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What is the Creative Economy?

+ Creative Economy is an evolving concept which builds on the interplay
between human creativity and ideas and intellectual property,
knowledge and technology.

+ Essentially it is the knowledge-based economic activities upon which
the ‘creative industries’ are based.

The creative industries The creative economy

Creativity as an Autonomous Economic Concept

» The Creative Economy, sometimes called the “orange economy”
, iIs a broader concept, which includes interactions with
consumers and Associations.

« |[n some countries, such as Australia and the

United Kingdom, the term “creative industries” refers to a
much smaller subset of Howkins’ domain: arts and culture.

» The definition adopted by the World Intellectual Property
Organization (WIPO) reflects its institutional terms of reference,

highlighting the importance of the copyright @e



_oo_

The United Nations Conference on Trade and Development
(UNCTAD) and the United Nations Development Programme (UNDP)
summarize the definition of the “Creative Economy” as follows:

(a) The Creative Economy is an evolving concept based on creative assets potentially
generating economic growth and development;

(b)It can foster income generation, job creation and export earnings while promoting
social inclusion, cultural diversity, and human development;

(c)It embraces economic, cultural and social aspects interacting with technology,
intellectual property and tourism objectives;

(d) Itis a set of knowledge-based economic activities with a development dimension and
crosscutting linkages at macro and micro levels to the overall economy; and

(e)lt is a feasible development option calling for innovative multidisciplinary policy
responses and inter-ministerial action.

The United Nations Conference on Trade and Development
(UNCTAD) and the United Nations Development Programme (UNDP)
summarize the definition of the “Creative Economy”

*The creative economy is one of the world’s most rapidly growing sectors, co
ntributing 5-10% of the global GDP.

*At its heart, cultural and creative industries operate at the intersection of art, cu
lIture, and technology. These industries generate formally over 2.3 trillio
n dollars annually and provide over 6-8% of all jobs worldwide. They also em

ploy more people aged 15-29 than any other sector.
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» The 3r"World Conference on Creative Economy (WCCE), 5-7 October 2022

« WCCE 2022 in Bali, as an Indonesia G20 side event, serves as a platform
for discussions and showcases of CE concrete contributions to global
recovery and resilience against future challenges.

Director General Mr. Daren Tang, World Intellectual Property Organization
(WIPO)

-Even before the pandemic, the sector is already among the fastest growing
economies, contributing around (5) % of global GDP. So, now it's the time to
kick-start to build the momentum and to build a new chapter in the sector’s growth.
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Director General Mr. Daren Tang, World Intellectual Property Organization
(WIPO)

-As an UN agency for innovation and creativity, WIPO is passionate about
supporting the creative industries and ensuring that creators in all regions of
the world are fairly rewarded for your talents and ideas.

-We continue to strengthen a WIPO international copy right system, build
respects for IP Rights, and find new ways for IP awareness among the creative
and cultural communities.

Director General, World Intellectual Property Organization (WIPO)

-Making/allowing musicians and artists understand IP for the livelihood perspectives, improving data
collection across the sector.

-Creative Economy - significant source of employment for women and youth

-Clearer indicators and more robust statistics will only help policy makers in your work but it will also
spur investments and business opportunities in this important sector including countries such as
Indonesia that are rich in creative talent.

Indonesia is recognized by the world for its dynamic creative sector and strong commitment for champ
ioning for the global creative industry. Last year, Indonesia sector grew by (4) %, an impressive perform
ance despite the continued challenges presented by the COVID-19.

-Welcome the designation of the year 2022 as the year of copy right

-Indonesia to enhance the economic rights of artists, musicians and designers to strengthen legislation.
Branding, marketing and other design tools are also critical sources of competitive advantage.
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H.E. Mr. Sandiaga Salahudin Uno, Minister for Tourism and Creative Economy, Indonesia gave a
speech at the Conference Opening (6 Oct 2022)

H.E. Mr. Sandiaga Salahudin Uno, Minister for Tourism and Creative
Economy, Indonesia gave a speech at the Conference Opening (6 Oct 2022)

Pandemic has changed our lives immensely but now creativity shines
through again. You can see everything coming back on track, even better.

Creative industries are striving, expanding and being inspired.

Opportunities are opening to reach the target given by the President
creating 4.4 million creative economy employment until 2024.

A sign of recovery and inclusively creative recovery

This year WCCE - official side event of G20
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H.E. Mr. Sandiaga Salahudin Uno, Minister for Tourism and Creative
Economy, Indonesia gave a speech at the Conference.

Advancing creative economy issues to a global spot light

To realign the creative economy relevance with global €conomic
framework

It is our duty to make Creative Economy to be seen as a main driver of
economic growth and a catalyst for peace and stability

The outcome of the WCCE 2022 (The Bali Creative Economy Roadmap)
will be a pathway that has been designed for putting creative economy
into global economic recovery plan.

Indonesian President Joko Widodo gave a speech at the Conference Opening
(6 Oct 2022)

President Joko “Jokowi” Widodo Thursday (10/06) in his remarks during the
inauguration of the conference said that Indonesia has reinforced its commitment to
take action in developing inclusive creative economic ecosystem and encouraging
more creative economy’s roles in global economic recovery.

The President expressed his belief that creative economy in the future will become a
solution to improving people’s living standards. ?
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+ Indonesian President Joko Widodo gave a speech at the Conference Opening (6 -':
Oct 2022) :

* When COVID-19 pandemic limited people’'s mobility, the mobility of creative economy
works was still able to move and survive compared to other sectors. In fact, a number of
subsectors of the creative economy including game development, application were able
to grow significantly, according to the President.

- Furthermore, President Jokowi expressed his fervent hope that the 3™ WCCE can
produce the Bali Creative Economy Roadmap for Global Recovery to accelerate an
inclusive and sustainable national and global economic recovery process.

Overview of the Creative Economy in Southeast Asia

+ The value of creative trade in ASEAN, for both exports and imports,
has been increasing since 2003.

« According to UNCTAD’s statistical breakdowns, the export of
creative goods in Southeast Asia has depended mainly on the
design sector.
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Indonesia

» Entrepreneurs in Indonesia have been progressively engaged in
creative economy initiatives for sustainable development in
recent years by adopting digital platforms and other digital
tools to connect their culture with broader audiences.

* Indonesia's Creative Economy

Indonesia’s creative economy comprises (16) sub-sectors,
including:
(9) Crafts;

(1) Applications and game development; (10) Culinary arts;

(2) Arch_itectun_e; (11) Music:

(@) Fosion: (2 Mevortans

(5) Product design; . (14) Performing ,arts; =
(6) Visual communication design; (15) Fine art; -

(7) Movies, animation, and video; e .

&1 “hotography: (16) Television and radio.
These sub-sectors are expected to make significant contributions to
Indonesia’s GDP and to boost exports and employment.
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Philippines
The Philippines’ creative economy has continued to grow.

The creative economy generated 3.2 billion US dollars in 2018,
mainly from creative services such as software and IT services,
animation, game development, digital marketing, and design
services, making the country number one in the ASEAN region.

Despite this success, there is no creative economy center or
government agency in the Philippines in charge of the sector to date.

Singapore

Singapore, as a leader in advancing the creative economy in the
region, has developed a robust climate for creative business
es and entrepreneurship.

To foster an environment where creative industries can
flourish, Singapore has focused its efforts on creating “a cohesive
and welcoming multi-cultural society; strong intellectual property
laws to protect ideas”.

Strong collaboration among networks of creative agencies has
created multiple events, such as the Design Week, Writers’
Festival, and International Festival of Arts. Singapore also
nurtures creative talents by opening opportunities to expose stud
ents of all levels to arts, design, digital, and media in cooperati
on with the Ministry of Education.
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Thailand

« To drive the growth of the creative economy in Thailand, the
Creative Economy Academy (CEA) has established the Thailand
Creative District Network to connect the public and private
sectors with civil society to promote creative environments for the
industry.

» The CEA also facilitates the application of UNESCO Creative Cities for
Bangkok and Sukhothai. It has organized Bangkok's Design Week
since 2018, and established the CEA Online Academy, which offers
online creative courses for capacity building and__ for SME
consultation (CEA, 2021).

Republic of Korea
A paradigmatic example of the creative economy’s power is South Korea.

South Korea was one of the first countries to invest a considerable amount
of its GDP in Creative Economy, through the development of creative products

One of the cultural consequences is K-pop, a genre that revolutionized
music worldwide; another, is the critically acclaimed films and TV shows they
produce. This is a direct consequence of their investment.

So countries need public support that satisfies the needs of cultural
workers.
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Republic of Korea

» The creative economy has both commercial and cultural value.

+ K-pop is the core content of the creative economy.

+ .Between 2014 and 2023, analysts projected BTS would have
contributed $29.1 trillion to the South Korean economy.

Republic of Korea

BTS Tourism

K-pop: the core contents of the creative economy
It is important to facilitate growth in culture and travel industry through K-

pop.
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= As the COVID-19 continues to ravage the world, the Fashion industry is going
digital in order to adapt changing business landscape.

* Online fashion shows provide opportunities for anyone with the device to enjoy the
best view on the run way unlike traditional shows where you have to be invited or b
uy the tickets.

+ Many brands are taking the advantage of the digital aspects of the new trend,
showcasing unique videos that were not possible before. Fashion enthusiasts get t
o witness dynamic productions that are not limited to the traditional run-ways.

+ Offline fashion shows cost a huge amount of resources to accommodate the guest
s.

* As the fashion industry moves online, there are increasing opportunities for bra
nds to make their events more sustainable.

Source: Arirang TV, 10 November 2020

[rirang TV] Fashion industry is going digits
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Tourism and Creative Economy
Product Development & Promotion Ideas
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Tourism and Creative Economy
Product Development & Promotion Ideas
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Given the ongoing COVID-19 pandemic, a comprehensive policy
framework for the creative economy must be developed to support the
people and the economy to thrive and recoverin the post-pandemic era.

Three major socio-economic factors for consideration when designing

comprehensive policy frameworks or a roadmap for the development

of the creative economy.

Fi
(i)

(ii)

rst, Digitalization can be adopted by
Supporting technological innovation via financial support and the facilitation of

R&D investment,
Strengthening ICT infrastructure for digital readiness, and

(iif) Facilitating digital transformation sin all related sectors, areas, and groups

of people. L ‘
* = 1

A Y
Y

Second, although Technology is being maximized, it is important to
nurture creative talents, which cannot be replaced by automation, to
avoid extreme job losses. This can be achieved through -

(i) Educational reforms to equip people with digital technologies and
to upgrade the skills necessary in these changing times,

(i) Capacity building initiatives for SMEs to support them in niche
markets and national branding, and

(iii) The establishment of mechanisms to protect intellectual property
rights.

Third, Partnerships and Networks for knowledge creation Q1 D
cultural exchanges are essential for boosting creative industries and
the production of cultural goods and creative services.
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Conclusion

Digitalisation is an essential part of developing creative products and
services and executing innovative ideas and the approaches for
delivering them. Moreover, financial support, e.g., subsidy campaigns
and long-term loan programmes with preferable interest rates, must
be offered to SMEs and creative entrepreneurs affected by the COVID
-19 pandemic to maintain business liquidity.

The creative industries have increasingly played an important role in
boosting economic growth for sustainable development. To support

nd promote economic activities in these industries, Southeast Asian
countries will need to develop and design comprehensive and inclusive
policy frameworks, taking into account cultural diversity and digital
advancement.

e

Thank you

vt
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CREATIVITY

Creativity is the ability to develop new idea and to discover
new way of looking at problems and opportunities.

o§oBigeBoogSyn smecgmadmcobaasofiap: oz8, SRS 58
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Creativity is thinking new things and innovation
is doing new things.
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Creative industries

The first definition of creative industries appeared in
1998, in a Creative Industries Mapping Document (
British government document) which was later
accepted by researchers and politicians around the
world:

"Creative industries are those activities that come form
individual creativity, skills and talent, and have the
potential to create jobs through the generation and
exploitation of intellectual property.”

Creativity and Entreprene ur

Entrepreneurs succeed by thinking and doing new things or old things
in new ways. Simply having a great new idea is not enough;
transforming the idea into a tangibleproduct, service, or business
venture is the essential next step.

______________________________________________________________________________________________________
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J | CGlLoan e 26,206.60
Q2  |JICATwo-step Loan (Phase I) QiR 096, 9960
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Thailand and Creative Economy ~Z.

71 Thailand government emphasized the important of CE

( Creative Economy) by restructuring the country’s
manufacturing related to service sector , Industrial and
Agriculture on the base of “ Thailand Culture and Wisdom”

7 Create Niche Qualification for Thai Product and Service
adding Valvue added and Economic value for Job employment
through Increasing income and Upgrade Citizen life quality.

24

Classification System for Thailand Creative Industry

=
Cultural Heritage Media
' = Creilie = =Film
= = Publishing

= - Historical &Cultural Tourism
=~ - Thai Food
= - Thai Traditional

= =Broadcasting

= = Music

Arts Functional Creation

= =Visual Arts = =Design

- Fashion

(W]

= = Performing

- Architecture
- Advertising

- Software

25
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SME Bank

SME Bank and Entrepreneur Development Ptogrdm

Vision

"A government financial institution for development that assist and support Thai SMEs"

Mission
Support the governmant policies to assist and promota Thai SMEs .

Provide financial services and others response to Thai SMEs’ needs.

Develop IT technology system with Organization Management and Good
Governance.

Creative Economy Developing System
.

Product Standard such as

- OTOP Award
Product Development - FDA ( Food and Drug Standard )

- TIS ( Thai Industrial Standard)
- ISO ( International Crganization for
Standardization)

ﬂreahve

Product

“‘-——._,_
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OTO P SME Bank

Expand, invest, improve, develop the products or
establishment for the business.

50,000 baht but not exceading 1,000,000 baht,

of?:ooﬁooé@@&:

+  cloéesoalgadop(Stakeholders)qpiaa(ogo: gieoléiesnnlgade snieanadsges
=@ Fopdiziemoticoge:

+  eooocddepdosd (Support System) 0§dodp 20052005¢0d00deq:ag
semaaacopd eud(ge:

+  Financial Lanscape §¢ Financial Support Schemes 20052005¢0590566:93
semo¢ Fpcopdeud(ge:
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Tourism and Creative Economy

Inclusivity & Sustainability
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Deputy Director

Training and Education Department
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Creativity Vs. Innovation

€] &

THE mru Creativity Innovation
EESJN: O“ MiEY * Something from Nothing * And innovation depends on
L et e » Giving a new character to creativity.
M%vl\\l’EY FROM IDEAS 1§ | something already existing » Creativity is the front end of
T L e » Creativity is the production a process that ideally will

ot &= of anything. result in innovation.
S — - —— . . . . . . .
i . » Creativity is coming up with * Innovation is the successful
e vk 1% new and useful ideas. .melementatlon of those
ideas.
hitgs: fwww. wedorum. org/egendar20 1501 whats-the-difference- between-creativity-and - nnovation'#: -~ texi=Creativity%20is % 20coming %2 0up e Owith, innovation % 20wt % 20the %2 0othera 20end

http: Mahrihcwicns, com!

o

Creative Industries vs. Creative Tourism

Creative Industries Creative Tourism

Creative  industries are defined as: Developing new forms of creative tourism
Knowledge based creative activities that involves the use of different creative
link producers, consumers and places by sectors and content and the application
utilizing technology, talent or skill to of new technologies.

generate meaningful intangible cultural
products,  creative  content  and
experiences.

Comprising many different sectors, including
advertising, animation, architecture,
fashion design, film, gastronomy, music,
performing  arts,  software, and
interactive games etc.

Linking creative industries with tourism can
boost demand, stimulate innovation in
tourism experiences, revitalize tourism
products, add atmosphere to destinations
and improve place image.
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World Conference on Creative Economy (WCCE)
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- pa
I3t WCCE 2 WCCE "4 WCCE
2018 in Bali 2021 in Dubai 2022 in Bali

Thailand : Creative Economy:
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Photo captured from live stream VDO of 3@ WCCE 2
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Thailand's Equation of Creative Economy

Thailand’s 15 Creative

Creativity Technology Industries
Y K 3
1. Crafis
Innovative and Sustainable 2. Music Related Industries
Content and Media / Products and Services 3 Pelf()r[njng AIts
4. V.lSl]al Arts 13. Food
i il . Fllgll. bin 14. Traditional Medicine
atlana’s Creative Industry cComprises o
y [ g 15. Cultural Tourism
7. Broadcasting
Creative 3 Creati Creati -
Originals nth Sarviocs Goods/ 8. Software
ia -l - f{ Products 9. Advertising
Creative and Design mm\umm 10. DESLg.n
T by ¢ 11. Architecture
2. Fashion

@ Fashion

Related Industries

Photo captured from live stream VDO of 3@ WCCE 2022 /



= Promoting Thailand Creative District Network (TCDN)
of 33 Target Areas Across the Country

Thailand Creative District
Network

33 Target Areas Across the country

5 Selected Creative Districts

1. Chiang Mai
2. Khon Kaen
3. Bangkok

4. Phrae

5. Songkhla

— Songhinls D Tosm in Songhhls

Creativities



Design Week Platform

Value of Thailand's Creative Industry in 2020 - A Platform to Support Creative and Cultural Ecosystem

Economic impact over Total visitors more than

2,947 Mil.  1,635K

)
2) 9 Trillion Baht m

Employment af

a 0.99 wmillion
6 7.58 % of GDP Workers

| _—d

during the COVID-19 Pandemic Promoting Creative Cities to Join
the UNESCO Creative Cities Network (UCCN)
[T ——— —
Profitable Sectors High Risk Sectors
2 o Lo
o .
Craft & Handicraft +17.4 Cultural Tourlsm ungt b o BASK :
. suxHETIA = Y
Music
Visual At Phuket Chiang Mai Sukhothai Bangkok Phetchaburi
Tracktional Medicsng Cooativn Gy of Crpativg Gty of Covative Gty of Craativg Gty of Creatve Cay of
Gy Crafts sl Fok At Craty gt o A1 Desin Cumsroree,
2018 any 0% xne xa

~




RUSSIA

KAZAKHSTAN

4 BISHKEK
KYRGYZSTAN
TAJIKISTAN

UZBEKISTAN

TURKMENISTAN

IRAN AFGHANISTAN

PAKISTAN

INDIA

MONGOLIA

CHINA

© Encyclopasdia Britannica, Inc.

Kyrgyzstan

A landlocked country in Central Asia.
Bordered by Kazakhstan to the north,
Uzbekistan to the west, Tajikistan to
the south, and the People's Republic
of China to the east.

Highly mountainous terrain.

Post soviet country

1990 - year of Independent

Six million people

57% of population is under 30

Photo captured from live stream VDO of 3" WCCE 2022

o




Pinpoints

1/4 of the World's people, 4/5 of the World's income

- I -'.‘

Global North

e 14 of world's people

e 4/5of world's income
Global South

34 of world's people

e 1/5of world'sincome

3/4 of the World's people, 1fi of Wirld's income

Photo captured from live stream VDO of 3 WCCE 2022 /
Brain Drain 1/ Money
2/ Technologies
3/ Culture
Main value is produced by innovators But innovators don’t stay in the Global South
Global North Global South consumes
attracts innovators innovations
Z

Photo captured from live stream VDO of 3@ WCCE 2022 /
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The Creative Industries Park was Vision
initiated by the Association of To become a global laboratory of innovation
Creative Industries and supported A country of creative citizens, digital
by the President, the Government nomads, and major brands that bring cutting-
and the Parliament. edge technology before it is widely
distributed in the global marketplace.
@
@

-0.5%-2% corporate tax instead of 4-6% _

5% income tax instead of 10% Starting from Jan 2023, for all
$30 social fund tax per worker instead of 27% creative industries in Kyrgyzstan
=50 crant = indisties will have the most favorable taxes

in the world.

Photo captured from live stream VDO of 3@ WCCE 2022
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Fun Work Environment

The following are just some of the perks Google provides at no
cost:

* Free bredakfast, lunch, and dinner. The organic food is chef-
prepare

®  Free health and dental

* Free haircuts

* Free dry cleaning

»  Subsidized massages

*  Gyms and swimming pools

" Hybrid car subsidies

= Nap pods

»  Video games, foosball, ping pong
*  On-site physicians

Encourages Creativity

» Happier employees are more productive and creative.

» Google strives to create an environment where employees are
free to express their creativity

» Googlers are encouraged to work in any environment they
please.

» Instead, employees can decide to work in lounge areas, the
cafeteria, in beanbag chairs, or anywhere else. Wherever
employees can focus and perform their best is where Google
wants them to be.

» Google’s has a flat organizational structure, thus encouraging all
employees to share their voice.
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Staged Authenticity’ (Mac Cannell 1976)

= Staging has negative meaning in tourism
literature generally
= Seen as devaluing the ‘authentic’' experience

= Placing or staging can become a creative act
= Multiple meanings in the tourism experience
also leaves room for the creativity

Issue — Culture Norm K

Just do what

your parents
dlid?
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- Recover Together
Positive

&
Stay
Creative

Recover Stronger

Thank You

training@tourism.gov.mm

+95 67 3406169, 3406377

https://tourism.gov.mm
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« INTRODUCTION
- GLOBAL CREATIVE ECONOMY TRENDS
« CASE STUDIES

* Way Forward

Reference: (1) Creative Economy Outlook 2022 (UNCTAD), (2) CREATIVE ECONOMY 2030, Imagining and Delivering a Robust, Creative, Inclusive, and
Sustainable Recovery (UNCTAD), (3) The Future of the Creative Economy, A report by Deloitte
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= | INTRODUCTION

Global Level Agenda

» The creative economy was elevated at a global level into the international economic and
development agenda for the first time by the United Nations Conference on Trade and
Development (UNCTAD) in 2004.

» Definitions vary vastly between countries as there is no simple definition of “creativity” that
encompasses all the various dimensions of this phenomenon.

» The creative economy, defined by UNCTAD and UNDP as “an evolving concept based on
creative assets potentially generating economic growth and development,” was one of the
fastest growing sectors in every region of the world, North and South, East and West, before
the COVID-19 pandemic.
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Responsible Institutions???

< Still, no two countries are alike in their institutional arrangements.

< In most countries, several agencies have shared the responsibility of the sector.

% Countries such as Canada, the Central African Republic, Colombia, Georgia, Germany,
Honduras, Nicaragua, Panama, Peru, Slovenia, Turkey, and United Arab Emirates have a
single national ministry, vice-ministry, or agency with overall responsibility for the creative
economy.

+» Most countries split duties for the creative indusiries across multiple ministries and agencies,
such as ministries of culture, sports, heritage, tourism, youth, trade, foreign affairs,
intellectual property, telecommunications, innovation, and education.

M AR L e e Bl

Minisf“ryb'f E
Abadsree Actuass:

Ministry of Education

Ministry of Ed]

Ministry of Information Affairgi

Ministry of ulture
L§tate Tourism Agency]

[ Touriom?

Ministry of Economy
Abad:===Actua

Ministry of Education and Science

Ministry of Education

v7

Ministry of Economy
Abad f‘\{'IU'

Ministry of Education and Science

M|n|s1ry of Educatlon
M\nlstry of Culture

State Tourism Agency
Mimslry OT' \nfor

F‘r()p( \l,f \ll \lul(
President's Secretariat

4 mtfzbg A 2 B Mo okl

Mlﬂls'try ?f Information Affairsiu

Ministry of Culture
State Tourism Agency

Ministry of Information

Ministry of Industry Commerce and Tourism

Property InStitutetheiet
President's Secretariat

Sourew UNCTO base o mrvey oo

Ministry of

Mlnlstry of Industry Commerce and Tourls

nformation

= P\le.\

Property | Instltute'hc'et'

PreS|dents

Source: UNCTAD based on survey responses.
Created with wordart.com.
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GLOBAL CREATIVE ECONMOY
TRENDS

Culture sub-domains: archives, libraries, cultural heritage; natural heritage; performing
arts; festivals and celebrations; original visual art; art reproductions; photography; crafts;
advertising; architecture; design; books; periodicals; newspapers; other published works;
film and video; collected information; broadcasting; interactive media; sound recording;
music pablishing

Transversal domains: education and training; govenance, funding and professional
support

Core creative arts: literature; music; performing aris; visual arts

Other core creative industries: fim; museums; galleries; libraries; photography
Wider cultural industries: heritage services; publishing and print media; television and
radio; sound recording; video and compuler games

ies: advertising; ; design; fashion

Canadian
culture satellite account

Related i

Creative industries: advertising and marketing; architecture; crafis; design and designer
fashion; film, TV, video, radio and photography; IT software and computer services;
publising; museums, galleries and libraries; music perfoming and visual arts

Traditional and artistic activities: visual arts; performing arts

Creative industry: crafts; publishing; audio-visual; phonographic: interior design; graphic
arts; illustration; jewellery; video games; advertising; fashion

Activities of creative support: product design; packaging design; markefing

Creative goods: art crafts; audio-visuals; design; new media; performing arts; publishing;
visual arts

Creative services: research and development licenses and services; software licenses
and services; audio-visual licenses and services; information services; advertising, market
research and architecture; cultural, recreational and heritages services

Main cultural domains: cultural and natural heritage; performance and celebration; visual
arts and crafts; books and press; audio-visual and interactive media; design and creative
services

Related domains: tourism; sports and recreation

Core copyright industries: press and literature; music; theatrical productions, operas;
motion picture and video; radio and television; photography; software, databases and
computer games; visual and graphic arts; advertising services; and copyright collective
management societies

WiPO
copyright industries

pyrigh wholesale, and retail of: TV sets,
radios, CD-DVD-Blu-Ray players, electronic game equipment, and other similar equipment;
computers and equipment; tablets and smartphones; and musical instruments
Partial copyright industries: apparel, textiles, footwear; jewelry and coins; other crafts;
furniture; household goods, china, and glass; wall coverings and carpets; toys and games;
architecture, engineering, surveying; interior design; and museums
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Creative Economy Classification

2
Advertising Architecture Arts Market Advertising Architecture Fine arts [ Culinary
Craft Design Fashion Craft IB[::.I:.: Fashion [ Photegraphy
Film, Video, i Film
:«’xn < Inéera:tave Music Animat’ion, Games Music
Photography RS and Video
Performing Publishing and Software and Performing Publishin, Software
Arts Printing Computing Arts g Application
r
Radio and Research and Radio and Cnm:ij::aﬁon Product
Television Development Television Design Design

Ex_ports of all creative goods by region, 2002-2020
(US$ billion)
700

600
500
400
300
200

100

«eee=e World Africa

Northern America Latin America and the Caribbean
— ASia s EUTOPE

e (CEaNIA

Source: UNCTAD based on UN COMTRADE Database.




Global Creative Services

Exports of creative services by region, 2010-2020

(USS$ billion)
1200
Lewsttteeee 1065
1000 e
1. research and development; e
2. software; 800 R T
3. audio-visual;
4. information 600 R 564
5. advertising, market research, sut
and architecture; and 400
6. cultural, recreational, and 200 259
heritage services _._——;=== 22;
2010 201 2012 2013 2014 2015 2016 2017 2018 2019 2020 2
------ World Africa
s Northern America s | it America and the Caribbean
Asia — ErODE

O e A E L A i gkl

Global Creative Goods

Figure 20
Global exports of creative goods and services, 2010-2020
US$ billior)
/ X 200
: 1065
According to pre- 000
crisis forecasts, 5
the creative
economy was to 600 e L ——
524
represent 10 - —
percent of global
GDP before 2030. 200

A4

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

e Creative goods s Creative services
Source: UNCTAD.
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UN GA Resolution

The creative economy is vital for sustainable development!

The 2021 International Year of Creative Economy.

United Nations General Assembly resolution 74/198,4 the creative economy is contributing to the
Sustainable Development Goals (SDGs) in multiply ways, especially to Goals 1 (no poverty), 5
(gender equality), 8 (decent work and economic growth), 9 (industry, innovation, and
infrastructure), 10 (reduced inequalities), 11 (sustainable cities), 12 (sustainable consumption and
production patterns), 16 (peaceful and inclusive societies) and 17 (means of implementation and
global partnerships).
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101,567

stimated large impacts on
turnover in a range of sub
sectors including performing arts
(-98%), heritage (-89%), books
(-72%) and audio-visual/cinema
(-64%) with only the gaming
subsector showing a positive
impact (+63%).

 Advertising and Marketing ® Architecture Crafts
W Creative occupations outside the creative industries 8 Design: product, graphic and fashion design W Film, TV, radio and photography
=T, Software and computer ® Museums, galleries and libraries Music, performing and visual arts

# publishing

e A E D AR M B

ermany - creative economy breakdown, 2018

3,000,000 75%

2800000 M- sn /Naﬂenal—ﬁewspapef

/ Germany, were able to

g2 O e S S increase their digital reach by
§ S 64.8 percent from the end of
£ coomo BN o on o W January and reached 40.2
i S et ot ks o percent of Germans or 27.7
E ——ciecira million unique users by mid-
1,000,000 35% W Advertising and Marketing
ccupatens March. There was also a large
o —Cratissnplopment s peprin of s amploment 1 e -
wfe in the numbers paying for
kot B 1EWS.

15%
201 2012 2013 2014 2015 2018 17 2018

M A E L 2 el
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The creative economy is likely to
return to average growth with
strong linkages to other
recovering sectors such as
tourism and fashion. For
example, Gucci launched a digital

= Advertising and Marketing ® Architecture = Crafts
= Creati outside the creative i ies ® Design: product, graphic and fashion design W Film, TV, radio and photography

=T, Software and computer W Museums, galleries and libraries Music, performing and visual arts

W Publishing

Turkey - size of the creative economy (2011-2030)

1,200,000 5% /Live events and cinema have
been affected by Covid-19, but
30% the Istanbul Film Festival has
- managed to go ahead online.
e 28t Government and regulators
.- -E have worked to ease the
3
;

g
g
\

pressure with advancement of
support payments and VAT
relief (which included the
cinema and publishing
o industries). Turkish
programmes have also been
. relatively successful recently on
*_international platforms. y,

g
g
\

Creative economy employment
\
A

&
g

2011 2018 2025 2030
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| Australia__

Australia- creative economy breakdown, 2018

27318 Tn‘ i i
ﬁaturn to above-average growth with
[ strong linkages to other

recovering sectors such as
tourism. For example, the Tourism
Australia initiative to partner with a
South Korean TV network,
bringing a reality-comedy series
to Australia.

Television news, live-streaming and
streaming services have all seen
increased demand. There might
also be distinctive growth in live
events after Covid-19 restrictions
ease, as consumers return to
ervices they appreciate more after
a long absence.

137,428

™ Advertising and Marketing W Architecture Crafs

= Creative occupations outside the creative industries 8 Design: product, graphic and fashion design = film, TV, radio and photography

17, Software and computer # Museums, galleries and libraries Music, performing and visual arts
= publishing

oM A E L oe e e

N

43 Government announced

SR04 T £1.57bn in spending to support
450,000 cultural organisations and heritage
— M i sites. More recently, the 2021
i T — Budget announced “£700 million to
= 3.500,000 - = e

- support our incredible arts, culture
%’-mm LT mg and sporting institutions as they
Ez.son,nou § reopen”. Demand for some media,
— oo £ including e.g. news, is strong and
g * 40% of consumers were
om0 4o% considering purchasing new
1000000 media subscriptions to pass the

o0 . time in late March 2020.
‘ 2 e s 2% - Expect further growth to around 4.3

= Greative economy employment = = Proportion of total emplayment (%) @On jobs by 2030.

M AR L oe M &
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apan - creative economy breakdown, 2018 - -
Jap e ~Demand for other media

remains strong and, while
streaming has been increasing
in Japan for several years,
growth has increased through
Covid-19. During the pandemic,
S the increase in time spent
online on mobile devices
accessing current events and
global news rose by 78% in
Japan.

. Expect further growth to around
+ 9-14 million jobs by 2030.

® Advertising and Markeling = Architecture = Creative occupations outside the creative industries.
= Dasign: product, graphic and fashion design  ® Film, TV, radio and photography =IT, Software and computer
= Museums, galleries and kbraries Musie. performing and visual arts = Publishing

4 2 & todl &=

" The size of the creative -

» - - economy was projected to
- 2025 and 2030 based on the

1 g, - econometric relationship
TR between creative

P i s employment and GDP per
E S o capita. This is inspired by a
E., son method of estimating long-
" term sector trends set out by

g.,, Fogel in 2008. It follows the
. assumption that people tend

: 2o to spend a greater share of
o their incomes on leisure and

. - . entertainment when their

- s s . - income increases.

4 2 & todl &=
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Global & ASEAN

» Globally as well as among the members of the Association of Southeast Asian National (ASEAN)
region, the pandemic has accelerated transformation in labor markets and the adoption of
digital technologies.

# Forty million new users went online for the first time in Southeast Asia in 2020, outpacing the
average increase of 25 million yearly in the past 4 years.

» E-commerce revenue in ASEAN is nhow projected to reach more than $80 billion by 2024.

» The creative economy is an asset for promoting accessible jobs, especially in micro, small, and
medium-size enterprises, in times of rapid changes in labor markets. The creative economy is an
important dimension of the development of sustainable tourism.

Table 5.1: Stage of Development, Challenges, and Policy Recommendations
for Greening ASEAN Micro, Small, and Medium-Sized Enterprises

Level of Policy

Policy Recommendations

Challenges

Early stage
Cambodia, Myanmar,
Brunei Darussalam,
and Lao People’s
Democratic Republic

Disconnect between the agencies supporting SMEs
and those supporting greener practices

Develop national policies that specifically support the
greening of SMEs, as opposed to industry broadly, and
that have clear action plans and timelines

Lack of awareness about the advantages of greening
and mechanisms available

Establish one-window agencies that support SMEs
in becoming greener with advice and signposting to
available resources

Mid stage

Indonesia, Philippines,

Viet Nam, and

Lack of awareness about the advantages of greening
and mechanisms available

Develop d ies and ati
tools to reach out to SMEs and help them understand
the business case for adopting more energy and

Thailand resource efficient practices
Monitoring mechanisms are generally already Strengthen monitering and evaluation of the
developed, but further evaluation mechanisms are implementation of incentives and support schemes
still lacking targeting SMEs in order to track their effectiveness
and improve them
Advanced stage SMEs might be disadvantaged compared to larger Establish environmental regulatory regimes that
Malaysia and companies in having access to available incentives differentiate between SMEs and larger enterprises,
Singapore and that take account of the risk level of the activity
being pursued, with regulatory incentives for going
beyond compliances and with assistance for SMEs to
accomplish this
Potentially disconnect between the p M ies to support SME greening with
supporting SMEs and those supporting greener the overall approach to supporting SMEs, including
practices technical assistance, access to finance, regulatory
incentives, and market access
. |
L. 1

p >
H
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Creative industries identified as priority in 3 % 3 ? Matlonal plan or strategy supporting creative National Export Strategy for handicrafts (2020-2025)
) === e ===

Myanmar 4.0
Digital Economic: Development Comenittes s Planning for innovative.
ndlustry that rlatod 1o IT
i 5 Myanmar does nat have & government minisry of naticnal agency witlll
spooilc wverall responsibilty for he cultural and creativg Indusiries.
Issues investment approval ‘
Pelation Department: regulates the cutural and related industries me Imglamerting a sustainable: develapment plan
Ministry Industries
Miniiry o Inormation: eguites micro, smal and medium
entaprises/HUMaN resourcs development
Innovation Examplé(s) of COVID-18 policy measures Establishing a COVID-19 Economic Relef Plan
targeting the creative economy [£
Stae and Regions Development Commites: egistrs businesses P

Minisry of Reigious Afas and Cuture oullue
Minisry ofinforion: cveising, televion; rdio

Responsible agencies for specific creative
Industries

Survers, e, nd smessients out the mﬂmmmm

economic contribution of ceative ndustries  JESEhSES s ISP SIOP AR
Myanmar Micro, Smial and Medium enterprises Survey (2017)
Fovatv nd Research Skl or Knowledge Based husties n
Myanmar: Current Status and Recommenidation (2018

g Table 2

National strategies and plans for creative industries Mational —

Yoar
Country National plan or strateqy for creative industries Year

effective Country National plan or strategy for creative industries i

Republc Document 2005 =N pes ]
Latva Sustainadie Devalopment Strategy 2030 2010
oo Textiles and

Cambodia Natonal Polcy fo Cilture 2014 ot garments,
Honduras National Stratagy to Revitalze the Tourism and Cufturs Industry 2014 Turkey ¥1ih Develepment Plan ang 4
Trinidad and Tobago ~ Stralegic Plan for the Fashion Industry 2015 Central Policy Document 2020 Forestry
Georgia Cultural Strateqy 2025 206 products’
Mangoia National Progren on Cultral Producton 2016 Myanmar Nationl xpor Staegy (20202025 Handira) 2000 Beans,
Russion Federztion  Russian Cultoal Plicy Strategy o 2030 2016
Canats Creative Canada Policy Frameork. 207 pulses and
Chile National Culture Policy 2017 4 o) s oilseeds,

” Polend Stategy for Social Capial Development (Cooperation, Culture, Creatiity) 2020 4 . -
oo d Lokl Rice, Fisheri
Marocoo Sectora plan of the sty of Cuture 2017 Portugel Strategic Vison for the 2020-2030 Economic Recovery Pian for Portugel 200 Aubbie
g bl a7 Aoctora Devobpment Panfor e Auso-vsual sty 01 G, ey
Trinidad and Tobago  Strategic Plan far the Music Indissiry 2017 Orange Ecoromy oi Tourism.
hesehaian Stats Program on Protaction and Development of Camet At 2018 VAGEXPORT)

s b proms Lata Natioral Develogment Pan of Lahia 2021-2027 2021
Latvia Cultural Education Sector Strategy 2018 Oman Omman Vision 2040 2021
Russion Federation  The Naional Project *Culture” 08 Peru Recovery Plan for Cultural and Arts Industries 221
Trinidad and Tobago  Strategic Plan for the Fin Industry o Tinided and Tobaga 2018 PesnFobnin  [Gamarel R = porm
Cambodia Strategic Pian of the Minisry o Cultre and Fine Arts 2019 oo
Calormbia Protecton and G of 2019

Under

Gevelopment
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Ways Forward

Considerations for countries who wish to conceptualise or re-define their creative economy and
creative industries:

1. Recognise the importance of the creative economy by building on definitions and
classifications of international and regional organisations and conceptualising creative
industries in ways that consider national and regional economic structures; and

2. Governments are encouraged to work with international organisations like IDB,
UNCTAD, UNESCO, and WIPO towards a more harmonised concept and scope for the
creative economy and industries.

Wi e A~ 25 L 8 B i &

,.\' Thank you very much!
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