
really want it, you work really hard and you’re passionate about what you do, then people will
embrace it as well”.

Melissa has registered her business on the Coffs Harbour City Council Creative Industries
website and encourages all other creative industry professionals and emerging professionals to
do likewise. Just log on to www.coffsharbour.nsw.gov.au or contact Lynda Lloyd on 0402 214
327 or email llloyd10@scu.edu.au to register before 31 August 2007.

Copy was to appear 22 August, 2007
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‘The Business End of Screen Media’ series
August 13 — September 17, 2007

The NSW Department of State and Regional Development, the Australian Film Television and Radio
School (AFTRS) and ScreenLinks, present a series of intensive workshops for screen media producers
in the Mid North Coast and Armidale regions. The Business End of Screen Media workshops are
designed specifically for producers in regional areas. They focus on developing the skills needed to
finance and produce screen content, and establish and sustain a regional production enterprise.

The six week course will finish with a pitching competition where participants will pitch their projects to
an industry panel. Two projects will be selected to go to Sydney and compete for a place on the New
South Wales shortlist for the Holding Redlich pitching competition, to be held at the Screen Producers
Association of Australia Conference in November.

Helen Bowden, AFTRS Senior Producing lecturer, will be joined by key industry professionals
to present The Business End of Screen Media series.

Helen's most recent film, Girl in a Mirror, won the Rouben Mamoulian Award and the Dendy Award for
Best Doco at the 2006 Sydney Film Festival. Helen has produced shorts, documentaries, mini-series
and two features. Soft Fruit, made with writer/director Christina Andreef, screened in Critics' Week in
Cannes 2000, Sundance, Buenos Aires and Rotterdam. It was released by Fox Searchlight in the US,
Australia and New Zealand and by BAC in France. Travelling Light (writer/director Kathryn Millard) was
made with Dendy Films and Flach Pyramide in 2002.

The total cost of the course is $250 (incl GST). Registrations must be made by August 8, 2007.
Numbers are strictly limited. Applicants must have a current screen media project.

Venue: ETC - Enterprise & Training Company Limited
80 Grafton Street
Coffs Harbour

‘The Business End of Screen Media’ — series outline
Week 1 — Show me the money

Date: Monday, 13 August 2007
Time: 10.30am - 1.30pm (followed by networking lunch)
Venue: ETC - Enterprise & Training Company Limited
80 Grafton Street
Coffs Harbour

Presenter: ANTHONY ANDERSON - Independent Feature Film Producer

From a background as an entertainment lawyer, Anthony moved into short film production with his colleague,
writer/director Cate Shortland. Together they made three short films before producing the feature Somersault,
which won 13 AFl awards in 2004. Anthony subsequently worked with Jan Chapman on the ABC mini-series The
Silence and is currently financing the feature Accidents Happen with director Andrew Lancaster.

Presenter: FRANK HAINES - Producer/Line Producer
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Frank has worked as a freelance Producer and Line Producer for the past eleven years. His Producing credits
include The Last Plane out of Berlin (2000) , Jimmy Little's Gentle Journey (2003) , The Men who Conquer China
(SFF 2004) as Associate Producer , Girl in a Mirror as Co Producer (SFF 2005) , 900 Neighbours (SFF 2006) and
Dark Science (Messagesticks 2007). He has worked with a bevy of talented film makers over the years and has
been intimately involved in some of the most successful documentaries to come out of Australia in that time. Prior
to becoming freelance Frank worked at Film Australia for 10 years. At present he is producing the series The Art
Life and Not Quite Art for ABC television.

Content: This workshop will explore the options available for financing screen content projects. The difference
between equity investment and licensing will be covered, along with the newly implemented ‘Producer’s Rebate,’
10BA and 10B tax structures, bank equity, gap finance and global models, including US studio financing.
Government funding avenues such as the Australian Film Commission (AFC), Film Finance Corporation Australia
and various state funding bodies will be detailed, including AFC co-production treaty guidelines and applications.
The workshop will also examine television broadcast funding options, film and television funds and alternative
financing models.

Week 2 — Know your ‘copy’ rights

Date: Monday, 20 August 2007
Time: 10.30am - 1.30pm (followed by networking lunch)
Venue: ETC - Enterprise & Training Company Limited
80 Grafton Street
Coffs Harbour

Presenter: GREG DUFFY - Partner, Frankel Lawyers

Greg is a partner at Frankel Lawyers, a small commercial law firm specialising in entertainment and intellectual
property law including the areas of film, theatre, television, publishing, music, animation, multimedia, trademark,
merchandising, trade practices, information technology and defamation. Greg has also recently produced a
feature film called Last Train to Freo, which was financed with private equity and the assistance of ScreenWest
and the Australian Film Commission.

Content: This workshop offers a detailed introduction to copyright law and the concept and importance of
intellectual property. You'll learn the requirements of, and steps necessary to secure, chain of title in relation to
copyright law and intellectual property. The area of contracts will be covered, specifically agreements for options
and assignment of rights, and agreements for services of the producer, writer, director and other creative
personnel. Other areas to be addressed in this workshop include insurance issues such as the definition and
requirements to secure cover eg Public Liability, Workers Compensation, Errors and Omissions Insurance. Music
licensing elements and the role of collection agencies AMCOS and APRA will also be covered.

‘Week 3 — Who’s watching?

Date: Monday, 27 August 2007
Time: 10.30am - 1.30pm (followed by networking lunch)
Venue: ETC - Enterprise & Training Company Limited
80 Grafton Street
Coffs Harbour

Presenter: PETER HERBERT- Writer/Producer/Executive producer
Head of Producing, AFTRS

From Victoria, Peter Herbert was the development executive for several national and international companies,
among them Crawford Productions, PBL Productions, Taffner Ramsay, Beyond International and Granada, Peter
began his career writing and producing for television classics such as Cop Shop, The Sullivans, The Flying
Doctors, The Comedy Company and Acropolis Now. Peter also produced The 34th Annual TV Week Logies, and
he has created or co-created a number of series, among them Skirts, The Comedy Sale!, The Agency, Parties,
FAQ and The Big Wig for Sky1 in the UK. Working with Caroline Aherne of The Royle Family, he co-created, co-
wrote and produced the BBC2 comedy series, Dossa and Joe. Peter's other credits include the Network Ten
production, Unreal TV, the sitcom Sit Down, Shut Up, The Tonight Show, The Big Schmooze and a number of
productions for the comedy channel on Foxtel.
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Presenter: HELEN BOWDEN - Producer/Senior Producing Lecturer, AFTRS

Helen's most recent film, Girl in a Mirror, won the Rouben Mamoulian Award and the Dendy Award for Best Doco
at the 2006 Sydney Film Festival. Helen has produced shorts, documentaries, mini-series and two features. Soft
Fruit, made with writer/director Christina Andreef, screened in Critics' Week in Cannes 2000, Sundance, Buenos
Aires and Rotterdam. It was released by Fox Searchlight in the US, Australia and New Zealand and by BAC in
France. Travelling Light (writer/director Kathryn Millard) was made with Dendy Films and Flach Pyramide in 2002.

Content: In this workshop you'll learn how to think about your audience and devise a comprehensive marketing
and distribution strategy for screen content projects. Key components such as: film festivals and marketplace
events; the role of sales agents, distributors and exhibitors; and publicity, promotion and art/railer delivery
requirements will be explored in detail. This workshop will also look at the domestic and global markets for
Australian content such as: documentaries, features, TV dramas, short films and new media. Finally the workshop
will explore the ‘producer’s viewpoint’ - the trends and opportunities for Australian film and television programs,
and new media.

Week 4 - It’s all in the pitch

Date: Monday, 3 September 2007

Time: 9.00am - 4.00pm (lunch included)

Venue: ETC - Enterprise & Training Company Limited
80 Grafton Street
Coffs Harbour

Presenter: RUTH CULLEN - Director/Writer

Ruth’s most recent films include the documentaries Painted Lady, which explores the world of artist Vali Myers,
and Becoming Julia - fast cars and a sex change which followed a macho Aussie farmer through his sex change
into Julia. Recent credits include: Heat In The Kitchen (Series Director - 5 x 30 mins, SBS & Lifestyle UK) High
Steaks ( Series Director - 3 x " hr, Lifestyle) and About Men (Series Director - 3 x 1 hr, SBS) Her films have
screened at IDFA, Montreal, Los Angeles, Sydney and Melbourne Film Festivals. She has also written for The
Sydney Morning Herald, POV, and Filmink magazine. She has worked as an assessor for the New South Wales
Film and Television Office and the Australian Film Commission, and is a board member of the Australian Directors
Guild.

Presenter: ALICE BELL — Writer/Director

Alice’s first ever screenplay, Suburban Mayhem won the AWGIE for best original screenplay last year and on the
merits of the first draft, Alice was signed by literary agent Jane Cameron. Directed by Paul Goldman (Australian
Rules) and produced by Leah Churchill-Brown and Jan Chapman (The Piano, Somersault, Lantana), it was
nominated for twelve AFI's (won three) and six IF Awards (won two). Alice was nominated in both awards for Best
Original Screenplay. Suburban Mayhem was invited to screen in the Un Certain Regard category at the Cannes
Film Festival 2006 and also the Toronto Film Festival, Chicago Film Festival and was the official closing night film
at the Melbourne International Film Festival. One of the writers of Secretary, which was commissioned by Channel
10, Alice has also co-directed music videos clips; Silverchair's number-one hit Straight Lines, Toni Collette's Look
Up and Little Birdy's After Dark. She is busily working on her next feature film scripts: Gin & Tonic (producer
Amanda Higgs) and Skipping Girls (producer Leah Churchill-Brown, director Paul Goldman).

Content: This all day, intensive session will cover the essentials of how to pitch your project in one-on-one
meetings as well as in public pitching forums such as the Holding Redlich competition at the Screen Producers
Association of Australia Conference and the Documart pitching forum at the Australian International Documentary
Conference. You'll be able to work, one-on-one, with the presenters to develop a pitch for your project as well as
have the opportunity to pitch in front of workshop participants.

Week 5 — In for the long haul

Date: Monday, 10 September 2007
Time: 10.30am - 1.30pm (followed by networking lunch)
Venue: ETC - Enterprise and Training Company Limited
80 Grafton Street, Coffs Harbour
Presenter: MARCUS GILLEZEAU - Writer/Producer/Director
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Marcus Gillezeau began his career as an editor before moving into producing and directing. He is a specialist in
digital production technologies and applications. As a producer and writer he is best known for the adventure
series Afrika - Cape Town to Cairo (ABC TV and National Geographic). Most recently he directed Little Dove - Big
Voyage (Network 7), a fully convergent, multi-platform documentary project. Other credits include Dreamtime to
Dance a four part series for ABC, Hell Bento!! (SBS), The Dalfon Sisters (ABC) and Painting with Light (SBS). He
recently completed his MA on Convergent Production and has been a principal partner in Firelight Productions for
the past four years. Currently he’s writing an expanded second editon book Hands On — A Guide to Production
Technologies for Film, TV and New Media.

Content: This workshop provides a comprehensive overview of sustainable business models for enterprises
operating out of regional centres. Specifically, it will address the legal structures and business planning needed to
launch and progress creative businesses, as well as elements of project and enterprise financing and investment.
The workshop will also cover: distribution models for the new media, Internet and broadband content;
understanding and engaging marketplace forces; and the dynamics of media technology and markets — a brief
look at the future.

Week 6 - Perfect pitch

Date: Monday, 17 September 2007

Time: 6.00pm - 9.00pm (tbc) (includes networking supper)

Venue: (tbc)

Content: Workshop participants will get the chance to pitch their projects to an industry panel made up of
broadcasters and funding bodies as well as representatives from AFTRS. Two projects will be selected to go to
Sydney and compete for a place on the New South Wales shortlist for the Holding Redlich pitching competition, to
be held at the Screen Producers Association of Australia Conference in November.

Panelists: (tbc)

Course Outline for the Business End of Screen Media Course
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Appendix 8.19

In/Coffs /Harbpur /- Coffs Coast

Cover of Handmade in Coffs Harbour booklet
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Appendix 8.20

Jan Strom, 14/8/07 1:23 PM +1000, Fwd: Quotes

JAGE JANNLIOM. S a0

pegin forwarded message:

From: "Chrstina Hyde” <Christing, Hyde @ Soreantinks org>
Date: 14 August 2007 81112 AM

To: “Jan Strom’™ <|@n S [aNstrem Com A

Subject: Quotes

Reply-To: <Ctuinling Hyde @ Soreeninks org>

Oear Jan

10,000 A5 Bookiets - graptuc desgn & gont costs

PRINT

<8 5 150g8m conlmy pages plus 230ysm Al colour hvoughedt - $10.003 20

GRAAMIC DESIGN

Deson § Producs pnint ready attwark far 28 x consant peges, ol nsde front. ingide mar & mar cover - 32,640 00

P A colaur mack up for sign olf hefons print $120.00

DESeT on Copy and any Fages supyWed m Vot fonmad - scarss image rofooching, creation of locetion maps are
adationa)

TOTAL 512,783.20
GST $ 1276.02

TOTAL 31405852
Chvistins Fode
THanagr

CREENLINKS

S e e Mas Ve Ve Ml Bar I8 Coabul sead A snfile |egiente

B0 Grafon Stres|
Cafts Harbour NSW 2450

Phe 61 2 8648 3900 Fx! 61 2 6852 1888

Mobile: 412 016 870

Printed for Jan Strom <jan.strom @ scu,edunus>

Print/production quote for A5 Handmade Booklet
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Appendix 8.21

coffs coast

explorer

north coast nsw australia
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Editorial CHCC column in Coffs Coast Independent 6 September 2007
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