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A PLAN TO REIMAGINE



"TOMORROW BELONGS TO

THOSE WHO CAN HEAR IT COMING"
- DAVID BOWIE

CREA T I V E  COA L I T I ON



David Bowie, one of the greatest British artists and

visionaries, coined this phrase whilst promoting his

Heroes album back in 1977. Bowie wasn’t making music

for the 70s - he was creating a vision of the future and

drawing it into the popular culture of the present in

such a way that would make the world stop, listen and

understand. 

Creating a moment in history to be replayed time and

time again. 

Because that’s what creativity can do.
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The COVID pandemic is first and foremost a health

crisis, but it has increasingly morphed into an economic

one that could long outlive the virus, whilst

simultaneously spearheading a social revolution. We

accept the urgent need for change and the need to

address structural inequalities. We can now see that

change is possible and if we use this moment of

awakening to apply our country’s creativity to our

future success, we can ensure that 2020 is a moment in

history that we can look back on with pride.

CREA T I V E  COA L I T I ON
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03 CREA T I V E  COA L I T I ON

Creativity is vital to all of us, as individuals, as

communities and as a country. It’s the very thing

that has been bringing people together; from the

painted rainbows in every window supporting the

NHS, to the craft projects leading home-

schooling schedules, to the creative tech

companies helping us to TikTok and Zoom our way

through this. Digital technology and creative

talent have helped us all during the crisis whilst

also providing a vision of what a successful and

sustainable 21st century economy might look like.



04 CREA T I V E  COA L I T I ON

As we head into the upcoming unemployment

crisis, with young people and those from the

lowest socio-economic backgrounds likely to

be the worst affected, we need to establish

new ways of generating opportunities for the

full diversity of individuals whose talent will

lead us to economic success and social

prosperity. Because our creative industries

already shape how the rest of the world sees

us, and we owe it to ourselves to let them see

us as we really are - inclusive, innovative and

inspiring.

O U R  C R E A T I V E  I N D U S T R I E S  H A V E  

B E E N  C R E A T I N G  N E W  J O B S  F A S T E R  

T H A N  T H E  M A J O R I T Y  O F  O T H E R

S E C T O R S  O F  O U R  E C O N O M Y  A N D

W E R E  I N S T R U M E N T A L  I N  D R I V I N G  

T H E  U K  O U T  O F  T H E  2 0 0 8  R E C E S S I O N



PUBLIC OPINION

IS CLEAR – 

PEOPLE DON’T WANT 

TO GO BACK TO THE WAY 

THINGS WERE BEFORE.

They want to feel that the country is moving

forward towards a better way of living. We have a

responsibility to apply our most innovative minds

to tackling the biggest challenges we are

currently faced with, from climate change to

mental health, to ensure that we can work and live

more sustainably.
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CREA T I V E  COA L I T I ON

O U R  C R E A T I V E

I N D U S T R I E S  A R E

V I T A L  T O  R E A L I S I N G

O U R  C O U N T R Y ’S

V I S I O N  O F  T H E

F U T U R E .

WHY?



CREA T I V E  COA L I T I ON

We are an industry made up

of creators, innovators,

makers, inventors and, most

importantly, storytellers. To

re-imagine the future, we

need to re-write the

narrative and tell the stories

that shape our culture.

We know that we can reboot

quickly, just as we did  after

the 2008 crash. Designing

new products and services,

new software, new ideas and

creative marketing are all

part of the basic feedstock

that is needed to get the

economy moving again.

We are a sector that, for at

least 20 years, has

generated new jobs at more

than twice the rate of overall

economy. We know that we

can play a significant role in

reducing impact of what is

expected to be a surge in

unemployment, particularly

amongst young people.
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CREA T I V E  COA L I T I ON

Many of the key features of the creative

sector, its dynamics and its drivers, provide a

foretaste of changes that are beginning to

impact every part of the economy and the

labour force. Getting it right for the creative

sector will contribute to solutions for our

wider economic recovery.

 THE CREATIVE

ECONOMY 

LEADS THE WAY 

FOR ALL ECONOMY



More portfolio and freelance working – this already

accounts for a third of the UK’s creative workforce, and

15% of the overall workforce.

 An economy in which data and Intellectual Property are

highly valuable assets.

An economy that is agile, nimble and responsive; iterative,

collaborative and project-based.

An economy that can be both global and local.

An economy driven by creative talent, emotional intelligence

and effective team work. That means jobs that are less likely

to be replaced by machines.

CREA T I V E  COA L I T I ON
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THE KEY FEATURES 

OF THE CREATIVE ECONOMY 

INCLUDE: 



LOOKING FORWARD TO THE

NEXT DECADE AND BEYOND

The UK needs a booming creative sector, not only

to continue to create jobs and growth throughout

the country, but to sit at the heart of our cultural

and environmental revolution and contribute to

our global success. The creative sector is uniquely

placed to contribute to three key areas that our

country and economy need most: jobs and skills,

especially for the next generation, giving people of

all backgrounds the opportunity to thrive;

innovation and ingenuity, shaping our collective

future and putting the UK on the world stage; and

inclusive growth, delivering vital economic, social

and cultural value to every community.

CREA T I V E  COA L I T I ON
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12 IDEAS. 3 DRIVERS. 1 MAIN GOAL. 

CREA T I V E  COA L I T I ON



05

PHOTOGRAPHY  POR T FO L I O

12 IDEAS.
Throughout June 2020, as part of Creative Coalition, the

Creative Industries Federation brought together hundreds

of members to do what creative practitioners do best:

imagine. To imagine a world where creativity is placed at

the heart of our culture, at the heart of our economic

regeneration and the heart of our education system; a

world where great ideas can be transformed into new

realities; a world where the UK leads the globe in

innovation and creativity, and in which creators are

supported and valued as intrinsic parts of this process.
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CREA T I V E  COA L I T I ON



3 CORE DRIVERS

Because everyone has

the right to be

creative, to express

their experiences, and

to build their own

businesses/shape

their own

future/follow their

entrepreneurial

dreams.

THE PEOPLE

Ideas need to be

encouraged by

research, protected

by law, and connected

with society’s needs

so that their true

value can be realised.

THE IDEAS

Money is best spent

when it is invested in

people and ideas. We

invest in creativity, we

enable it to contribute

more back to the

economy, with a

return that may be as

much to do with

quality of life as with

the bottom line.

THE MONEY 

CREA T I V E  COA L I T I ON
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CREA T I V E  COA L I T I ON

Prioritise and resource

creative education and

training at all levels

Guarantee opportunities

for the next generation of

creative talent

Encourage and enable

entrepreneurship with

improved access to

resources

Provide self-employed people

with more income security

THE PEOPLE
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CREA T I V E  COA L I T I ON

Unlock innovation at a time

we need it most

Put community at the heart

of regeneration

Maximise the value of

creative ideas

Creating growth potential

through digital content

THE IDEAS
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CREA T I V E  COA L I T I ON

Invest in creativity across

all parts of the UK

Inspire and enable all

creatives to access

opportunities

Grow our sector for future

economic and social return

Enable investment in people

and ideas

THE MONEY



ONE MAIN GOAL
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CREA T I V E  COA L I T I ON

TO BUILD A BETTER FUTURE FOR EVERYONE.

WITH



CREA T I V E  COA L I T I ON

THE PEOPLE



Far too much creative brilliance does not get a

chance to shine. Far too many opportunities

are lost.
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SEEING EVERY

CREATOR AS A

VALUED WORK

IN PROGRESS.

THE PEOPLE
The creative sector is an eclectic mix, ranging from powerful

multinational companies to independent freelancers; from the purely

commercial to the heavily subsidised; and from businesses that have

thrived in the online world of the pandemic, to those that have been

completely devastated. But if there is one dominant feature, it is of a

workforce of self-starters, freelancers and small agile companies –

archetypes of what our future economy must look like if the UK is to

bounce back quickly, recover and grow. And although it is a sector

that keeps generating new jobs and inspiring young talent, getting

those jobs often depends on who you know, not what you can do.

It’s still far too difficult for those without personal networks to find

their way in. In thinking about the future our focus needs to be on

young people – who are at greatest risk of being shut out of the

jobs market as the economy restarts – and on opening up access to

those who are under-represented in our workforce, because of

structural inequalities or straightforward lack of information and

advice. Far too much creative brilliance does not get a chance to

shine. Far too many opportunities are lost.
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CREATIVE

EDUCATION

AND

CAREERS

Now is the time to prioritise and resource creative
education and training at all levels

IDEA 1 



If we are to lead the UK to a just recovery and

long-term prosperity, the opportunity to learn

creative skills must be guaranteed for all.
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I D EA  1

THE PEOPLE

MARRYING

CREATIVITY &
INCLUSIVITY

THROUGH

LEARNING

For those still in school, we can build on

successful programmes such as Saturday clubs

and the Creative Careers Programme, which last

year reached 113,000 young people in 1,500

schools, connecting them with more than one

thousand employers so they could make informed

choices about how to embark on a career in the

creative sector.

This means prioritising and resourcing creative

education and training at all levels to ensure

access to the greatest diversity of individuals,

regardless of background or location. We need to

accompany this by proactively connecting young

people, graduates and trainees with employers and

mentors across the creative industries, with a

particular focus on those who do not have these

links.



"TO UNLOCK GROWTH AND OPPORTUNITIES

ACROSS THE UK WE NEED ACCESS POINTS TO

INDUSTRY THAT MEAN ANYONE, REGARDLESS

OF BACKGROUND, CAN ENTER THE CREATIVE

INDUSTRIES."
- CREATIVE INDUSTRIES FEDERATION MEMBER
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NEW JOBS &
APPRENTICESHIPS

IDEA 2 

Build the right mechanisms to guarantee opportunities 

for the next generation of creative talent



Supporting the next generation of creative

talent will be crucial to the recovery of our

sector and the economy at large.
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I D EA  2

A NON-LINEAR

APPROACH TO

LEARNING THE

ROPES

We need to match our country’s creativity with the needs of

the nation, redeploying those with creative skills and currently

out of work to undertake jobs that are in high demand and

necessary for growth. This should be accompanied with a jobs

fund to support employers in this endeavour and to sit

alongside the government’s “opportunity guarantee”. 

THE PEOPLE

And to make the most of this guarantee, we need to reimagine

the apprenticeship system, recognising that in the creative

sector a 12 months apprenticeship contract with a single

employer may not be realistic but could be accommodated by

adopting a modular system to skills development and a

consortium approach to delivery. We strongly support the

Creative Industries Council’s proposals in this area and the

practice of those in the devolved administrations, allowing

greater flexibility in the pooling of levy funds and enabling the

existing apprenticeship levy to be part of a broader skills levy.



"YOUNG PEOPLE ARE

THE FUTURE OF OUR INDUSTRY

AND WE HAVE TO ENGAGE

WITH THEM NOW."
- CREATIVE INDUSTRIES FEDERATION MEMBER



25

NEW

BUSINESSES

IDEA 3 

Encourage and enable entrepreneurship with

improved access to resources



We need to tap into the desire of young

entrepreneurs to start their own businesses.
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I D EA  3

TURNING GREAT

IDEAS INTO

BUSINESS

EMPIRES

Alongside apprenticeships and job guarantees, we

need to tap into the desire of young entrepreneurs

to start their own businesses. For example, re-

imagining the old Enterprise Allowance Scheme,

providing start-up loans and business support. 

We need to encourage businesses and individual

entrepreneurs with experience to mentor and guide

those at the very start of their careers, and those

with physical space and equipment to make these

available to young people with great ideas and our

freelance community. The growth of co-operative

and mutual structures, particularly in the music and

film industries, illustrates another way in which the

risks of starting a business can be mitigated by

structures that provide a degree of solidarity and

support.

THE PEOPLE



"WHAT WE NEED TO DO NOW IS

REIMAGINE EDUCATION AND PUT

CREATIVITY RIGHT AT THE CENTRE OF

EVERYTHING WE DO." 
- CREATIVE INDUSTRIES FEDERATION MEMBER
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FREELANCERS

IDEA 4 

This support needs to extend to our vital

freelance community



This support needs to extend to our vital

freelance community.
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I D EA  4

For too long there has been a lack of fairness in

the tax and benefit regulations between the self-

employed and those on PAYE, and the support

measures introduced in response to the pandemic

really brought this to light. This needs to change.

THE PEOPLE

Freelance contracts should take into account the

need for pension savings, sick pay and

compensation for periods of unemployment; self-

employed work should be incentivised in the way

that start-ups are; and employers should be

resourced to retain and contract with freelancers

as much as they are with employees.  

PUTTING 

PEOPLE AT THE

FOREFRONT OF

CHANGE



"FREELANCERS, WE'RE A MIXED BAG. I
CAN'T THINK OF A SINGLE CREATIVE

PROJECT WHICH COULD EXIST

WITHOUT US."
- CREATIVE INDUSTRIES FEDERATION MEMBER
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CREA T I V E  COA L I T I ON

THE IDEAS



Making sure no great ideas are left unheard.
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BECAUSE

CREATIVITY IS

WORTH ITS

WEIGHT IN GOLD

THE IDEAS

In most successful parts of the economy, R+D budgets are

recognised as crucial for the future and companies are encouraged

to safeguard them by fiscal and other incentives. Government itself

invests heavily in speculative ‘blue-sky’ research that commercial

companies cannot afford but from which they may ultimately benefit.

In the creative sector, the story is very different - small companies

generate ideas at their own expense and often have to sell their

Intellectual Property to fund their next venture. They’re like

hamsters on a wheel. The consequences are plain to see. 

The average size of businesses in the UK’s creative sector,

measured by the number of employees, is going down, even though

we know that a company’s ability to innovate and capitalise on

innovation is closely related to its size. The present crisis provides

an opportunity to rethink how we grow, value and protect the

Intellectual Property the creative sector generates.

The creation of a Chief Design Adviser within government would be

an excellent step towards helping them think through how

programmes could be better structured to support sustainable and

inclusive growth.



33

R+D TAX

CREDITS

IDEA 5 

Unlocking innovation at a time we need it most



The present crisis calls for exceptional

measures.

34

I D EA  5

Discussion of R+D tax credits for the creative

industries is not new but, so far, has not been

fruitful. The present crisis calls for exceptional

measures. We propose a speedy, even if temporary,

adoption of the international definition of R+D that

would be open to the creative sector. 

A trial period would help drive innovation at a time

when it’s needed the most, ensuring our world-

leading sector remains at the cutting edge, but

also unlocking its potential to help tackle local and

global challenges, from the regeneration of our

high streets to sustainability and climate change.

THE IDEAS

DRIVING

INNOVATION AT

SUPER-SPEED



"CREATIVITY DOESN'T JUST BELONG

TO THE ARTS, IT BELONGS IN

EVERYTHING, IT'S A WAY OF

THINKING."
- CREATIVE INDUSTRIES FEDERATION MEMBER



36

PUBLIC

INVESTMENT

IN R+D

IDEA 6 

Given the spread of the creative sector in all

parts of the UK, investing in R+D will mean

investing in the regeneration and success of

every community



However it is done, there’s a strong case for

much greater public investment in creative

R+D.
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I D EA  6

Given the spread of the creative sector in all parts

of the UK, investing in R+D will mean investing in

the regeneration and success of every community.

While a sector deal for the creative industries

under the government’s industrial strategy was

widely welcomed, it was also obvious that in cash

terms it was a modest fraction of amounts being

made available for other sectors.

 We urge government to match the ambition of our

sector’s creativity and ideas, building on the

research and knowledge exchange carried out by

universities across the country, together with

industry, through existing initiatives such as the

‘Creative Clusters’ and the ‘Audiences Of The

Future’ programmes. Such investment should be

accompanied with business support to enable

creative businesses to then take these ideas to

scale.

THE IDEAS

PUTTING

COMMUNITY AT

THE HEART OF

REGENERATION



"THE ARTS ARE A FORM OF HUMAN

EXPRESSION."
- CREATIVE INDUSTRIES FEDERATION MEMBER
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LINKING R&D TO

INTELLECTUAL

PROPERTY

IDEA 7

Protecting IP to ensure its value is returned

to those create it



Enable creators to protect their assets and

plan for long-term growth.
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I D EA  7

Investment in R+D should be linked to building,

retaining and protecting Intellectual Property

assets. Too many creative businesses are unable to

retain the true value of the IP they create, meaning

that they are unable to build a portfolio of assets

or plan long-term growth on the basis of earned

income through its exploitation. Re-thinking any

fiscal credits or benefits should be linked to

encouraging and incentivising businesses to keep

hold of their IP so that it continues to benefit the

UK economy in the long term. 

THE IDEAS

MAXIMISING 

THE VALUE OF

CREATIVE IDEAS



"WE NEED TO PUT CREATIVITY AT THE

CENTRE OF EVERYTHING WE DO, AND

NOT JUST PAY LIP SERVICE TO IT."
- CREATIVE INDUSTRIES FEDERATION MEMBER



42

MONETISING

ONLINE

CONTENT

IDEA 8 

Converting quality creative content into

currency



Turning content into tangible assets.
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I D EA  8

To build revenue streams beyond our bricks and

mortar businesses, we need to explore monetisation

models for online content, build relationships with

platforms and streaming networks, and invest in R&D

for new digital tools. Such activity would supplement

existing traditional business models and introduce

significant growth potential. 

Where possible, we should learn from sectors like

video games, music, film and TV - who already stream

content on digital platforms or via aggregators with a

variety of revenue models, including subscription,

pay-per-view and advertising.

THE IDEAS

BUILDING AN

INFRASTRUCTURE

THAT PAYS 

ITS WAY



"THE VERY PEOPLE WHO HAVE

CREATED GREAT CONTENT THAT HAS

KEPT US ALL DISTRACTED, ARE FACING

ABSOLUTE RUIN AT THE MINUTE." 
- CREATIVE INDUSTRIES FEDERATION MEMBER



CREA T I V E  COA L I T I ON

THE MONEY



We know that creative people and ideas can

only achieve their full potential with the right

kind of investment support and resources to

make it happen.
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TALENT IS

EVERYWHERE,
OPPORTUNITY 

IS NOT

THE MONEY
There’s a perception that creativity and money don’t naturally go

hand-in-hand, but the fact is that creativity makes money, and

creativity needs money. Access to finance for creative businesses,

entrepreneurs and vital cultural institutions is far too limited and

this needs to change, as does the ways in which we use this

investment. If we invest in creative people and places throughout

the UK, if we invest in digital infrastructure and improve access to

it, and if we invest in culture, ideas and IP, we are tapping into our

country’s strongest natural resources and giving communities

opportunities which would otherwise be missed.

We need to understand our worth and our contribution to the

economy and society, to make the case for creativity and culture and

open our sector up to new capital and investment. Recently, the

government has stepped up with its short-term UK-wide support

package to help the arts, heritage and culture through the

pandemic. This recognition of our value now needs to be translated

into a long-term strategy for public and private investment, and we

as industry need to equally step-up and be just as ambitious about

how we position ourselves, how we work and how we help each

other.

CREA T I V E  COA L I T I ON
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A NATIONAL

STRATEGY

FOR

INVESTMENT

THE  MONEY

IDEA 9

Investing in creativity across all parts of the

UK to build a more balanced economy



We need a bold solution - a solution that seeks

to eradicate socio-economic divides.
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I D EA  9

We need to open up access to finance and spread

wealth more evenly. We support the call by the Business

Action Council for a full development bank agency,

following the lead of other fast-growing economies

around the world. 

Such an agency should take a strategic and long-term

approach to national investment, working hand-in-hand

with a range of intermediaries, including the devolved

administrations, Local Enterprise Partnerships, the

higher and further education sector and specialist

investment bodies to ensure that money and support

reaches those currently locked out of the market. This

must sit alongside ambitious public investment in culture

and the arts, reaching all parts of the UK.

THE MONEY

OPENING DOORS

& DIVERSIFYING

ACCESS TO

FINANCE



"WE NEED TO MAKE SURE WE DON'T
LOSE ALL THE GAINS WE'VE MADE IN

TERMS OF DIVERSITY AND INCLUSION."
- CREATIVE INDUSTRIES FEDERATION MEMBER



50

INVESTING

FOR THE

LONG TERM

THE  MONEY

IDEA 10 

Growing our creative industries for a future

economic and social return



This fund should look to incentivise social,

green and philanthropic investment to

maximise returns beyond money alone.
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I D EA  1 0

The well-known and understood realities of the

creative sector mean that any large-scale

investment plan needs to be built on a platform of

long-term patient capital and, given the size of

many creative businesses and the innovative nature

of the services and products they generate, a

platform of portfolio investment rather than a

picking-winners approach. 

To enable creative entrepreneurs and established

businesses to reboot the economy quickly, a

dedicated long-term capital fund should be

established - and soon. 

THE MONEY

A PATIENT

CAPITAL FUND 

IN IT FOR THE 

LONG HAUL



"WE NEED TO INVEST SO YOUNGER

GENERATIONS KNOW THEY CAN

DREAM TO HAVE THESE JOBS AND

MAKE IT IN THIS SECTOR."
- CREATIVE INDUSTRIES FEDERATION MEMBER
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CONNECTING

CREATORS

WITH

INVESTORS

THE  P EOP L E

IDEA 11 

Enabling investment in people and ideas as our

country's greatest natural resource



We need to strengthen and stabilise the

relationship between the creative sector and

the investment community.

54

I D EA  1 1

The continuing perception amongst many investors

is that it is inherently risky – that it’s a ‘hits

business’ full of unquantifiable risks – “you may

make a killing but you’ll never make a living” as the

old joke has it. Present uncertainties will only

contribute to the sense that the creative

industries are too risky to attract investment in

the immediate future. 

But it’s also been one of the most consistently

successful growth sectors of the UK economy and

one of the quickest to revive after the 2008 crash.

We need to strengthen and stabilise the

relationship between the creative sector and the

investment community, beginning with proactively

facilitating these connections.

THE MONEY

CHANGING

PERSPECTIVES 

ON RISK AND

RETURN



"IF COVID HAS TAUGHT US ANYTHING,
IT'S THE IMPORTANCE OF BEING ABLE

TO EXPRESS WHAT IT IS TO BE HUMAN."
- CREATIVE INDUSTRIES FEDERATION MEMBER
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MENTORING

AND

SUPPORT

THE  P EOP L E

IDEA 12 

Inspiring and enabling creatives to access

opportunities and fulfill their potential



The era of cross-generational knowledge

sharing.
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I D EA  1 2

Investment should be complemented by a more

systematic and tailored approach to mentoring and

support, leveraging the resources and capacity of

bigger companies - both within and beyond the

creative sector - to provide B2B insights and

advice. 

There is also huge appetite across the creative

community to provide person-to-person mentoring,

including ‘reverse mentoring’ to allow older and

more experienced workers to benefit from the

insights of younger colleagues who may bring a

fresh diversity of perspectives.

THE MONEY

PASSING THE

BATON TO THE

NEXT GENERATION

OF CREATIVES



"WE NEED MENTORS TO WORK WITH

THE NEXT GENERATION AND MENTOR

THEM TO DEAL WITH NEW

CHALLENGES WE FACE."
- CREATIVE INDUSTRIES FEDERATION MEMBER



AND THIS 

IS JUST 

THE BEGINNING. 

CREA T I V E  COA L I T I ON

To realise these ideas and our vision for the future,

we need to come together like never before. We

need to work collectively, in partnership with one

another, in all parts of the UK. To turn these ideas

into reality, our coalition must be formed from our

own industry, the broader economy, educational

institutions, and local and national government. Our

Creative Coalition can lead the way.

CHANGE CAN HAPPEN, AND IT MUST START NOW.



THANK YOU. 
CREATIVE INDUSTRIES FEDERATION

22 ENDELL ST, 

LONDON WC2H 9AD

COMMS@CREATIVEINDUSTRIESFEDERATION.COM


