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1. Introduction 

TBR was commissioned to conduct this research in May 2011.  The study covered a period of three 

months, reporting in August 2011. The research is part of a broader project being undertaken by the 

Institute for Creative Industries at Edinburgh Napier University entitled Creative Growth. 

The Creative Growth project is an EU-funded Interreg IVC project between eleven partner organisations 

in Europe which aims to increase European competitiveness and accelerate regional economic growth, 
through contributing to the development of the creative sector as a new business sector and as a key 

driver of the emerging knowledge economy1. The objectives are: 

• Improved and more effective policies on a regional and local level through evidence-based policy-

making. 

• Enhanced business support services and solutions for the creative industries. 

• Increased knowledge on how creativity can be a catalyst for regional competitiveness. 

The activities of the project so far include: 

• A transnational mapping exercise to determine the size and shape of the creative industries in 

the partner regions/nations. 

• The identification of good practice in the area of access to finance, of incubator solutions, of 

collaboration with science/education institutions and of business networks for creative companies 

across Europe. 

• A number of expert conferences on specific themes within the cultural and creative industries. 

This report focuses on the provision of detailed statistics that will be used to help inform policy decisions 

and ultimately boost the local and regional creative economy in Edinburgh and the Lothians.  As such, the 

outputs of this study will be highly useful to Edinburgh Napier University as well as a wider audience of 
stakeholders and partners such as Creative Edinburgh and Edinburgh City Council. 

1.1 Aims and Objectives  

The primary aim of this research is: 

To address the critical need for precise information on the cultural and creative sector in Edinburgh and 
the Lothians as a basis for sound political and institutional decision-making on future support schemes. 

In order to achieve this aim the project had the following objectives: 

1) Determine the actual size and shape of the sector based on key economic data (e.g. in terms of 
number of companies; number of employed; distribution of companies/employed people by 

sector; annual turnover; growth perspectives; etc). 

2) Identify key modes of business operations (e.g. cross-sectoral activities, share of collaborative 
project-based work, etc. 

3) Obtain information on the client base (geographical spread, nature of client base). 

4) Detect skills needs and barriers for business development and business growth. 

5) Determine demand-led support schemes, tailored to the specific framework conditions in the City 
of Edinburgh and the Lothians. 

                                                
1 Edinburgh Napier University 2011: Creative Growth Regional Mapping – Call for Tenders 
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1.2 Methodology 

The project included a combination of desk research, data analysis and consultation with industry.  The 

key methodological steps for the project were as follows: 

1) Undertake a desk-based review of existing data and literature to fully understand the creative 
and cultural sector within Edinburgh and the Lothians:  

2) Create a definition of activity which accurately captures and reflects the sector. Using this 
definition, produce a set of detailed statistics, which show the scope of the creative and cultural 

industries in Edinburgh, the Lothians and Scotland. 

3) Conduct an online survey of creative and cultural firms/organisations to understand research 

areas such as freelancing, collaborative working, client bases, etc. 

4) Conduct two research focus groups to explore in depth a small number of key issues for the 
creative and cultural sector in Edinburgh. 

a. A research session with members of the creative and cultural business base identified 
through Edinburgh Napier’s associate networks and other ‘cold’ contacts (i.e. those who 

have not previously engaged in research).  

b. A workshop with key strategic stakeholders to review evidence created through the short 
survey as well as the statistics on the sector, in order to generate and prioritise 

recommendations and identify demand-led support options.  

5) Creation of a concise report that pulls together all the evidence created during the course of the 

research.  

TBR would like to thank all those individuals who gave their time and effort to contribute to this research. 
A summary of the profile of the 129 respondents who took part in the online survey can be found in the 

appendix at the end of this report as well as the names of those who participated in the focus group 
sessions. Thirteen people attended each of the two focus group sessions; nine businesses were present 

at the first focus group, whilst the second session was attended by eight key sector stakeholders. 

1.3 Challenges and solutions  

There are many traits of publicly available data that make mapping intricately defined sectors such as the 

creative industries a challenge. These include:  

• Defining and analysing sectors utilising data that is restrained by 4 digit SIC codes. 

• Generating and analysing consistent trend data at a local level.  

• Negotiating high levels of suppression in public data sources. 

• Capturing data on ‘non-employing’ entities. 

Data analysis for this project was made possible through the use of TBR’s own longitudinal dataset 

Trends Central Resource (TCR), part of the TBR Observatory2. TCR contains records on nearly 3.5 million 
live firms in the UK and therefore enables the identification of businesses at the firm level. In addition, for 

the purposes of this project, TCR has been weighted to the BIS SME Statistics3 in order to provide an 

estimate of the ‘non-employing’ element (businesses that consist only of the owner(s) and do not employ 
staff), which make up an important part of the creative industries.  This approach has never been 

                                                
2 http://www.tbr.co.uk/pages/tbr-observatory.php 

3 SME Statistics are published annually by BIS and produce estimates on the total size of non-VAT registered enterprises in the UK 
and therefore the total size of the UK business base. They can be found at http://stats.berr.gov.uk/ed/sme/ 
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The key messages of all these strands of the research have been synthesised and distilled, then 
presented in this report. Findings from an early draft of this report were presented at a workshop session 

with key stakeholders; this session also included a discussion of the strategic implications of this 

research. 

1.4 Structure of the document 

The remainder of this document is structured as follows: 

Context: This section explains the context within which this research is situated. A review of existing 

data and literature was carried out to help fully understand the creative industries across Europe, within 
Scotland, and in Edinburgh and the Lothians specifically.  

Economic profile: This section of the report presents quantitative analysis of the size and shape of the 

creative industries in Edinburgh and the Lothians. It provides information on the number of firms and 
employees within the sector, as well as the financial contribution that the sector makes to the regional 

economy. 

Modes of operation: This part of the report explores the modes of working undertaken by creative 

industries firms in Edinburgh, with particular consideration given to the nature of collaborative working, 

key markets and also supply chain issues. 

Barriers to the performance, development and growth of the sector: This section discusses 

barriers to growth faced by the creative industries in Edinburgh and the Lothians. It also reflects on what 
can be done to help business development and enhance the sustainability of businesses in the sector. 

Opportunities to support the sector: This concluding section pulls together the key messages from 

the previous sections and focuses upon highlighting opportunities to support growth and enhance the 
sustainability of the creative industries in Edinburgh and the Lothians. 
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2. Context 

This section provides the context and foundation for the research. Investigations start at a European 

level, then explore policy from a national perspective before discussing local policy issues.  

2.1 European 

The focus upon creative industries across Europe is driven not only by the benefits of cultural diversity 

but also by economic benefits that can be generated by a thriving creative sector. Recent studies have 
shown that the creative industries include highly innovative companies with a significant economic 

potential and that the creative industries are substantially contributing to European growth and 

employment5.   
 

The creativity and diversity of creative industries, and the people involved in them, offer huge potential 
for new growth and jobs through innovation, especially for SMEs. Creative industries are seen as one of 

Europe’s most dynamic sectors, contributing around 2.6% to the EU GDP, with a high growth potential, 

and providing high quality jobs to around five million people across the EU6. It is felt that by unlocking 
the potential of the creative industries, economic growth can be fostered. In order to do so, there are a 

number of challenges identified by the European Commission which need to be overcome7, including: 

• Creating the right environment by increasing the capacity for the population to experiment, 

innovate and succeed as entrepreneurs, with additional easier access to funding and the right 

mix of skills. 

• Helping creative and cultural industries develop in their local and regional environment and 

therefore creating the conditions for a stronger global presence, including through increased 

exchange and mobility. 

• Moving towards a creative economy by utilising the spillover effects of creative and cultural 

industries in the economy and society. 

Innovation and creativity are at the heart of European strategy for 20208.  In 2011 the European 

Commission stated its wish to establish a European Creative Industries Alliance to develop new forms of 
support for the creative industries, helping to promote the wider use of creativity and innovation by other 

sectors. Further assistance, outlined in the Amsterdam Declaration (2010)9 is seen to be provided 

through: 
 

• Promotion of greater understanding of the required ‘framework conditions’ within which creative 

industries can flourish. 

• Raising the awareness of investors with regard to the potential economic value of creative 

industries. 

• Calling for more investment into research and skills for creative industries. 

 
Beyond their contribution to cultural diversity and social cohesion, creative industries represent great 

economic potential. In order to take full advantage of this potential there is a need to combine arts and 

creativity with entrepreneurship and innovation. The creative industries are not only a source of 
inspiration but represent an asset that can be turned into competitive advantage and assist in the 

                                                
5 A European Agenda for Culture in a globalizing world (Commission of the European Communities, 2007) 
6 Green Paper – Unlocking the potential of cultural and creative industries (European Commission, 2010) 
7 Green Paper – Unlocking the potential of cultural and creative industries (European Commission, 2010) 
8 Europe 2020 Flagship Initiative – Innovation Union (European Commission, 2011) 
9 Amsterdam Declaration – (Member States and the European Commission 2010) 
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creation of new and better jobs in Europe10. As such, the creative industries and the creativity that they 
generate are essential for Europe’s economy and competitiveness.    

 

2.2 Scotland 

The contribution of the creative industries to the economy in Scotland is significant11 and it is felt that 

Scotland’s creative industries contain comparative advantages, which can be built upon to increase 
economic growth. In particular the Scottish Government sees that the creative industries possess “high 

growth potential and the capacity to boost productivity, through enhanced support across strategic 
priorities, including the regulatory and fiscal environment”12. 

 

The Scottish Government’s desire to see the creative industries succeed is demonstrated by the 
establishment of Creative Scotland, the new national development body for the arts, screen and creative 

industries that was launched in July 2010. This body brings together key public sector organisations 
involved in providing support to the creative industries through the Scottish Creative Industries 

Partnership13. This partnership of organisations, chaired by Creative Scotland, is central to the co-

ordinated approach which the Scottish Government is taking to develop the creative industries. 
 

The Scottish Government’s strategy for the Creative Industries (launched in 2011) established priorities 
and goals for the sector. These include:  

 

• Improvement of Scotland’s competitive position at UK and international levels.  

• Building the scale of businesses, business activity, skills and investment.  

• Attraction of business activity, businesses, skills and investment to Scotland.  

• Development of creative leadership and the talent base in Scotland. 

 
The goals that have been identified for the sector by the strategy include: 

 
• Increasing the annual GVA of the sector. 

• Increasing employment within the sector. 

Creative industries in Scotland are noted to provide highly paid, high quality jobs, which complement 

existing areas of strength such as engineering, science and emerging industries including life sciences 
and renewable energy. In supporting the creative industries, the public sector can prioritise resources 

and assist in helping the Government's purpose of “creating a more successful country, with opportunities 

for all of Scotland to flourish, through increasing sustainable economic growth”14. 
 

2.3 Edinburgh 

Edinburgh and the Lothians is an important location for creative industries employment. The City of 

Edinburgh Council observed that in 2008-09 the creative industries sector generated approximately 

10,900 jobs in Edinburgh (excluding the Lothians) and 20% of creative industries employment in 
Scotland (not including the self employed). A study that informed the regional economic strategy notes 

that Edinburgh and the Lothians accounts for a larger share of Scotland’s creative employment (25%) 

                                                
10 Amsterdam Declaration – (Member States and the European Commission 2010) 
11 Scottish Government Creative Industries Website: http://www.scotland.gov.uk/Topics/ArtsCultureSport/arts/creative-industries 
12 Scottish Government Creative Industries Website: http://www.scotland.gov.uk/Topics/ArtsCultureSport/arts/creative-industries 
13 Growth, Talent, Ambition – the Government’s Strategy for the Creative Industries (The Scottish Government, March 2011) 
14 Scotland 's Creative Industries Partnership Report (2011): 
 http://www.scotland.gov.uk/Topics/ArtsCultureSport/arts/CulturalPolicy/creative-scotland/partnership-report 
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than any other region15. The regional strategy also recognised that creative industries are a key growth 
sector but also that the city’s cultural infrastructure, competitiveness and attraction of talent are 

important assets that can drive the sector forward. This is supported by The City of Edinburgh Council 

which identifies the city’s cultural assets, the large domestic market for creative products and the 
academic strengths of the local higher education institutions as being important for the sector16. 
 
Delivering Our Potential (the regional strategy for Edinburgh and the Lothians) differs slightly from the 

national strategy (which has more focus upon digital industries and technology) and focuses more upon 
cultural assets. Despite this, Edinburgh and the Lothians has a large share of creative employment 

generally, but is particularly strong in Advertising and PR, Film, TV/Radio, Other Multimedia, Publishing, 

Computing and Cultural Industries17. Within these sectors, there are multinational companies with 
Edinburgh HQs (e.g. RMJM , Rockstar North and MediaCom). However, the majority of firms are SMEs, 

micro businesses and freelancers that are concentrated in Edinburgh and West Lothian.  
 

The creative industries are clearly important for Edinburgh and the Lothians, with the sector seen as key 

to economic growth, driving competitiveness and attracting talent.  Despite this, the City of Edinburgh 
Council has identified a number of weaknesses and challenges for the creative industries in Edinburgh, 

these include18:  
 

• Difficulties with retention, protection and exploitation of intellectual property. 

• Funding difficulties. 

• An uncompetitive tax regime. 

• Skills gaps. 

• Limited adoption of super-fast broadband relative to other countries. 

 
In order to create a strategy that addresses these weaknesses and challenges and moves forward, the 

Council is currently working towards an ambitious Economic Strategy for 2012-201719. The Edinburgh 

City Region Economic Review has recently been published with a consultation period during September 
2011.  This consultation document will be used to guide the production of the new Economic Strategy. 

Through this consultation, the outputs are expected to support the growth potential for the creative 
industries, as a sector which is supported by the local education system and research base20. 

 

The main supporting mechanisms for the creative and cultural industries in Edinburgh draw on three 
strands21:  

 
• Creative Edinburgh Limited, a membership organisation providing a channel for communication 

and networking. 

• Collaborations with the Cultural Enterprise Office to help creative entrepreneurs develop their 

management skills. 

• Marketing Edinburgh and other agencies which help to attract inward investment into the 

creative business sector. 

                                                
15 Creative Industries Baseline: Edinburgh and the Lothians (EKOS Ltd., January 2004) 
16 Matching Sector Strengths with Local and Global Opportunities: Creative Industries in Edinburgh (Edinburgh Council, March 2011) 
17 Creative Industries Baseline: Edinburgh and the Lothians (EKOS Ltd., January 2004) 
18 Matching Sector Strengths with Local and Global Opportunities: Creative Industries in Edinburgh (Edinburgh Council, March 2011) 
19 Edinburgh City Region Economic Review Consultation (Edinburgh Council, June 2011) 
20 Edinburgh City Region Economic Review Consultation (Edinburgh Council, June 2011) 
21 Edinburgh City Region Economic Review Consultation (Edinburgh Council, June 2011) 
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• Cultural Heritage 6.1% compared to Scotland’s 8.3%: 

The firm base figure for Cultural Heritage is perhaps somewhat surprising given the strong tourist 
economy connected to Cultural Heritage assets in the city of Edinburgh. However, despite its low 

proportion of firms compared to the national average, it employs a significant number of people (2,280). 

This suggests that Edinburgh and the Lothians has a relatively small population of large Cultural Heritage 
organisations.  This suggestion is further reinforced by the fact that the sector employs 11.5% of the 

workforce in Edinburgh and the Lothians compared to 9.0% in Scotland (Figure 2). Cultural Heritage is 
slightly anomalous compared to the other creative industries subsectors as many organisations in this 

subsector operate on a not-for-profit basis and many Cultural Heritage organisations receive a significant 
proportion of their income from the public sector. Because Edinburgh and the Lothians has strengths in 

commercial creative activities (e.g. Software, Design etc), Cultural Heritage organisations account for a 

smaller proportion of creative firms in the region. 

• Crafts; 2.7% compared to Scotland’s 3.9%: 

The sector with the least employment in the creative industries across Edinburgh and the Lothians is 

Crafts (330 people in 100 firms), demonstrating a high occurrence of independent practitioners. The 
sector contributes little to the employment within the creative industries in Edinburgh and the Lothians 

(1.7%) compared to the Scotland average (3.4% - Figure 2). 

• Architecture firms 14.6% compared to  Scotland’s 16.4%: 

Architecture has a smaller proportion of employment compared to the national average (17.3% 
compared to 20.4% nationally - Figure 2). Despite this, firms within the sector employ a significant 

amount of people (3,430). 

Figure 2: Employment in Edinburgh and the Lothians and Scotland by sector (2010) 
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As might be expected, non-employing firms only account for 15% of creative sector employment in 
Edinburgh. This varies by sector with sole traders and partnerships and other non-employing firms 

accounting for greater proportions of employment in Music (35%), Performing Arts (36%) and Visual Arts 

sectors (28%). Conversely, Publishing, Cultural Heritage and Advertising and PR (all 6-7%) have the 
lowest proportions of employment occurring within such entities. 

It should be noted that any employment issues experienced by these non-employing firms will not be 
related to an employer per se, but to the running of their own business. Furthermore, the growth 
aspirations of non-employing firms are likely to differ from employing firms. This needs to be taken into 
account by organisations seeking to support the sustainability and future development of the sector. 

3.2 Change in the profile 

Across Scotland, the creative industries have seen an increase of 8.5% in the number of firms between 
2005-2010; this contrasts with an increase of 1.5% in Edinburgh and the Lothians (a 0.3% rise in 

Edinburgh and 5.1% in the Lothians). Despite the increase in the number of firms, there have been 
declines in employment within the creative industries in Scotland, which is mirrored in Edinburgh and the 

Lothians. Employment in the creative industries across Scotland has dropped by -3.9% compared to -

1.3% in the City of Edinburgh and –4.3% in the Lothians.  
 

The declines suggest that across the period a number of larger firms have ceased to operate or have 
been forced to downsize their operation, resulting in a proliferation of micro businesses, perhaps due to 

people leaving firms and setting up as sole traders.   

 
This shows that despite an overall increase in firms since 2005, there have been decreases in some of 

the key sectors identified as important to the creative industries, in terms of employment and firms 
(Table 4 and Table 5): 

 
• Software has seen a decrease in firms (-18.5%) and employment (- 8.6%) at a greater rate than 

the national average.  

• Advertising and PR has seen decreases in firm numbers (-15.5%) at a greater rate than the 

national average but decreases in employment (-11.7%) have been less pronounced than the 

national average.  

• Design has also decreased in firms (-24.9%) and employment (- 35.6%) at a greater rate than 

the national average.  

• Publishing has seen a decline in numbers of firms (-11.3%). However, employment in Publishing 

has remained relatively steady (rise of 0.1%), which would suggest that the market has become 
harder for sole traders since 2005. 

The only subsectors that have seen growth in the creative industries are: Music, Visual Arts, Architecture, 

Cultural Heritage and Performing Arts (Table 4). Of these sectors, a few have seen growth stronger than 
the national average: 

 
• Cultural Heritage has seen firm numbers increase by 25.8% compared with Scotland’s 15.9% and 

employment rise by 17.2% compared to 6.3% in the whole of Scotland. 

• Music has seen firm numbers increase by 31.3% compared with Scotland’s 25.7% and 

employment rise by 18.4% compared to 7.6% in the whole of Scotland. 

 

However, the other sectors show different traits. Architecture has seen firm numbers increase more 

slowly (18.4% compared with Scotland’s 23.3%) but employment has risen by 10% compared to 2.1% in 
the whole of Scotland. Performing Arts has seen both employment (2.4%) and firms (16%) increase 
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3.3 The value of the sector 

This section presents data on the value generated by the creative industries in Edinburgh and the 

Lothians. Two primary measures are used – turnover and gross value added (GVA) 23. Although both of 

these measures are useful in quantifying the value of the activities undertaken by firms within the sector, 
the insight they provide is only partial. This is because some of the benefits of a thriving creative 

industries are not economic (for example they may be social, regenerative or educational benefits). 
Furthermore, some organisations within the creative industries (e.g. many Cultural Heritage 

organisations) are heavily subsidised by public funding or are run on a not-for-profit basis.  

Businesses in Edinburgh and the Lothians contribute £803 million in GVA to the Scottish creative 

industries (which has a total GVA of £3,488 million). Creative businesses in Edinburgh contribute £650.7 

million and those in the Lothians contribute £158.6 million. Two sectors in particular contribute a 
particularly significant amount of GVA in Edinburgh and the Lothians: Architecture (£179.9 million) and 

Software (£188.3million). These sectors contribute approximately double the amount of GVA compared to 
the third most significant sector, Advertising and PR (£95.4 million). 

At 23.3% of all GVA, Software contributes a larger proportion of total GVA in Edinburgh and the Lothians 

than the subsector does in Scotland’s creative industries economy as a whole (17%) (see Figure 4 
below). However, Architecture contributes a smaller proportion of GVA in Edinburgh and the Lothians 

(22.2% compared to 25.9%); showing that whilst Architecture is a major element of the local creative 
economy it does not add as much value in Edinburgh and the Lothians when compared to the national 

average. 

Looking at the distribution of GVA (Figure 4 below), Edinburgh and the Lothians has three other sectors 
that contribute more added value to the local creative economy than is seen in the Scottish creative 

economy overall: 

• Advertising and PR contributes 11.8% of creative industries GVA in Edinburgh and the Lothians, 

but only 9.2% nationally.  

• Cultural Heritage contributes 4.6% locally and 3% nationally. 

• Visual Arts contributes 8.8% to the local economy and 6.1% nationally. 

The other sectors (Crafts, Design, Film, Video, TV and Radio and Publishing) all contribute a greater 
proportion of GVA at the Scotland level. 

 

 

 

 

 

 

 

 

 

                                                
23 Turnover is provided from company records within the TCR database. GVA contributed by an individual firm by summing 
remuneration, profit and depreciation (depreciation will usually be negative).  
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• Performing Arts (31%) 

• Television and Radio (31%) 

• Music (29%) 

It is interesting that, in general, firms have a dispersed pool of clients to sell to, but that on the whole 
clients tend to also be based in the creative industries.  This demonstrates the interlocking nature of the 

creative industries in terms of the purchase and delivery of products and services.  An interesting 
question to consider is whether reliance on an ‘internal’ market is a potential weakness as the fortunes of 

the sector are so interdependent.     

Many of the Edinburgh and the Lothians creative industries firms surveyed have clients within the Film 
and Video and Television and Radio sectors, highlighting the dependence of these sectors on the rest of 

the creative industries for content creation and supporting services. There is also strong interdependence 
between these two sectors, with 40% of Television and Radio firms and 50% of Film and Video firms 

supplying to clients in the other sector.  

Certain sectors are much more likely to use suppliers that work as freelancers than other sectors. For 
example, only 5% of creative industries freelancers supply services to the Arts and Antique sector (where 

people are more likely to work as a paid employee or business owner) and 7.5% in the Software and 
Crafts sectors. However: 

• 40% of creative freelancers have clients in the Film and Video sector 

• 35% of creative freelancers have clients in the Visual Arts sector 

• 35% of creative freelancers have clients in the Music sector 

• 32.5% of creative freelancers have clients in the Television and Radio sector 

The majority of creative industries firms based in Edinburgh and the Lothians have clients who are based 
in Edinburgh (74%) as well as in the rest of the Lothians region (51%). Interestingly, firms are more 

likely to work for clients who are based in the rest of Scotland (69%) or the rest of the UK (68%) than in 

the Lothians (51%), reflecting the relatively small size of the regional market (once the City of Edinburgh 
is excluded). This evidence shows that the City of Edinburgh is undoubtedly the driving force of creative 

industries in Edinburgh and the Lothians, a fact underscored by the key businesses present at the 
research workshop.  

A significant proportion of firms are involved in selling to clients in international markets, with over a third 

of Edinburgh and the Lothians creative firms supplying to Europe (36%) and almost a fifth of firms 
supplying to clients based outside Europe (18%). Creative businesses represented at the research 

workshop felt that there is significant scope to expand the reach of Scottish firms into these international 
markets in the years to come. The sectors that are least reliant upon the local markets of Edinburgh and 

the Lothians for customers are Television and Radio and Film and Video; these sectors have a greater 

proportion of their client base outside the UK. 

Freelancers are far more likely to work for clients based in Edinburgh, rather than outside the UK. Only 1 

in 8 creative industries freelancers (12.5%) work for clients based outside Europe whilst 70% of creative 
industries freelancers work for clients based in the City of Edinburgh.  Survey respondents who are paid 

employees of a creative business were far more likely to work for clients based outside Europe (30% of 
clients based outside Europe).  Whilst it could be inferred that the infrastructure of businesses may make 

it easier to deliver work for international clients and that freelancers develop their practice around their 

home location, the technology available to support working on a worldwide basis should mean that it is 
not an unrealistic prospect to deliver a contract for an international client. 
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happen with organisations located further away, and that locality wouldn’t be a factor in the decision to 
collaborate or not with these organisations.   

Another benefit of collaboration to the region’s creative industries is that working collaboratively can help 

new and emerging companies be prepared for the rigours of operating in the broader marketplace, as 
they work with more established firms.  

Workshop attendees identified a lack of work in the market place as an important barrier to working 
collaboratively. When there are few opportunities to supply the market, firms often feel under pressure to 

try and secure an entire project for themselves, whereas they may have submitted a joint bid in a strong 
market. They also identified the fear of failure as a barrier to collaboration. For example, not 

collaborating with another firm to launch a new product or service because of the worry that 

diversification might not be successful. 

Other individuals present at the research workshop believed that a more entrepreneurial attitude towards 

collaboration is required; instead of competing fiercely for limited opportunities in a small market place, 
they suggested that firms need to realise that if they collaborate to offer complementary skill sets within 

the global marketplace they each enjoy ‘larger slices of bigger pies’, i.e. expand the marketplace in which 

they operate and the scale of business opportunities open to them. 

4.4 Key Messages 

• The City of Edinburgh is undoubtedly the driving force of creative industries in Edinburgh and the 

Lothians.  

• Firms in Architecture, Music and Publishing generate all (or nearly all) of their revenue from their 

core activities, indicating that they do not have a diversity of revenue streams. In contrast, 

Cultural Heritage organisations tend to only raise an average 39.1% of their revenue from 

Cultural Heritage related activities.   

• Although firms have a dispersed pool of clients to sell to, their clients tend to also be based in the 

creative industries.  This demonstrates the interlocking nature of the creative industries in terms 

of the purchase and delivery of products and services. 

• A significant proportion of firms are involved in selling to clients in international markets, with 

over a third of Edinburgh and the Lothians creative firms supplying to Europe (36%) and almost 

a fifth of firms supplying to clients based outside Europe (18%). 

• The vast majority of creative firms based in Edinburgh and the Lothians work collaboratively in 

some form, with only 14% of firms reporting that they always work independently. 

• Although many creative firms collaborate with other creative firms based locally, it is felt that the 

most valuable, and often most ‘business-critical’ collaborations, occur with firms based further 

away, as geographical convenience is not the major reason for the collaboration. 

• There is a need for a more entrepreneurial attitude towards collaboration; instead of competing 

fiercely for limited opportunities in a small marketplace, firms need to realise that if they 

collaborate to offer complementary skill sets within the global marketplace they can increase the 
number of market opportunities open to themselves. The lack of opportunities in the marketplace 

is seen as a key barrier to collaborative working. 
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commercial parts of the sector contribute. At present, it was felt, the creative industries are lacking a 
clear and coherent vision which they can unite behind. 

Creative firms represented at the research workshop were divided about the role that Edinburgh’s 

festivals can play in the life of the city’s creative industries. The Fringe Festival, in particular, was thought 
by some to be a significant drain on resources, believing that its losses are offset by funds that could 

have been directed towards supporting local firms. 

5.2 Barriers to growth 

Difficulties experienced in winning new contracts with existing and new clients are seen as key barriers to 
growth (see Table 11). Unsurprisingly, a lack of success winning new contracts with new clients is a 

particularly big issue for new firms who are yet to establish a solid customer base whilst more established 

firms report difficulties in winning work in general due to a subdued marketplace. Business owners are 
particularly concerned about difficulties in winning work (especially amongst owners of new firms) whilst 

paid employees in the sector see the need to build reputations and track records as a barrier to growth, 
perhaps because of the time and resources involved in doing so. 

Many survey respondents (31%) believe that a lack of access to industry-specific business support (from 

an agency that understands the nature of their creative business) is a major barrier to growth for 
established firms in Edinburgh and the Lothians’ creative industries. New entrants to the creative 

industries would benefit from access to funding sources to support their growth in the early years, 
according to a number of respondents who answered ‘other’ to questions on barriers to growth. 

Procurement is a big hurdle for firms across the sector. Creative business owners present at the research 

workshop felt that many procurement professionals do not know how to interact with the creative 
industries. An example was offered of a public sector procurement officer inviting 40 design agencies to 

bid to create a new logo. Creative firms, especially those serving the public sector, can spend too much 
time and effort on non-revenue generating work due to the bureaucracy involved in responding to 

procurement opportunities; this is a particular challenge for small firms. 

Workshop attendees stated that there are some excellent businesses and highly skilled individuals 

working in the creative industries in Edinburgh but this message is not getting through to potential 

clients. In order for the creative industries to be able to expand successfully, attract new talent and 
access new markets the profile of the sector needs to be raised. Local creative firms feel that they are 

unable to compete with large firms in the sector who are based elsewhere in the UK, and particularly in 
London, due to more positive perceptions about the creative industries in those areas. This market 

dynamic limits the expansion of the sector in Edinburgh and the Lothians because of other potential 

clients’ perceptions of the quality of services offered by creative firms based in the region. 

5.3 Skills needs 

Very few survey respondents (9%) cite finding skilled workers as a barrier to starting a new business 
within Edinburgh and the Lothians. A higher proportion of respondents (21%) felt this was an issue when 

growing an established business. 

Table 12 shows which skills need to be developed by creative firms in Edinburgh. On a ranking scale of 1-
4 (with 4 representing a particularly significant need for improvement in a given skill) no single skill 

recorded an average of above 3, indicating that across the creative industries in Edinburgh and the 
Lothians skills shortages are not particularly severe, although there is scope for improvement and 

refinement. In some sectors skills needs are more pronounced. For example, Television and Radio firms 
record an average rating of 3.7 for the need to be able to develop content on multiple platforms, 

Software and Cultural Heritage firms need to better understand intellectual property rights, and 

leadership and management skills (rating of 4.0) and Crafts firms need improved technical or digital skills 
(rating of 3.5).  
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6.1 Development opportunities arising from the research 

In summary the key development opportunities arising from the research include: 

• Ensuring that Edinburgh and the Lothians’ creative industries have the leadership they need to 

make certain that the sector is able to unite around a coherent vision and common goal. 

• Raising the profile of the region’s creative industries and enhancing external perceptions of the 

quality of Edinburgh’s creative firms. 

• Simplifying procurement procedures to make it easier for creative SMEs to win contracts without 

having to expend very significant resources or encounter too much bureaucracy. 

• Although skills issues don’t appear to be a major barrier to the growth of the sector, many 

workers in the creative industries feel that there is a shortage of business skills amongst creative 
firms, which could be restricting the growth of the sector. Providing business support to 

companies, which is tailored to firms in the creative industries, should help to overcome this 
problem. 

• Working collaboratively brings many benefits to the sector in Edinburgh. Extending collaboration 

between firms in the sector and also with firms located outside of the region will help to open up 

new market opportunities. 
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Table 17: Focus group session with key stakeholders - attendees 

Name Organisation

Iyke Ikegwuonu Edinburgh City Counci

June Edgar Creative Edinburgh

Ginnie Atkinson Creative Edinburgh

Helena Ward Creative Scotland

Carol Sinclair Cultural Enterprise Office

Jim Henderson West Lothian Counci

Jane Crawford Midlothian Counci

Linda Mcpherson Scottish Enterprise

Duncan Cobbett  TBR

Fiona Dodd TBR

Stephanie Koenen Edinburgh Napier University

Graham Weir Edinburgh Napier University

Robin Macpherson Edinburgh Napier University

 

Table 18: Research workshop with creative businesses - attendees 

Name Organisation

Tony Bibby Tangible UK Ltd

Ben Rainger Keppie Design

Ian Wright Family Comms

Jan-Bert Van den Berg Artlink

Iain Morrison Fruitmarket Gallery

Neil Ross REL Records

Linda Crooks Traverse

Ken Dixon New Haven Communications

Veronica Ferguson Heedi Design

Duncan Cobbett  TBR

Fiona Dodd TBR

Stephanie Koenen Edinburgh Napier University

Graham Weir Edinburgh Napier University

 




