Un1vers1ty

Qf Glasgow

Champion, Katherine M. (2010) The difference that place makes: a case
study of selected creative industry sectors in Greater Manchester. PhD
thesis.

http://theses.gla.ac.uk/1840/

Copyright and moral rights for this thesis are retained by the author

A copy can be downloaded for personal non-commercial research or
study, without prior permission or charge

This thesis cannot be reproduced or quoted extensively from without first
obtaining permission in writing from the Author

The content must not be changed in any way or sold commercially in any
format or medium without the formal permission of the Author

When referring to this work, full bibliographic details including the
author, title, awarding institution and date of the thesis must be given

Glasgow Theses Service
http://theses.gla.ac.uk/
theses@gla.ac.uk



http://theses.gla.ac.uk/1840/

The difference that place makes: a case study oflseted

creative industry sectors in Greater Manchester

Katherine M Champion

MA (Hons), MPhil, MRes

Submitted for the degree of
Doctor of Philosophy
Department of Urban Studies
Faculty of Law, Business and Social Sciences
University of Glasgow

May 2010



‘A place that, like a mirror, makes you see’
U. A. Fanthorpe



Abstract

Broader transformations in the economy are linkeed thanging spatial organisation for
economic activity, particularly in industries imltbevith a high creative content, although
there are competing explanations regarding ther@atiuthis logic. This thesis explores the
ways in which space and place matter to the creatdustries sector. In particular, it
examines the logic guiding concentration in thetreeas opposed to decentralisation to
more peripheral sites within a transforming reglooidy negotiating its place in the
knowledge economy. There has been a significantythrust from formerly industrial
cities to build a share in this sector, often tdwas a panacea for urban decline, but critical
evidence regarding the possibilities for this isdht@a find.

The research employs a mixed methods approachhwiepplied to the case study of
Greater Manchester. The study firstly probes tlaialpattern of creative industry activity
there and selected two sectors with a somewhardiit distribution: advertising, and film
and television. Contextual information is gathefrean a range of documentary evidence.
Semi-structured interviews with 28 firms and 18i@ohakers and other stakeholders are

used to probe the determinants affecting the dewsiegarding firm location.

Three dominant determinants of location were idiextiby the research: the availability
and cost of space, place reputation and transmomectivity. The empirical findings

further suggested that there were a set of firmradtaristics guiding location choices
relating to the size, profile, age and activitiéshe firms. It was found that the city centre
still provided a considerable pull related to ttewhial agglomeration advantages, including
access to skilled labour and strong transport activiy, as well as a sense of place brand.
Location outside the city centre was chiefly proagpby the cost and size of business
premises or was made possible by the place repatativantages not holding for more
routine, less growth-orientated or locally-focu$echs. The study also identified evidence
of displacement and industrial gentrification ahd tecent regeneration of the city centre
had exacerbated these processes. There was soengetige from the existing literature
regarding the importance of proximity for knowledgiearing and spillovers, for which

little evidence was found by the interviews.
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1 Introduction

1.1 Background to the study

With his 2006 book Friedman proclaimed ‘The woddlat’. Increasing globalisation and
communications advances, he asserted, have redneetriction of distance’ allowing
products to be traded globally. The transformatma knowledge econorhys regarded as
part of this shift. Some like Friedman suggest thesy have reduced the ‘power of place’
(Cairncross, 1997; O’Brien, 1992), whilst othermkhthat this has intensified the role of
geography. Instead of becoming ‘flatter’, it hasmelaimed that the global economic
landscape has become ‘lumpier’, heightening the il ‘place’ (Christopherson et al,
2008). Although some dispersion has occurred, eom® of centralisation and
agglomeration seem to have brought the knowledgeamy ‘back to earth’ (Pratt, 2000).
Castells (2000) further emphasises that the emeegah a ‘space of flows’ is not
placeless. Beyond the advantages of a global ottyer economies including those of
regional cities act as nodes linked into the glokeabnomy. Each node requires
infrastructure to do this including support sersgica specialised labour pool and a system

of services to meet the needs of skilled workeess{élls, 2000).

Research has linked economic competitiveness innin@ economy to the spatial
organisation of the firm. There is a focus on Kegaries about the drivers that encourage
co-location amongst knowledge-based firms (Cast20§0; Hall and Pain, 2006; Porter,
1998a, 1998b; Scott and Storper, 2003; Taylor, p08dvantages of agglomeration relate
to the range of economies that can be derived Bpatial concentration and proximity.
Productivity is raised by market size, larger |dedlour markets and knowledge spillovers
(Gordon and McCann, 2000; Markusen, 1996; Polesk Stmearmur, 2004; Scott and
Storper, 2003; Turok, 2005). Theories of clusterarg also used to expand arguments
surrounding the importance of physical concentramd proximity in the knowledge

! The knowledge economy is a term that refers isiag role of information within the economy andnave
to more professional, managerial and associategsafnal employment away from manufacturing and
industry. The concept was popularised by managethentist Peter Drucker, who used the term in his
1968 book, The Age of Discontinuity. It is assoethtvith the impacts of globalisation and informatio
technology with the implication that knowledge d@npassed over large distances via electronic
networks. Within the UK, the regeneration of are&gch have suffered as a result of deindustriatsat
has focused on how they can negotiate a posititiimé more knowledge-based economy and cities
have been emphasised within these accounts (ODB0A,)2
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economy. Despite a wealth of research in this f{@chin, 1999; Porter, 2001; Saxenian,
1990), ambiguity surrounding the nature, scaleiatehsity of a successful cluster can be
identified (Malmberg and Maskell, 2002; Turok, 2DO8lost arguments focus on the
importance of face-to-face meeting for the transmis of tacit knowledge and
engendering trust (Hall and Pain, 2006; Morgan42@xott, 2001; Storper and Venables,
2003). Nonetheless, a complex balance is to belstratween the benefits of strong local
networks and the requirement for firms to be outldlapking and defend against inertia
(Antcliff et al, 2005; Bathelt et al, 2004; Gordand McCann, 2000).

The renaissance of cities (Parkinson et al, 2008) be linked to this economic
transformation. A renewed focus on the regeneratibreity centres has resulted in
physical transformation and a resurgence in refi@etevelopment, linked to increasing
appeal for city living (Nathan and Urwin, 2006; dliy 2008). Quality-of-place advantages
have also been tied to economic competitivenesse wie proposed benefits of providing
an appealing environment for skilled workers hagerbpolitically seductive (for example
Florida, 2002). Nevertheless within the UK, gre&pdrity has emerged as a result of
success in the knowledge-based economy in LonddthenSouth East compared with the
rest of the country (Turok, 2008). In particuldrerte are problems of congestion and over-
development in the South East and problems of enanander-performance in the

Northern cities (Convery et al, 2006).

The creative industries sector well exemplifies thereasing role of knowledge in the
economy. It has been classified as one of four dkeyps of advanced service activity,
which also includes finance and business servicesamand and control’ functions and
tourism (Hall and Pain, 2006). The value of theatixe® product is located in its aesthetic
‘sign value’ rather than solely utilitarian funat® (Scott, 2004). The sector is firmly on the
UK policy agenda (DCMS, 1998, 1999, 2001). Beyondhpng to the growing economic
weight of the creative industries, advocates stiiesis potential for regenerating the post-
industrial city. As Hutton (2009: 987) describds sector “can be seen as phoenix rising
from the ashes of traditional manufacturing, ligitustry and engineering sectors”. These
proposed ‘spillover effects are often associatath wity renaissance in the context of
significant economic transformation in the lattealfhof the twentieth century. The
externalities include contributing to liveabilityn@ increasing the quality-of-life
advantages associated with city-centre consumptipportunities (Arora et al, 2000;
Florida, 2002; Landry, 2000; Markusen and Schr@€ke).
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The existing literature suggests that the credtdestries have a particular spatial logic.
As in the wider knowledge economy, co-location hsught to be preferenced and the
structure of the sector is suggested to make thiteqm even more dominant (Ekinsmyth,
2002; Evans and Shaw, 2004; Mommaas, 2004; Wu,)200% precarious nature of
employment and organisational structures in thidosetogether with its domination by
small firms, mean that the ability to work flexibig at a premium (Banks et al, 2000;
Frontier Economics, 2006; Rantisi et al, 2006).tBfig, this is associated with co-location
in areas where historically space was cheap, fogtdhe development of a ‘creative
milieu’ (Helbrecht, 1998; Hutton, 2004; Leadbeate999; Markusen, 2006; Rantisi et al,
2006; Scott, 2001; Zukin, 1988). In terms of thats organisation of the sector, research
has tended to focus on the context of global caied clusters of activities (Hutton, 2006;
Zukin, 1988). Waitt and Gibson (2009: 1224) sug@asspirical accounts of the geography
of the creative industries sector have tended todmn the large metropolitan centres as

“the seemingly natural ‘cores’ of creative activity

On the other hand, the creative industries do algoear subject to dispersion forces.
Gentrification can threaten development within Heetor as it tends to undermine the
sustainability of the cheap spaces of a creatideem{Barnes and Hutton, 2009; Hutton,
2009; Pratt, 2009; Zukin, 1988). There are alsacagfcies within the current state of
knowledge about the creative industries, which misdlenges for research. In conceptual
terms, there is contention regarding their defoamtand treatment as a homogenous group,
particularly in terms of what activities should ineluded within it (Flew, 2002; Galloway
and Dunlop, 2007; UNCTAD, 2008). The historiograpfythe development of the term
‘creative industries’ in the UK and its corresparglbreadth of inclusion of industries has
been the source of much discussion. Some seestlais attempt to overstate the economic
weight of the sector and overemphasise its homaoiyerier purposes of political
expediency and instrumental gain (Oakley, 2004w8etl, 2006). A corollary of this is
that measurement of the sector is quite difficlithere are gaps in data provision and

significant problems arise from the outmoded natiirexisting statistical classifications.

The present study aims to contribute to knowleddgevant to several research agendas. In
reviewing the creative industries, it provides &ddal knowledge regarding the
characteristics and corresponding spatial behawbuhe sector. Secondly, it contributes
to the existing economic geography literature, bigtén relation to the factors that guide
firm location in the ‘new’ economy. Thirdly, in ogd to widen the spatial focus of the
mainstream literature beyond its preoccupation gitbal cities and other major clusters,
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this study takes the case of a regional, post-tn@lisonurbation which has undergone
substantial regeneration in recent years. The dh®msamines the way in which space and
place matter to selected creative industries witthie Manchester conurbation. In
particular, it investigates the attraction of thiéy’'s centre relative to the rest of its
conurbation for firms in two sectors with differestegrees of geographical centralisation,

namely advertising and film and television.

1.2 Aim and approach

This study’s principal aim, therefore, is to cobtiie in our understanding about the spatial
behaviour of firms in the creative industries sectiothe economy. The empirical research
carried out for this study seeks to determine wérethere is a dominant spatial logic
guiding the organisation and development of théoseuthin the context of a regional (i.e.

non-global) city like Manchester.

To focus the investigation, a set of three maireaesh questions were developed at the

outset.

1. What is the spatial pattern of development fordtlkected creative industry sectors
in the case study area, especially how concentatedhey on the city’'s centre as
opposed to the other parts of its urban area?

2. What are the dominant determinants of firm locaiiothe case study area for the

selected sectors?

3. Are there common characteristics possessed byrthe that make them behave in

similar ways in relation to space and place?

These research questions were crucial in inforntimg study’'s data needs and the
methodological tools used in it. A wide range ¢érature was explored in order to build
up a theoretical framework to structure the redeancd conceptualise a framework of
factors which may be important in the location dexis of creative industry firms. The
research adopted a mixed methods approach in twds=rcourage reflexivity and a more

iterative process. Quantitative data was used ¢atify the spatial patterns of creative
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industry organisation and to help determine theiaghof two sectors to be investigated
further. The majority of the study, however, waslgative in nature and designed to
uncover further patterns and probe their ration@émi-structured interviews were used to
elucidate both the reasons determining firm locatod the dominant interactions being
undertaken by the firms. The primary informationlexed from the interviews was

analysed alongside contextual intelligence gathéreeh documentary research and the

secondary literature.

1.3 Structure of the thesis

The remainder of the thesis comprises nine chaptererms of overall structure of the
rest of this thesis, Chapters 2 to 4 review theateg state of knowledge and provide the
foundation for the theoretical framework of thedstuChapter 5 sets out and justifies the
methods used to collect and analyse the data, v@higpters 6-9 present the empirical
findings of the research and Chapter 10 draws thi@ nesults together and discusses their

significance and implications.

In more detail, as regards the three chapters dhatribe and assess the state of the
existing knowledge, Chapter 2 begins by exploring transformations in the economy
which have taken place in the past half centurgeMtews theories of economic geography
relating to the forces acting on firm locationisltsuggested that, despite a reduction in the
importance of distance due to technological and mamcations improvements, the
‘power of place’ is still important. Concepts frothe broader economic geography
literature relating to the propensity for knowledwpesed firms to co-locate are examined
first, followed by a look at the forces seen torppd the disagglomeration or dispersal of

firms.

Chapter 3 provides an introduction to the partickl@owledge-based sector that has been
selected for this study, namely the creative inuesst It looks at how the salience of this
sector has risen in the last ten years and outtimeproposed benefits and advantages of
the sector, including its economic weight and itntdbution to regeneration. The
discussion of these benefits is nuanced by sontbeothallenges facing the sector. The
chapter goes on to look at three of the common adiaristics within the creative
industries which may influence spatial organisatimamely relating to their product, their
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organisational structure and the nature of theiplegment. Much is found to depend on
how the creative industries are defined. The chapherefore explores alternative
definitions and the corresponding difficulty of nseeement to provide a background to

some of the problems facing the researcher.

Developing from these two chapters, Chapter 4 rogates the existing literature
regarding the spatial logic of the creative indestsector. It begins by exploring why co-
location is so commonly associated with the setoking at the reasons which have been
put forward to explain clustering. The chapter goego review the benefits of a ‘creative
milieu’, identifying the emphasis which the litaxe¢ places on the importance of local
contextual features. At the other end of the spatiale, the importance of tapping into
global networks is examined. The chapter then ttwnthe dispersion forces which may
affect the propensity for creative firms to co-lt@ancluding congestion, lack of space
and reduced liveability. Finally, the chapter seeksummarise the forces and processes
likely to influence the spatial organisation of tbeative industries. This information is

used to justify the topic of the present study nslet up its research questions.

Turning to the research approach and methodologpter 5 begins by outlining and
justifying the use of a mixed-methods approach. djyagortunities provided by using both
qualitative and quantitative data are reviewed. g of a case study is also justified and
defended against challenges regarding externatlisaliln terms of the selection of
methodological tools, the structure of the studiaid out with focus on the stages of the
research, beginning with the literature review. t\éie choice of the case study area is
given alongside the range of criteria used to dates its selection. The choice of case
study sectors follows this and the process andeasigés of the quantitative data collection
are explained. The rationale for the use of serciired interviews is given along with
information about their execution. This includes thise of cards in probing the relative
importance of the various determinants of firm tamaand the addition of a contacts web
which aimed to capture the geography of the relatiips of the firms. Issues around

access, sample size and ethics are also addressed.

Chapter 6 is the first of four chapters that préslea findings of the empirical research. It
begins by defining the geographical dimensionshef ¢ase study area and justifying the
boundaries adopted for the study. It goes on tdilpr&reater Manchester, setting the
context of both its economic and physical structureghen identifies the geographical

patterning of the two selected creative industot@s across Greater Manchester, drawing
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on the information gathered from the quantitatitagyse of the study. This is followed by an
initial assessment of the relative importance of filull range of potential factors
influencing location for the firms in the two sexpusing information collected from the
semi-structured firm interviews. The results ofstlassessment help to structure the
remaining empirical chapters, each being basednenod the three key locational factors

identified — cost of space, quality-of-place anchaaunication.

Chapter 7 explores the way in which availabilitydarost of premises affect the location
decisions of creative industry firms. Historicaltyeative industries have clustered in areas
where space was once cheap in the inner city. @eeahtrepreneurs have often been
considered a powerful force in regenerating neighboods, but face issues of
displacement. The importance of the cost of spaes & significant finding of the
interviews. The chapter gives particular attentiorihe example of the Northern Quatrter,
an area of central Manchester that was colonisedréstive businesses from the 1980s
onwards. The chapter then turns to the premisaseklreasons leading to firms being

located in more peripheral areas.

Chapter 8 explores the way in which opportunities & high quality-of-place were
important to creative entrepreneurs in selectihgcation for their business and the nature
of the location this dictated, in terms of a centramore peripheral site. The chapter goes
on to review the importance of place reputation iamage to creative industry firms. Some
contextual information regarding the developmera place brand for Greater Manchester
is provided. Following that, the chapter looks la reasons associated with quality-of-

place that lead firms to locate in more peripharahs.

Chapter 9 explores the final set of factors idedifas key in the initial assessment of the
interview results, namely those relating to comroation and connectivity. In particular, it
looks at the ways in which accessing networks werportant to the respondents in
selecting a location for their business. It invgeties which aspects of communication were
most important and how this varied between firntated in the centre and those in more
peripheral locations within the conurbation. Theier then turns to the reasons leading
to the continued privileging of the city centre argst some of the sample, in particular the
prospects for strong external connectivity. Theptbiaalso reviews the empirical findings
in relation to whether decentralised locations hlaeeome more popular due to advances

in technology and whether these have enabled fionierge and maintain networks with
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reduced face-to-face interaction. Finally, the nattions of firms from the case study are

investigated in relation to a typology of netwodeveloped from the literature.

Chapter 10 draws together the main findings ofstiuely. It begins by revisiting the aims
and methodological approach of the study. Thenk#e findings are summarised and
evaluated in relation to their contribution to krnedge within the research agendas
outlined above. Their implications for policy arsa discussed. Finally, following an

assessment of the methodology and coverage ofrdsemt study, the possibilities and

priorities for future research are suggested.
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2 A new spatial logic for the ‘new’ economy?

2.1 Introduction

This chapter provides an introduction to currertades about a changing spatial logic in
the economy, given the decline of manufacturing #mel growth of the knowledge
economy. Structural changes in the economy havéibated to an increasing focus on
knowledge as a central contributor to innovatiod growth in cities. Whilst some claim
that this has resulted in a declining role for urlaaeas as information can be passed more
easily and over longer distances (Cairncross, 188@édman, 2006), other commentators
argue that ‘place’ still occupies a central roldhe economy (Christopherson et al, 2008).
In this way the primacy of larger places, notaliig global cities, has been reinforced
through agglomeration economies, the potential Kopwledge exchange linked to

proximity and the quality-of-place advantages ofi¢gaurban areas.

The central purpose of this chapter is to operdeps and issues of potential relevance for
the study. It presents findings from the literatthiat were used to form the basis of the
theoretical framework for the study. The test afsth ideas comes later in the thesis when
the empirical validity of the key messages is as=@sPotential gaps and conflicts in the
literature are highlighted at this stage. The chiaptarts by setting the scene of economic
transformations and the move to a knowledge economly then turns, in section 2.3, to
the arguments surrounding the ‘death of distantéhé context of advances in technology
and communication. Section 2.4 explores how thedltéess’ economy can be embedded
in space and place by reviewing the role of agglatmen economies, clusters and
networks. It also looks at the evidence regardimgrity advantages, which constitute the
more intangible determinants of economic successeatto quality-of-place. Section 2.5
contrasts these with the dispersion forces whiatoerage firms to choose less central
locations. The final section summarises the mogiomant messages from the existing

literature and poses some initial questions fa siidy.
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2.2 The rise of the knowledge economy

We are witnessing a point of historical discontipuirhe emergence of a new
technological paradigm organised around new, maeepiul, and more
flexible information technologies makes it possilide information itself to
become the product of the production process (0ss1©96: 67).

As the above quote from Castells (1996) illustrates discussions of economic
restructuring at the local, regional, national anternational levels, knowledge-based
industries have come to the fore. As productiortscas developed countries have been
undercut, with the advent of globalisation and ades in communications, the need to
capitalise on specialist knowledge has develope@nsformations in the economy,
increased disposable income and more leisure time hesulted in greater product
differentiation and thus a greater creative con{gvbrk Foundation, 2007). It is claimed
that products of this nature are harder to imitatel therefore may strengthen the
competitive edge of the UK against low cost prodsi@broad (Turok, 2009). Rodrigues
(2003) contends that knowledge creation and diffushave been accelerated by
information technologies creating sophisticated cpdures for codification and
management and elevating the perception of knowledga central asset of organisations.
These structural changes in the economy have botdd to an increasing focus on
creativity as a strong contributor to innovation.1899 DEMOS report entitled ‘The
Creative Age’ pinpoints trends relating to the ngsirole of knowledge in the modern
economy. It asserts that the economy has becomightless’, with intangible resources
such as information, networks and human capitalijpging a central role. Technological
change has resulted in a dramatic shift in the oblknowledge so that the “raw material

itself is information, and so is its outcome” (S&land Bentley, 1999: 13).

It is argued that the nature of work has also bectmeightless’, with the proliferation of
temporary contracts and a rise in self-employm8etzer and Bentley, 1999). During the
Fordist period, large firms were typically governaga hierarchical structure, headed by
an elite. A strict regulation and division of lalbobased around slow-to-change tasks
meant that little formal training was often necegs@ommonly, skills were learned on the
job (Murdoch, 1995). Antcliff et al (2005) contetttht the shift from mass production to
more post-Fordist modes of production in recentryea characterised by freelance
working, short-term contracts and self-employm@&mpecialist knowledge and innovation
have become increasingly important, with the maddlexible specialisation and a move

away from mass production to product lines targetede at niche tastes and fashions.
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According to Selzer and Bentley (1999), other teenfithe ‘weightless’ economy include
the shift to an increasingly networked economy, egating a move from vertical to
horizontal relationships between organisations antphasising the primacy of skills

within the knowledge economy.

The characteristics of the traditional and knowkedgonomy perspectives are summarised
in Table 2.1. This highlights the attributes foe thrganisation of the economy implied by
the two perspectives. The perspectives are normatather than positive and the
organisational attributes of the two accounts ave mutually exclusive. Instead, they
represent opposite ends of a range, with no orghorslikely to be at the same end for
every attribute. This account, while very simptistserves to demonstrate that there are
potentially many tensions in the economy associatgld the increasing importance of

knowledge.

Table 2. 1: The characteristics of traditional andknowledge perspectives

TRADITIONAL CHARACTERISTIC KNOWLEDGE

ECONOMY ECONOMY

Generate costs People Generate revenues

Level in hierarchy Basis for power Level of knowledge

Labour versus capital Power struggle Knowledge workers versus
managers

Workers change physical | Production Workers change knowledgé

resources into material into immaterial structures

products

Via organisation hierarchy | Information flow Via networks

Material production Form of production Immaterial structures

One-way via markets Customer relation Interactive via networks

One of the instruments Knowledge Core of the company

Application of new Aim of learning Creation of new assets

instruments

Source: Adapted from Geenhuizen et al (2005: 277)

In the knowledge economy, production is said toltas immaterial structures rather than
material products. This is one of the charactesstassociated with the knowledge
economy which may support the theory that firm tmsaand proximity is of less value.
As immaterial structures, information and knowledge be transferred in many cases via

information technology, such as the internet, it teeen suggested that the power of
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physical location is reduced. In order to explongs tidea further, it is necessary to

critically engage with the ‘distance is dead’ tlsesi

2.3 The ‘death of distance’ and the continuing ‘power bplace’

The significance of knowledge and information exd® has led some commentators to
declare that the traditional factors of physicdtastructure are decreasing in importance
(Cairncross, 1997; Friedman, 2006). Certainly, \&@sEurope can no longer compete by
offering lower production costs through cheap latend subsidies. Engagement with new
economic practices has been essential. The develupoh alternative advantages such as
higher quality products, a skilled labour marketager specialisation, innovation and an
effort to generate and then satiate a wider rarfggonsumer demands has become the

focus of policy development in the UK:

In the global economy, capital is mobile, technglegreads quickly and goods
can be made in low cost countries and shipped veldped markets. British
business therefore has to compete by exploitingndis/e capabilities, which

competitors find it hard to imitatdhe UK'’s distinctive capabilities are not raw
materials, land or cheap labour. They must be owkedge, skills and creativity.

(DTI, 1998: 6).

A technologically deterministic view would preditiat the economic shift to information
generation, handling and exchange would lead toddwtine of the urban centre as the
dominant location of economic activity. Pratt (2pO@cknowledges the arguments
surrounding the declining role of physical locatiaa the corollary of a ‘weightless’
economy. Potentially, producers may locate anywlarethe cost of transporting raw
materials reduces and as Pratt explains: “It ithanfoundation that the notion of the death
or the end of geography as a location factor iati@h to new media has been built” (2000:
427). Harvey (1990) argues that time-space comiaresvith technology allowing
business to be conducted globally, may reduce #ex rfor proximity. As Cairncross
suggests, “Industries that produce goods whichbmasold online no longer need to be
near their markets. Indeed, they can locate whettéveg can find appropriate skills at the
right price” (1997: 216). This idea is based upo@ toncept of tradability, where service
provision is freed from the point of consumptionpsoduction can take place wherever the
costs are lowest (Morgan, 2004). A further commanitgd economic transformation is a
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greater level of codification, which allows infortrem to be universally accessible
(Morgan, 2004).

However, the balance of evidence suggests thasdbealled death of distance does not
necessarily mean an end to the spatial concentraifoeconomic activity, quite the
contrary. As Polese and Shearmur (2004) arguege tievuld be no agglomeration
economies if distance did not exist. The advantagksproximity have prevented
decentralisation to remote locations despite theodluction of new communications
technologies. Morgan (2004: 3) contends that teeggaphy is dead’ thesis “grossly over-
estimates the distance-destroying capacity of mé&tion and communications technology
(ICT) by conflating spatial reach with social depBecause information diffuses rapidly
across organizational and territorial borders, ribrvgly assumes that understanding does
too”. The importance of ‘social depth’ in relaticmthe ability to transmit tacit knowledge
is explored in greater depth below (section 2.4&Bjthermore, even if there is a ‘death of
distance’, it does not mean that all places bectmesame. In fact, they are likely to
specialise in whatever their endowments give thieengreatest comparative advantage in.
As a corollary, if distance barriers are very greaich place has to be self-sufficient and
therefore each produces all the wants of its pedpéreby restricting the opportunity for

specialisation.

Many economic activities are still subject to gexqgarical factors. In the modern economy
there are few products which are actually ‘weigtgleand, even within the new media
sector, material objects remain centrally importait the outputs must still be created,
which is a ‘human’ process, requiring a concerdratof staff, and still have to be
delivered to markets. Pratt (2000) has no doulitttiea‘power of place’ continues to exert
great influence over the economy and there areigns ghat all business will convert to
being conducted remotely as earlier technologicdByerministic arguments suggested.
Although there is an obvious link between the ‘Heaft distance’ and a more ‘weightless’
economy, “there are a large number of material ofitpents that ‘bring it back to earth™
(Pratt, 2000: 428).

Scott and Storper (2003) agree that despite revokiin technology and communications
the ‘friction of distance’ still has powerful effiscon the location of economic activity.
Indeed, in many ways, proximity and its correspagdbower of engendering trust is of
increasing importance. Despite the high costs lobua, property and servicing in urban

core locations, the largest international firmstoare to concentrate strategic decision-
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making functions and expertise there. Most asdeat proximity is still of central
importance (Morgan, 2004) due to advantages gextelat agglomeration economies (see,
for example, Hildreth, 2006; Maskell and Malmer§99; Parr, 2002a, 2002b; Polese and
Shearmur, 2004; Scott, 2001).

One of the main results of transport and commuiigatcosts becoming less important is
that the factors of production tend to become nioggortant, particularly if they have any
‘locational stickiness’. Indeed this is frequenthe case, as for example with access to
labour, clients and competitors. This alters theugd rules for the spatial organisation of
production. Castells (2000), in his discussion ltd €mergence of a ‘space of flows’,
argues that economic organisation is not ‘placélédaces act as nodes linked into the
global economy. Each node requires infrastructorea this including support services, a
specialised labour pool and a system of servicesi@éet the needs of skilled workers
(Castells, 2000). Assuming a node-based systeng axdivities will crave access to such
nodes, but some can afford the cost of this b#tger others. At the same time, the pattern
of nodes and linkages within the networks is chaggiAs described by Hall and Pain,
“Cities within networks and as city regions are thiéical hubs and nodes of the space of
flows” (2006: 14). So, in sum, the balance of coriion and deconcentration aspects of

industrial sectors is changing, while concurretttly spatial landscape is also altering.

2.4 The continuing importance of urban concentration

We now turn to three different ways in which theeightless’ economy (Pratt, 2000) is
embedded in particular cities by the advantagesttiey offer for production. The first
relates to agglomeration economies and the hamtsasffered by cities. Following this,
the advantages of clusters and networks are redigaaletermine how far and in what
ways these encourage co-location in cities. Findhg section looks to the softer, more
intangible assets offered by places to see howafaenity advantages may encourage

concentration.
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2.4.1 Agglomeration economies

The advantages of agglomeration relate to the rafigeconomies derived from spatial
concentration (Hildreth, 2006; Maskell and Malmhet§99; Polese and Shearmur, 2004).
Productivity is raised by market size, larger Idedlour markets and knowledge spillovers.
Scott (2001) contends that performance is improy®d urban concentration as
concentration ensures efficiency and can intensiBativity, learning and innovation.
Agglomeration benefits are external to the firm aledived from geographic proximity
(Gordon and McCann, 2000). As Scott and Storpe®32881) assert, “Globalisation has
been accompanied by the assertion and reasseftiaggtomerative tendencies in many
different areas of the world, in part because efulry openness and competitiveness that

it ushers in”.

Marshall (1920) argued that there were three ma@asaof agglomeration advantages.
Firstly, the sharing of inputs, whose productiovalves increasing returns to scale
internally, leads to reduced transaction and traritapon costs. Secondly, labour market
pooling allows the greater possibility of a matabtviieen an employer's needs and a
worker’s skills and, in doing this, reduces thekrfsr both parties. Finally, there are
spillovers in knowledge, so called ‘pure extermedit, that can take place when an industry

is localised, allowing workers to learn from eathes through networks.

In terms of the first point, as Gordon and McCa200Q) argue, the sharing of specialised
suppliers allows businesses to benefit from theatgreavailability and efficiency of

particular local services and the more favourabdall availability of capital finance in the

smaller firm sector. The local services are speadl according to the nature of the
product or service on which the local industry sséd. Specific advantages include
technical expertise, machinery, marketing, and teaence services (Markusen, 1996).
Transaction and transportation costs will also é@uced. Suppliers and distributors are

also advantaged due to the larger market sizeadlailn a city (Turok, 2005).

As regards access to a highly skilled labour, Rodesd Shearmur assert that most creative
and knowledge-intensive activities are sensitivéhe characteristics of ‘place’, the chief
aspect of which is “the congregation of talentetijcated, and creative individuals” (2004:
436). Highly skilled and creative workers congregat large urban centres, producing the
benefit of ‘thick’ local labour markets. Firms s&ito achieve flexibility in their use of
labour and thus need access to a large and vaetegabl of specialised talent (Scott and
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Storper, 2003). Local firms are able to hire anplistdtheir labour employment levels in
response to market conditions more efficiently thfalocationally isolated (Gordon and
McCann, 2000). Flexible systems, supported by nedsycare needed as workers often
come together on a short term basis (Turok, 200%.logical for specialised workers to
locate where there is a range of employment oppiigs requiring their particular
expertise. Once firms are located in a particulacey the benefits of a dense labour pool
of skilled workers may ‘lock-in" and tie the firnte the location. There will also be an
unwillingness amongst firms to relocate as it isessary to retain these skilled workers
(Hall and Pain, 2006). The sustainability of sdatlasters of similar and related economic
activity can be seen as a result partly of “fornisinertia, meaning that firms rarely

relocate once they have reproduced in a place” Kpleand Malmberg, 1999: 5).

Thirdly, Marshall’s suggestion that knowledge spitrs are advantaged by geographical
proximity has also been confirmed by subsequentaret. Begg (2002) argues that
innovation, generated by exchange of tacit inforomaand learning, can be best realised
within urban locations. The city remains a natumaeting place, which is good for

developing innovations in busines#/hile coded or standardized knowledge can be
transferred without face-to-face contact in therfaf reports and so on, tacit knowledge is
less transferable, likely to produce greater intiomaand often necessitates greater
geographical proximity between companies (Begg,2200hus there is continued a

necessity for proximity and accessibility in busigeelations. There is clearly a need for
“face-to-face communications of a formal and infainplanned, chance and serendipitous
nature” (Pratt, 2000: 434). This trust and undeuditag is asserted to be enhanced by its

construction around shared values and cultures {ARE99).

More recently, other specific advantages have b&sn suggested. One is home market
effects, where the concentration of demand encesragglomeration. Another relates to
economies in consumption (Gordon and McCann, 2000hsumption-focused strategies
are often associated with the regeneration of pakistrial cities including Glasgow,
Manchester and Newcastle in the UK. The concenfraif amenities, such as cultural and
leisure services and the types of retailing nobkgan smaller centres, draws visitors to the
city. Turok (2008) believes that this is augmenigdstrong regional transport networks.

Porter (1995) further argues that a discriminatoggl clientele may also emerge.

Parr (2002a) categorises agglomeration econontiesyrsin Table 2.2, and divides them

into economies related to urbanisation, localisat@md activity-complex and linked to
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particular dimensions of the economy. The dimen@bindustrial scope, according to
Rosenthal and Strange (2004), refers to the deigreghich agglomeration economies
extend across industries, possibly even to allsiviks in a city rather than being confined
within industry boundaries. Urbanisation econonass derived from the possibilities for
sharing a common infrastructure and business se\and are available to unrelated firms
from different industries (Parr, 2002b). Advantagessociated with urbanisation, argue
Scott and Storper (2003), have meant that citie® Heen seen as privileged sites for
economic growth due to the economies afforded bystieg capital-intensive
infrastructure. City size is positively linked tocreased productivity with firms having
better access to labour, customers, services applists and strong connectivity. As
Turok (2008: 155) explains, this “lowers costs,sesai productivity and improves

resilience”.

Table 2. 2: Dimensions of spatially constrained enomies external to the firm

DIMENSION ECONOMIES

Scope Urbanisation economies
Scale Localisation economies
Complexity Activity-complex economies

Source: Adapted from Parr (2002a: 154)

Secondly, economies of scale occurring within atugtry which is spatially concentrated
are referred to as localisation economies (Tal2g Zhese relate to the existence of dense
local labour markets and localised relational @ffeavhich lead to the outcomes of
learning and innovation. Research demonstratesdbaigents become closer in industrial
space, then there is a greater potential for iotema (Rosenthal and Strange, 2004).
Specific advantages include the emergence of pafadkilled labour, lower freight rates,
access to specialist services and informationcaahs; and it is the firms involved in the
same industry that benefit (Parr, 2002b). Phygicakimity and the co-location of related
firms can permit greater control over contractorsd aallow inspection and easy
transportation of goods. The companies that aredas cities benefit from external
economies of scale by being located close to atbempanies, reducing the costs of doing
business. Corresponding density in the local laboarket allows easy recruitment of
skilled individuals (Turok, 2005). ‘Untraded dependies’, consisting of labour markets,
public institutions and locally or nationally degw rules of action or customs, are crucial.

Further localisation economies are derived fronreshainderstanding and values, from
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reciprocity and trust based on familiarity and dison tacit knowledge based on face-to-
face exchange (Amin, 1999; Pratt, 2000).

Thirdly, in terms of the complexity dimension, &diy-complex economies are generated
between firms related by linkages to firms in otiedustries (Table 2.2). The specific
advantages include transportation, telecommunicgténd logistics cost savings, efficient
flows of materials amongst stages and lower invgntmsts (Parr, 2002b). Firms may
spatially cluster to minimise their observable gddtansaction costs by locating near to
firms within the particular input-output producti@nd consumption hierarchy of which

they are part. The benefits will be distributed syatrically to those within the complex,

who will have made substantial capital investmeistdocate there and, according to
Gordon and McCann (2000), this may discourage iddal firms from making

investments in research or human capital.

The extent to which a firm can access agglomeraidvantages in a particular place is
also related to city size and density. Agglomeragoonomies vary with city size and also
distance from the city centre. In terms of the mptin city size for firms to access
agglomeration advantages, it is contended thabitfgeer the city the more benefits (Turok,
2008). In a summary of the empirical evidence reéiggr the impact of urbanisation
economies, Rosenthal and Strange (2004), in theernational study, suggest that
doubling city size seems to increase productivify38%. Graham (2006), on assessing
past studies of the relationship between city sizé agglomeration economies, suggests
that the doubling of city size is associated withracrease in productivity between 1% and
10%.

Agglomeration economies tend to attenuate withadist. This means that if companies
are physically closer, there is more potentialifderaction. It has been suggested that it is
not necessarily physical size, but effective dgnghat counts. By increasing effective
density, the number of people and firms who cares&dhe city quickly is raised. This
would primarily be done by improving the quality insport network (Marshall and
Webber, 2007; Venables, 2007). As outlined in Egtdin (2006), historically transport
has enabled clusters of economic activity to emerge

Hall and Pain (2006) argue that high quality tramsgion is thought to be particularly
crucial within advanced service economies. Grah2a@®§) found that service industries

were most likely to benefit from positive extertiak derived from increasing effective
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densities. He asserts that, “There is an inheretdtionship between transport and
externalities of agglomeration” (2006: 3). The Hufdon Report (2006) explained the
ways in which the transport infrastructure can dbaote the economy. It can improve
productivity by increasing inputs, such as accedaliour, and by reducing journey times.
Further to this, a good transport system can imgrquality-of-life opportunities, by

enabling commuters to live in the suburbs (EddingRD06). As the report explains:

The quality of infrastructure, and how compreheashe transport network is,
will influence the role transport plays and its tdyution to the functioning of
a successful economy (Eddington, 2006: 3).

These advantages can be accessed by any busicatsilon the area, so there is potential
for free-riding i.e. firms consuming the advantagéthout shouldering a fair share of the
costs. But as Gordon and McCann (2000) point autha firms are producers as well as
consumers of external economies, the system iBkaby to be prone to subversion. There
may, however, be some disincentive to trainingfséaf they are likely to be more
footloose. This model of pure agglomeration presume form of co-operation beyond
what is in their individual interests in an atontisend competitive environment (Gordon
and McCann, 2000). Their view of industrial orgaicn is therefore sceptical of co-
operation engendered by co-location, but thereommesevidence that clustering brings

advantages which are associated with social nesvork

The next section therefore explores how firms magvenfrom a model of pure
agglomeration economies, with shared externalgee®ssed by proximity, to engendering
a sense of trust and building relationships andvomds through which competitive
advantage can be generated. The section then gamsexpose some of the complexities
of these ideas by looking in more detail at therdéiture on the nature of the networks
involved and the importance of tacit knowledge.d-axzface interaction is identified as an

important contributor within these networks.

2.4.2 Beyond pure agglomeration: fostering knowledge ex@&nge

through clusters, networks and face-to-face interan

Pure agglomeration economies focus on the advaste#geecale and scope that are external
to the firm rather than internal. As discussedhi@ previous section, these advantages are
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associated with geographical proximity and arelalsbe to firms located within the same
area. The external economies generated by aggltioreeae associated with the collective
use of transport infrastructure and other serviasswell as with enabling the rapid
movement of labour, capital and other commoditheswe have seen, the advantages of
market size derived from location within large cdrations also encourage the colocation
of firms. Clustering is distinct from agglomeratiomits association with social networking
and reliance on a degree of cooperation betweerbydiams. Porter defines clusters as
“geographic concentrations of interconnected congsarspecialized suppliers, firms in
related industries, and associated institutionsit@?, 1998: 197). Particularly important in
relation to accounts of clustering tends to bedkistence of social glue (Porter, 1998b)
which binds members together to achieve cooperdttween members and stimulate the
free flow of ideas (Gordon and McCann, 2000; TurdB®05). Whilst clustering mirrors
many of the concepts drawn from previous literataduding, for example, Marshall’s
work on industrial districts the current debatdinked closely to Porter's conception of
clustering, which has been embraced within poliakimg where examples such as Silicon
Valley have been drawn upon.

Industrial clusters differ from the agglomeratioodel in that there is a belief
that such clusters reflect not simply economic oesps to the pattern of
available opportunities and complementaries, bsb an unusual level of
embeddedness and integration (Gordon and McCafg, Z0.

A cluster can be described as a “grouping of inmiestinked together through customer,
supplier and other relationships which enhance &titnge advantage” (Montgomery,
2003: 298). The spatial clustering of related indes and skilled workers may allow the
development of an innovative environment likelyléad to a competitive and specialised
local economy. The example of Silicon Valley in iahia is a much-cited cluster of
high-technology industries where informal and folrnca-operation and face-to-face
contact has allowed it to continue to flourish a@minate in a world market. Saxenian
(1990: 105) argues that, “Silicon Valley’'s resilbenowes as much to its rich networks of
social, professional and commercial relationshigs ta the efforts of individual
entrepreneurs”. Other commonly drawn upon examplelside Baden Wurttenberg and
Italian industrial districts, which are often dabed as ‘learning regions’ (Amin 1999;
Morgan, 1997). The learning is said to be fac#ithtby “reduced opportunism and
enhanced mutuality within the relationships of idependence” (Amin, 1999: 369).

According to these accounts, clusters offer adygsaanging from economies of scale

and reduced transaction costs to more intangibtefiie like information exchange and
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knowledge sharing. When maximised, these assets afpossibility for offsetting risk in
the ‘information age’. This clustering has many aatages including: “increasing returns,
reduced transaction costs and economies associaitbd proximity and interfirm
exchange, as well as specialized know-how, skiittachnological advancement” (Amin,
1999: 368). Porter (2001) discusses the advantafedustering in the modern city
economy. As well as connectivity, larger labour Iscand larger markets, he argues that
urban areas provide a good base for the growtlusters. These areas, he contends, allow
the development of the supply and servicing sidbusiness, reducing costs and creating
advantage for the formation of new businesses. M@ it is asserted that co-location
can lead to greater possibilities for collaboratioreating “knowledge spillovers” and a

sense of shared interest in the wealth of the re@iarok, 2005).

The social network model exemplifies some of theaathges of clustering (Gordon and
McCann, 2000). Through social networks, a form aofathle social capital, defined as
social cohesion and personal investment in a contyn(Putnam, 2000), is developed and
maintained. This model is optimised by “trust, leedhip and common interest” (Gordon
and McCann, 2000: 520). These conditions, it i®ded, are advantaged by propinquity,
but access to these advantages is dependent omefEsience, routine interaction and

investments of effort (Gordon and McCann, 2000).

Antcliff et al (2005) provide empirical evidencegegding the existence of networks in the
audiovisual industries. They found that the exis¢éeof local networks of SMEs enhanced
the flow of information between firms and encourkhdeollective learning’, fostered

creativity and created a sense of community. Thisttcan, however, be limited by the
inherent sense of competition and, therefore, ‘fasseof congeniality within networks

merely masks the competitive and essentially imliglistic nature of the labour process”
(2005: 4). Competition should be maintained in bl environment in order to ensure
that stagnation does not take hold and so thatwadtian is driven forward. Leadbeater and
Oakley argue that the cluster will “thrive on amasphere of intense local rivalry, through

which competing companies can compare their pedooa and products” (2001:31).

Some ambiguity, however, can be identified in bretatements of cluster theory. Turok
(2003: 551) notes that cluster theory “is vagueualtite degree of aggregation of firms and
industries, the strength of linkages between fiamd the spatial scale and intensity with
which clustering processes operate”. It can be esigg that the value of policy

prescriptions advising greater collaboration antivoeking may be overstating their value,
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especially if their inherent intricacies are igrarét is therefore important to review in
greater detail the different types of networks aalfaborations between firms and the role

of face-to-face meeting in business relationships.

Different types of network have been identifiedtie literature. They can have many
different characteristics, which affect their edfiy. As identified by Antcliff et al (2005),
networks can be separated into two broad typesedlanetworks and open networks.
Closed, or tight, networks tend to be based inltisal and be of a more exclusive and
homogenous nature, while open, or loose, netwarksheought to be more heterogeneous
and global. Again there is likely to be a spectruith the reality lying somewhere in
between, dependent on a complex interplay of faatelating to context. Nevertheless, for
the purposes of exposition here, the focus heom ithe two opposing types, as shown in
Table 2.3. The table is not meant to be a detestniniaccount of the effects of
involvement in open or closed networks, but repressa framework for reviewing the
competing perspectives. Moreover it helps to shalteit simplistically, that, while there
are advantages and disadvantages in both typestwbrk, open networks are generally

considered the more beneficial.

Table 2. 3: The potential for collective action though networks

OPEN NETWORKS CLOSED NETWORKS
Structure Members do not all know| Members know each othgr
each other
Inclusive Exclusive
Heterogeneous Homogeneous
membership membership
Function Raising individual profile | Support

Improving employment | Maintaining collective
opportunities norms

Building bridging capital | Building bonding capital

Consequences Competition Sense of belonging
Individualism Trust
Flow of information Exclusion
Creativity Formation of cliques

Source: Adapted from Antcliff et al (2005: 19)

There is an association between open networks ahtevang creativity, information
sharing and therefore being more competitive. @lasstworks are linked to a more local
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environment. The glue that holds networks togethéne personal ties between members.
In turn, these relationships are based on trustjpnacity and interdependence
(Granovetter, 1973). Despite some advantages fratwanking in a more local

environment, there are disadvantages associatadivist

The negative effects of social capital can be deesliggest some potential issues relevant
to networks. Some networks, for example, may becated with “nepotism, favouritism,
patronage, a lack of transparency and oppositiathémge” (1973: 14). This would result
in their existence be self-defeating as they waarolve slow to adapt and thus lack the
essential ingredients of firms in this sector: watmon and creativity. Gordon and McCann
(2000) support the idea that weak ties are moreoitapt, as is pluralistic network
building. Actors should aim to cultivate an extersset of links into other national and
international networks. This, they suggest, “magvprto be more useful than committing
to any single ‘club™ (2000: 7). This is also thed of Landry (2000: 34) who claims:
“Sealed systems have no future — communicationlalootation and partnership are
key...Many agents, users and competitors togetheterhe network’s value...and the

value of the gains resides in the greater weblafiomships”.

Within all types of networks, there are also seM@atures which may make them more or
less successful at achieving action. Vogel (200B)pgints two dimensions which

underline collective action contributing to changesorganisations. Firstly, there is an
energetic dimension, which can be described asdhective drive and effort to achieve
joint activities. Secondly there is a focusing dinsien, which provides the purpose or

intentional impulse for change.

Vogel (2005) goes on to categorise what he sedlheathree variables which stimulate
collective action within networks of this natures Ahown in Table 2.4, Vogel's model
contends that collective action may be generatau fnetworks providing that there is the
right interplay between individual participants édsn a suitable context. This exploration
of the operation of networks, however, serves tmalestrate their innate complexities.
Some closed networks may be self-defeating anavalagnation. This shows that there
are challenges associated with enacting the piepedf a successful network; for

example, collective emotion, volition and cognitp®cesses.
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Table 2. 4: The variables stimulating the emergencef collective action

VARIABLE EXPLANATION

1. Perception of supportive context Managementdargtt superior support
seems important as well as perceived
autonomy and social capital.

2. Individual action of network Individual proactive action is associated
participants with communication and coordination

3. Intra-network factors (properties of theCollective cognitive processes- shared
network itself) goals which catalyse, direct and bind
collective action, communication and
coordination and mutual feedback.

Collective emotions- shared reactions tp
incidents.

Collective volition- willpower to enact a
certain goal.

Source: Adapted from Vogel (2005: 536)

The level of linkage into external networks is atemsidered crucial to the success of the
networks. Amin and Thrift (1992: 574) argue thae temphasis on local production
complexes is overdone and that “models which acallp based do not recognise the
importance of emerging global corporate networksiaterconnected global city regions”.
Bathelt et al (2004) further suggest that multiiovadls provide important pipelines within
which tacit knowledge can flow in a way which wouleé less easy between separate
parties at an equivalent distance. The developrokipen or loose networks has been
advanced by the expansion of information technalddne impact of this has been that the
members of networks are more likely to be heteregas in nature. An advantage of this
broader network is that firms can internationatiseir products more easily and facilitate

the search for ideas amongst larger numbers ofip€Aptcliff et al, 2005).

When exploring theories relating to the nature led hetworks and relationships which
support economic competitiveness, the role of faekce interaction is a recurring theme.
Despite the ability nowadays to transfer huge artowoh information instantly via new

technology, face-to-face interaction still appetarde critical when conducting business.
Storper and Venables (2003) believe that facede-faontact has four specific functions,

as shown in Table 2.5.
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Table 2. 5: The advantages of face-to-face (f2f) mtact for business relations in the
new economy

FUNCTION ADVANTAGE OF F2F CONTEXT

Communication technology High frequency Non-codifiable
Rapid feedback information

Visual and body language cu eg&D
Teaching

Trust and incentives in Detection of lying Meetings

relationships Co-presence: a commitment pf

time

Screening and socializing Loss of anonymity Professional groups
Judging and being judged Being ‘in the loop’
Acquisition of shared values

Rush and motivation Performance as display Presemnsa

Source: Storper and Venables (2003: 6)

Taking each of these four functions in turn, fise the advantages of face-to-face
communication in allowing the transfer of non-caabife information. This relates to the
fact that the transfer cost of tacit knowledgd sskes with distance (Hildreth, 2006). Tacit
knowledge, that which is unable to be routiniseshds to be dependent on networks
(Scott, 2001). It can be asserted to be locatigraticky’ as it is heavily dependent on
context and is person-specific (Morgan, 2004). [&oand Venables (2003) contend that it
is not just that some information is difficult todify, but also that visual and corporal cues
may be as important as the words themselves. btienally, the increased ability to
communicate electronically, they argue, has actualcreased demand for business
meetings and travel. This confirms the belief ofeBe and Shearmur (2004) that the one-
hour cut-off point is still very relevant and ispported by Hall and Pain (2006) who
regard electronic exchanges as routine and oftenpaslude to face-to-face meeting rather
than reducing its necessity. In knowledge-basetbeeand industries with a high creative
content, markets are characterised by considematdertainty. Small-scale, non-routine
flows with ambiguous content are notably aversextension over long distances and thus
would be of high expense. According to Scott arat&r, “The spatial proximity of large
numbers of firms locked into dense networks of reddon provides the essential
conditions for the many-sided exchanges of inforomato occur, and out of which new
understanding about process and product possbilitare constantly generated”
(2003:583).
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Developing trust and incentives is the second naamimantage of face-to-face meeting
identified by Storper and Venables (2003, see Tal8g Trust is engendered by face-to-
face contact and is important in industries charsxd by high-risk activities as it allows
evaluation of competitors and partners. Co-opeamat® encouraged by institutional
thickness (Hall and Pain, 2006), which refers ®ghcial, cultural, and institutional forms
and supports that are available to businessesudimg trade associations, voluntary
agencies, institutions and local elites. Face-tefeontact can also mitigate the problems

of incentivising reciprocity and preventing freders (Storper and Venables, 2003).

The third main function of face-to-face meetingthat of ‘screening’ and ‘socialising’
through social networks. Storper and Venables (R@G08ue that the tacit knowledge
exchanged within networks is often highly localisadd embedded within specific
contexts. Learning the shared codes of a groupadsof a socialisation process, is often
associated with face-to-face contact. Finally thetegory of ‘rush and motivation’
constitute a further function of face-to-face megtiThe face-to-face element of this is the
performance, which can raise the quality and qtamdf information which can be
transferred. Presentations, Storper and Venablg33f2contend, motivate imitation and

competition by stimulating the desire to succeetl@gain status.

In summary, Table 2.5 shows that, despite advamcesmmunication, it is particularly
the possibility of face-to-face interaction, foetreasons laid out above, which has ensured
the continued primacy of co-location, often in tigy centre. This review has shown that
significant evidence exists which points to theetyy clusters and networks perceived to
be of most importance to economic performance.adyt due to the importance of tacit
knowledge exchange, via face-to-face interactianlocation in cities is regarded as the
dominant spatial pattern for the knowledge-basesh@my. However, descriptions of
organising aspects are very complex and therenamnsistencies in explanations of how
firms operate. This is problematic as policies anat inducing cluster formation and

stimulating networks are common.
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2.4.3 City ‘buzz’ ? as a driver of urban concentration

Another area which has stimulated the attentioacatlemic and policy makers alike is the
extent to which quality-of-life advantages can hel@ttract the skilled workers necessary
for boosting the knowledge economy. Amenity advgesaare related to the idea of
quality-of-place. Arora et al (2000: 2) refer t@ith as the “inherited, acquired and built-up
characteristics of places — for example, as emblodiéts parks, neighbourhoods, cultural

and educational institutions, and broad socialeuili Overall, it has been argued that local
amenity, as often provided by such aspects as dather, physical attractiveness, culture
and tradition, is an important factor in enhancitige appeal of particular urban

agglomerations (loannides et al, 2007). This seatwiews the argument that preferences
for the quality-of-life advantages associated vilike city centre determine the location

preferences of skilled workers and in turn knowketgsed firms.

The role of quality-of-life in the location decisi® of people and businesses in the modern
economy has long been recognised. An influentiadystonducted by John Myerscough in
the late 1980s aimed to demonstrate the economporiamce of the arts to Britain
(Myerscough, 1988). The provision of a strong aalfunfrastructure was seen as an
important contributor to a good quality-of-life, igh was identified by businesses as a
consideration in their location: “Investment in @rgés and other amenities is becoming part
of a new spirit of competition to create the rigintvironment for business investment and

to attract talented people to work in a region oitgs industries” (Rodgers, 1989: 61).

A skilled workforce can be a driver of competiti@dvantage, while research and learning
can provide the basis for economic success. As dord1997: 493) argues,

“Contemporary capitalism has arrived at a point ighienowledge is the most strategic
resource and learning the most important proc@4s2. high incidence of educational and

research institutions is an important competitisheaantage that a city can offer.

It is asserted that, in order to develop and compef knowledge driven economy, it is

essential to attract and retain creative, innoeadind entrepreneurial individuals. The 2002

2 In the world of marketing ‘buzz’ refers to word-sfouth interactions encouraging the hype, excit¢raen
anticipation of a product. The term ‘buzz’ is afeequently associated with city centre regeneragioa
image building. For example, prior to the (unsusta} bid for 2008 city of culture on Tyneside the
taglines Newcastle-Gateshead buzzin’ and ‘Lovebthez’ were used to market the region (Byrne, and
Wharton, 2004). It is used by Bathelt (2005) toaterintensive local networking and in this studigit
used to reflect the dense possibilities for intBoscwithin a city centre location associated witib
nature of the amenities and opportunities to comsum
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book by Richard Florida on ‘The Rise of the Creati€lass’ has been particularly
influential in this field, though not uncontested we will see. Its central thesis is the
following: “The bottom line is that cities needbaople climateeven more than they need
a business climate. This means supporting cregatigitross the board...Instead of
subsidizing companies, stadiums and retail centarsymunities need to be open to
diversity and invest in the kinds of lifestyle apts and amenities people really want”

(Florida, 2002: 283, emphasis as in original).

According to Florida and as re-iterated in his maeent ‘Who’s your City?’ (2008), the
individuals comprising ‘the creative class’ are ipgd to locate in cities with certain
amenities which fit with their values, aesthetidsstyles and consumption patterns. These
amenities have tended to be associated with citjre@menities such as arts and cultural
infrastructure, sports and leisure amenities, shiopis, music venues, etc. There is seen to
be a mutually reinforcing relationship between w@t ‘coolness’, social cohesion,
compact built environment and economic competitasn(see also Turok, 2008; Turok
and Mykhnenko, 2008).

Florida (2002) also argues that diversity of hursapital is essential to attract and retain
the creative class. Places with large proportidrthree population types were consistently
ranked in the top 15 high-technology regions inresearch. Firstly, he argues that a large
gay population is one of the main indicators ofhkigch success: “The presence of gays in
a metropolitan area provides a barometer for adospeectrum of amenities attractive to
adults, especially those without children” (200311 Secondly, high concentrations of
creative or ‘bohemian’ people, classified as astistriters, musicians and actors, are also
viewed as an indicator of an area’s success in taghnology industries (see also Florida
and Gates, 2001). In Florida’s 2002 study, rankiofgthe outputs of high-tech industries
in areas were compared to those with high numbeartdtic or bohemian individuals.
Thirdly, he contends that a larger proportion aktfgn-born residents is associated with a
higher level of technological success. Florida @0€ummarises the factors essential for

attracting and retaining skilled human capitalles3 Ts: technology, talent and tolerance.

Urban locations can offer companies access todteative class’ as they are potentially
more diverse and offer leisure and cultural opputies for them that are not matched by
rural areas. This is exemplified by the fact tlne mmajority of the repopulation of cities is

by young people, most attracted by leisure acsigitof the sort offered by city-centre
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living (see, for example, Nathan and Urwin, 2008)e impact of the Florida thesis was to

propose that human capital is the main determiobuatban futures and economic success.

The ‘creative class’ theory has had a huge impaith, widespread take-up of the ideas by
policy practitioners. In particular, the UK goverent was quick to pick up Florida’s
suggestions that cities offering a distinctive eoniment, attractive architecture, varied
culture and leisure activities and good housingomgt would attract a critical mass of
highly-qualified knowledge workers (ODPM, 2004).ilhas resulted in the popularity of
trying to build advantage based around image astthdtiveness. Turok (2009) outlines a
number of features which are focused on to devéiagpdistinctiveness. They include a
vibrant cultural scene, convivial social environiseand architectural heritage. There is
increasing emphasis on features associated withlitygo&place, which allow
differentiation (such as unique strengths, origkrawledge, creative capabilities), rather
than on policies based on incentives, deregulasiopursuing efficiency gains. A vibrant
cultural scene can create a sense of excitemeaiti@s, which attracts other industries.
Politically, Florida’s thesis has been very sedwecis any and all communities have the

potential to realise the benefits through relafivebxpensive measures (Peck, 2005).

At the same time, however, there are problemapecs to the widespread provision of
the type of lifestyle and amenities that the ‘arematclass’ demand. This may only be
possible through the expansion of the low-levelisersector jobs. This will increase
employment in low-wage, exploitative roles and theed to greater polarisation between
rich and poor in these cities, serving to alierthtar indigenous population. Wilks-Heeg
and North (2004: 307) describe Florida's approazHotal economic development as
“highly elitist...premised on attracting a new clas$ highly educated foot-loose
professionals rather than dealing with socio-ecdndnequalities”. The concentration on
creating the desirable quality-of-life for wealthiesidents and tourists can obscure, they
suggest, the real and most acute problems. Thecagpdrawn upon by many of the critics
of Florida and it must be recognized that there “asrious downsides to unrestrained
workforce and flexibilization strategies” (Peck,0%0 17). Moreover, “There is little regard
for those who are on the thin end of Florida’scthlabour markets’, beyond the forlorn
hope that, one day, they too might be lifted — ymesbly by acts of sheer creative will —
into the new overclass...leaving unanswered, thea, nhgging question of who will

launder the shirts in this creative paradise” (R@6K5: 17).
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2.5 A ‘highly complex space of flows’?

The previous sections of the chapter have idedtifieveight of evidence to suggest that
knowledge-based firms are strongly compelled t@atedn central, urban areas in close
proximity to other firms. This section looks at tfaetors which may dissuade firms from

selecting city centre locations. It focuses maimiyissues of agglomeration diseconomies
and on quality-of-place relating to residential icleo including preferences for suburban
life. It goes on to suggest that, in balancing ¢hesces of concentration and dispersion, a
complex spatial logic emerges. This may be furinfluenced by historical contextual

issues.

Agglomeration economies tend to be offset by diper forces as activity becomes
increasingly concentrated. The rising price of land housing, increasing congestion and
commuting costs and higher wages are all associatéd emphatically mono-centric
growth (Convery et al, 2006; Hildreth, 2006). Tregative impacts of growth take many
forms, but all arise from the fact that competitifmm local resources, broadly defined,
increases with spatial concentration. Congesti@uigscas a result of increased competition
for space and the fact that firms pay higher reatd wages as a result of increased
competition for land and workers. Problems withng@ort congestion can negatively
influence economic competitiveness as well as tuafilife. The Eddington Report
(2006) found that 24% of traffic in London took pdaunder very congested conditions in
2003. This also leads to less predictable traveési, which means that people must leave
earlier to ensure arrival at their destination iomet(Eddington, 2006). Graham (2006: 26)
found that, “Urban road traffic congestion playsignificant role in ‘constraining’ the
benefits of agglomeration and consequently it mayes to reduce achievable levels of

urban productivity”.

Secondly, while section 2.4 discussed quality-a@iepl as a force for concentration, there
are also dispersion forces linked to a preferencéntreased liveability, associated with a
more suburban environment and influenced by fadtmkiding safety, green space and
access to good schools, i.e. quite contrary tditbstyle that Florida (2002) suggests. For
instance, according to Wong (2001), there are megaimpacts on quality-of-life

associated with growth. The attractiveness of aeplaill eventually hit thresholds,

creating stress to the local infrastructure and rthural environment and leading to a

rising cost of living and to a deteriorating qualiaf living. Castells and Hall (1994)
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discuss the decline in the quality-of-life in SiicValley due to pollution and unaffordable

house prices, describing this as “the dark siddethip”.

Furthermore, even if it is accepted that humantabs a key determinant of urban futures,
a richness and diversity of culture and city-ceniveng is not necessarily the priority
amongst the skilled individuals that the city masints to attract. As Storper and Manville
contend, “One person’s amenity is another persortsnvenience” (2006: 1252). The
vibrancy and excitement found in the centre of mydaconurbation might fulfil the
preferences of one person, in meeting their désitBnsume amongst other opportunities,
but might be wholly unappealing to another who $intdnoisy, unsafe and polluted. For
example, Glaeser (2004) maintains that city livilmgot the priority amongst the majority
of the skilled individuals working in the knowledgeonomy. In place of Florida’'s 3 Ts,
he suggests 3 Ss: Sun, Skills and Sprawl. He agbertt amenities associated with quality
of residential life, such as “big suburban lotshnétasy commutes by automobile and safe
streets and good schools and low taxes”, are nmgperiant in determining the location of
creative skilled individuals (2004: 2). As he peirdut, “Plano in Texas was the most
successful skilled city in the country in the 1990sasured by population growth) - it's

not exactly a bohemian paradise” (Glaeser, 2004: 2)

These findings are echoed by UK studies and iikedyl that the provision of city-centre
luxury apartments will be insufficient in trying tweate the residential amenity demanded
by most members of the creative class (Lee and eMi@004; Tomaney and Bradley,
2007). City living there has not enjoyed the massipturn so much heralded and, in fact,
city centres in its Northern cities are alreadyihg\vo deal with the problem of the chronic
oversupply of high-end residential developmentsyw naggravated by the economic
downturn (Nathan and Urwin, 2006; Unsworth, 200Q7has been claimed that 87% of
new homes in central Leeds are one- and-two bésldianed at investors and that 70% of
flats in central Manchester and 65% in Sheffieldendeen sold to private landlords.
Without tenants, landlords have resorted to salb wp to 40% losses (Northwood, 2008).
Concerns can be raised, for the same reasons, abrogturing regeneration around a
consumption-orientated strategy that is focusedemure and retail spending, which are
the sectors likely to be hit first and worst by #enomic downturn.

At the same time, there is some criticism of theaidhat quality-of-life is the key
determinant of human capital location. Storper Btahville (2006: 1253) assert that high
incomes “are not usually exogenously determined¢hvBuggests that the young and well
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educated need first to live somewhere where thdlybeiwell paid and only second can
pursue their consumer tastes”. They also contesdctbnsumer amenities do not vary that
much between places and, while consumption practoght explain why the young,
skilled professionals might prefer city living tawaral environment, it does not necessarily
explain why they would select one city over anoff8torper and Manville, 2006). A study
by Wong (2001) found evidence to suggest that tuafilife was a secondary
consideration in business location, less importdmn traditional local economic
development factors or at least something thatdcdd achieved by a willingness to
commute in her study areas of the North West aedBast of England. People tend to
travel further to work to ensure achieving thesidential preferences. She argues that the
“traditional factors of location are necessary dbads, whilst the softer quality-of-life

factors provide the additional, optimal conditidaseconomic success” (2001: 31).

The balance between the agglomeration economieshasd dispersion forces determines
the spatial structure of the economy (loannided,e2007: 4). Graham (2006: 8) notes that,
“The degree to which a favourable trade-off betwagglomeration economies and the
costs of trade can be reached in any particulatioe is to a large extent specific to the
nature of the economic activity being undertakdrwer-level service functions are the
more likely to decentralise and re-concentrateoagel levels of hierarchy as they do not
require the benefits associated with city-centreations. Despite some evidence of re-
concentration in city-centre locations in recenarge there has at the same time been
dispersal over the wider city-region. Reductionsdistance costs may lead to some
deconcentration as part of a “crowding out effe@blese and Shearmur, 2004. 436).
There remains an urban hierarchy to a certain xbem the networks, nodes and linkages
of the region become increasingly important leadiogthe emergence of a “highly
complex ‘space of flows™ within a more polycentpattern of urban development (Hall
and Pain, 2006: 13). It may be that, in this compégritorial development process, neither
centralisation nor decentralisation is dominantst€ls, 1989). It is, therefore, suggested
that transformations in the economy have led tal#weelopment of “new spatial forms and
a new spatial logic” (Castells, 1989: 126).

A relational view of economic geography can be uiserf furthering these issues. Bathelt
and Gluckler (2003) believe that there are thresmeopositions on which this relational
approach is based. The firstasntextualitywhich stresses the importance of recognising
the context in which economic agents are embedsedondly,path dependencgeeks to
highlight that past decisions are likely to impact the context within contemporary
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choices are made. The final factor ¢entingency which shows that, despite path
dependent development, economic action is not fdétermined and can be subject to
unforeseen changes. Whilst these features do netdnapatial rationale in terms of a more
central or more peripheral geographical patterey thelp to contextualise research in this
field. It cannot be assumed that firms are foo#posstead, the role of structural forces,

like those which have shaped industrial locatiothmpart, must still be considered.

2.6 Conclusion

This chapter has set out the key arguments surnogirtde development of a new spatial
logic, with the advent of the knowledge economy.tléis chapter has shown, recent years
have seen major structural changes in the econ@syilting in an increasingly central role
for knowledge and information. This has not, despibme early claims, led to the ‘death
of distance’ nor substantially reduced the impar&aaf urban areas to the economy. There
is evidence, however, of a complex spatial logi@egimg. On the one hand, this reinforces
the importance of traditional agglomeration advgesaand supports dense co-location of
creative and innovative firms. Yet at the same tihexe are pressures for decentralisation
due to the agglomeration diseconomies of centi@dtions, such as congestion and high
costs. Buzz and quality-of-place advantages may ladse a role to play in encouraging

firm location, with the competitive advantage dedvrom distinctiveness.

Table 2. 6:Factors determining the spatial organisation of theeconomy

CONCENTRATION FORCES DISPERSION FORCES

Agglomeration economies Agglomeration diseconomies

Clustering and networks Communication and technoédg
advances

Quality-of-place-‘buzz’ advantages Quality-of-padiveability advantages

Source: Own analysis

Table 2.6 summarises the main factors acting terdehe the spatial organisation of the
economy. As detailed in sections 2.4 and 2.5 tla@eea range of factors, which may
influence concentration in more central locatiomsdspersal to more peripheral sites.

These factors can be related to agglomeration, doahomies and disbenefits; methods of
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information exchange, via face-to-face or remotelyq to quality-of-place, either within

the ‘buzz’ of the centre or in more liveable, pbepal areas.

Any study of the location of economic activity afidns needs to be aware that the
patterns result from the complex interplay of coniaing and dispersion forces. These
can be active at the national and regional levdlaso between the core and periphery of
a single urban region. While this idea came froadlitronal industrial location theory, it

seems to apply equally to the growing knowledgenenoy. The extent to which this is the

case, and how the relative importance of centragisind decentralising forces interact and
play out, forms the central topic for this studhisrasks how far the new economy can be
expected to regenerate the cores of cities as eppmsboosting the suburbs and beyond.
The study aims to examine these questions withien mart of the knowledge economy,

namely the creative industries sector. The nexptenaprepares the ground for this by
introducing this particular sector and describirtg ¢haracteristics, opportunities and

challenges.
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3 The Creative Industries

3.1 Introduction

It is crucial within this study to understand thgesific context of the creative industries
sector. As the last chapter argued, there has leesiderable restructuring in the
economy, which has made it essential to engage poisit-Fordist modes of production in
order to increase competitive advantage. It has bescessary to develop alternative
advantages, such as higher quality, specialisedpts, created by a skilled labour market,
in an effort to satiate a wider and more sophigtidaange of consumer demands. Reduced
working hours and greater disposable income forynfzas also meant greater time to
devote to leisure and an increasing demand for g@odl services (Work Foundation,
2007). These trends appear well represented by the ceemtdustry sector. The global
market for creative and cultural products is expageés communications technologies and
tourism grow. In the UK, the creative industrievddeen firmly on the policy agenda
since 1997 and the profile of the sector justifigdclaims of its economic weight and
proposed externalities (DCMS, 1998, 1999, 2001).w&H as a belief that the creative
industries as a sector can provide direct bengfithe economy, it is suggested that they
also provide advantages to the rest of the econmough a multiplier effect (DCMS,
1999; Frontier Economics, 2006; Higgs et al, 2008).

Studying the creative industries sector is not, éxmv, without challenges for the
researcher. There is a great deal of debate regpadiuseful definition of the creative
economy and what activities should be included witih. The historiography of the
development of the term ‘creative industries’ ie tiK and its corresponding breadth of
inclusion of industries has been the source of ndisbussion and is seen by many as an
attempt to over-emphasise the economic weight of #ector and simplify its
characteristics for purposes of political expedyer{Garnham, 2008; Oakley, 2004;
Tepper, 2002). A corollary of this is that measueatrof the sector is quite difficult, with
additional problems being posed by the outmodedreabf existing statistical data and

classifications.
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This chapter begins by exploring the historical elegment of the term ‘creative

industries’. Then section 3.3 turns to the risimgfige of the sector in terms of economic
weight, whilst acknowledging some challenges facettrms of the speed of change and
the uneven nature of success. It also exploresptbposed ‘spillover’ benefits, whilst

recognising the problems of measuring any such sgaBection 3.4 identifies the

characteristics that are common to the creativestiges sector, particularly focusing on
its creative product, its organisational structang its employment structure. Section 3.5
challenges this view of homogeneity and deals wighmost crucial aspect of this chapter
by identifying the key problems of definition anceasurement. The final section draws
together the main conclusions from this review digtusses their implications for the

present study.

3.2 Terminology

The historiography of the current term ‘creativelustries’ began with the Theodore
Adorno (and Horkhiemer, 1977) definition of the tawal industries, which focused on
industrially-produced commercial entertainment iasiritt from the subsidised arts sector.
The term was deployed in an ironic fashion to destrate what he saw as the absorption
of the arts within capitalist industry (Flew, 2002)ulture and industry were argued to be
opposites and the term was used to express dfsséitie with popular forms of culture
such as magazines and films (UNCTAD, 2008). Sinyjahe Greater London Council
used the term ‘cultural industries’ during the 1980 emphasise the mass consumption
and wealth creation of the cultural goods of then-sobsidised part of the sector
(O’Connor, 1999a).

The term ‘creative industries’ first appeared insialia in 1994 when Creative Nation
was published (UNCTAD, 2008). It appeared in the 1dKL997, shortly after the election
of New Labour when the Department of Culture, Meaa Sport (DCMS) was set up.
The DCMS created the Creative Industries Task Farbeh was to define, map and
measure creative industries. Two mapping documeete published in 1998 and 2001
and significantly raised the profile of the sect@akley, 2004). These documents
highlighted the economic weight and regenerativesiilities of the sector.
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Britain’s Creative Industries Task Force defined theative industries as “those activities
which have their origin in individual creativitykii and talent and which have a potential
for wealth and job creation through the generatand exploitation of intellectual
property” (DCMS, 2001: 3). This definition idenaB8 the central role of intellectual
property rights as the criterion for inclusion (Tay 2006). Though not universally
accepted, this definition is commonly deployed i policy and academic discussion. It
has been argued that change in terminology frontu@l’ to ‘creative’ represented a
repositioning towards the more universal and deatacrconnotations of creativity
(Matarasso and Landry, 1999; O’Connor, 1999a)efirésents a move away from the
traditional connotations of culture, which can Iseén to reflect a top-down dispensation
of elitist cultural values developed in the contektime and class, and which neglected or
dismissed many forms of cultural expression andtitdg (Matarasso and Landry, 1999:
13).

3.3 Opportunities and challenges for the creative indusies

sector

The sector has risen substantially in profile ia UK since 1997 and there are features of
it which are regarded as particular opportunitiad advantages. Most importantly, the
sector is seen as carrying strong economic weigkplored in the first of three sub-
sections below. On the other hand, as examindueisécond sub-section, there are a range
of challenges faced by the sector, which may affieetpotential for deriving economic
advantage. The fast paced nature of technologibahge, whilst offering potential
advantages, does result in a degree of vulnenalbdit small firms. There are also issues
with skills and the unequal share in the reward#) the clear dominance of London in the
UK. Thirdly, the sector's positive externalitieseamvestigated, in terms of diverse
spillover effects in areas like regeneration, temrispend and attracting and retaining
human capital. In relation to spillover effectsg hstrumentalisation of these industries is
often espoused to offer great and wide ranging fitsnbut these are difficult to measure

and may be harmful to the industries themselves.
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3.3.1 Rising profile

The rising role of the creative economy can beddhko expansion in consumption. With
rises in disposable income, the consumer market be@®me more powerful (Work
Foundation, 2007). Real individual buying powethe UK has risen over the last 40 years
and the appetite for more individualised goods amdvices has grown. Advances in
technology have complemented these changes andedlldhe increased tailoring of
products to individual consumer demands. This hed to a shift away from
standardisation towards increasingly personaliseoldg and services. In the UK rising
education levels are linked with people being miikely to be active consumers who
switch between brands and products and are mody teacomplain. In 1970, there were
around 1.7 million in further education; in 200%hete were over 5 million (Work
Foundation: 2007). Associated with this is the libktween consumption and the
construction of identity. Consumption is regardedaameans of self expression and used
as a means of symbolising attachment to socialpgospaces and places (Jayne, 2006).
As Jayne expands, “Consumption is not just abootlgdhat are manufactured and sold,
but increasingly about ideas, services and knovdedglaces, shopping, eating, fashion

and recreation, sights and sounds can all be ‘eoedii (2006: 5).

There has also been growth in the ‘experience’ @egn The Institute for Fiscal Studies

(Work Foundation, 2007) estimates that between 51999 the share of expenditure
on ‘bread and butter’ items declined from 40% t®a2df non-housing spending. The

proportion spent on services rose from 29% to 4&#h, real expenditure on leisure goods
increasing by 93%, entertainment by 109%, educdbpr819% and tourism by 270%.

Customisation — tailored products and services diatesatiating more complex consumer
demand — has increased exponentially over the tlagly years. Products must be
continually reinvented to keep pace with consunegnahd and the lifecycle of products is
considerably shorter. There is also an associ&igween increasing individualisation and
a growth in personalised consumption, which caradigeved through identity bestowed

by brand, as in ‘I spend therefore | am’ (Milesagt1998).

The statistics tell an impressive story. In theigue2000-2005, global trade in goods and
services from the creative industries grew on ayerby 8.7 per cent annually (Work
Foundation, 2007). World exports of visual arts entiran doubled from $10.3 billion in

1996 to $22.1 billion in 2005 and exports of audaals tripled over the same period.
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Much of the trade in these products occurred infone of rights transactions, the means

for buying and selling creative content.

The creative industries sector is now an imporfzart of UK economy, raising 8% of
GVA in 2003 and growing at a faster rate betwee®718nd 2003 than GVA as a whole
(Frontier Economics, 2006: 6). For creative workénsomes are generally higher than
average, particularly for software, computer gaanas electronic publishing. In 2006 they
were 36% higher than the UK economy average, affh@ince then there has been some
slowdown. Creative occupations generated over ##i0rbin salaries and wages in 2006,
while support staff in creative industries earneceatra £16.8 billion. Overall, the creative

industries workforce earned 9.6 per cent of all &ifnings (Higgs et al, 2008).

Technological change is penetrating all aspect$eodnd continues to expand. 60% of UK
households claimed to have an internet connecid&@©06 compared to 40% at the end of
2001. By 2010 the DCMS estimates that 90% of ienonnected UK households will
have broadband, which would represent 60% of alskbolds (DCMS, 2009). Digitisation
has led to affordable software formats, high badthvibroadband and greater computer
processing power. This has created opportunitiesrmaller firms including presenting
products through different channels, due to digiie, increased tailoring of products to
clients and opportunities to distribute productsd aervices through new channels. This
could present a more level playing field, demosmtj access to include smaller
production firms, but also involves challenges tretp to business models and the
protection of intellectual property.

Technological change, both in digital technology amcreased international competition,
is driving changes in market structure, encouragmngrocess of fragmentation and
consolidation (Frontier Economics, 2006). In temhgonsolidation, firms are integrating
vertically and merging to achieve economies ofeseald scope. This helps them to reach
national and international markets. At the othed eh the scale, there are increasing
numbers of very small firms and freelancers whoade to be very specialised, flexible
and agile, which helps them target niches in tf¥¥erk Foundation, 2007). Further
change may facilitate the vertical integration loé supply chain so that it is possible to
retail and distribute through common channels (Wrewkndation, 2007). This may make it
easier for independents and SMEs to grow. In terfpportunities, new products can be
developed, production costs can be lowered anddiswwbution channels have emerged.

This potentially allows smaller firms to be activeparts of the supply chain previously
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reserved for and dominated by multinational comgainNew distribution channels are

opened up through the internet and multichannel(Fidntier Economics, 2006). There

are continuing expansions in on-demand servicet as offered by the BBC iplayer, and

in time-shifting services, such as SkyPlus, alagsiser-generated content on sites like
YouTube.

3.3.2 Threats to the sector’s continued growth

Despite the opportunities thought to be offeredths growth of the creative industries,
there are a range of challenges faced by the sddterstructural changes in the economy,
led by changes in information technology, havecéfé the nature of the business models
that are most successful in developing firms iis 8ector. As outlined below, these rapid
transformations have led to both fragmentation aadsolidation in the sector. Skills
shortages are also thought to constitute a limifaagfor in growth within the creative
industries. These shortages affect different pafrthe country in an uneven way. Related
to this, and pertinent to this study, is the unédglisiribution of these high value economic

activities across the UK, especially the undoulkechinance of London.

The speed of technological change raises challesgesifically regarding issues of
coordination. With digital convergence, existingsiness models are being disrupted and
there are problems relating to copying and downl@adWork Foundation, 2007).
Copyright and intellectual property law have stiedgto keep pace with changes and
piracy is an increasing issue, particularly fortair sectors such as film and music.
Despite offering more democratised access for tmutors and users, there is increasing
debate over rights. Piracy offers the means to apy cheaply distribute media which
may have been expensive to produce. The downloadingsic and film from the internet
is now the most common offence committed by peaglked between 10 and 25 in the UK.
A recent study of the costs of piracy put the dosthe audio-visuals industries at £531
million per annum (Oxford Economics, 2009). Tramhtal retailers such as music shops are
also facing difficulties because of the expansidnirternet sales and piracy. With
advances in technology, the dominant business ra@deltested as demand has increased
for digital rather than physical goods. It has beBeomore important to capture attention

with competition around market niches and prefezenc
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It has also been asserted that there are skilldagfes in the UK which are preventing
further expansions and the forging of a competigdge in the creative economy. Oakley
(2004) blames a narrow curriculum in schools antlyegpecialisation, instead advocating
more flexibility and experimentation. With incredseglobalisation and transnational

competition, this has become a more pressing con®®@ork Foundation, 2007). The UK

innovation survey found that a lack of qualified fe&rs was a bigger constraint on
innovation in the creative industries than in oteectors (Work Foundation, 2007). As
many creative industry firms are small and neecktoain flexible, there is little incentive

to train employees as they are likely to leave.sTiki a particular issue in the creative
industries because the knowledge contained withemt is largely tacit and cannot be

codified as in other industries. Developing bussngdlls is also seen as problematic.

A further issue is the London-centric nature ofstlsiector. According to the Work
Foundation’s (2007) research, by far the greatescentration of employment in the
creative industries is located in London and thatls@ast of England. These two regions
together account for 46% of the creative industoykfiorce compared with the 27% of the
total UK workforce. In some of the sectors thera garticularly strong regional skew: for
example 40% of UK advertising is based in Londamal The distribution of turnover in
these industries is likely to be even more imbadnthan employment, because of the
larger proportion of the more specialised and high&lue-added activities being in
London. Export activity is also dominated by Londord the south east. The London bias
would be even more significant without public fumgliWork Foundation, 2007).

3.3.3 Spillover Effects

As well as a belief that the creative industrieg @agctor can provide direct benefits to the
UK economy, it is suggested that they also proadeantages to the rest of the economy
through a multiplier effect (Evans, and Foord, 2088ott, 2000). Culture and creativity
have been promoted as the panacea to reversing ddadine in the knowledge age. The
posited benefits of becoming a ‘creative city’ astoss many aspects of policy and indeed
the available evidence suggests that unlockingtigee@otential may well improve the
prospects for successful urban regeneration. Satiitg may be cultivated to attract
economic gain in the form of investment, busingeag-sips, tourism spend and knowledge

workers. These processes can empower and animiiaesing participation in and
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ownership of regeneration and stimulating econogriowth locally (Landry, 2000).
Successfully re-imaging and re-imagining citiexsative places may unlock possibilities
for revitalisation and investment (Bailey at al02). The sector has secured its status not
only in terms of its economic importance to theufatof the UK, but also through its
potential contributions to physical, social andtaxdl regeneration. Spillover effects of the
creative economy include improving quality-of-liead city ‘lovability’ (Markusen and
Schrock, 2006), acting as a critical driver of wigeosperity (Myerscough, 1988) and, as

seen in Chapter 2, attracting the much coveteatwre class’ (Florida, 2002).

The positive externalities encouraged by a vib@agtive industries sector contribute to
quality-of-life and enhance place image and pres{ifcott, 2004). It is hoped that a
strategic inspiration of new attitudes to a plack encourage the attraction and retention
of skilled workers, graduates, tourists and businesestors there. To capitalise on these
possible outcomes, a number of mechanisms haveta&en up in cities across the UK
and the world. The dominant form of using cultuve économic renewal has focused on
the re-imaging of the declining industrial city ithe aim of shifting it into a post-
industrial phase. By employing spectacular evefiesyship projects and advertising
campaigns, often in tandem, a positive image chdragebeen sought by many cities,
especially those with an industrial past (Evansfoard, 2003; Garcia, 2004a, 2004b).

The important role of the ‘grands projets’ (Mat@@sand Landry, 1999) has been
extensively recorded. Cities pursuing large eventh as the European City of Culture or
the Olympic Games explicitly set out economic andia, as well as cultural, goals as
their aspired legacy of participation. Economicatlys hoped that an event of this scale
will create significant employment opportunitiesdaievenue from visitor spend. In some
circumstances, investment in events which raisestatis of a city can lever enormous
additional value. This is related to the significanof quality-of-life in the location
decisions of people and businesses (Myerscougl8; F8rida, 2002). A related issue for
cities and their regions in the UK is the retentmfngraduates who have attended their
universities. Many of the graduates attending usities in other regions are lost to
London when they begin the search for employmehie Treative industries tend to
employ highly skilled workers at high wages, soaleping the sector can be seen as a
way of expanding the number of skilled workers thew cities and regions. This approach

was critiqued in the previous chapter.
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As already discussed in the previous section, @aglibbal market for creative and cultural
products is expanding as communications technaogel tourism grow, distinctiveness
may be generated from a local strength in a seétor. example, by embedding the
development of the computer games industry cluaignin the education institutions,

Dundee has managed to forge a competitive nich@nibhe economy. The University of
Abertay was the first UK University to set up a B&cd MSc in Computer Games
Technology and now alongside London, has the langesiber of games development
employees in the UK (Skillset Audio Visual Traini@goup / DCMS, 2001).

The creative economy is associated with fosterinvgrdity. In particular, the creative

industries can be felt to promote the gender balaag a significant number of women
work in the production of arts and crafts, fashietated areas and the organization of
cultural activities (UNCTAD, 2008). A culture of &wledge entrepreneurship is also
associated with openness and social mobility (Leatdy and Oakley, 1999, 2001). From
an environmental protection point of view, the tireaindustries sector could be regarded
as more sustainable as they do not rely on thensite use of raw materials as with
manufacturing or heavy industry. Instead their puiyninput is human capital and

creativity (UNCTAD, 2008).

The positive re-imaging associated with a vibraeative industries sector is also asserted
to benefit internal perceptions of the city, innarof civic pride. Cultural developments, it
Is maintained, can act as symbols for rebirth, westeconfidence and dynamism (Bailey et
al, 2004; Garcia, 2004a, 2004b). Thus the creatgastries are regarded as having social
benefits associated with knowledge entrepreneursigh as increased social capital and
inclusion. A vibrant cultural scene “can be amoimg tmost powerful means of reinforcing
local and regional identity, and.it.is the degree to which such projects can heaiflihe
sense of place that will ultimately determine tieddth and depth of their contribution to

a local or regional economy” (Anderson and NurB02: 17).

Despite the potential benefits, there are problenespects of this instrumentalisation of
culture and the creative industries. In effortsni@ke cities appealing to a footloose
creative class, polarisation may be caused betwieanand poor. The selective use of
identity through branding campaigns and the comag#oh of funding on city-centre
infrastructure, to the detriment of cultural pragem other parts of the city, can lead to
alienation and division. Capturing identity is des#ive process and, as such, can act as a

‘carnival mask’ rather than a catalyst for regetiera There can sometimes be an inherent
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mismatch between the aims of place promotion aodethrying to reflect an authentic
local identity. “Culture has a wide variety of mesgs and values. To invoke culture is to
open up a Pandora’s Box of different symbolic repreations and complex personal,

national and group identities” (Evans and Foord)20.67).

One of the most important challenges is for citeeforge a distinctive identity, asserted to
give competitive advantage, rather than trying dplicate successful approaches from
elsewhere, which often leads to generic and homsegeérresults that are unsustainable in
the long-term. The pursuit of distinctiveness mesuit in a recipe with similar ingredients
used everywhere (Turok, 2008). Only a few cities Bkely to achieve international
recognition as major cultural centres due to thyh lattendance figures, substantial public-
sector investment and constant re-invention thehacessary for continued success. Using
consumption-orientated strategies for regeneratwnich instrumentalise areas which
have become popular with creative industry firmaymmpact negatively on these sectors.
This is exemplified by the difficulties encounterey artists and other creative types who
colonise run-down areas taking advantage of tHesap rents. Developers, landlords and
gentrifiers themselves may see this as a virtuoudecas the areas then improve in
popularity and experience rising property pricesidd from the marginalisation of groups
displaced from these areas, they may also becoctiensi of their own success. As office
and luxury residential properties invade these saréiaen their distinctive flavour and

appeal are likely to be lo3t.

The above account shows that the creative indasseetor well represents many of the
opportunities and challenges found within the kremlgle economy as a whole and perhaps
even exemplifies them most acutely. The profiletloé sector has risen, driven by
expansions in consumption and rapid technologiecahge. However, problems relating to
this fast-paced environment for change had led neven development and skills
shortages. The potential for deriving spillovereets from growing the sector has also
contributed to this rising profile, but again issuemain concerning the instrumental use

of these industries.

% This process will be discussed in greater deta@hapter 4
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3.4 Distinctive characteristics of the creative industres

Significant emphasis in the literature is placedrughe shared characteristics of the
creative industries sector. It is therefore impairttp explore the commonalities between
the different activities included under the banpérthe creative industries. Whilst not

being exclusive to the sector or shared by alldbeponent parts, these characteristics
tend to be seen in the activities involved. Explone this section are three main sets of
characteristics: the product; the organisationaicsire and the employment structure.
These shared characteristics may influence theaspeteds of the sector, which will be

explored in greater depth in Chapter 4. Sectiong®&s on to problematise some of this
notion of homogeneity by charting problems of difam and measurement.

3.4.1 Nature of product

It is asserted that there are several commonlyeshqualities of the creative industries’
product. Firstly, it tends to be of a very highuedadded nature, which is derived from the
knowledge-intensive aspects involved in its cregtigoroduction, marketing and
distribution. Creative products tend to possessb®hm or sign value, which can be ideas,
experiences and images, rather than solely uiditafunctions (Scott, 2004). Some
creative industries, such as music, supply “a fipadduct that has virtually no other
interest to the consumer than its aesthetic andosiencontent” (Scott, 1999: 1965). Their
value is dependent on the end user decoding awith@irvalue within these meanings
(Bilton and Leary, 2002). The creative industriester is dependent on a high level of
product differentiation and specialisation. Hellbreootes that, “Creative services operate
at the heart of the symbolic economy, thereforéucal capital is central to their success”
(1998: 5). They are closely tied to fashions aetds and, as such, are short lived, being
lodged in ephemeral signs, meanings and senségl@fAs a result of this, the market for
products in this field is volatile, rapidly changimnd high risk (Banks et al, 2000). By
necessity, the sector is “innovative, entrepremmdutliexible, creative, ideas driven, mixes
the local and the global and, as such, is placethatleading edge of the new post-
industrial, informational economy” (Banks et al,0BO 454). This is generated by
increasingly specialised consumer preferences degathe nature of products, which are
heterogeneous and irregular in scale. The markeis to be niche and the products are

highly customised.
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3.4.2 Nature of organisational structure

Firms within the sector tend to be small and agifgerating within a networked chain of
interrelated activities (Rantisi et al, 2006). Tiigh-risk nature of the sector necessitates
intensive networking (Scott, 2004). The ideas-gatien stage of the value chain is
regarded as the one with the highest valued addédeads to be characterised by small
and independent firms and by sole trader and fneelaactivity (Frontier Economics,
2006). Small firms and individuals are suitable fmoviding the model of flexible
specialisation and so, structurally, the majoritgi@ative industry firms are small and are
complemented by only a few large establishmentst{S2004). Scott (2004: 467) details
the organisation of the sector along the linessgbtems houses’ which he describes as
establishments “whose products are small in nuroler any given period of time, but
where each individual unit of output represents ehugputs of capital and labor”.
Relationships between SMEs and multinational fiamesimportant as small firms are more
able to produce a distinctive product and largadiican reach a global audience for these
products and services (Frontier Economics, 2006)Léadbeater and Oakley (1999: 14)
describe, “Cultural industries based on local krflewv and skills show how cities can
negotiate a new accommodation with the global nmatkewhich cultural producers sell

into much larger markets but rely on a distincewel defensible local base”.

Large firms in the creative industries, as withestiectors, are more associated with mass
production and are, therefore, associated with rataedardised parts of the supply chain,
particularly manufacture, distribution and retdihese standardised parts of the supply
chain are the ones most at risk of being underguptrbducers in the developing world.
Business goals are not solely profit-orientatedhi@ creative industries sector, but also
must focus on innovation in niche areas. It is thidatility, changeability and instability
which places risk so centrally within the biogragshiand practices of the cultural
entrepreneur and makes their work so adaptablani,indicative of, the ‘risk society”
(Banks et al, 2000: 458). Thus creative industaes operating in a volatile environment
and tend to be small, under-capitalised and underaged and so it is their adaptive
nature and networking capabilities that are saichétp overcome these weaknesses.
Successful creative industries depend and thrivenmwledge and information of a tacit
nature, which is the key to their possible contiifuto economic sustainability.
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3.4.3 Nature of employment

In terms of workers in the sector, there are sgise demands which must be met by
highly skilled, talented and committed individualthe workforce is disproportionately
young and well educated, with about 43% passingutiit some form of higher education
(Leadbeater and Oakley, 1999). It is common forkems to be self-employed, with
estimates of 28% to 34% of the sector compared58& bf the economy as a whole
(Leadbeater and Oakley, 1999; Higgs et al, 20@83. dlso very common for employment
to be temporary and seasonal. This brings withdtrieed to nurture networks to support
the flexible systems of employment (Turok, 2003rd@nal relationships are becoming
more important as they are valued as a businessirees (Wittel, 2001). Often workers
with different sets of skills will work together oa short-term basis. These attributes
impact on the location of businesses within thetageand their interaction with other
firms. Creative businesses are said to “thrive iiiens, networks, clusters, embedded

knowledge and informal infrastructures of the citganks et al, 2000: 454).

As this section has demonstrates, there existgmifisant amount of literature that
emphasises the commonality of a range of structigalures shared by the creative
industries. The nature of the product is recognagdeing particularly distinctive and,
while organisational structure and the nature opleyment cannot be considered entirely
exclusive to this sector, the extent to which snsatle of firm and flexible working
predominate is distinctive. These features holemidlly important implications for their
locational preferences. This account, however, Ishtae nuanced by the problematic
aspects of describing the sector. It is cruciabéoaware of these complexities before
proceeding further with the study. Therefore th&trsection undertakes a review of the

key challenges of researching the creative indusscyor.

3.5 Challenges of studying the creative industries semt

Up to this point the creative industries sector baen taken at face value from the
literature, for example regarding the size of itovgh, with the previous section

emphasising the commonalities and distinctiveness evhile suggesting a diversity of
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outputs. The fact is, however, that the definitminthe sector is not clearcut and the
problems are made worse by the inability of classiifon to keep up with the furious pace
of change. These challenges have implicationsrgrastempts to identify and measure the

sector both in spatial and in conceptual terms.

3.5.1 A clear definition?

Despite a great deal of policy attention and thesteyg evidence of the benefits of
expanding the sector, there exists a lack of glaggarding its definition and the range of
activities to be included. Definitional and termimgical clarity are of the utmost
importance in designing research, so the facttbeae is no universally accepted definition
presents challenges for studying the sector. Aschint section 3.2, there have been several
large-scale shifts in the dominant terminologyla$ tfield, which account for some of the

confusion in defining the creative industries.

There is a significant level of disagreement over definitions of the creative industries.
The diversity of definitions has led to “terminologl clutter” (Galloway and Dunlop,
2007: 19). Creative industries and cultural indastrare terms sometimes used
interchangeably and, in fact, many of the actisgitibat each includes under its remit are
likely to be considered the same. As discussecdatian 3.3, however, the shift to using
the term creative industries has tended to broddendefinition of which sectors and
activities are included. UNCTAD (2008) asserts thatative goods can be seen as
essentially commercial products, but ones that alsolve some creativity. A broad
definition of creativity is commonly employed in @y to move away from traditional
conceptions of solely high art. Whilst traditionlaigh’ arts like opera, literature, fine art
and drama are included in this definition, so asgivals, story telling and graphic design.

Definitional questions can be divided along breaaltid depth lines. In terms of breadth,
the divisions can be articulated over whether tduithe activities such as the gaming
industry, tourism and sport (Pratt, 2005). Sportwvgnts are sometimes incorporated as,
whilst some are critical of this, they certainly lmmdy aspects of culture “as a ritual or
custom expressing shared values and as a mearfeirofirg and consolidating group
identity” (Throsby, 2001: 5). Sport is commonly @ndhe same institutional remit as

culture, as in the UK government with the DCMS. $p® also an important source of
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revenue and generates positive externalities ieragkctors of the economy (UNCTAD,
2008). However, as UNCTAD (2008) highlights, spisrimore associated with training,
rules and competition than with creative contetier€ is also debate around the inclusion
of research and development, and science more abnetue to the role of intellectual
property. Furthermore, there is a definitional ts@long institutional, and therefore
operational, lines (Flew, 2002). Demarcation isngrdbetween those areas involved with
mass production and distribution, which are theeefmore directly connected to the
market and which in the UK fall under the DCMS rerand the more ‘artist centred’ areas
of culture, which are the responsibility of the ?\@ouncil.

With questions of depth, decisions over what isuded can be drawn along several lines,
including content origination, exchange, reproduttimanufacturing inputs, education and
critique and archiving (Pratt, 2005). The DCMS ewvide toolkit suggests that activities are
divided up into the ‘cultural cycle’ using a gerevialue chain for the sector. The value
chain is set out and different forms of activitywdae located within each link in the chain.
The six parts are creation, making, disseminatierhibition/reception, archiving/
preservation and education/understanding. This eqatian of a value chain is aimed at
building up measurable data, mainly by encouragiseys to collate data to populate each
link of the chain (DCMS, 2004).

There are a number of different models, beyondi8&1S model, which aim to classify
the activities included within the creative indiesf Most divide activities into those seen
to be at the core of the sector and those thatl@eeened more peripheral. The Symbolic
Texts Model (UNCTAD, 2008) focuses on popular cdtfuregarding ‘high’ arts as the
remit of the establishment. The Concentric CircMedel contains activities with a
pronounced cultural content at its core and witbeareasing proportion of cultural to
commercial content in the outer layers (UNCTAD, 00rhe WIPO (World Intellectual
Property Organization) Copyright Model focuses oieliectual property, like the DCMS
model, but here a distinction is drawn betweenvdies which produce intellectual
property and those which help to convey the gooseovice to the consumer (UNCTAD,
2008). The UIS (UNESCO Institute for Statisticede-related mode$ based on cultural
goods and services entering international tradaimghere is a distinction between the
core, comprising products and services with a caltoontent, and more peripherally the

international exchanges they generate, such ascesndata (Throsby, 2007). The

* A list of these classification models and the\atitis they include can be found in Appendix 1
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Americans for the Arts Modalefines the creative industries including both goofit and
non-profit businesses involved in the creation igtribution of the arts (Throsby, 2007).
Essentially included in this mapping document wéngsinesses involved with the
production or distribution of the arts (Throsby0Z® Finally, the UNCTAD classification
divides activities into ‘upstream’ ones, which camp more traditional cultural activities,
and ‘downstream’ ones which are those closer torthket (UNCTAD, 2008).

Clearly, there is considerable variation in theunatof the activities included under the
creative industries remit. An alternative way ofpkxing what activities comprise the
creative industry sector is to see if an econonoividly meets certain eligibility criteria. It
is therefore useful to think about the kind of eniga that might be used to determine a
helpful classification of the activities includedtiwn the UK creative industries sector.
There is some convergence on a core group of aefivand their interactions. Creative
industries use human creativity and intellectugpiteh as primary inputs (UNCTAD,
2008). Creativity is a loose term which can be @sred to possess multiple qualities.
UNCTAD (2008) suggests three types of creativitievant to the creative industries.
Firstly the report refers to artistic creativity,hiwh is based upon the imagination’s
capacity to generate original ideas. Next, scientifeativity is seen as possessing qualities
of curiosity and experimentation. Thirdly, economiceativity is associated with

innovation and dynamism.

Further to creativity, products of these industtesd to be possessed of symbolic quality
or sign value and are not solely utilitarian, anelytalso contain some intellectual property
(UNCTAD, 2008). In terms of cultural productiongtbectors and activities included in the
creative economy tend to have three common featbrest, products possess symbolic or
aesthetic content. Secondly, their consumption grawth increases in disposable income.
Finally, there is a spatial rationale for produntizvhich encourages clustering, whilst
products compete in global markets (Scott, 20045cision of the spatial rationale of the

creative industries will take place in Chapter 4.

Galloway and Dunlop (2007: 19-25) suggest a ussdtilof criteria centred on five key
factors: creativity, intellectual property, symlwolmeaning, use value and methods of
production. Ceativity is considered a key ingredient, but is often tadewto provide a
helpful definition as it can encompass innovatiomsscience or other industries. As
Galloway and Dunlop point out, “Conflating culturadeativity with all other forms of

creativity fails to take adequate account of thparant differences between cultural and
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creative industries” (2007:26). The existencanéllectual property rightss frequently
drawn on as the organising principle behind thatore industries, but again this can be
located in many other sectors, especially with @deent of knowledge-based industries.
Symbolic meaningan be identified as a specifically creative cbh@mastic. Thus symbolic
goods are those which have their value derivecelgrijom their cultural valueJse value
goes a step further than this to suggest that sgoods may have symbolic meaning, but
are not produced within the creative industriese method of productionas Galloway
and Dunlop recognise, cannot be separated alongstinal versus artisan lines as either
mode can produce culture. Creative industries ddhawve to be small scale and artisan in
nature. A Hollywood film would certainly represemtreative product, but is produced on

a vast scale.

Based upon all these definitions and dimensionsirBi@.1 provides an outline for the

types of activities that can be considered pathefcreative industries sector. It seeks to
demonstrate overlap and distinction between thieréifit sectors and uses the criteria
provided by Galloway and Dunlop (2007) to expressie of the tensions and synergies

between the cultural sector, industrial sector enedtive industries sector.

Figure 3. 1: Definition of the Creative Industries
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At the core of the classification are creativityantellectual property, used by all of these
three sectors. Feeding into this from the cultsedtor is the role of the subsidised arts
sector and the arts and crafts that are assoaciatednore traditional cultural production.

The creative industries sector and the culturaloseshare a symbolic meaning associated
with their products. The creative industries sedtorassociated with more democratic

access than traditional ‘*high’ forms of culture.

Operationally, the DCMS definition was used withims thesis which, as discussed, is a
broad definition which emphasises the role of latsUal property. In terms of activities, it
includes advertising, architecture, the art andgaes market, crafts, design, designer
fashion, film and television, interactive leisurefterare, music, the performing arts,
publishing, and software and computer servicesortter to calculate location quotients
and map concentrations of the sectors, it was itapbto chime with the UK definition.
Much local and regional policy is also structureduad this definition. This was helpful
for examining institutional support and identifyipglicymakers to speak to. Part of the
aim of the study was to maintain reflexivity anththabout whether the activities included
under the definition had strong enough commonalitretheir relationship to space and

place to warrant their combined policy support.

3.5.2 Measurement: Capturing Value?

A further challenge in researching the creativeustdes, linked to definition, is that of
measurement. Measuring the sector is a difficitictho do. There are different histories of
data collecting, gaps in reporting, no relevaniamea industrial classification and a lack of
shared mechanisms for collecting data. Causabation is very difficult to achieve and a
result of this is that impacts that are difficudt measure may be downplayed or ignored
(Holden, 2004). Moreover, inputs are not commonlgasured, which creates further

questions of additionality.

Tepper (2002) critiques some methods frequentld fidemeasuring the economic weight
of the sector. Commonly, he asserts, definitionsd teo aggregate a wide breadth of

activities and concentrate measurement on outputdblematic for Tepper is that even a
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slight alteration in a category of activity or outpcan result in a huge change in the
statistical figures. This can do more to obscuemtieveal generalisable trends. Creating a
semblance of the bigger picture may “satisfy trgumements of accountability; might be
persuasive in terms of justifying subsidy; or migletrve the purposes of advocacy by
proving that the cultural activities make a substdrcontribution to GDP” (Selwood, no
date: 1). Garnham (2005) asserts that, in the D@MBping document, the word creative
was used so that the whole of computer softwaréddoel included and only on this basis
was it possible to make claims about size and drosthnd up. Due to the extent of
advocacy work done in relation to this sector @sdising profile, there is a considerable
amount of rhetoric expounding the virtues of theative industries. The corollary of this is
that there is a weight of expectation placed upbatvthese sectors are being expected to
deliver. There is often a gap between this andbtiserved evidence base, which is much
smaller (Oakley, 2004). As Tepper (2002: 163, emsig original) suggests, “The sector
is heterogeneous, and effective policy must berinéal by thorough analysis of the
component parts of the system and their interaahips. So, the lesson is that
aggregating might be good f@olitics, but disaggregating is essentfar policy and
understanding’.

Instrumental values have tended to dominate inmgite to measure the creative sector,
firstly around economic impact and more recentlyténms of contribution to social

inclusion. Largely there has been an acceptan@nassentially commercial framework
for understanding and development within the fi@torthose, 2004). This is reflected in
the expansion in the collection of statistics i thector. This current demand for an
‘evidence base’ in all areas of policy making, uatthg culture-led regeneration and
creative industries development, is heavily reliantquantitative data, which may fail to
capture the intricacies of this sector. The DCM®eiguired to reach specific targets and
provide evidence of efficient resource managemaespite recognition that a paradigm

resting on such a highly determined relationshiph&rently flawed (Selwood, 2006).

Employment data from the Annual Business Inquirydl)Acan be used to calculate the
distribution of creative industries employment loypsector. Problematically, however, all
the classifications, aside from advertising, temdjtoup together both creative and ‘non-
creative’ activities under a single code. For ex@@narchitecture is included in the 7420
code, but this code also includes quantity sungyand a wide range of engineering

activities that are not included under the ‘cregitiabel. Yet the structure of the Standard
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Industrial Classificatior’s(SICs) means that, in order to identify a singéetsr ‘The
Creative Industries’, it is necessary to use thmeee aggregate industrial codes. In order
to mitigate this, a prescribed proportion of thelevicode must be taken to represent only

the element that is deemed to be part of the exeatdustries.

There is also a significant challenge to be facedapturing the opportunity costs of one
course of action or “the value of that which must dgiven up to acquire or achieve
something” (Bannoclet al, 1992: 314). In his discussion of funding for depenent and

events, Jones (2005) asserts that there is oftgriiitee consideration of opportunity costs.
Yet this is fundamental to assessing the true @bsiny course of action and, moreover,
need not be assessed solely in monetary termsnbtdrins of any type of value. As
discussed previously, a vibrant cultural scene camtribute to the quality-of-life that

people experience in the area and thus to the intlagea place has. These largely
intangible features may greatly affect the econoruture of a place, but remain

unmeasured and indeed are immeasurable by conmahtiethods.

As suggested earlier, there is a “tendency to valuwire for its ‘impact’ rather than its

intrinsic value” (Selwood, 2002: 1). As Evans suwgjge

This requires learning selectively from the ‘evideh which must be

conditioned by what is an unhelpful but endemicshiathis field. A pluralist

rather than standardised approach is thereforengerative, since this is
unlikely to emerge from the regeneration regimes ‘amidence base’ currently
on offer (Evans, 2005: 978).

Any measurement of intrinsic value is complex arftero met with criticism due to
associations with a paternalistic ‘bestowing’ oftare. This is certainly a drawback, but
does not detract from the importance of widening tlonception of impact and value.
Holden asserts that it must also be extended todedhe concept of institutional or public
value: “the difference between what citizens giweahd what they receive from public
bodies” (2004: 42). This concept includes the walfydoing things which might inspire or
achieve trust, equity and conviviality. It is thiene clear that capturing processes as well

as impacts is important.

This has implications for policy creation becausafarm policy is unlikely to be

successful. As Pratt (2005: 35) recognises, “A ‘size fits all’ creative industries strategy

® A table of creative industries and their Standartlistrial Classifications can be found in Appenglix
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may be ineffective and the creative industries m#éfer from other industries, social or
cultural activities”. This muddying of the waterashcertainly exacerbated the definitional
problems. This view is recognised by O’Connor (1299) and described as a “general
sense of unease with ‘culture’ and a more poputathle UK) acceptance of the word
‘creative” which, he asserts, politically “pointe a working through of a more directly

economic and value-laden agenda”.

How different activities are categorised is paticly relevant for funding. For example,
there are differences in specialised tax breakshierdifferent sectors. As it is considered
more cultural, the film industry is more likely tee funded than the gaming industry.
Oakley (2004) points out the irony that the casedoonomic intervention is made in
relation to market failure and that an industry ethis quite successful is less likely to be

funded to expand and grow.

The broad DCMS definition has helped to raise tiwdilp of the sector, but does combine
a diversity of activity. This can be challengingr feelecting the right course of

intervention. Another problem for policy can be cdésed as the ‘cookie cutter’ approach
which is the sense that these sectors can be awgaicand developed pretty much
anywhere, without regard to the specifics of pl@@akley, 2004). Oakley (2004: 73) goes
on to assert that “All regions are pursuing the eamlture-/knowledge-based economic
development strategy despite the evidence that iuenan capital stock cannot support it
and they will have difficulty in the short and mewh term in attracting and retaining the
kind of workers on which these economies depentier@ is also a lack of a coherent
joined-up strategy with marked differences betweelicies of the RDAs (Jayne, 2005).

3.6 Conclusion

This chapter has demonstrated the relevance afdy $bcused on the creative industries.
The rising profile of the sector, related to thairtis made about its economic weight and
also about its additional spillover effects in negetion efforts, has placed it firmly on the
policy agenda. Within these claims, nonethelessiescaveats were identified. In terms of
economic weight there are clearly problems of aately quantifying the significance of
the sector. There are also concerns about itsisabthty, arising principally from the
speed of change and uncertainty of the industaati$cape within which creative firms



Chapter 3 67

operate. Furthermore, the discussion of proposéib\sgr effects was nuanced by issues

related to the instrumentalisation of culture arehtvity.

As seen in this chapter, the bulk of the literatemgphasises the shared characteristics of
the sector in terms of the nature of the creatinmpct, organisational structure and the
nature of employment. This would seem to positiv@lpport the choice of studying the
creative industries sector as the sub-set of thewledge economy that most strongly
exemplifies trends relating to a new organisatibrwork. Further investigation of the
sector, as in section 3.5, would, however, leatbugualify this homogenous view of the
activities of the creative industries.

Specific issues were identified relating to defonitand measurement. Despite a degree of
convergence in thinking about the general charsties of the sector, disparities remain
in determining the exact range of activities ineddThese partly stem from the politically
driven over-emphasising of the economic weight pasitive externalities of the sector.
This has tended to broaden the definition of theaseand made conceptual understanding

more limited.

The challenges of definition and measurement arportant to keep in mind for
developing the present study. Due to gaps in datagpon and the datedness of industrial
classification, it may be difficult to deploy quéative data to gauge a meaningful and
accurate picture of the sector. The definition ctelé for this study, primarily because of
its widespread operational use in the UK, is theM3% one, which is a fairly broad
definition with an emphasis on the generation téllactual property. Chiefly this chapter
has shown that it is important to be mindful of Shedisparities in definition and

measurement when undertaking research in this area.

Against this background picture of the creativeustdes sector, the next chapter will build
on the ideas outlined in Chapter 2 and specifidalbk at the different ways in which place

and space matter to this sector.
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4 |If place matters, it matters most to them® a spatial

logic for the creative industries?

4.1 Introduction

This chapter explores the different ways in whicl hew spatial logic of the knowledge
economy may be exemplified within the creative stdes and introduces examples to
demonstrate what is known from existing research.lime with the characteristics
associated with the sector discussed in Chapt#risS,chapter examines the literature to
find if there are specific spatial patterns asdedavith these. Particular spatial and place-
based factors are argued to be central to the a@@wvent and organisation of creative
industries. The need for proximity is commonly itiked as a priority in this sector to
allow flexibility, develop networks and offset risfBanks et al, 2000; Scott, 2001).
Creative businesses are also said to “thrive inems| networks, clusters, embedded
knowledge and informal infrastructures of the ci(iBanks et al, 2000: 454). Other place-
based factors relating to the built environmentstexce of cheap space, public-sector
support framework, connectivity, local identitysiitutional environment and availability
of amenities are also drawn upon as possible inflee in the locational choices of
creative industry firms (see for example Drake, 20Belbrecht, 1998; Hutton, 2004;
Leadbeater, and Oakley 2001; Markusen; 2006).

This chapter begins in section 4.2 by exploring wbylocation is a dominant feature of
the creative industries, by looking at the proposghntages of spatial clustering. It looks
at why proximity and urban concentration appearbéo considered vital for success.
Characteristics of the creative industries seataiuding their propensity for project-based
work and an industrial structure characterised tmalk firms, are explored to reveal a
possible rationale for their spatial organisatitins argued that, based on the evidence in
the literature, the creative industries sector senhave an extreme compulsion towards
proximity and therefore offer an interesting catedg within the knowledge economy.
Section 4.3 goes further to suggest that very isedl historical, cultural, social and
physical factors may influence the success of sreagiroduction in particular places. It

® Barnes and Hutton (2009: 1251)
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explores the way in which creative industry acyinas historically developed from areas
characterised as creative milieus and reviews Werce regarding which factors were
crucial in their growth. Section 4.4 then explothe tension between the local ‘buzz’
associated with a creative milieu and the needifors to be outward looking to avoid
stagnation. In order for businesses to mature, god compete, it appears necessary to
tap into external markets. As a corollary of thetdas which point to co-location, section
4.5 points to a number of forces which oppose tuiscentration and alter the spatial
balance. These dispersion forces like congestamk, bf space and reduced liveability may
diminish the propensity for creative firms to cadbe. Section 4.6 concludes the chapter
by highlighting the forces and processes that Haeen found to influence the spatial
organisation of the creative industries. It suggestset of themes and corresponding
factors that are likely to affect firms’ preferesder a central or more peripheral location

within an urban region.

4.2 Co-location in the creative industries

This section introduces co-location as a domingtial pattern within the creative

industries. Polese and Shearmur assert that “Téeigar set of conditions that produce a
‘creative’ environment are almost impossible toimkef but agglomeration is manifestly a
necessary condition” (2004: 436). There are cléaaatages for the creative industries of
being located in cities, which are derived from Hwale of the urban area including
connectivity, public-sector support, labour markiestitutional support and consumer

demand. Large urban areas offer a range of supgoaind complementary services and
institutions related to training, research, andarfice (Rantisi et al, 2006). As with the

broader knowledge economy (as discussed in Chaptespecialisation in a concentrated
geographical area is suggested to give benefits imccess to intermediate inputs through
outsourcing, rapid and flexible service deliveryteyn, and access to a workforce pool
with relevant and specialised skills (Odedra, 20Qtraded forms of interdependency are
found in the cultural and institutional settingexfonomic activity, which shape behaviour
and are strongly tied to place (Scott and Storp@63). The embedded nature of these
routines supports the claim that advantages ofoaggiation are of particular relevance to
the creative industries. As Reimer et al (2008)npaoiut, there are extraordinarily high

degrees of spatial agglomeration in the creatidsiries, especially favouring centres

with a global status.
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Research suggests that co-location is an ideat@mient for creative industries to operate
within. Commonly drawn upon as one of the most iadufactors in creative industry
success is the presence of human capital. Momn2&&glY draws on three factors, which
demonstrate the importance of clustering in thatore industries. He asserts that clusters
are expected to create a local climate favouralereative workers to be active in. There
is also thought to be wider symbolic and infradinal spin off which is likely to attract
more workers. Finally, clusters are expected tation as a context for trust, socialisation,
knowledge, inspiration, exchange and innovatioraiproduct and service environment
characterised by high risk. Geographically clustenetworks of resources, particularly
human capital, are very important to the creatinaustries and are often considered the
key to successful project work. Deep local poolscaofative and skilled labour are
advantageous both to firms and employees (Reimat, &008). The literature suggests
that the geographic proximity of individuals posseg human capital, skills, expertise or
creative capabilities enables interactions whicuitein the spillovers that are crucial for
innovation (Stolarick and Florida, 2006). This agseto be true, for example, in the film
industry where access to networks is crucial batlihe US (Hollywood) and the UK
(London) (Ekinsmyth, 2002). Further to this, thenay be an ‘atelier’ effect where the
number of skilled individuals exceeds the laboumded, paving the way for new
entrepreneurial activities (Santagata, 2002). lokCand Pandit's (2007) study comparing
the broadcasting industry in three city-regionspdan was found to be advantaged by
several factors relating to the possibility for knedge spillovers. The labour market in
London offers a pool of talent unrivalled in the URhe highest financial rewards and the
most prestigious projects are located there. Ma@eoas a deep labour pool is necessary
for the security of employees, skilled workers Bkely to be encouraged to settle in a

large urban centre offering a range of employmepbaotunities.

The industrial structure of the creative industsestor tends to make clustering even more
advantageous than in the wider knowledge econoraydescribed in Chapter 3, the sector
contains large numbers of very small firms. Thi®w them to be flexible but poses
certain problems that can be somewhat offset bipcation. The problems associated with
small firm size include less access to technoldgidarmation, restricted resources and
high training costs. Clustering is beneficial instinegard, as it “can derive competitive
advantage by obtaining efficiency gains that a bfivah could not manage on its own”
(Wu, 2005: 3). It is further suggested that thetigpalustering of related industries and
skilled workers allows the development of an inrimeaenvironment likely to lead to a

competitive and specialised local economy. Co-ioocatoffers benefits in terms of
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coherence with a shared learning process, pathndepee, complementary resources and
technological opportunities (Bathelt et al, 200@p-operation and competition take place
simultaneously as there is a common pool of labkoowledge, information and ideas
(Wu, 2005).

Banks et al (2000) argue that the market for cvegtroducts is volatile and creative firms
are not solely profit-orientated, but also are keenemain innovative. As formal support
structures such as banks and business supportisaians are generally ill-equipped to
help with the needs of creative industries, netwake seen as necessary to temper risk
and inspire trust (Banks et al, 2000). Informal andraded relations are often more
important in creative industries than are formaligateractions (Bayliss, 2007). For
instance, in her study of creative industry firnpe@ting in the lace market in Nottingham,
Crewe (1996) identified the use of informal netwond ‘gentlemen’s agreements’ to

derive more secure tenancy arrangements.

With the advent of the knowledge economy there lsn a shift from permanent to
freelance and contract employment. Short-term antporary collaboration is a corollary
of a more reflexive and flexible economy, and theatve industries exemplify this trend.
Firms are active in a volatile environment and soaaaptive nature and networking
capabilities are needed to help overcome thesemnesaks. This leads “to the rejection of
large hierarchical organisations in favour of netgoof small firms able to respond and
adapt quickly to changes” (Antcliff et al, 2005.. &or example, within the advertising
industry campaigns are increasingly responding uoeat events and face increasing
competition for media time and space. Workers needome together on projects with
little notice and on an ad hoc basis (Grabher, pOOHere are several characteristics of
this shift. Project work takes place over a limitgdescale and consists of interrelated
tasks (Sydow and Saber, 2002). Meeting deadlindbesmain criterion of evaluating
performance (Grabher, 2002a). Importantly, projaeeimbers tend to be assembled by a
project manager and are often made up of pasthosldéors from the same network of
contacts. In this way it is inter-personal ratheart simply inter-firm relations which form
the basis of the networks coming together to warlmjects (Ekinsmyth, 2002).

The structure of project-based work can be destribe “flexible networks, or latent
organisations consisting of groups of workers frdifierent occupational groups, who
come together repeatedly to work on successiveegisdj (Antcliff et al, 2005: 15). These

networks are characterised by mutuality, trustrestha@xpectations and norms governing
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behaviour (Antcliff et al, 2005). The findings oh#liff et al's (2005) study of workers in
the audio-industry visual industry in the UK suggeshat individuals in this sector sought
to reconstruct stable employment relations throtighir involvement in and use of
networks. The trust and reciprocity engendered tapls networks, built up over time,
were used to offset the risk associated with thesien of stable employment. These
findings are echoed by a study of TV content préidadn two media regions in Germany
by Sydow and Staber (2002) who found that, althofiighs come together to work on
particular projects, typically their business relas extend for a much longer period than
this. Commonly, firms and individuals who have wedktogether in the past will
reassemble for further project work aided by tipaist experiences and expectations, even
when they can only meet for short periods of tiBeabher (2002a) contends that it is
‘know-who’ rather than ‘know-how’ which dominatelsese networks and therefore it is
essentially a ‘reputation’ business. Projects caivigde access to training and acquiring
skills, but a reputation can be built once the cofrdong-term relationships is accessed
(Grabher, 2002b).

Projects are likely to favour proximity amongst tpapants for the regular face-to-face
contact which is thought to encourage the translferf tacit knowledge (see Chapter 2).
The creative industries are argued to be knowledigssive, with a far greater reliance on
the transferral of tacit information or know-hownlike codified knowledge which can be
transmitted globally, over long distances and at kwst, tacit knowledge tends to be
‘sticky’, non-articulated and embedded and is cdei®d best transferred by those co-
located in clusters (Bathelt et al, 2004). Facéat® exchange gives rise to what Bathelt
refers to as an information and communication epglavhich can be described in a
number of ways such as ‘industrial atmosphere’jse&o or ‘buzz’ (Bathelt, 2005). Co-
location helps firms translate and understand Idoatz transmitted through tacit
knowledge. He argues that tacit knowledge is autically accessed by those firms
located within a cluster (Bathelt, 2005).

Some networks are highly place-specific due todiffeculty and high cost of transmitting

tacit knowledge and also due to locally based cedtiand traditions (Sydow and Staber,
2002). Those actors who are located in the pooégpesed to ‘noise’, including rumours,
impressions, recommendations and trade folklorejclwhallows them to become

enculturated (Grabher, 2002a). The more short-tienproject, the more important co-
location of project partners becomes (Grabher, @pO0ZProximity encourages the
development of untraded interdependencies, whielohbenefit to creative workers who
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work part-time or via contracts. Watson (2008) ssig in his study of London’s music
industry that organisational connections can offiehest, only a very partial substitute for
geographical proximity, particularly those alreagipbedded in communities of practice.
Proximity is also useful for meeting material res@urequirements, such as access to
studio space. This clearly has a spatial ratiotizdé¢ again points to the primacy of co-

location for the creative industries.

Creative industries are regarded ‘high-touch’ a#i ashigh-tech, meaning that the ability
to meet lifestyle preferences and network in infaksurroundings is seen as crucial to the
success of firms (Montgomery, 2007). The creatibmaro institutional structure is often
stimulated by local buzz, leading to the developm&ncommunities of practice. Co-
location allows the development of shared strustudlanguage, technical attitudes,
interpretative schemes and ‘communities of pract{@athelt et al, 2004). Grabher
(2002a) describes this process as ‘hanging outé d@avelopment of communities of
practice, based around agglomerations of skilletkers, can provide an informal training
ground, which allow participants access to the Hedge needed to become an ‘insider’.
Individuals within this community will share norm$values, tastes, lifestyles and ways of
doing things (Ekinsmyth, 2002: 233). These canretransmitted mechanically and so
personal and collective stories are important &gath, 2002: 12). As O’Connor
comments, “The creative industries are seen toifelyhsensitive to embedded cultural
knowledge whose mobilisation depends on being diisia place” (2004: 132). The
symbolic nature of the products also depends orktiogvledge of different sub-cultures,
which can be accessed via socialising through né&svaithin the range of alternative

cultural and social scenes provided in urban looati{Reimer et al, 2008).

These factors would suggest that the co-locatiorfirafs in this sector leads to the
development of a sophisticated environment fortoregroduction which is reliant on the
ability to build networks to successfully transrkitowledge. The evidence from existing
studies would suggest that creative productiorkedyl to be focused on global centres and
raises the question as to whether other cities stgyport this economic sector. The
importance of local conditions is emphasised witlhi@ existing literature. Studies which
provide a historiography of the development of are& creative production focus on a
complex interplay of social, cultural and physitedtures. The next section explores some

of these factors.
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4.3 The development of a creative milieu

Evidence of the key place characteristics of anghgh have been seedbeds for the
creative industries can help assemble a relevantoli the location factors that are
important for creative industry firms. It is wellodumented that creative industry
development is concentrated in relatively centoalations within cities. As Evans and
Shaw (2004: 17) state: “The organisation of cultpraduction in close proximity through
industrial clusters and shared workspaces is lostgbéshed, with the advantages of
economies of scale, information and knowledge slgajpint marketing and the re-use of
buildings, outweighing imperatives of competitidower land and labour costs, a higher
individual profile and lower density locations”. W@005) argues that there are several
factors which contribute to the development of aatiwve milieu. Localised features
include the transmission of information among pepinowledge or the storage of
information, competence in certain activities, dhd creation of something new out of
these activities. Further to this, specific locattbrs of development include successful
anchor firms, mediating organisations, skills baseblic policy, quality services and

infrastructure and quality-of-place.

Historically, several key factors appear importaniengendering a city with successful
creative production including diversity, human ¢abiand urban density. Cities have
always had important cultural functions, with plae@d cultural products closely

intertwined. The density of interaction in urbareas is seen as the key to stimulating
cultural production and there is an increasingiyiiptic relationship between culture and
place and the economy (Scott, 2001; 2006). As Rerhel (2008) point out in their

discussion of place and diversity, the urban cveatatmosphere has a symbiotic
relationship with the products of design intensseetors. In this way, place can influence
the products and services created there. Theréoisgatanding conception of the city as a
dense locus for interaction and experimentationrejhas Marx noted, “all that is solid

melts into the air’ (Rantisi et al, 2006: 1790).bdin areas have traditionally been the
location for political and social movements, in marases associated with bohemian
cultural quarters (Rantisi et al, 2006). Culturaledsity is often viewed as a prerequisite
for creativity and the density of urban areas ens® promote an awareness of difference.

It is suggested that creative workers will tenddmgregate in mixed-use neighbourhoods
with opportunities to work, live and socialise imetone environment (Leadbeater and

Oakley, 1999). The density of communication aneérittion in this environment allows
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the rapid sharing of ideas and learning. As Leaidneand Oakley suggest, “Creative
places are rarely settled and cosy: they are ysimathe midst of battles between ‘old’ and
‘new’ sources of wealth, income and identity” (199%5). Drake (2003) proposes that
aesthetic creativity is a spatially concentratedcpss. He goes on to assert that “small
differences between localities can play a role chieving competitive advantage in a
globalising economy and a locality’s specificitidgsaw producers to a place and ‘non-
substitutabilities’ keep them there” (Drake, 20623). As shown in Table 4.1, he asserts

that there are four resources, based in the ladath act as stimuli for aesthetic creativity.

Table 4. 1: Locality based resources which stimulataesthetic creativity

LOCALITY- BASED RESOURCES BENEFIT

Intensive social and cultural networks Buzz

Communities of creative workers Leads to competitiad co-operation

Visual raw materials and stimuli Act as a catafgsicreativity

Brand Long established reputation adds valug to
product

Source: Adapted from Drake (2003: 518).

Firstly, intensive networks, social and culturahi@h contribute to the buzz of urban areas
and allow serendipidous meeting, are based inqodati localities. The cultural functions

possessed by urban areas are derived from beingsnofla dense locus of human
interrelationships as well as from being importsités for consumption (Scott, 2000). The
city is often considered a diffuse, yet inspiringcubator of cultural production and

innovation according to Helbrecht (1998). The secdactor is the existence of

communities of creative workers. The advantagea @hick’ labour pool have already

been discussed in section 4.2. Thirdly, Drake (2G0fjgests that the locality can be a
resource of visual raw materials, which aid theatwe process. Finally, brand and

reputation are rooted in the local and an associatiith a particular place can lend value
to a product (Drake, 2003).

The last of these — that products can be imbuet wibrand by being related to the
location in which they were created — is especiathportant for the present study.
Products often possess a cachet that is direcfigcaged with their point of origin, for
example fashion from Paris, films from Hollywood aountry music from Nashville. The
place of production represents a unique componénhed final product as well as an

authentication of substantive and symbolic quggott, 2006). In terms of a relationship



Chapter 4 76

with geography and location, there is evidencehtmsthat a strong sense of identity can
positively impact on the generation of products aedices in the creative industries. One
characteristic of the creative industries is tlmatytare often very rooted in the local and
their value is often generated from this. They bandescribed as having “a strong and
self-conscious local character” (O’Connor, 1999:1%cation can act as part of a brand or
image, often reinforcing the advantage for creaindustries of being based in an urban
environment. As Santagata (2004) points out, aréatiunlike innovation, is not driven

solely by profit and its consideration of aestr®trnakes it more place — and time -

specific.

Hutton regards the development of new industrytehssin places very close to the city
centre as “striking examples of the compulsion ixpnity for creative and knowledge
intensive firms” (2004: 92). Not only, he suggesss,this for reasons of economies
generated by economic and social agglomerationalsotit is related to the environment,
classified as the built environment, cultural amenienvironmental amenity and
complementary institutions. He suggests that aallipon ideas regarding built form can
provide another dimension to the discussion. Greatidustry development is historically
found in economically marginal spaces such as amnwnly found in the ‘inner city’

zones surrounding the CBD.

Hutton identifies four main attributes that canseen to prompt this locational preference,
as shown in Table 4.2. These attributes are thotgyielp people meeting each other,
exchanging tacit knowledge and engaging in netwgrkiThis is aided, firstly, by the
benefit of a stronger sense of identity derivedrirthe tightly bounded nature of the
physical space. Secondly, the landscape of the mityeis regarded as a suitable space for
the transmission of tacit knowledge, due to itgkst nature. Thirdly, the building types
within the inner city, including former industriapaces and warehousing, are considered
suitable for adaptation into flexible work and tigi space. Finally, inner city areas tend to
possess landmarks with a strong sense of histgainacontributing to the image and
identity of the area (Hutton, 2006). The built enniment is shaped by socio-economic
forces and, for example, the structural changeshe economy associated with de-
industrialisation have influenced current propemtarkets and the nature of the built
environment. As well as reflecting the zeitgeist, spirit of the time, and providing a
mirror to the world around, the design of the bailtvironment is an important element of
the productive forces of society (Knox, 1987). Agtidn asserts, “Place is demonstrably a
defining feature of the new production economy e 2F' century inner city among
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advanced cities and ‘place’ in this context inedaty comprises both concrete and

representational features” (2006: 1839).

Table 4. 2: Attributes of the inner city and their perceived benefits for creative
businesses

ATTRIBUTE PERCEIVED BENEFIT OF ATTRIBUTE
Boundedness Territoriality and identity
Landscape and urban design Intimacy conducive to exchange of tacit knowledge
features
Building types Adaptable
Landmarks | Str?ng history, identity and reinforceina the

oca

Source: Adapted from Hutton (2006: 1822).

Markusen (2006) notes that artists, in particutand to gravitate towards transitional
neighbourhoods, often in the CBD fringe or othertpaf the inner city, more than other
groups. Related to this, cheap space is argued t\htal ingredient for the development
of concentrations of creative businesses and thlisral entrepreneurs will often work in
run-down areas where more traditional businessss b tread” (Leadbeater and Oakley,
1999: 34). In a similar way to the importance odga to the creative product, creative
firms try and make a statement out of where theyl@ated. Space reflects and reinforces
the image of the companies and, thus, particulacesp and neighbourhoods become an

important factor for the success of the businesdhftdcht, 1998).

Rantisi et al (2006) contend that land rents cqpstt or suppress creativity, especially in
urban areas. They suggest that “low rents nurtgatizity through the creation of a ‘viral’
underground economy, which depends on low costdwdmouth networking to spread
information about employment opportunities and uralt events” (2006: 1791). As Scott
(2004) points out, much of the new development foassed on the building of a new
cultural economy, with a conscious effort to udeseof industrial past as core elements of
a reprogrammed landscape of production and consompihe development of a
successful media cluster in Hoxfoin Hackney, came about partly due to the existeric
affordable space. One of the reasons why the aasasuccessful was that, unlike in Soho,
the area was not so congested and over-priced eXpiesion of Britart activities in the

area during the late 1980s made the area populdar aviists and, as Leadbeater and

" The area of Hoxton in London is a vibrant arts antértainment district boasting a large numbeyans,
nightclubs, restaurants, and art galleries. Thekifanable area is centred on Hoxton Square, a pae|
bordered mainly by former industrial buildings.
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Oakley (2001) assert, this led to the growth ofilary services, such as bars, restaurants
and clubs. They further suggest that deregulatimhexperimentation allow the emergence
of a creative atmosphere, which is engendered byramic mix of consumption and
production (Leadbeater and Oakley 1999). The deweémt of a cultural base is often
linked to history and a rediscovery of the pasttha development of successful creative
cities or quarters, particular attributes tend ® dmphasised in the existing evidence
including distinctiveness and authenticity, smaks/fine-grain development, vibrant and
distinctive neighbourhoods, appeal to younger peapld the diversity of population and
lifestyles (Musterd et al, 2007).

The literature reviewed above documents the variac®rs which have been considered
important in the emergence of creative milieus.sehfactors include the existence of low
cost space, often located in the inner city; aitspfrexperimentation often played out in
sites of counter-cultural consumption; and the tgreent of a strong brand or reputation
as a creative area. This evidence is largely aatamtiwith the organic emergence of these
areas. As culture-led regeneration and the creatgastries as a policy concern have
gained in standing, the context for these changas bhanged somewhat. The
instumentalisation of creative industries policyswdiscussed in section 3.3. Instead of
being an organic bottom-up approach, it has becamexplicit policy concern to develop
cultural quarters and areas with creative activityis has often been within the context of
regenerating former industrial cities and been ttedideas of encouraging urban
renaissance and a return to the centre. This rajsestions as to how far these
environments can be created and which factors argt mimportant. By identifying the
crucial components of an area for creative firhspay be possible to nurture creative
production, but do regional cities — and even nsarg¢heir less central locations — possess
the necessary prerequisites for creative produgtion

The geographic scale of the research into creatilieus tends to focus on the local with
specific factors of particular neighbourhoods beergphasised. One potential tension,
however, is found in the literature. It is suggdsthat focusing solely on factors
contributing to a local environment for creativeoguction may lead to inertia by
becoming too inward-looking. The next section thae explores how the local buzz
generated by close networking within these spateseative production can be exploited

to reach global markets.



Chapter 4 79

4.4 Exploiting ‘local buzz’ via ‘global pipelines’®?

The earlier parts of this chapter have identifiealence which suggests the importance of
localised factors in the development of concertretiof creative activity. The importance
of networks, engendering local ‘buzz’, has beeadcparticularly frequently. At the same
time, however, the literature also points to soregative effects associated strong internal
ties, as discussed in section 2.4, which wouldlresunetworks being slow to adapt and
innovate (Fukuyama, 1997). Negative effects artiquaarly acute when the networks are
so tight that they become exclusionary (Sydow atabeé$, 2002). This locks firms into
fixed practices and trading relations, stiflingamation (O’Connor, 2004).

Knowledge about external markets and changing tdofres is crucial to cluster growth
and success as without this a sector can beconez-&mbedded’. The role of trust is
important here again, as “too much trust can catsectures of blind confidence and
gullibility to spread within a cluster network” (Beelt, 2005: 110). According to Bathelt et
al (2004), the more the firms in a cluster engagh wanslocal pipelines, the more news
and information is being transmitted, which in twstimulates local buzz. In a study
exploring the media industry cluster in Leipzig,tiBelt (2005) pointed out that this cluster
Is disadvantaged by its orientation towards a nigeregfional market. In Cook and Pandit’s
(2007) study comparing the broadcasting industrythree city-regions in the UK,
networks were enhanced by the similarities of tttevities, due to the smaller number of
genre specialisms in Bristol, unlike in Glasgowasgjow was asserted to suffer from what
Bathelt (2005) coined as the “distanced neighbaeffect as it lacks dense internal
interaction and also has only weak external coivigct The pre-eminence of London’s
international connectivity is beyond dispute. Sarly, the fact that Bristol performed
better than Glasgow is put down to its greater ectivity to London (Cook and Pandit,
2007).

In line with this, it is argued that the most swgsfal creative industries are thought to
operate at a global scale. Of central importandéasability of localities to link globally
available codified knowledge to specific local tdanowledge or “connecting local buzz
into global pipelines” (Musterd et al, 2007: 7).ighs considered most innovative and
economically successful in the long run. As Bathatgues, “The effects of local

interaction and learning are much stronger andlderi& they are constantly supported by

8 Bathelt (2005)
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feedback and new impulses from the outside...Lodar@&ction or ‘buzz’ through global

or trans-local ‘pipelines’ create a dynamic procesknowledge creation which is key to
understanding a cluster’s continued economic strér(@005: 106). The establishment of
linkages to global markets and external knowledgeconsidered the best way of
encouraging growth and avoiding inertia (Bathe@p%). A large network of weak ties
(Granovetter, 1973) has been advocated over desismg ties, which cause cliques,
stagnation and ultimately lock-in. This can be tedato ideas around social capital. In
Putnam’s (2000) view of social capital, ‘bridgingapital (links with people unlike me) is
important for getting ahead in business unlike tiag’ capital (links with people like me)

which is more limited to getting by.

The issue of trust is one of the main challengeertdbarking on developing external
linkages. Unlike local links, there is no guarantéeaccess to benefits from knowledge
sharing and so the substantial investments of ana money are risky. To mediate this
challenge, Bathelt (2005) suggests that sharedutishs and schemes can be developed
and that ‘absorptive capacity’ be increased to fielps assimilate information. A firm can
maintain only a few external linkages as they asstlg and more focused than local
networks. This means that it is difficult to maintéghe balance between being too inward
or too outward looking (Bathelt, 2005). To faciléachances of finding external partners to
collaborate with, trade fairs can be attended awténtial collaborators assessed on their

reputation.

Wu (2005) also supports the idea that the succksscoeative milieu can be related to
factors beyond the local environment. Outside theall features necessary for creative
production, the strength of innovation is also guhpy the national innovation system. Of
particular importance are the nation’s intellectyabperty (IP) protection system,

universities and research labs, research and dqawelt (R&D) spending, openness to

competition and spending on higher education (V0052

This section has shown that there is a complexnbaléo be maintained amongst creative
industry firms in terms of their level of inward outward positioning. Again co-location is
advocated to access local ‘buzz’, but external eonons are also seen as important in
stimulating buzz, preventing inertia and ultimatbBing more competitive. The complex
nature of these pre-conditions for success againt po the primacy of global centres,

advantaged by their strong external connectivityndglobal cities will likely find it more
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challenging to access global networks, but thosk strong external transport links will be

positioned more favourably.

4.5 Challenging concentration: the role of dispersiondrces

In terms of spatial organisation, the evidenceewed so far has strongly emphasised the
importance of concentration in the centre, so tinats can access advantages relating to
the scale of urban areas as well as benefit froto@ation. Strong transport links enabling
the development of external linkages are also faartie city centre. Traditionally areas
with cheaper space such as the inner city havesgrpepular, often instigating a transition
in the character of the area. There is, howeveg abme evidence of dispersion forces
which may prompt existing creative industry firntsrhove out of the centre in order to
escape from rising costs and congestion. Therksdasthe question as to how far it may be
possible for newly established firms to survivenmore peripheral locations within an

urban region.

A project focusing on ‘creative spaces’, commissetbrby the London Development
Agency, found gentrification to be one of the bigfgehallenges facing creative firms and
the sustainability of creative clusters and workgsa Creative residents can be a powerful
force to regenerate neighbourhoods, but rising gngpprices and gentrification can
displace these ‘pioneers’ (LDA, 2005). There ar#iatilties associated with clusters
especially for creative workers, often employedeaoifreelance basis. To be active in a
cluster these workers face high rents, rely onvadad insecure wage and often have to
work from home (Ekinsmyth, 2002). Hutton (2006),his studies of creative quarters in
London and Vancouver, suggested that there magrne growing issues of displacement,
suffered in the first instance by indigenous busses and then creative firms through
residential encroachment. Gentrification can béneef as “a shift from multiple to single
occupancy and from rent to owner-occupation of mgus- and a marginalisation (or
peripheralisation) of dwellers who become constiduas a residual public” (Miles, 2005:
890). This brings difficulties in terms of heigh&ehland, house and office prices and the

displacement of original inhabitants.

A prime example of this is the loft living trendsdussed by Zukin in her influential work
on the situation in New York: “The changes in tise of space that promise to reconstitute
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an urban middle class really effect the recongoéshe city’s core for the upper-class
users...The revitalization projects that claim disiveness — because of specific historic
and aesthetic traits — become a parody of the ehi(fLt88: 190). Much of the research
exploring problems with the sustainability of spader creative industry activity is
focused again on large global centres, for exanggig@reviously mentioned, London, New
York and Vancouver, but development pressure h&s lad to rising costs of city-centre
property and rental increases in other cities,uidiclg Glasgow, Manchester and Leeds in
the UK.

There is now some evidence on the movement outobay cities by creative producers
aiming to access advantages associated with dmagghtion. For example, a study
undertaken in the US asserts that there has beea decentralisation of artist location due
to cost-of-living and congestion differentials betm large centres like New York and
middle-sized and smaller cities (Markusen, 2006j)usl Marksuen has found that some
artists make migration decisions in which they dgaoff access and being ‘where the
action is’ with livability, artistic networks andhpanthropic support” (Markusen, 2006:
1929). Further work suggests that the availabibtyspace, in this case in terms of
designated artist centres, can be an important coerg guiding the location choices of
artists. It is suggested that more — and bettatistaare attracted to towns and cities that
offer a range of spaces for learning, networkinghilgtion, and sharing tools and
workspace (Markusen and Johnston, 2006). Therdfage centres can allow places to
home-grow, attract and retain artists, which haglications for public intervention. This
logic could be applied within urban regions to segjghat artists and creative producers,
vulnerable to the high costs of the centre, maatl®utside the city centre to access
space, supportive networks and a better qualityf@fit is noted, however, that despite
some evidence of decentralisation the level of mexdtid entertainment products in the
large ‘super arts cities’ have enabled them to taairtheir lead (Markusen and Schrock,
2006). This confirms Scott’s (2006) idea that theme reinforcing mechanisms of growth,
which make it difficult for other cities to compete

4.6 Conclusion and implications for this study

This chapter has reviewed the existing literategarding the spatial organisation of firms

within the creative industry sector. It has made thse for conducting research into the
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creative industries sector. The evidence from mgsstudies strongly points to a spatial
logic for the sector related to the characteristegewed in Chapter 3. As Barnes and
Hutton put it, “If place matters, it matters mostthem” (2009: 1251). Chiefly this logic
seemed to point towards a compulsion for proximitylarge urban centres, but in
exploring in more detail the historical accounts tife developments of such
concentrations, other questions were raised. Tgie\hlocalised empirical studies of such
areas tend to emphasise a complex ecology of faetod in recent years this has often
been linked into regeneration aspirations. Thisepdbe question as to whether a creative
milieu can develop outside a global centre andspkeial interest in this study, outside a
city centre in a non-global city. With an inheritediustrial landscape of warehouses or
mills, which as we have seen, may be amenable asespof creative production, is it

possible for regional cities and towns to shartegrowth of the creative industries?

This evidence presented so far has pointed to dauof areas where some expectations
about possible findings can be developed. For tesemt study a list of factors was
assembled from the examined literature, which pmmroposed determinants of location
of creative industry firms. Table 4.3 (overleaf)times four key factors alongside their
prospects for influencing location in the centreperiphery of an urban region. These
factors and the way in which they influence locatatoice were used to construct the full

list of determinants of locatioh.

A first dominant theme is the likelihood of the atige industries to co-locate due to the
importance of agglomeration economies. The compuldor firms involved in these
activities to cluster, often in the city centre,sndentified as a key theme in section 4.2. It
would be expected that advantages related to pryxiwould lead to firms locating
together. These advantages include the existenca @obol of human capital, the
opportunity to share services and institutions, aockss to infrastructure. There is likely
to be a dense concentration of amenities includuigyral infrastructure, ancillary services
and leisure activities available in the city centseful for networking and attracting skilled
staff. Creative industry firms may prefer to locatecentral areas for the reputation of the
city and being based in a city centre address.

A second, but related, finding from the literat(ifable 4.3) is that knowledge exchange is

particularly crucial to the success of the creaiindistries and again this is engendered by

® For a full list of the determinants of locatiordaihe summarised results of this aspect of theviiges see
Table 6.6
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co-location. ldeas generation is thought to impraseproximity promotes serendipitous
meeting and this in turn advantages the procesdeaf exchange. In terms of business
relationships, trust and reciprocity are thoughthb® improved by proximity. Tacit

knowledge through face-to-face interaction is thdug underlie this advantage. The city
centre is also a node for linkages, allowing actessxternal pipelines of knowledge and

larger markets, as well as crucial access to tte labour market.

Table 4. 3: Place-based factors supporting a centising or decentralising movement

CENTRALISING FACTOR DECENTRALISING
Agglomeration advantages Agglomeration | Disagglomeration advantages
Econo_migs relating t_o _Iocalisation, Lower costs

g(rjtilzrrl]ltsaagg)srf and activity complex Less congestion

Labour pool Faster transport linkages

. Less pressure on land
Support services

Suppliers

Node of transport linkages

Tacit knowledge exchange Knowledge Codification

Face-to-face contact necessary for tijust Exchange Technology allows information to b

and to offset risk passed over large distances at low
cost

Buzz Quality-of-place | Liveability

Brand and image of urban centre Access to countryside

Leisure amenities and consumption Safety and less crime

opportunities such as the arts and

) Suburban/rural residential
cultural infrastructure

preferences
City living
Historical emergence of creative areas Premises Escaping gentrification
Availability of suitable space Low cost space
Cultural quarters Access to larger spaces

Design features such as adaptable
buildings.

Source: Own Analysis

Thirdly, as well as advantages of agglomeration lamawledge exchange, the literature
has identified quality-of-place as an importanttdaan firm location (Table 4.3). These
advantages were discussed in detail in sectionlt2igl.suggested in the literature that the
dense concentration of amenities of the centrdudiveg cultural infrastructure, ancillary

services and leisure activities, are likely to mpartant for attracting staff. Areas can act
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as a stimulus for creativity, so that creative ptaand products often develop a symbiotic

relationship, becoming known for their association.

Finally, as shown in section 4.3, there exists wharable evidence regarding the historical
background to the emergence of a creative miliemufber of factors can be identified
from the existing research which are associate thié development of a creative area,
but often the existence of cheap space is chiefyarded as the catalyst. The factors
associated with the development of a creative milelude intensive networks linked to

consumption, aspects of the built environment antlial amenities (Table 4.3).

Processes leading to the dispersion of firms hése lzeen identified within the literature
on creative industries. As identified in sectiorb,4the creative industries are often
represented by small and under-capitalised firmghvban be forced out by rent increases.
Development pressure in UK cities and elsewherelé@do rising costs of city-centre
property and rental increases. As the regeneratianmban areas tends to result in higher
property prices, this process may displace creadtidestry firms if they are unable to
upgrade their activities accordingly. A processcoimmercial gentrification has been
identified in some cities, displacing creative istty firms to more peripheral,
decentralised areas (Pratt, 2009).

A gap was identified within the literature in Chap® regarding a spatial logic of the
knowledge economy relating to the context of matudiss. Much of the evidence is
focused on global cities and this is also a feabdithe existing literature about the creative
industries. It is the aim of this study to see \hkeetthe areas of evidence outlined above
are as relevant to regional post-industrial citigkich have undergone significant
regeneration. As the creative industries are ofteried for their regenerative capacity
within these cities, it is important to explore \lner they behave in similar ways spatially
as when these industries are based in global cities

This chapter has emphasised the shared charactergt the creative industries as
supported by the literature. Nevertheless, as ifilhtin latter part of Chapter 3, the
definition of the sector is broad and there is saliwersity in the activities included under
it. There are likely to be variation in the waystttsectors experience space and place
related to any characteristics which are not shdfed example, the 11 different sectors
identified in the DCMS definition of the creativedustries may be differently influenced
by determinants of location. Further to the broatidviours thought to be shared by the
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creative industries, it is expected that beyondiosatcdifference there may be other aspects
of firm organisation that will influence the primaof certain factors over others. Firms
located in either central or more peripheral arass expected to possess different
characteristics. Important distinctions are likédybe drawn in the spatial behaviour of
these businesses relating to their size, theiraagetheir types of activities, including how

routine or creative their function is.

Chapter 5 develops these expectations into spe@iearch questions around which the
empirical work is structured. It will set out myaden research approach, specify my data
needs and argue the relevance of a mixed methgisagh. It will justify the use of a case

study and present the case for the choice of batcity and the creative industry sectors

to be studied. The data collection tools will dbsodescribed.
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5 Methodology

5.1 Introduction

This chapter explains the research methodology wisiccentred on the main aim of the
study: to gain better understanding of the waysvimich space and place matter to the
creative industries. In order to meet this ainsitnnportant to determine whether there is a
dominant spatial logic guiding creative industrgamisation and development; and collect
evidence regarding the central dynamics and presestcreative industry activity with

regards to location.

The findings of the previous chapters are of direlgvance to my methodological choices.
The research has been situated within the contexgrawing interest in the creative
industries and, in particular, the prospects fogirttuse in the regeneration of post-
industrial cities. The central arguments in ecoregaography, characteristics of creative
industry firms and the specific challenges facednvhesearching this sector have been
summarised. The literature review has identifiesl fdrctors likely to influence the spatial
behaviour of the creative industries. The empiriedearch now aims to explore and
review the validity of these factors. The reseaniploys a mixed methods approach and
focuses on two creative industry sectors in the stsdy area of Greater Manchester.

The rest of the chapter comprises four main sesti@ection 5.2 develops the research
questions which form the basis of the study andira# the corresponding data needs
which influenced the choice of research approaah raethodological tools. Section 5.3
outlines my research approach which is based owmwrmeptual framework of mixed
methods. A historiography of the development of #pproach is introduced alongside its
epistemological and ontological underpinnings. Puossible applications of using both
gualitative and quantitative data are reviewed.ti8ec5.4 turns to the selection of
methodological tools and explains the structuréhef study involving five stages. Issues

around access, sample size and ethics are alsesaédt
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5.2 Research questions

A set of research questions was developed fronmidie case study aim, as mentioned in
Chapter 1. These research questions were crudiadldarming the data needs and therefore

the methodological tools used in the study.

1. What is the spatial pattern of development fordélkected creative industry sectors
in the case study area, and especially how coratedtare they on the central core

as opposed to the other parts of the urban area?

2. What are the dominant determinants of firm locaiiothe case study area for the

selected sectors?

3. Are there common characteristics possessed by taehsving in similar ways in

relation to space?

Question one provides the starting point of thelwtun order to probe the rationale for
spatial organisation in terms of location choidess necessary to determine the existing
geographical patterning. Question two focuses @estigating the rationale for location
choices. It seeks to explore the range of factosstnimportant in determining creative
industry firm location. Question three aims to deti@e which firm characteristics are
most important in influencing choice of location.fécuses on determining whether the
creative industries behave in a spatially homogsneay or whether differences can be

identified in the way in which different sectorstgpes of firms behave.

The corresponding data needs of the research gnssre of a diverse nature, as can be
seen in Table 5.1. To generate evidence regartatptation of concentrations of creative
industry firms, quantitative data is necessaryt alows patterns to be recognised. This is
also used to aid the selection of the specifictoreandustry sectors to be investigated. To
probe the patterns and get information regardireg daterminants of firm location and
establish the key characteristics of firms furth&gndardised data is needed. Further to
this, in-depth qualitative data is necessary toestigate the explanations for these
decisions. This data helps illuminate the findirgfsthe quantitative elements of the
research. A mixture of qualitative and quantitatidgata is also needed to provide

contextual information.
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Table 5. 1: Data needs

RESEARCH QUESTIONS DATA NEEDS

What is the spatial pattern of Quantitative data needed to show
development for the selected creativg geographical patterning of industry
industry sectors in the case study areasectors.

and especially how concentrated they
are on the central core as opposed td
the other parts of the urban area?

What are the dominant determinants pNeed a mixture of quantitative and
firm location in the case study area fgrqualitative data. In terms of

the selected sectors? guantitative data standardised and
generalisable information relating to
attitudes and behaviours regarding
location choices is necessary. In-depth
and detailed explanation regarding
these choices necessitates the use pf
gualitative methods.

Are there common characteristics Need a mixture of quantitative and
possessed by the firms who behave inhqualitative data. Standardised
similar ways in relation to space? information needed regarding firm
characteristics. In-depth and detaile
explanation regarding these choices
necessitates the use of qualitative
methods.

=

Source: Own analysis

The implications of the research questions led h® s$election of a mixed methods
approach. The next section will present a ratiof@é¢he choice of research approach and

the use of a case study before the methodologiodd bf the study are introduced.

5.3 Research approach

5.3.1 A mixed methods approach

This study adopted a mixed methods approach. Mmethods studies are those that
combine the qualitative and quantitative approadhts the research methodology of a
single or multi-phased study (Tashakkori and Tegdli998). As Cresswell and Plano
Clark note, the key advantage of this is that “aesleers can situate numbers in the
contexts and words of participants, and they camé the words of participants with
numbers, trends and statistical results” (2007: AR)ngside quantitative and qualitative
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approaches, mixed methods have been called thd ftrethodological movement’ and has

an established history of deployment in socialrsme which can be seen in Table 5.2.

Table 5. 2: The development of mixed methods

STAGE OF TIME PERIOD DESCRIPTION

DEVELOPMENT

Formative period 1950s-80s Initial interest is gsmore
than one method

Paradigm debate period 1970s-1980s Could quamgtatid

gualitative methods be
combinedPuristsargued
they were incommensurablg.
Pragmatistsbelieved that
mixed methods could be
used to address research
problems

Procedural developments 1980s onwards Focus arhtiiee of
methods and procedures fq
mixed methods research
design

=

Recent indicators of interegt 2000 onwards Growtimterest and
advocation by some of
considering mixed methods
as a research design in its
own right

Source: Adapted from Cresswell and Plano Clark 72Q@-17)

Social science emerged in the™@entury with influential philosopher August Conge
the most crucial figure. He established the phipbscal stance of positivism with its
associated “positivistic methodology which was tadyg positive phenomena, that is,
phenomena that can be perceived through the semsg@dp employ scientific methods,
namely methods similar to those employed by physicentists” (Sarantakos, 1998: 3).
This way of thinking was later challenged by thegde stressed “the socially constructed
nature of reality, the intimate relationship betweesearcher and what is studied, and the
situational constraints that shape inquiry” (Denamd Lincoln, 2005: 10). The important
facet of the argument for this research is to ramgthat the scientific method is not the

only source of knowledge, truth and validity (Sdakios, 1998).

The choice of mixed methods can be related to hloéce of paradigm stance. This can be
seen below in Table 5.3 where a further paradigmadsled to the positivist and

constructivist stances, the pragmatist.
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Table 5. 3: Paradigms in social science

POSITIVISM CONSTRUCTIVIST PRAGMATISM
Methods Quantitative Qualitative Quantitative and
Qualitative
Logic Deductive Inductive Deductive and
inductive

Epistemology| Objective point of | Subjective, Knower and | Both objective and
view, knower and | the known are inseparable subjective points of

the known are view
dualism
Axiology Inquiry is value freg| Inquiry is value bod Values play a large
part in interpreting
results
Ontology Naive realism Multiple constructed Accepts external
realities reality. Chooses

explanations which
best produce the
desired outcomes.

Causal Real causes that argAll entities simultaneously There may be causal
linkages real causes that arg shaping each other. relationships but we
temporally Impossible to distinguish | will never be able to
precedent to or causes from effects pin them down
simultaneous with
effects

Source: Tashakkori and Teddlie (1998: 23).

A mixed methods study uses both quantitative araditqtive methods as detailed in Table
5.2. Quantitative studies, often associated withoaitivist view of the world, tend to
emphasise measurement and the analysis of calatbmehips. Quantitative research
involves the counting and measuring of events hedstatistical analysis of data, with the
aim of producing measurement that is reliable.slttyipically deductive in nature and
involves formulating research hypotheses and vegfyhem empirically on a specific set
of data in the form of a statistical test. One adage of this is that the research problem is
clearly stated. Qualitative methods are often aatet with a constructivist nature of
reality and are flexible and sensitive to the docmntext in which data is produced
(Mason, 2002). This is taken to the analysis stagth, the emphasis on “holistic forms of
analysis and explanation” (Mason, 2002: 3). Withualitative research “the researcher’s
communication with the field and its members iseaplicit part of knowledge production
instead of excluding it as far as possible withrdaarvening variable” (Flick, 1998: 6). As
Mason asserts, “Reflexivity in this sense meanskihg critically about what you are
doing and why, confronting and often challengingiyown assumptions, and recognising
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the extent to which your thoughts, actions andsiewss shape your research and what you
see” (2002: 5). The main advantage of qualitatesearch is that it situates the observer in

the world, promoting visibility of social procesggenzin and Lincoln, 2008).

While qualitative and quantitative studies may bgarded as incompatible due to the
incommensurability of the paradigms underpinningnth there are several reasons which
justify the use of both approaches and also tresrin combination. A pragmatic view can
see the advantages of both approaches and thgictmexistence justifies the use of both.
After all, both paradigms have been used for ydarsped the basis of funded research
and been taught extensively (Datta 1994 in Tashaldad Teddlie, 1998). A pragmatic
approach may be summarised as employing a ‘whaksvatrategy, using the most

appropriate approach for each different researchlem (Tashakkori and Teddlie,1998).

As the Table 5.3 illustrates, the pragmatism pahtview rejects the either/or choice
between positivism and constructivism. The pragsh@pproach uses both deductive and

inductive logic as Figure 5.1 demonstrates.

Figure 5.1: The use of inductive and deductive logi

Generalization, Prediction,
abstraction, theory Expectation,
”| Hypothesis
‘\\
Inductive reasoning \\\ Deductive
RN reasoing
Observations, Observations,
facts, evidence facts, evidence

Source: Tashakkori and Teddlie (1998: 25)

In many studies, including this one, the first stepto inductively build a conceptual
framework based on previous findings through thecess of a literature review. This
theoretical framework is then used as a basisltoming the course of the research. From
grounded results inductive logic can be used tegaa abstract theories and move from

general inferences by deductive logic to a preaiictf outcomes.
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Epistemologically the pragmatic approach views asdgers as both objective and
subjective. Tashakkori and Teddlie (1998) sugdaaking of a continuum where at some
stages the researcher may be more subjective aathexs more objective. In terms of
axiology, pragmatists believe that, although peasoalues play a role in determining how
research is conducted and findings understood,gsmst necessarily problematic. Finally
from an ontological perspective, pragmatists belithat there is a world independent of
our minds, but deny that ‘truth’ can be determionede and for all. In terms of causality,
this means that they believe that there may beataekationships but that they will never
be pinned down (Tashakkori and Teddlie 1998: 24-29)

The present study recognises that by combiningnigales, understanding of the subject
can be both broadened and deepened. Mixed metippdsaghes are increasingly popular
as they can use complementary data sources drawnlfoth quantitative and qualitative

sources. The combination of multiple methodologigedctices, empirical materials and

perspectives adds rigour, breadth, complexity,nésds and depth (Flick, 1998). As such, it
permits triangulation (Tashakkori and Teddlie 1998)is is seen as a key advantage for
social science research as it is an approach t aalysis that synthesizes data from

multiple sources, as shown in Figure 5.2.

Figure 5 2: Triangulation

QUANT QUAL

\ /

Interpretation
based on
QUANT+ QUAL
results

Source: Cresswell and Plano Clark (2007: 63)

Four different types of triangulation can be idBati as demonstrated in Table 5.4 below.
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Table 5.4: Types of triangulation

TYPE EXPLANATION

Data Triangulation Use of different data sourcésdigng
phenomena at different dates and placg¢s
and from different people)

Investigator Triangulation Different researcheams ased to
minimise biases

Theory Triangulation Approaching data interpretatrath
different perspectives and hypotheses

Methodological triangulation Within method and beém method

Source: Adapted from Denzin (1989b 237-41) in F{t898: 229-30)

The purposes of mixing methods, including the afrtriangulation, are laid out by Greene
et al's classic review of this approach (1989).yHeaw attention to five specific ways in

which a triangulation approach may enhance evanati

» Firstly, triangulation helps to test the consistency of findings obtaiti@@ugh
different instruments and also helps to identife flactors which are likely to

influence the results.

* Next, the approach is advantaged dpmplementaritywhich helps to clarify and

qualify results from one method with the use oftheo

« Thirdly, the use of different methods can offi@velopmenin terms of acting as a

guide in the choice of other methodological tools.

e The initiation of different methods may stimulate additional dioes and

challenge existing results.

* Finally, the opportunity ofexpansionprovides the richness of detail and will

expand the breadth of the study.

A mixed methods approach tends to encourage reftgx@nd a more iterative process and
so it not only adds to the research toolbox, but it also e the opportunity for a

synthesis of traditions (Vitale et al, 2008).

A mixed methods study may attribute different statuto the methods used in the research

design. Quantitative and qualitative methods mayobesqual status or, for example,
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gualitative methods might be used to explain qua@inte results and vice versa
(Tashakkori and Teddlie, 1998). As explained byhb&gori and Teddlie (1998: 32), “It is
more productive to consider purely quantitativedsts at one end of a continuum and the

purely qualitative studies at the other end, withide variety of design between”.

The way in which the mixed method approach has kbeefoyed in the present study is as
follows. Quantitative data has been used to iderdfatial patterns of creative industry
organisation. This approach was particularly imgatrfor helping to select the case study
focus. As discussed in Chapter 3, there are diffesiwith quantitative data in this fiéfd

S0 a qualitative approach was also necessary twventurther patterns and their rationale.
Due to the challenges of measurement of the ceea@itustries sector, in-depth qualitative
analysis was deemed necessary as a sole reliarstatmtical analysis of employment data
was not likely to be illuminating (O’Connor, 1999&8§o0ome standardised questions were
asked during the interviews regarding the determsaf firm location allowing easy
comparison and the identification of patterns. diswhe intention of the work to endeavour
to capture the intricacies of the sector so thieasitated the collection of qualitative data.

The rationale for the decision to employ a casdysisioutlined in the next section.

5.3.2 Case study research

A case study approach is most appropriate in #id bf this research, as it can deal with
multiple causation and complexity. It can take aedoof the historical and cultural
features that impact on outcomes. The ‘spotlightvled by this approach can provide
guidance for good practice and, by employing aetgrof methods of data collection, a
holistic study can be undertaken (Hakim, 1994)B&# (2005: 10) notes, “The case study
approach is particularly appropriate for individugsearchers because it gives an
opportunity for one aspect of a problem to be s€ddh some depth with a limited time
scale”. The case study is an empirical inquiry that ingzdes a contemporary
phenomenon within its real life context (Yin, 2008he case study method is of most use
when there is a desire to study contextual conastiand, as Flyvbjerg points out, “In the
study of human affairs, there appears to exist oolytext-dependent knowledge, which,

thus, presently rules out the possibility of epistetheoretical construction” (2006: 221).

1% See also Section 5.4 for more information regaydie challenges of measurement in this field
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5.3.2.1 Sampling and generalisability

When conducting research, it is unlikely to be pmesto study an entire population and
even if the population is small, it is usual todemn a sample which is representative of
the group (Tashakkori and Teddlie, 1998: 63). Resgénerated from a representative
population are more likely to be generalisable e broader population and possess
external validity. Figure 5.1 displayed the usa@mafuctive and deductive logic in mixed
methods research. Tashakkori and Teddlie (1998s6yest that there are differences in

generalisability concerns drawn along these liregaitkd in Table 5.5.

Table 5. 5: Generalisability

LOGIC GENERALISABILITY

Inductive Data is built up from one specific s&dti
and then transferred to another as the
theory grows. (From the specific to the
general and abstract)

Deductive Outcomes are predicted and the
generalisations built from the specific
population

Source: Adapted from Tashakkori and Teddlie (1985:

An instrumental, as distinct from an intrinsic, eatudy explicitly seeks to generalise with
the choice of case made to “advance understandiriigab other interest” (Stake, 2000:
437). Criticisms have been levelled at case stedgarch based around a possible lack of
rigour and difficulties with generalisability. Theegan be refuted. Reliable data collection
can overcome any problems with rigour. Case studlles experiments, are generalisable
to theories and not to populations. As Yin (2003:A40ints out, “The case study does not
represent a sample and, in doing a case study,gaalrwill be to expand and generalize
theories and not to enumerate frequencies”. Thergésability of case studies can be
increased by their strategic selection. Both gatié and quantitative data, as in this

study, can be employed to give a greater deptmalfyais.
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5.4 Conducting the research

This section sets out the research plan descrithiegchoice of methodological tools for
each stage of the study. As shown in Table 5.Getheere five main phases of the

research.

Table 5.6: Summary of the research plan

PHASE DATA ACTIVITIES OUTCOMES
1. The literature review | Qualitative Review of documentary materials Conceptual
inc: academic research, framework developed

government documents, mass
media, research reports,
conference papers

Research questions
generated

Methodological tools

chosen
2. Selection of case study Qualitative Review of documentary materials Case study urban area
area inc: academic research, chosen
government documents, mass
media, research reports,
conference papers
3. Selection of the case | Quantitative Map the spatial concentration off Two case study
study sectors chosen industries using location | sectors selected
guotients
4. Documentary researchh  Mix of Review of academic literature, Profile of case study
quantitative and | trade publications, websites, local area produced
qualitative and national papers, analysis of Industry information
secondary statistical information Sty
obtained
5. Semi-structured Largely Interviews with policymakers and| List of target
interviews (policy and qualitative gatekeepers testing the relevancg participants compiled
gatekeepers and firm of questions and guidance to .
directors) participants Standardised

information regarding
Interviews with respondents with| firm characteristics
decision making powers from collected

firms in the two chosen sectors .
Key determinants of

firm location
identified

Rationale for location
choices investigated

Contacts web
completed

Geography of
relationships built up

Source: Own analysis

Initially, the literature review was undertakenarder to establish the research context,
identify gaps in the existing literature and ai@ selection of the case study urban area.

The second phase focused on the choice of casg ateid and involved working through a
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set of criteria to decide on the most suitable die third phase concerned the choice of
case study sector and focused on calculating tbatitm quotients of creative industry
sectors to identify their relative degree of coricaion of activity within the case study
area. The fourth phase involved documentary rekdargive greater insight into the case
study sectors and the case study area. This segotaa was collected, analysed and used
to provide contextual information. The final phaseolved conducting 46 interviews. Of
these, 28 interviews were undertaken with respasdewith decision making
responsibilities for their firms, probing their ktoon choices. 17 of these 28 firms were
also willing to provide information about the geaghy of their interactions in the form of
a contacts web. The remaining 18 interviews weraduaoted with policy makers,
workspace managers, industry professionals ancelstéders with local knowledge of
creative industries in Greater Manchester and wagsigned to gather contextual
information. Each of these five phases is now desdrin more detail and, where

appropriate, the choice of methods is justified.

5.4.1 Phase one: review of the literature

The main part of literature review took place ag¢ thutset of the study, though with
subsequent updating through the regular monitoohgpurnals and conference papers.
Following the guidelines provided by authors sushBayman (2004), Cresswell (2003)
and Neuman (2007) there were several purposes démninitial review. Firstly, it was
used to narrow down the topic with reference to lodhers have conducted studies on this
subject. Secondly, it helped demonstrate familianiith the existing body of knowledge.
Thirdly, it situated the study within this body kfiowledge and identified gaps with the
existing work. Fourthly, the literature review wased to create a framework to establish
the relevance of study and to provide benchmarkctomparing the results with other

studies.

In terms of the selection of literature three maieas were explored, as already detailed in
Chapters 2-4. The first of these concerned transdtions in the economy and the search
for a new spatial logic associated with the expagdinowledge economy. The second
area was focused on the growth and nature of thatige industries sector and the
challenges which researchers face in defining aedsoring the sector. Thirdly, Chapter 4
assembled the relevant literature regarding thesiplesspatial rationale for the creative
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industries sector and developed a comprehensivefltte determinants of location which

was subsequently used as a framework for the iet@nschedules. Reviewing this

literature helped in identifying the strengths amwdaknesses of the current state of
knowledge in this area, most notably the need fivetter understanding of the spatial
rationale of the creative industries sector indbitext of a non-global city.

The literature review was conducted in a systematplicit and reproducible way, as
guided by Fink (1998). To ensure the review wastesyatic, online bibliographic
databases, for example the Web of Knowledge acdesaethe Social Sciences Citation
Index, were searched using key words and authorgndl articles, books, government
publications, research reports, mass media artipl@gscy reports and conference papers
were included in the process. This literature wssduto situate the present study within
current debates, to develop the set of researc$tigne around which to organise the study
and to identify the factors proposed to influenca flocation.

5.4.2 Phase two: choice of case study area

The selection of the case study area was an iritegriaof the research process and can be
directly linked to the research agendas outlinedChmapter 1. The research aims to
contribute to the debates in economic geographychvhhighlight a new spatial
organisation associated with economic transformatend the expansions of the
knowledge economy, with particular reference todteative industries sector. The context
for the research is the economic and physical emgdion taking place in the UK’s

transforming industrial cities.

A range of criteria were used to determine the ahoif case study area because they were
all hypothesised to have an influence on creatngeistry firm location. These are shown
in the left hand column of Table 5.7. The top thecateria were the most important in the
decision. The first criterion was that it shouldt i@ a global city like London, but a
regional city, as already signalled as the aimhef $tudy. Secondly, the case study area
needed to possess a critical mass of creative tiydastivity. Third, a large and densely
populated conurbation was favoured to best dematespatterns of industry organisation

and distribution. As the study aims to review thiedent advantages and disadvantages
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associated with alternative locations, it was nemgsthat the case study should have a

variety of locality types to explore.

Three further characteristics were also considatesirable. Strong connectivity was
considered an advantage as networks are thougletitaportant to creative industry firms.
It was preferred that the case study area had takier regeneration and re-imaging to try
and position itself more favourably in the trangfiorg economy. Finally, a diversity of
regional assets was also considered useful asuldvadlow an indication of which of these

had influenced firm location.

Table 5. 7: Rationale for the choice of Manchester

CRITERIA ASSETS

1| Out of London Regional conurbation

2 | Strong, high profile creative | Largest concentration of creative industry activity
industry activity outside London. Longstanding media strength and
associations with music

3 | Diverse range of regional Densely populated region. Strong variation of sub-
settlements within a large regional settlements and multi centric nature of
urban region Greater Manchester

4 | Connectivity International airport. Fast and fregueil links to

London
5| Governance An early ‘entrepreneurial turn’ towaregeneration

and place marketing

6 | Diversity of regional assets Universities, interoiaal airport, sports and cultura
facilities. Cultural facilities and associated resad
leisure amenities

Source: Own analysis

The Manchester conurbation was the first choicedas the reasons shown in the right
hand column of Table 5.7. In relation to the ficsiterion, the search was focused on
England because the main policy-related literaftwen central government reviewed in
Chapter 3, notably that published by the DCMS, rigjl&nd-specific. Five conurbations
were selected as being large and varied enoughettikbly to satisfy the other two
principal criteria — Greater Manchester, Merseysitge and Wear, West Midlands and
West Yorkshire.

The evidence in favour of the choice of Manchestethe basis of the second criterion is
shown in Table 5.8, which also includes the caséarfdon for comparative purposes.
Here the level of presence of employment in someskeetors of the creative industries is
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benchmarked against the national average. Londdorisinance is immediately obvious,
as it has more than the national average propo¢tienat 1.00) in six of the seven sectors
shown: it is only for arts and antiques that itoistranked by any of the five other
conurbations. In fact, it is Manchester that ratgdgsfor that sector, and moreover it ranks
either second or third on all other sectors apannfpublishing. None of the other four

non-London cases match this performance.

Table 5.8: Location quotients for creative industrysectors in selected English
conurbations benchmarked against the national aveige (=1.00)

CONURBATION | ADVERTISING | ARCHITECTURE ARTS AND| DIGITAL FASHION FILM PUBLISHING

ANTIQUES CONTENT AND

TV

Greater 2.31 1.17 0.90 1.32 1.40 3.40 2.47
London
Greater 0.99 0.90 0.94 0.69 0.87 0.72 0.44
Manchester
Merseyside 0.33 0.85 0.90 0.55 0.72 0{43 0.4b
Tyne and 0.46 1.03 0.84 0.69 0.81 0.58 0.58
Wear
West 0.59 0.83 0.91 0.78 0.84 0.56 0.26
Midlands
West 0.60 0.90 0.76 0.61 0.90 0.53 1.41
Yorkshire

Source: Own analysis of ABI data for 2005 extradtech NOMIS

In terms of the third essential criterion, Manckess a densely populated region with a
wide variety of sub-regional settlements. As well aa seemingly strong core-periphery
pattern there are concentrations of economic &gtisutside the centre. Chapter 6

introduces this patterning in greater detail.

In terms of the other three desired criteria, Mastér also has very strong connectivity,
with good rail linkages to London and a large in&tional airport. It is seen as a city
which took an entrepreneurial approach to govemaembracing ideas of urban
renaissance and a return to the centre. Finallypdiester also has a diversity range of

regional assets ranging from its universitiessantiny arts and cultural institutions.
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5.4.3 Phase three: choice of case study sectors

Due to financial and time constraints, it was dedidhat the study should be limited to
researching a maximum of two creative industrya@sctThe decision to study more than
one sector was based upon the third research goestihich aims to determine if
particular sector characteristics influence locatahoices. As highlighted in Chapter 3,
despite suggestion of common characteristics fa #ector, these industries are
heterogeneous. It was felt that, by choosing twadass with somewhat different spatial
patterns, the synergies and tensions between tet@rminants of location could be

uncovered and their spatial characteristics bebatiderstood.

The selection of the two sectors for further inigegton was identified following a

guantitative analysis designed to determine whidilanchester's most important creative
industries was most centrally located and which lgast centralised. Problematically, as
mentioned in Chapter 3, there are challenges wittenexisting data related to creative
industries. There are different histories of daddecting, gaps in reporting, no coherent
national categorisation and a lack of shared mastrenfor collecting data. Despite a great
deal of focus and weight of expectation attachedgtowth in this sector, there is

substantial confusion surrounding definitions, teiwtogy and measurement.

It was originally hoped that for this purpose it Wi be possible to use the Inter
Departmental Business Register (IDBR) data, which list of UK businesses maintained
by National Statistics. However, the full detailscompany names and numbers are not
available, as they are restricted commercial meltamd therefore possess a confidential
status. Labour Force Survey (LFS) data was alsectel on the basis of it being a
relatively small sample. Instead, employment dadenfthe Annual Business Inquiry (ABI)
was used to measure the geographic distributiemgdloyment by sub-sector (Partington,
2001). The ABI provides estimates of employee jdbgn to ward and postcode sectors
by detailed 4-digit Standard Industrial Classificat (SIC) codes and by gender and

part/full time work*

1 A full list of industry codes for the creative imstries can be found in Appendix 2
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A licence was purchased to access the ABI dataigffiréhe National Online Manpower
Information Service (NOMIS). Location quotiettsvere calculated for all the creative
industries for which some usable statistical cfasgion exists. This measure is a well-
established index for comparing an area’s shaeepafrticular activity with a national or
other benchmark. Location quotients are widely U8eglPropis et al, 2009; Gornostaeva,
2008; Lazzeretti et al, 2008) partly because theyeasy to understand. 1.0 means the
same degree of presence in a local area as thegaviar the wider area in which it is
situated, 2.0 means twice the proportion for th@ewarea, 3.0 means three times and 0.5
means only half as much as the wider area. Theidmcquotients were calculated from the
ABI data for 2005, the most recent year availablia@time of this phase of the thesis

research.

While recognising the ABI data as the best souncéhfe purposes of this study, there are a
number of drawbacks with it. Firstly, while not goe to the ABI, the SIC classifications
are somewhat outdated, being rooted in the paastndl structures and revised only when
new sectors of the economy have become well eshaali While there have been some
revisions in recent years, the overall structures lramained largely unchanged.
Problematically all the classifications aside fr@auvertising mix together, to differing
extents, creative and ‘non-creative’ activities hiit single codes. The structure of the
classifications means that, for some SICs, idematiion of Creative Industries within
whole industrial codes is required. For examplenastioned in Chapter 3, architecture is
included in the 7420 code, but this code also mhetuquantity surveying and a wide range
of engineering activities. In order to mitigatesthonly a certain proportion of the code is
taken to represent the part that comprises thatiee industries’. Appendix 2 gives more
detail of the classification codes for each indusind details the proportion assigned to the

Creative Industries sector.

Secondly, the ABI is based on information collecteain employers and thus does not
include data on self-employment. As already disedsthis is an important category in the
creative industries and the structure of employnteag vastly altered in the last few

12 ocation guotient: “A quantitative measure usedéscribe the concentration of a group or activitg i
locality or region relative to that of a larger amich as the ... national norm. The quotient isdtie of the
local concentration to the national figure, andltfeation quotients have been widely used to measur
regional employment specialisation. For exampliaélity A has 53.2 per cent of its employed payioh
working in manufacturing and the national perceeta®8.6, then the quotient for region A is 538262=
1.86. A quotient greater than 1.0 indicates greatecentration in the region than the national n@and a
value of less thaf.0 indicates relative absence”. (Gregory et a0
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decades with changes in arrangement of first andonge jobs, non-paid jobs,
unemployment and self-employment (DCMS, 2004). Taleour Force Survey (LFS) does
contain details of flexible and self-employmenttire form of the Standard Occupational
Classifications (SOC, now the NS-SEC), but it i$ possible to disaggregate this reliably
to the local level because the LFS is based upetatively small sample.

The process of selecting two creative industry ascfor case study purposes involved
filtering them through three criteria as shown iigufe 5.3. The first of which was
designed to counter the effect of the two main weakes of the data source just
described, namely that the data were reasonahjblel(i.e. not too dependent on small
proportions of much larger SIC aggregates) and mgan (i.e. would not be too
different, had it been possible to include the-sefiployed). The second criterion involved
checking on whether the sector had sufficient presen the case study area to enable a
reliable assessment of its spatial pattern witHdtter forming the third criterion.

Figure 5.3: Selection of case study sector

Criterion | Criterion | Criterion
1 - 2 - 3
Usable Adequate Spatial
statistics » level of »| pattern
activity

Source: Own Analysis



Chapter 5 105

Table 5.9: Rationale for the choice of case studgstor

CRITERION INDICATOR REPRESENTED | EXCLUDED
SECTOR SECTOR
Usable statistics Not too small a Advertising Arts and antiques
proportion of code Architecture Design
being taken
Digital content Designer fashion

Film and television
Music

Publishing
Performing arts
Visual arts and crafts

Less than 50% seli-Advertising Designer fashion
employed Architecture Music
Design Performing arts

Digital content

Film and television
Publishing

Visual arts and crafts

Adequate level of At least 4,000 Advertising Arts and antiques
activity in  Greatenl employed Architecture Design
Manchester

Digital content Designer fashion

Film and television Music
Publishing Visual arts and crafts

Performing arts

Source: Own analysis

Table 5.9 gives details of which sectors were ad@tiior represented at each phase of the
selection process. Firstly, on the grounds thatptogortion taken of the classification
code was too small to give meaningful data, pddrty at the local level, three industries
were excluded from further analysis. These werégde$or which no classification code
exists at all), arts and antiques markets and desigishion? Secondly those sectors with

a very high level of self-employed (classified a®m50% of all workers in the sector in
Greater Manchester) were excluded as the ABI's datgust employees could give a
misleading picture of such a sector’s full spapatterning. For example, one industry
which it had been hoped to investigate further, ttués long history of involvement in

Manchester, was music, but this was not considpossible due to a self-employment

'3 The full list of industry codes and the proportiaken from them to generate the individual seatarsbe
found in Appendix 2
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level of 77% in Greater Manchester (NWRIU, 2003)eTother sectors excluded on this

indicator were the performing arts and designeiéas'*

The second criterion required that an adequatd bdvactivity was taking place. To this
end, statistics (NWRIU, 2003) were assembled ireotd determine which sectors were
the biggest employers. Using a threshold of 4,00@leyees, just five sectors remained:

advertising, architecture, digital content, filmdatelevision, and publishing.

In the third phase of case study selection thetimeaguotients for the five remaining
sectors were calculated at district and ward lewel®rder to identify the degree of
concentration on the centre of Manchester. Theearhggectors for the study based on this
work were: the film and television sector (with tim@st centralised pattern within Greater

Manchester) and the advertising sector (with thstleentralised pattern).

More detailed explanation of the selection procasd the results generated from the
mapping can be found in Chapter 6. The chosen rskttmd usable statistics and, as was
revealed in Table 5.8, Greater Manchester has ategreshare of activity in film and

television and advertising than any of the otheglish conurbations, aside from London,

which meant that these two provided suitable sedtwrcase study.

5.4.4 Phase four: Documentary research

It was considered important to build up contexexdtience on the case study area within
which the collection of primary data took placeislWwas especially true in this instance as
the study was conducted at a distance. This secpimdarmation was collected in relation
both to the case study area and the two selecéadive industry sectors and was ongoing
throughout the fieldwork. It was used alongsidenmiew data, notably the 18 interviews
with stakeholders (see section 5.4.5), to extendkmnoyvledge of the structure of the media
and advertising industries. It drew on a combimatiof academic literature, trade
publications, websites, and local and national pap€he aim was to try and draw out
differences and synergies in the structure of #etoss which might affect where they
locate. In addition, statistical information frorNS and ABI data obtained from NOMIS

1 Full details of NWRIU (2003) statistics can beridiin Appendix 3

!> See Appendix 4 for profiles of the case studyassct
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were used to help build up profiles of Greater Master as a whole as well as the case

study sectors there.

Secondary data on the creative industries is maigsttforward to use. As literature had to
be assembled from a range of sources with comnuestatriginating from different

academic disciplines, the public-sector, privatastitancy firms, journalism, business,
cultural practitioner positions and more, the tomeality and depth of available literature
were found to be very wide ranging. It includedlethmora of so-called ‘grey’ literature.

The most common type of report on the contributbdrereative industries tended to be
advocacy and promotional material. This is “typligalpresented in the form of

promotional, PR and descriptive case studies fodimn@and public consumption, and
design master plans. They are also used to repoand ‘celebrate’ major programmes”
(Evans, 2005: 962). This demonstrates the impoetarican awareness of the alternative
discourses surrounding the area. It was of cemtnglortance to think about how the
arguments are framed and whose voices may be .slléig challenge was hoped to be
overcome by a large literature from a range of sesirand a critical eye for reviewing

‘grey’ literature.

5.4.5 Phase five: semi-structured interviews

Semi-structured interviews made up the majoritythef empirical data collection. They
were used to elicit in-depth information about lomaal preferences as well as contextual
information about the case study area and its igeeanhdustries. There are many
advantages of interviewing, related to the longgienof time spent with an individual

respondent, including greater depth, allowing watiital and behavioural insights, the
elimination of negative group dynamics such asdliffy with sensitive issues, and more
control over the direction of the discussion (Gieamim, 2000).

As some structured data was required, in termsrahking of determinants of location of
the firms, a questionnaire could have been usets Whuld probably have enlarged the
potential sample size, but was rejected for a nurobeeasons. Firstly, the response rates
for questionnaires are often low. Secondly, meetaug-to-face allows the interviewer to
clarify the nature of information required. Thirdlin presenting the factors on cards

scattered across the table at interview, it avoat®edsense of hierarchy which would have
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been difficult to avoid when providing a list onpaper or electronic questionnaife.
Fourthly, by sending out a questionnaire, it mayehheen more difficult to target the
correct respondent within the firm (i.e. the respemt with decision making powers
regarding location). Finally and most importantiithough some standardised information
was required, getting an explanation of preferensas the most crucial part of the
interview and could only be fully developed withan interview context. It was not
considered possible to undertake a two-stage psaneslving a survey followed by an in-

depth interview due to the time constraints ofréspondents.

As mentioned above, the interviews were semi-arect and, as such, were approached
with a set of topics to be discussed. This providemhe standardisation of the questions
asked and therefore ensured a high degree of cafipigr between the respondents.
Many of the participants could not spare more thia@ hour so it was necessary to ensure
that the main issues were covered within that t¥ikile greater richness than offered by a
questionnaire was required, the ability to compass also needed. Beyond this the
structure was flexible, so if participants had momnee to spend, broader issues were also
discussed. This was designed to allow some cas&ibis of the location of some firms to
be probed. It was also useful in exploiting the Wisalge of participants with a long
history of involvement in the sectors and the catsely area, particularly when trying to
find more out about emergent and often less intdagssues like place image. A copy of

the interview schedule can be found in Appendix 5.

The interviews were conducted, as far as posdibbe-to-face with participants. Initially

telephone interviews were considered, due to thblpms with distance in this study, both
travelling to the case study area from Glasgow arwkssing individual firms across the
Manchester conurbation. On reflection, howevewas decided not to use this approach,
unless absolutely necessary, for a number of resaddre main rationale was that the use
of a telephone would deny the ability to read visueges (Sturges and Hanrahan, 2004).
Secondly, as just mentioned, the ranking of thatioa determinants would have been
more difficult to handle without bias. At the satimae, visiting the firms on site allowed

additional information to be gathered, for exanfpten the appearance of the firm offices
and about the characteristics of the immediate. &nethe end there were just two cases of
hard-to-reach participants who were interviewedrabe telephone and, as both these

were with stakeholders and not with the firms, ¢heds were not used for these anyway.

18 See later in the section for an explanation ofue of cards
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The rest of this section goes on to look at theecdeln of the sample and how the

interviews were conducted.

5.4.5.1 Selection of the interviewees

It was recognised that the choice of sample malpente the internal validity of the
results through selection bias. The confidencehm generalisability of the findings is
dependent on the representativeness of the saftelarger the sample size, the greater
the degree of representativeness is likely to s must be balanced in a study with the
limits of time and resources available. In the gtachon-random sampling technique was
employed as is recommended for small-scale, inkdeggearch projects (Tashakkori and
Teddlie, 1998). In terms of the sample, a sequies@anpling approach was taken.
Participants were identified through online dire@s, industry directories, phone
directories, networking sites, agencies, local auties and online searches, together with

recommendations from the other interviewees (seawWe

The interviews with policy makers, workspace mamnsg@dustry professionals and other
stakeholders with local knowledge of creative indas in the case study area were
intended to provide specific contextual informatiadost of these interviews were
conducted earlier in the study to help build upinfation about the creative industries
there and direct the researcher to firm-basedqpaatits. The interviews with the firms in
the two sectors were undertaken with respondents hdd decision making powers
regarding the choice of firm location. The main I@ye was to ensure a balance and
work out how to approach the sample. It was, toedamn degree, harder to locate
businesses located in the less central parts afabe study area, but this was necessary to

ensure a balance of participants.

As mentioned above, once the interviews beganhdurparticipants were identified,
largely through recommendations from the intervganticipants and partly influenced by
the trust established by meeting people face-te-fhmtial attempts at locating participants
were strategic and aimed to utilise agency linkediablish gatekeepers who could suggest
further participants. Thus snowballing was alsodusiere initial participants directed the
researcher to further contacts. Bryman points bat snowball sampling fits well with

qualitative research: “When the researcher needscigss upon or to reflect relationships
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between people, tracing connections through sndwhaipling may be a better approach
than conventional probability sampling” (2004: 10&atekeepers were identified to help

gain access to the sample.

The programme of interviews had to be organisedfally due to the distances involved.
This entailed scheduling the interviews in blocksimg visits. In order to ensure a large
sample it was important to be flexible in arrangihgse, but this had to be balanced with
the need to arrange them efficiently due to cost @ame restrictions. As well as notes
being taken at the time, the interviews were reedrch full and partially transcribed
afterwards. As Bryman (2004: 325) explains, reaggdnterviews is particularly important
in qualitative work to ensure “interviewees’ anssvare captured in their own terms”. The
findings of the standardised components of therviges were compiled into table form in
Excel files for easy comparison. The less standadiparts were transcribed after listening
to the recordings to draw out key themes.

The size of the interview sample was determinethbylevel of theoretical saturation and
resource limitation. A total of 46 interviews wearadertaken. In all, 28 were undertaken
with the directors of firms in the advertising secand the film and television sector.
These firms ranged in sector, location, size, aitidiies as shown in Table 5.10. Of these
10 were based in the city centre and 18 in thepperi}’. 16 firms were from the

advertising sector and 12 from film and television.

17 Originally 16 were selected in the centre andrithée periphery based on the definition of the ciwtre
to be detailed in Chapter 6. It was later decidedper the discussion in Chapter 7 that 6 firmsgsd in
Salford’s Chapel Street area were outside theceihgre.
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Table 5.10: Details of respondents in the firm inteview sample

TYPE OF COMPANY ROLE OF LOCATION OF CENTRE/ SIZE OF
PARTICIPANT | COMPANY PERIPHERY| FIRM
IN COMPANY
1 | Advertising agency Founder and | Manchester City Centregg  Centre Mediuln
Director
2 | Marketing, design, brand | Founder and Bolton Periphery Small
agency director
3 | Advertising agency Director Northern Quarter Cent Medium
4 | Advertising agency Founder and | Northern Quarter Centre Medium
Creative
director
5 | Advertising agency Director Northern Quarter ten Medium
6 | Advertising agency Director Northern Quarter ten Small
7 | Advertising agency Director Chapel Street, Salfor| Periphery* SE
8 | Advertising agency Director Chapel Street, Salfor| Periphery* Small
9 | Communications agency Director Bolton Periphery| SE
10 | Advertising agency Director Altrincham Periphery | Medium
11 | Advertising agency Director Manchester City Cent Centre Medium
12 | Integrated communications| New Business | Sale Periphery
company Director
13| Advertising agency Managing Manchester City Centrel  Centre Mediuln
director
14 | Advertising agency Operations Didsbury Periphery Large
Director
15 | Advertising agency Director Northern Quarter ntte Small
16 | Advertising agency Director Salford Periphery [ E S
17 | Location film and TV Founder and Salford Quays Periphery Small
crewing company Director
18 | Broadcast equipment Director Salford Quays Periphery Small
supplier
19 | Post-production facilities Owner and Manchester City Centrel  Centre Large
director
20 | Production company (films| Founder and Chapel Street, Salford Periphery* Small
for museums) director
21| Production company (short| Director Chapel Street, Salford Periphery* Small
films, music videos)
22 | TV production company Head of Stockport Periphery Medium
production
23 | Production company Director Bolton Periphery Bma
24 | Film and video production | Director Bolton Periphery SE
company
25| Production and post- Director Chapel Street, Salford Periphery* Small
production company
26 | Production company Director Chapel Street, 8alfo | Periphery* SE
27 | Production company Director New East ManchestgrPeriphery SE
28 | Post-production facilities Director ManchestétlyCentre | Centre Medium

Note: In terms of firm size: SE = self employed afins less than 10 employees, medium = 10-40
employees, large = more than 40. * These firms weggnally defined as central, but as a result of
the answers provided by the interviewees they walsequently reclassified as being outside the
centre. See section 7.3 for further details.

Source: Own analysis.

There were 18 interviews with stakeholders, wholiated in Table 5.11. These interviews
were used to build contextual information about #gmironment that the firms were
operating in. The expertise ranged from workspa@nagers who gave information

regarding the occupants, past and present, to tiydwexperts who gave valuable
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information surrounding the landscape for changed about the challenges and
opportunities of the sector. Manchester-specififorimation was generated by the
interviews with academics who offered insights ititeir experience of recent changes in
the conurbation and the history of cultural acyivitThose with specialist policy
backgrounds provided information about regeneradiath economic policy in Manchester,

particularly with reference to efforts to nurtuhe tcreative industry sector.

Table 5.11: Details of respondents in the stakehadd interview sample

NAME OF ORGANISATION ROLE OF RESPONDENT IN

ORGANISATION

1 | MIDAS Creative Industries Development
Officer

2 | North West Vision and Media Managing Director

3 | Wigan Council Former Creative Industrigs
Officer

4 | Stockport Council Economic Development Officer

5 | Oldham Council Regeneration Officer

6 | D&AD (educational charity for advertising indugtr Coordinator of Northern network

7 | Trafford Council Creative Industries Officer

8 | CIDS (Creative Industries Development Services) iredor

9 | International Media School, Salford University oféissor

10 | Manchester Metropolitan University Researcher

11| 1TV Head of Regional Production

12 | BBC Involved in BBC move

13 | Islington Mill: workspace for creative industries w@er and Manager

14 | Broadstone Mill: workspace for creative industries Marketing Manager

15 | The Pie Factory: studio complex MediaCity UK site amdger

16 | Manchester City Council, City-centre Regenerati@a,| Policy Officer

Chief Executive’'s Department
17| DJ, author and cultural commentator
18 | Advertising agency Director

Source: Own analysis

5.4.5.2 The interviews

The interviews comprised three main parts (see Apipe5). The first part elicited basic
information regarding firm structure, its age aisl activities, including questions about
industry organisation membership, attendance ofvering events and publications
subscribed to. This information was used to contgige the participants’ answers to the

other two parts of the interview schedule.

In the second part, participants were asked tamgetvhat they considered the principal

determinants of the location of their firm to belda assess their relative importance. Each



Chapter 5 113

card detailed one particular determinant of locafi@nd some had questions prompting
participants to examine their perceptions of imgace. An example of one card focused
on public-sector support can be found below in Fe@gu4 and a full list of the cards can be

found in Appendix 6.

Figure 5.4: Example of an interview card

Public sector support?

How do public sector institutions and agencies fietps like yours:
e Funding
* Provision of space
» Business advice
* Networking opportunities

Source: Own Analysis

The visual cue of the cards proved very usefulbindticting this part of the interviews and
was especially helpful when participants were eramged to rank the importance of the
determinants of locatiolt. After ranking their top five determinants of loicat, the

responses were probed further to give a fuller amaion of the influence of the factors.
The rankings were calculated using the weightirigs,example a factor given a top
ranking of one was multiplied by five while theawest ranked factor (i.e. their fifth) was
multiplied by one. To allow for difference in sarapéize, the percentage of weighted

mentions attributed to each factor by the firmsach sector was calculated.

The final part of the interview schedule involvedamtacts wef§. This aimed to probe the
geography of the firm’s relationships. It was add#ad the interviews only after the first
batch of interviews had been undertaken as it wstben decided that more information
about the spatial interactions of firms could befuk In all, 17 of the 28 firms were able

to complete the contacts web.

18 The determinants of location can be found in T#&bte
19 See Table 6.6 for the results of the determinafkscation

20 A copy of the contacts web can be found as patiefnterview schedule in Appendix 5
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The 18 interviewees in the stakeholder sample asked specific questions relating to
their knowledge of aspects of creative industryvégtin the case study area. Before the

interviews, a basic schedule of questions was deeel (see Appendix 7).

5.4.5.3 Ethics of interviewing

Clarity and openness about the aims and purpo#eeahterviews were important, so that
any concerns my subjects had could be addresseu. tBrmeeting them, interviewees
were given an information sheet (see Appendix 8gilleg the aims of the study and
giving assurances of anonymity. At the time of ierview, a consent form was signed
by each candidate (see Appendix 9). These remipdgttipants of their right to withdraw
from the study whenever they wanted. A tape recows used. None of the subjects
wished to remain anonymous, but sometimes intee@swmade it clear that particular
statements were made strictly ‘off the record’ Bese were omitted from the notes and
transcriptions. It was felt unnecessary to identify interview subjects beyond their roles:
job titles are used to differentiate them. Of ceurs may still be possible to identify an
individual person, but as none requested anonyrthig, was not felt to be a cause for
concern. The ethical requirements of conductingitiberviews are therefore believed to

have been fulfilled.

5.5 Conclusion

This chapter has aimed to demonstrate the philosalpiinderpinnings which have guided
the research design of the study. A rationaletierselection of a mixed methods approach
has been outlined alongside the specific tools emo& investigate the research
propositions. Following on from Chapter 3, sometld challenges of researching the
creative industries sector were outlined. The nefedesign has been selected to temper
some of these issues. By employing a mixed metlapgsoach, both quantitative and
qualitative data can be triangulated. The quantgatlata collected allows for basic
patterning to be identified, whilst the qualitativeterial is used to explain and give depth
to the findings. The selection of a case study avaa undertaken with care and based
upon the research problems and themes identifidtkagnd of Chapter 4.
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The combination of calculating location quotientadaundertaking semi-structured
interviews with firm directors has been justifieis explained, the research uses further
semi-structured interviews with a range of stakdérd to provide contextual information

and highlight broader issues at play within thaqyoénd industry landscape.

Chapter 6 provides more detail about the case stfidyreater Manchester, in particular
specifying the geographical boundaries chosemicase study area and their rationale. It
goes on to set the context of both its economic spadial structure. It then presents the
results from the quantitative part of the study afehtifies the geographical patterning of
the two selected case study sectors. Policy doctangovernment statistics and academic
reports are utilised to explore the key areas etaech alongside the results from the
quantitative stages of the study. It finally prasdan initial assessment of the importance
of the full range of potential location factors ftre firms within the two sectors. It
identifies the three most important location fastarhich form the basis for structuring
Chapters 7-9.
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6 The Manchester case study

6.1 Introduction

This chapter is the first of four which present tidings from the empirical work.
Leading on from the methodology chapter, its mairppse is to provide more detail about
the selected case study area and about the preHereeof the two creative industry
sectors that have been singled out for particutantion. The chapter therefore builds on
the justification of the choice of Manchester faistresearch given in Chapter 5. Key
topics are the more precise definition of the gapfgical area that is the subject of this
study, the fuller demonstration that this area mé® criteria used in its selection and the
more detailed evidence on spatial patterning thcitd the choice of the two sectors. The
chapter also lays the foundation for the remairafethis thesis by providing an initial
assessment of the importance of the full rangeodérgial location factors for the firms
within the two sectors.

The chapter is arranged in four main sections. flisé of these defines the boundaries
used for the case study, in both the selectiorhefdimensions of the case study urban
region and those of the city centre. The seconticseprovides more detail about the case
study area, partly in order to reinforce what waisl $n the last chapter about the reasons
for its selection for this research but mainly sd@provide context for what follows. In so
doing, this section also introduces the creatidstry sector in Greater Manchester. The
second main part of the chapter identifies the gmugcal patterning of the film and
television and the advertising sectors across thdysarea, primarily using data on
employment. The third section presents the resilEnalysing the information collected
from firms on their views about the location fastoifhe identification there of three
primary sets of factors contributes to forming streicture of the following three empirical
chapters.
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6.2 Defining the geographical dimensions of the caseusty area

The previous chapter presented the justificatiorcfmosing Manchester as the case study
area for this research. It did not, however, gdb idetail about how to define the
Manchester conurbation in geographical terms. Parti@e most important consideration
here is that the research design set out in Chdpteequires a conurbation-wide
perspective to be taken, so as to examine the elégrevhich the creative industries are
spread across the wider urban area as opposedhtpdmncentrated in its principal centre.
As we will see in more detail below, the local arity that constitutes the official ‘city’ of
Manchester comprises only part of the conurbationtoch Manchester forms the centre.
Also crucial for this purpose, however, is to ebtdbat least a working definition of what
should be considered the ‘centre’ and mark outbitnendary between this and the rest of
the case study area. In this case, the local atittayea of Manchester is far too extensive
and a much tighter definition is needed. The réshis section explains why the area still
widely known as Greater Manchester — even thoughntietropolitan county with this
name was abolished as a political and adminis&atiit over 20 years ago — was selected
as the case study area and why the definitiorsafahtre was based on the area recognised

by local planners as Manchester City Centre.

By way of broad geographical context, Figure 6.tveh the positioning of Manchester
within northwest England and the adjacent regionti¢ east and south. It lies more or less
equidistant from the three other major centresisf part of the country — Liverpool, Leeds
and Sheffield — as well as from the smaller redi@eatres of Preston to the northwest in
Lancashire and Stoke-on-Trent to the south in &td$hire. Manchester is the largest of
all these cities. This is reflected in the way titats labelled in the map as directly
downloaded from EDINA Digimap (i.e. in capital kets). As such, it holds a pivotal
position within the urban architecture of this paft northern England, reinforced by
possessing its most important airport and by the2 M&torway which breaches the
physical barrier of the Pennines to the east.slb &las a fast and frequent train service to
London, though it is not on the West Coast Mainliadway route which runs through
Crewe and Preston and passes through only the iwestademity of the former Greater
Manchester metropolitan county at Wigan.
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6.2.1 Bounding the case study area

Against this background, we first address the goesif what outer boundary to use for
the case study area. At the time when the declsointo be made for this research in 2006,
a range of choices presented themselves. Much e@easte depend on whether to adopt a
physical, functional or politico-administrative appch, and there were also the pragmatic
considerations of data availability and what hadrbased in previous research that could
be drawn on to provide context for the study. Onssjbility was to use the physical or
built-up-area approach, such as that developedhtoitUrban Areas volumes of the 2001
Population Census. In terms of functional defimfighe concept that has the longest
history and is still commonly used is that of theviel To Work Area (TTWA) which is
defined on the basis of commuting self-containmbut,in recent years the idea of ‘city
region’ has come to the fore. The latter has berst@d by a political agenda that included
the setting up of the Core Cities Group and theslbgoment of a spatial strategy for ‘The
Northern Way’ under the auspices of central govemi's Sustainable Communities Plan
of 2003. This has helped to generate a reneweceatadnterest, building on antecedents
from both the early twentieth century and the lgmalernment reorganisation of the 1960s
(Parr, 2005, 2008) — a development which has beedillpled by the growing literature on
the polycentric urban region (see, for examplet,P&04; Hall and Pain, 2006).

Each of these options offers different solutionth® question, even when simplified to the
best fit of local authority districts. This is iitrated in Table 6.1, which lists all the
districts that were included in the options showd &ndicates which are included under
each alternative. The ‘Greater Manchester Urbare’Afeointer, 2005: 52) covers nine
districts, which make up all of the former metrafasl county except Wigan. The best fit
of local authority areas to Manchester's TTWA exigs three of the districts on the
northern and eastern parts of the former countykvhre large and self-contained enough
to form their own TTWAs (Bolton, Oldham and Rochejabut extends further south to
include Macclesfield in the county of Cheshire atigh Peak in Derbyshire. Next, the
city-region definition developed for the Core Giti&roup — this being based mainly on
commuting linkage with the economic core of thewtbation — comprises the whole of
the former metropolitan county, together with tkeotmore southerly districts of the
TTWA definition and also Rossendale on the north&ank of the metropolitan county

(with Bacup as its main town). Rossendale is omhifi®m the definition adopted for
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Manchester’s City Region Development Programme (ERihder the Northern Way, but

otherwise the latter keeps all the districts in @are Cities Group definition and also

extends further southwards than the other defimitito include Congleton, Vale Royal

(where Northwich is the main town) and Warringtdme final column shows the 10

districts of the former metropolitan county.

Table 6.1: Alternative district-based definitions d Manchester and their total

employment in 2005

DISTRICT (EMP 2005)

UA

TTWA

CCR

CRDP

GM

Principal district

Manchester (303,682)

Rest of former county

Bolton (110,391)

Bury (59,991)

Oldham (80,641)

Rochdale (76,189)

Salford (115,280)

Stockport (118,959)

Tameside (73,896)

Trafford (123,148)

Wigan (101,541)

To the south & east

Congleton (32,314)

High Peak (30,259)

Macclesfield (80,005)

Vale Royal (46,405)

Warrington (110,367)

To the north

Rossendale (21,983)

Total employment 2005

Districts in definition (*)

1,062,177

905,220

1,2965

1,463,068

1,163,71

J

As % of GM definition

0.913

0.778

1.114

1.257

1.00(

Note: EMP Total employees, UA Urban Area 2001, TTWwavel To Work Area 2001,
CCR Core Cities Group City Region, CRDP City Regimevelopment Plan, GM Greater

Manchester former metropolitan county.
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In terms of selecting from these options, the ahthe research required that the study
area should comprise at least the whole of the rbation as physically defined. In terms
of the functional reach of the conurbation coreg thBore Cities Group approach is
conceptually more appropriate than the TTWA appnodar present purposes as it
specifically takes account of the importance fdreotlocalities of commuting linkage into
Manchester. The most generous definition is thathef CRDP approach, but this is
primarily motivated by wider regional strategic qméng considerations and advances
much further southwards into Cheshire than Manehnegppears to penetrate as a labour

market area and economic sub-region.

In the end, a degree of pragmatism was allowedewai, with the final definition homing
in on the area covered by the former metropolitamty. This decision was partly in terms
of considerations like data availability, as men#id above. Certainly, this definition of
Greater Manchester continues to be widely usedhe reporting of population and
employment statistics, as already reflected in dhta presented above in Table 5.8. It
varies from the urban area definition only by theluision of one extra district, Wigan, and
in its entirety forms the rump of the CCR and CRd¥?initions. Moreover, it contains a
high proportion of the jobs that are located witthie area dominated by Manchester. As
shown in the bottom panel of Table 6.1, Greater dhaster defined on this basis
contained 1.16 million jobs in 2005 according te #BI. Use of the Core Cities Group
city-region definition would add an extra 130,0003, i.e. only around 11 per cent more,
while using the urban-area definition would cut only 9 per cent of jobs.

Finally, since this decision was made in 2006, séuher support for this approach has
been provided by the Manchester Independent Ecan®aview (MIER, 2009). Though
MIER took all the 16 districts shown in Table 64.is broad area of reference, the study
area for its labour market report excluded Vale &o§ongleton and High Peak, while its
report on sustainability and deprivation focusedGreater Manchester as defined for the

present study.

The case study area which was adopted for thisarelses therefore the former political
entity known as Greater Manchester as shown inr€i§2. In summary, it comprises
what are now 10 unitary authorities that undertakethe responsibilities that central
government requires of local government without antervening layer of political

representation and administration, except insagahay agree to set up any joint working

arrangements with each other.
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Figure 6.2: The case study area
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As shown too in Figure 6.1, the official city of Mehester dominates this area, with its
city centre situated at the hub of regional road eail routes as well as lying centrally
within a circular motorway system about 5 miles. @#yond this ring, the remainder of
the study area is generally less heavily built-up i punctuated by a number of towns
that, while forming part of Manchester's commutinigterland, also act as sub-regional

centres for many purposes.

This physical structure makes this a classic ‘cbation’, because — unlike cities which
have grown around a single core and expanded llgteraManchester has developed
largely through the growing together of a numbesegarate nineteenth-century industrial
towns (Deas and Ward, 2002). Indeed, if it hadbesn for the introduction over 60 years
ago of strict controls on urban expansion includorgen belts’, it is very likely that by

now the whole of the study area would have mergtala much more continuous built-up
zone than shown by the yellow shading in Figure pribbably also including Wigan by

now.

6.2.2 Demarcating the ‘centre’ of the case study area

Turning to the definition of the area within theseastudy area that should be considered
the ‘centre’, there were few precedents to go othattime that the research design was
being formulated. In 2006 there were none at @t ttad been devised for the purpose of
distinguishing between central and more periphesais of the Manchester conurbation as
they might relate to the specific needs of the toreandustries, and indeed this remains
the case today. The most common approach to Engléarge conurbations is to define
the centre in terms of the principal local authgribllowing the ‘central city’ idea that is
conventionally used in studies of US metropolitaeas. Yet, as is clear from Figure 6.2,
the local authority district administered by Manstee City Council not only covers the
older built-up areas around the city centre itbeif also extends southwards beyond the

‘five-mile’ motorway box and even includes the airp

By contrast, the main official definition of Centfdanchester, as developed by the City
Council for planning purposes, is an area of royginle square mile that is focused on the
central business district and lies within whateatsit on three of its four sides constitutes an

inner ring road. ldentified by a star in Figure,6t2s shown in close-up in Figure 6.3.
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Figure 6.3: Manchester City Centre
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This is truly the ‘beating heart’ of the conurbatioin that it is its single largest
employment node and contains the city’s two priatcigilway stations (Piccadilly and
Victoria) that allow tens of thousands of peoplenirall over the region to funnel into the
city centre’s workplaces and service outlets oraidy dasis. It includes the office quarter,
the retail core (to its north), and the confereacel exhibition quarter (to its south),
together with the fringing zones that are chariszerby a greater mix of uses including
much residential accommodation, such as China ToWre Village (with its gay

community focused on Canal Street), part of theversity quarter, and the Northern
Quarter, which as we will see constitutes Manchissgengle largest concentration of the
creative industries sector. On the western fringe tae developing zones of creative
industry development of Castlefield and the LefnBathe latter named after the much
larger and longer-established cultural quarteran<? Finally, the Manchester City Centre
Plan also embraces the Chapel Street area, evaghhbis lies on the far side of the city

boundary in Salford.

These two alternative approaches to defining tméreef Greater Manchester might seem
to represent the extremes, within which some inégliate compromise might be devised.
However, to an even greater degree than for deimgeaéhe outer boundary of the case
study area, pragmatism seemed appropriate at tsetaf the research. Given the study’s
main aim of uncovering what differences may existween firms that locate more

centrally and those in more peripheral sites, aemamcurate drawing of the boundary
between the two could be seen as a valid outcomegad therefore decided to adopt a
working hypothesis based on what was consideredah®west of definitions, as a type of

‘null’ hypothesis or ‘straw man’ to be tested. Thias the area covered by the City Centre

Plan as just described.

This choice should not, however, be seen as enarltrary. Also informing this decision
was one of the main findings of the review of tipat&l logic of the creative industries
reported in Chapter 4. This concerns the stronghasip placed on the importance of
proximity and the way that this appears to havetéethe geographical clustering of firms
in this sector, not merely in certain cities angioas but also at the very localised scale of
‘quarters’ or ‘neighbourhoods’ within these. Ultitaly, the decision to opt for a tightly
drawn ‘centre’ was vindicated by information cotksdt from the firms interviewed in the
present study. As mentioned in relation to the gmisation of the firms in Table 5.10
above, the responses indicated that Chapel Saégrd, was seen as peripheral to the
main foci of activity in the main part of the CiGentre Plan area, leading the locational
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classification of the six firms here to be alteted'peripheral’ and producing the final
definition of Manchester’s centre as the area shaathin the solid black line in Figure
6.3.

6.3 Profile of Greater Manchester

Defined in the way just outlined, the case studdaarf Greater Manchester is England’s
second largest city outside London, only marginalyaller than the 2.6 million people

living in the former metropolitan county of West diands centred on Birmingham. Like

the latter and the country’s other large northesnucbations, it experienced major de-
industrialisation in the second half of the twethtieentury, most especially in the 1970s,
since when there has been a major restructurintg @conomy. The regeneration process
has been led by the City of Manchester itself, @ibime impressive results achieved there
in terms of physical renewal, population resurgesmog economic transformation, and this
most notably so in the city centre. This sectioofifgs the case study area, beginning with
an outline of the policy-led physical regeneratimmd moving on to the evidence of

resurgence in population and employment.

6.3.1 Physical regeneration and reimaging

Manchester City Council is considered to have seé&rader in regeneration, being one of
the first UK cities to employ a more progressivanriaf urbanism (Quilley, 2002). During

the late 1980s the Council distanced itself from Siocialist background, rejecting the
course of action undertaken by those Labour cosineflich had become radicalised in
opposition to Thatcher like Liverpool and Sheffieliastead, it took a more entrepreneurial
turn, “reinventing itself politically as the friemaf central government and local business”
(Peck and Ward, 2002: 12). The (failed) 2000 Olyripd was widely seen as an example
of the emergence of new kinds of political networkarving to galvanise the networks of
public and private sector elites (Peck and Ward)22(.3). A separate study found a
widespread consensus that the combination of pablkicprivate sector leadership and the
voluntary joint working agreements of the Associatdf Greater Manchester Authorities

had contributed to recent success for the conunb@tVilliams et al, 2006).
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The centre of the city is seen to have been thgcpkar focus of the physical regeneration.
Manchester’s city centre policies have included eaiments to mixed use and residential
development; the improvement of city centre shogpmnd other visitor attractions, the
enhancement of the environmental and historicarsffand a strong emphasis on access
and traffic management programmes (Williams, 2002hese developments were
prioritised in the City Centre Local Plan of 198ddan the period since then there has
been a range of flagship developments located pitynia the city centre. These have
included the G-Mex Exhibition Centre (1986), thetMénk light transit railway (1992);
the MEN Arena (1995) and the Bridgewater Hall (1096his period of regeneration has
also seen the establishment or renewal of a rah¢gsoire amenities, including theatres
such as Manchester’'s Royal Exchange and Salforaligy, along with music centres like
the Halle. In terms of the retailing offer, the IRFombing prompted a larger scale
programme of renewal including the refurbished AledCentre which now provides
access to a full selection of collection of higrest stores, whilst the centre’s profile as a

magnet for shoppers has been boosted by securingyiichols and Selfridges stores.

There have also been extensive attempts to reirtiegeity and encourage a return of
economic activity and residential population to dsntre. This public ‘branding’ of
Manchester can be seen as part of the longer teifint@® a more entrepreneurial style of
governance mentioned above (Quilley, 2002). Suanding tends to ‘sell’ places on the
basis of distinctive images which are built “arouhdir unique benefits in order to give
them competitive advantage” (Bramhall and Rawdiri96: 204). As well as deliberate or
induced promotion of a brand, images and impressiaill also affect people’s
perceptions. In the Manchester case, Quilley (20B): suggests that the “soft city”
aspects of reimaging have had continuity in the wet they have built on aspects of
Mancunian civic pride and indigenous popular c@fwa process which has been aided by
the extent to which the local elected councillaasdnrecognised the importance of cultural

identity and pluralism.

While Allen (2007) regards the revival of city centiving in Manchester as being the
result of an organic movement by counterculturahpers rather than being led by urban
elites, there is plenty of evidence attesting te tble of a more neo-liberal approach
through the commaodification of cultures. AccordiegYoung et al (2006: 1693-94), in its
efforts to “reconstruct the city centre”, Manchestas used branding strategies focused on
a “cultural agenda of city living”. This has empisasl “service and consumption activities
bolstered by flagship projects, bids for publictsecegeneration funding and the Olympic
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and Commonwealth Games and city centre housingegsojfor the professional and
middle classes” (Young et al, 2006: 1694). In thayQ/illage the sub-cultures and
lifestyles have been commercialised to presennaahd tolerant image to attract visitors
and residents into the city centre, ultimately legdo the gentrification of the area (Binnie
and Skeggs, 2004; Chatterton and Hollands, 2008&]st& strengths have also been

commodified with the use of the music scene imag®sanchester’s branding campaigns.

These authentic experiences, associated with gadtiife and place, have been presented
as a rationale for a return to the city centre. dhester has even made it on to Richard
Florida’s website of favourite cities, where theycis described as a “powerhouse of
partying”. The tribute goes on: “Manchester hasritygedge but a soulful energetic

buzz.... There’s also a burgeoning gay scene at Giredt” (Florida, 2009).

Finally, Greater Manchester is also becoming irsirefy well placed in terms of
connectivity and transport infrastructure, notatilyough its international airport and its
fast and regular train links to London. Improvensetd the West Coast mainline rail
service have reduced journey times to London to@$iand 15 minutes and trains leave
Manchester Piccadilly approximately every half hddanchester Airport is the largest in
the UK outside the South East and serves morenddéistns than any other provincial
airport (Wilson, 2006a). It is considered a kewdriof the economy of the region, with
plans to increase passenger capacity from 22 milkoyear to 40 million by 2015

according to Colin Sinclair of Manchester’s inwamdestment agency (Sinclair, 2006).

6.3.2 Demographic and economic resurgence

This regeneration and reimaging has had some isipeegesults according to a selection
of statistics on Manchester’s population and empleyt change compiled for the present

study, coupled with the information obtained frothey researchers.

In terms of population change, growth faltered ngirthe 1960s, but there has been an
upturn in more recent years. Greater Manchester \@bole saw its number of residents
decline for almost three decades after peakingd®i71with a loss of 130,000 people in
1971-1981 alone. It lost a further 66,000 peopleh@ following decade, and another
38,000 between 1991 and 2001. Since then, howthesase study area has moved into a
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period of continuous — albeit modest — growth, add total of 46,000 in the six years to
2007. As shown in Figure 6.4, growth since 2001 heen adding just over a quarter of
one per cent each year to Greater Manchester’slgiopu and, while this is not the first

occasion that a gain has been recorded since B@s1the latest growth has already been
more sustained that the previous gain recordedea¢nd of the 1980s. What is particularly
impressive in Figure 6.4, however, is the City cardhester’s trajectory, with sustained
population growth beginning three years earliemtler the rest of the study area and

involving considerably higher rates than it sincert.

Figure 6.4: Population change in Greater Manchesterl981-2007
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It is much more difficult to obtain data on longftetrends in population at the more local
scale of the city centre itself. Estimates basedhendecennial Census counts by Couch
(1999) suggest that the number of people livingvianchester City Centre fell from
around 4,000 in 1961 to just 1,093 in 1991, a redocby almost three-quarters.
Reworking the 1991 Census figures to match the 2D@dsus definition of population
(mainly by including students living there in tetime) and adopting a somewhat larger
area than used in the previous study, Nathan awidrlJ(2006) calculated around 3,500
residents in 1991 and estimated that this had asexe to around 10,000 by 2001. They go
on to quote a Manchester City Council figure of @hd5,000 for 2005. Meanwhile, the
ONS ward level population estimates for Manchest@ity Centre ward give a figure of

10,505 for 2006, which represents a 50 per cemease on the 6,975 estimated for 2001.
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The actual details clearly vary according to sowsed and especially to what is defined
as the city centre, but there is little room foulbthat the population of Manchester’s city
centre has grown substantially in the past 15 yeagersing a pattern of long-term

decline.

As regards employment change in the case study tweacale of decline up to the 1990s
is very evident from the study by Giordano and Twgni2002). They show that Greater
Manchester as a whole possessed some 135,000 jdygein 1997 than it had in 1971, a
contraction by 11.7 per cent, which stands in startrast to a 5 per cent increase in jobs
nationally. Their data also shows that the locdharty area of the City of Manchester
was particularly hard hit, accounting for 90,000two-thirds of the whole conurbation’s
loss, which meant a 26 per cent reduction in jblese. The contrast between the City and
the rest of Greater Manchester was found to hawemad during their study period:
between 1981 and 1996 the former lost 19 per deitd @bs, while the number of jobs in
the rest of the conurbation rose by 5 per cent. fioprisingly, it was the manufacturing
sector that was hit hardest. Peck and Ward (2002} put that, while over half of Greater
Manchester’s workforce were employed in this seittdr959, the service sector accounted
for almost four-fifths of its jobs 40 years lat@y contrast, the more recent picture is

almost entirely positive, as can be seen in Figuse

Figure 6.5: Total employment in Greater Mancheste1995-2007
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According to Figure 6.5, the number of jobs in GeedManchester was already rising by
Giordano and Twomey'’s cut-off year of 1997 and cared to do so year on year through
to 2004. Then followed something of a setback, dugn in 2007 — the year of highest
employment nationally before the onset of the ‘tremtunch’ recession — Greater
Manchester still possessed almost 150,000 more tjodas it had in 1995. The more
detailed ABI data (not presented here) shows tifahe 145,500 increase in jobs between
1995 and 2007 shown in Figure 6.5, 51,600 werewatted for by workplaces in the City
of Manchester district. This figure representingrenthan one third (35.2 per cent) of the
total increase, which is considerably above whaild/bave been expected from the City’s

share of Greater Manchester’s jobs in 1995.

Other studies confirm the renewed strength of Mastdr’'s economy and elaborate on its
nature and underpinnings, particularly stressing tble of the new economy of
knowledge-based industries. One commissioned by\dréh West Development Agency
(NWDA) asserts that the Manchester city region amst “the density and mix of physical,
institutional and cultural assets and the levat@inectivity that are necessary for creating
and sustaining high level, knowledge-rich econoadtvity” (NWDA, 2006: 12). MIER’s
recent (2009) report documents the volume of jobthé knowledge-based industries for
its definition of the Manchester City Region anandastrates how far it outperforms all its
main competitors except London. Its calculation$iclw use ABI data for 2006, put
Manchester's number of knowledge-based jobs at 0823, ahead of Birmingham'’s
503,000, Leeds’ 465,000, Glasgow's 413,000, andst&is 247,000, though not
surprisingly Manchester is dwarfed by London’s 2rillion. Equally impressively,
MIER'’s City Region was found to account for almhbatf of the knowledge-based jobs in
the whole of the North West region, which stretcfiesn Cheshire to the Scottish border

and includes the Merseyside conurbation (MIER, 2009

This strength is reflected in the richness of Master's human capital. The MIER (2009)
report shows that the City Region has a higher gutag of skilled occupations than the
national average, although lagging behind Bristal &ondon. In terms of the population
with qualifications greater than NVQ Level 4, Masster performs better than
Birmingham and Leeds, but less well than Glasgoust® and London. In terms of the
presence of skills, some 90,000 students attendcMaster University, Manchester
Metropolitan University and the University of Satflo Alongside the combined research
efforts of the universities, this is asserted tontdbute to creating a favourable

environment for business location, particularly foultinationals “who can come to the
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region and find everything they need within a 15@&madius” (Boone, 2007). In addition,
Manchester conurbation compares favourably with dtteer provincial city regions in
MIER'’s study in terms of its ability to attract yog migrants at an early stage of their
career, with these settling not just in the coréhefconurbation but also in more suburban
locations too.

In terms of the geography of employment in Greltanchester, the core area contains the
densest concentration of employment according ¢oMER (2009) report. The highest
order functions are concentrated in the city ceatré have benefited from both service-
driven growth and investment in public services.tih¢ same time, there has been some
dispersal of lower functions to the conurbatiomsafier centres, with some of the recent
growth in ICT and business services taking placenore peripheral areas of the city
region. This decentralisation is thought to haverbef most benefit to the southern parts
of MCR, which has been linked to the residentiaf@rences of skilled employees (MIER,
2009).

6.4 The creative industries in Greater Manchester

This section introduces the creative industriesaaselement in Greater Manchester’s
economic structure, preparatory to looking at tpatial patterning of the two selected

sectors across the case study area.

6.4.1 Overview of the creative industries

Greater Manchester has the UK'’s largest conceotrabif creative industries outside
London, with employment of 60,000 people (MancheBtgerprises, 2007). As well as its
long-standing media strength, Manchester has stemsgciations with the music scene
dating from the 1980s. There is also a concentraifdashion design activity, linked into
the textiles industry. As detailed earlier, theme @ great number of cultural facilities in the
conurbation and the associated retail, leisure emtdrtainment sectors are also strongly

represented. DEMOS goes so far as ranking Manchastihe UK’s ‘most creative city’,
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based on a simplified version of Richard Florida‘sativity index, putting it ahead of even
London and Brighton (Flroida, 2009).

Table 6.2 shows the main components of Greater Master’'s creative industries in terms
of number of business units and total employmermasé=ulated in 2003 by the North West
Regional Intelligence Unit (NWRIU). The 11 sectalistinguished there can be seen to
vary considerably in their presence, ranging frowa digital content sector comprising at
that time 1,698 businesses and employing 10,17 pled¢brough to the arts and antiques
sector with just 134 firms and a workforce of o846 people. The two sectors that were
eventually selected for this study (see sectior26delow, and Chapter 5) are amongst the
larger of the eleven on these two criterion. Intipatar, the media sector is the second
largest employer after digital content, while adiggmg comes in fourth place in terms of

both workforce and number of businesses.

Table 6.2: Business units and employment in Greatévlanchester’s creative industry
sectors, 2003

SECTOR NUMBER OF TOTAL
BUSINESS UNITS EMPLOYMENT

Advertising 571 4,470
Architecture 700 6,105
Arts and antiques 134 846
Design 337 2,927
Designer fashion 646 960
Digital content 1,698 10,171
Media (Film, video, radio and TV) 343 6,458
Music 205 3,783
Performing arts 199 2,258
Publishing (including literature) 295 4,883
Visual arts and crafts 383 3,205

Source: Adapted from NWRIU (2003: 1-2)

A further noteworthy feature of Table 6.2 is theaently small size of most firms in all
these sectors. The average is around 8 employedisnpebut in several cases the average
is much lower than this, with designer fashionhet ¢xtreme with barely one worker per
firm. Neither of the two case study sectors is aberised by such small firms as the
latter: advertising has only slightly fewer thareeage employees per firm than the norm,
while the media sector has twice as many as aveFage size is an aspect that we will
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return to below when assessing the relative impodaof factors affecting their decision-

making behaviour.

Table 6.3 takes the two sectors of the creativeistiies selected for this research and
demonstrates their importance for Greater Manchestenpared to other provincial
conurbations and London. The location quotient measused here compares these
sectors’ proportions of the city economies with tiadional average, such that a score of
1.00 means the same level as nationally. As caselea and indeed as expected from
previous studies, Greater London possesses a nractyer presence of both these sectors
in its economy than the country as a whole. Thep@nion of London’s employment
accounted for by the film and TV sector is well ptleree times the national level and the
proportion in advertising well over twice. By coadt, none of the location quotients for
the five provincial conurbations manage to readl®,1but Greater Manchester stands out
above the other four. Indeed, it is very closeh® morm for advertising and only 28 per
cent below it for film and TV, considerably aheddlee next highest ranked places (West
Yorkshire’s 0.60 for advertising and Tyne and We#&.58 for film and TV).

Table 6.3: Location quotients for the selected cre@e industry sectors in six English
conurbations benchmarked against the English averag(= 1.00)

FILM AND TV ADVERTISING
Greater London 3.40 2.31
Greater Manchester 0.72 0.99
Merseyside 0.43 0.33
Tyne and Wear 0.58 0.46
West Midlands 0.56 0.59
West Yorkshire 0.53 0.60

Source: Own analysis of NOMIS data

6.4.2 The spatial distribution of the two selected sectar

As mentioned in Chapter 5, the main rationale &ecing advertising and film and TV as
the two case study sectors was that they haverrdtfierent geographies in relation to
their degree of spatial concentration in Greatendha&ster and their location with respect
to the centre/periphery dichotomy. This sectiorsprgs the detailed evidence on this for
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the two sectors and explores the scale and nafutee differences. The evidence is in
the form of location quotients calculated at thealcauthority district and ward scales from
the Annual Business Inquiry (ABI) data for 2005raxted from NOMIS.

Table 6.4 shows the results for the 10 districtdhef case study area, with the districts
ranked in descending order of location quotientassely for the two sectors. There are
two main features that mark out the film and TVtseas having a more centralized
distribution than advertising. One is that the leigthlocation quotient for the former is
2.38, indicating a presence that is getting ontfas and a half times above the level
expected from the average presence of this sect@reater Manchester, whereas the
highest score for advertising is rather lower 4&02Moreover, for film and TV, only one
other district has a location quotient above 1\W@Bereas two other districts have above
average representation of advertising. The othatinduishing feature is that for
advertising, unlike for film and TV, it is not theity of Manchester district that has the
greatest relative presence of employment but Trdffédhe film and television industry
thus appears to be not only the more highly comatat in its distribution across the case

study area at this scale, but is also the moresttion the conurbation’s main district.

Table 6.4: Location quotients for advertising for he unitary authorities contained in
Greater Manchester benchmarked with Greater Mancheter average in 2005

ADVERTISING FILM AND TELEVISION
RANK | UNITARY LOCATION | RANK UNITARY LOCATION
AUTHORITY | QUOTIENT AUTHORITY QUOTIENT
1 Trafford 2.10 1 Manchester 2.38
2 Manchester 1.63 2 Trafford 1.06
3 Salford 1.20 Salford 0.62
4 Stockport 0.77 Stockport 0.55
5 Rochdale 0.67 Bury 0.47
6 Bury 0.59 6 Bolton 0.42
7 Wigan 0.36 7 Oldham 0.39
8 Tameside 0.32 8 Rochdale 0.32
9 Oldham 0.23 9 Tameside 0.28
10 Bolton 0.16 10 Wigan 0.28

Source: Own analysis of NOMIS data

The patterning of location quotients at the wanteleacross the case study area is rather
more difficult to interpret. Figures 6.6 and 6.08h respectively, the patterns for the film



Chapter 6 136

and television industry and advertising, with thesmextreme concentrations being shown
in the darkest shading, going up to a level of 400 over, indicating a local proportion of
employment in the sector that is at least four sitee norm for Greater Manchester.

Figure 6.6: Ward-level mapping of location quotiens for the film and television
industry benchmarked against the Greater Manchesteaverage, 2005
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Figure 6.7: Ward-level mapping of location quotiens for the advertising industry
benchmarked against the Greater Manchester averag@005
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Nevertheless, comparison of the two patterns reveaomewhat greater degree of local
concentration for film and television, in that theappear to be fewer wards with high
scores for that than is the case for advertisingll, only 23 of Greater Manchester’s 214
wards had a location quotient of 1.00 or over fmp®yment in the film and television

industry, compared to 32 for advertising. At thensatime, there is a somewhat greater
tendency for the wards with above-average reprasentof advertising (i.e. scores of over
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1.00) to be found in the outer parts of the contiwbaespecially at its northern and eastern

fringes.

The full listing of the wards with location quotisngreater than 1.00 can be found in
Appendix 10. For advertising two of the wards wthie highest level of representation are
in Manchester district itself, but are situatedthe south and east of the city rather than
close to its centre, these being Gorton South adddnry with location quotients of 12.50
and 12.15 respectively. For film and TV, the topravdas an even higher of 18.75,
indicating a very high level of clustering. Thisfeg Langworthy ward in Salford, adjacent
to the site being developed for MediaCity. There also sizeable concentrations of film
and TV in Manchester's wards, including the onewinich most of the city centre is

located.

The above account has laid stress on the diffesemcthe distributions of the two chosen
sectors across the case study area, this bein@niignfior the purposes of this study as
described in Chapter 5. At the same time, howevaran be noted that the differences
between the two are not that great, despite thesg fat the two extremes of the range of
patterns found for the creative industry sectosdaed in this geographical analysis. The
overriding conclusion is that, consistent with tivadings of the literature review, the
creative industries all tend to be much more chestespatially within the conurbation than
economic activity in general. Given that the scamsderived from workplace-based data,
it is the case that, according to Figures 6.6 aiid there are considerable swathes of the
case study area that apparently have no reprementdtfirms operating in one or both of

these two sectors, as signified by the zero scores.

The sectors that this study is concerned with lans subject to a considerable degree of
clustering, with most of the highest-scoring walssng separated from each other by
bands of low-scoring wards. The corollary of thigservation is that the high-scoring

wards are not all grouped together in the centr¢hef conurbation. Even though at a
broader geographical scale the three districts With highest level of representation —
Manchester, Salford and Trafford — do form a corhpage that includes the city centre, a
fair proportion of the higher-scoring wards lie side that zone.

This, then, is the context within which the maimtpa this study is seeking to identify the
locational determinants of firms in these two dreaindustry sectors. In particular, how

far do the firms situated within the heart of tlmnarbation differ in their characteristics
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and preferences from those that are operating bBE@mn the case study area? To the
extent that the more peripheral firms are located regional sub-centre of any size, how
far has proximity to the latter been as importanttiiem as proximity to the city centre has
been for those that are centrally located? Is thesghing that differentiates firms that lie
in areas which do not seem to constitute a loahlisencentration? A first step to
answering these sorts of questions is to analysetdndardised information provided by
the 28 firms that were surveyed about their locetiqoriorities. The next section reports
on the results of this analysis as a prelude tbipgoin more detail the processes involved
(see Chapters 7-9).

6.5 Relative importance of location factors for the twaosectors

As explained in Chapter 5, part of the interviewishwhe sample of firms in the two
sectors involved the participants identifying theip five out of a list of 18 location factors
provided and then ranking them in order of impartanThis task serves two purposes.
Firstly it is intended to see whether the advergsfirms possess a set of locational
preferences that is significantly different frone tiim and television set. Secondly the aim
is to identify the most important location factéesanalyse in greater depth in the rest of
the thesis report. Table 6.6 summarises the restttss work.

In terms of the overall picture for the two sectoosnbined (shown in bold in Table 6.6),
three factors are head and shoulders above thespthugh a large gap to the fourth and
fifth most highly ranked factors and with no othergside these top five accounting for
6% or more of the total weighted mentions. Transgonnectivity gained the highest
proportion, with 20% of the combined total of weigth mentions. Second overall was
place reputation which scored 14.3%. This was tyosdlowed by the cost of land and

property which scored 13.6%. The fourth most higlalyked factor was ambience, scoring

8.7% and fifth was access to markets, which sc@rg® of the weighted mentions.

Comparing the scores of the two sectors (the figa in bold in Table 6.6), a fair degree
of consistency is found between them. Most notatdynectivity is top of the weighted

mentions for both and the cost of property accotmts similar share in both. But there
are also some clear exceptions. Place reputatiessamportant for the film and television

sector scoring 9.8% of the weighted mentions coegptr 17.6% in the advertising sector.
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Ambience, which like reputation can be linked t@lify-of-place, was more highly ranked

by the advertising sector with a proportion of niamg of 10.2% compared to 6.6% from
the film and television sector. Access to marke&s wore highly preferenced in the film
and television sector, with a proportion of weighteentions of 13.1% compared to 2.9%
in advertising. The relative consistency helps upl&n why both sectors are more
concentrated on more central locations than alheeoc activity, while the differences

can be considered as potential explanations of thisyis less so for advertising than for

film and television.

Table 6.5: Ranking of locational determinants by tle 28 creative industry firms
interviewed, based on weighted number of ‘top fivementions

LOCATIONAL WEIGHTED NUMBER WEIGHTED NUMBER
DETERMINANTS OF MENTIONS AS % OF TOTAL
ADV | F&TV | BOTH ADV | F&TV | BOTH
Transport connectivity 44 42 86 18.0f 23.0 20.1
Place reputation 43 18 61 17.6 9.8 14.3
Cost of property/land 3P 26 58 13.1 14.2 13.6
Ambience 25 12 37 10.2 6.6 8.7
Access to markets 7 24 31 2.9 13.1 7.3
Networks 10 15 25 4.1 8.2 5.9
Ancillary services 17 4 21 7.0 2.2 4.9
Parking 16 5 21 6.6 2.7 4.9
Labour pool 6 11 17 2.4 6.0 4.0
Flexibility of workspace 11 5 16 4.5 2.7 3.7
Technology 4 9 13 1.6 4.9 3.0
Arts and cultural 8 4 12 3.3 2.2 2.8
infrastructure
Built environment 10 0 10 4.1 0.0 2.3
Housing 1 6 7 0.4 3.3 1.6
Specialist support servicas 6 1 7 2.5 0.5 1.6
Physical infrastructure a 1 5 1.6 0.5 1.2
Crime 0 0 0 0.0 0.0 0.0
Total 244 183 427 100 100 100

Note: ADV Advertising; F&TV Film and television.

Source: Own analysis of firm interview schedulebe Wweight is based on the ranking
given by respondents with the most important offihe factors being given a weight of 5
and the least a weight of 1.
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In exploring the way in which these factors workaifiecting the location patterns and
decision making for the behaviour of the firms Ire ttwo sectors, it is clear that most
attention needs to be given to the top three factdhese therefore form the organising
principle for the remaining three chapters on erogirfindings. They will each be

assessed against the other two and against thesathethe list insofar as they were

volunteered by the interviewees in the more qualggoarts of their responses.

6.6 Conclusion

This first chapter of results has served mainlsitaate the study within the context of
Greater Manchester. The rationale for the choidhisfurban area was outlined in Chapter
5, but further justification has been set out hé&he city of Manchester lies at the core of a
conurbation which, following deindustrialisationdatihhe consequent severe unemployment
and population loss, seems to have turned a canmntgarms of population change and
economic transformation. This upturn has focusegbairt, on intensive regeneration in the
core of the urban region and especially its cityti® using place marketing and flagship
physical developments. The creative industries haaged a key role in the economic
resurgence of Greater Manchester and it is thevaingzh, outside London, now possesses
the most sizeable concentration of this activity.

Two sectors have been selected for detailed stadyertising and film and television,
based on their differing spatial rationale. Whideth were fairly highly concentrated in the
core of the urban region, advertising was the rathere decentralised according to the
workplace-based employment data extracted from N&®NResults were also presented
from the quantifiable part of the interviews witl8 2irms on the factors influencing

location choices.

The top three determinants of location form theaarging principle for the three
remaining chapters of empirical findings. Chapteexplores the cost of workspace,
Chapter 8 focuses on place reputation and theeinfle of a range of factors related to
quality-of-place and Chapter 9 examines transporinectivity and the ways in which
communication impacted on location decisions. Thedings are then brought together in
an integrated account of the spatial rationale hi§ sample of Greater Manchester’s
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creative industry firms in Chapter 10, and an aptems made to draw out the wider

implications of the findings.
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7 Spaces for creative production

7.1 Introduction

This chapter explores the way in which availabiéityd cost of business premises affect the
location decisions of creative industry firms. Téleapter explores the results of the 28
semi-structured interviews with firm directors frahre advertising and film and television
sectors. The data is examined to see whether thte mature and availability of business
premises had encouraged them to locate in centralooe peripheral sites. Information
gathered from the 18 additional interviews conddictgth policy makers, workspace
managers, industry professionals and stakeholdétis Mcal knowledge of creative
industries in Greater Manchester is used to prasentontext for particular areas and aid

the interpretation of the firms’ responses.

Several factors associated with spaces for cregthesluction were hypothesised in
Chapter 4 to be likely to influence firm locatioFhen, in Chapter 6, the cost of business
premises emerged as a key aspect determining ¢ado preferences of firms from both
creative industry sectors. As shown in Table A lyas the third most important factor
overall, scoring 58 weighted mentions for both seciand accounting for 13.6% of the
total weighted responses. The two sectors werly favenly affected by business premises
cost, with a proportion of weighted mentions of1E8.for advertising and 14.2% for film
and television. As one participant, whose compawygyced films for museums, summed
up, “Cost is huge consideration, particularly if youngying to do things away from the
commercial mainstream. If you're floating your bamwn strange rivers, you don’t want
to be landed with overheads that you can’'t mg&irector, production company, Chapel
Street, Salford).

Two of the other factors can also be related toagiy@eal and utility of the space available:
built environment and flexibility of business pres®ms. These were less influential with
flexibility of business premises making up 3.7% tbé weighted responses and built
environment 2.3%. The importance of built environtneas felt solely by the advertising

sector, at least in terms of the firms’ top fivekings of location factors.
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Table 7.1: Determinants of location relating to spee

FACTOR WEIGHTED NUMBER OF WEIGHTED % OF TOTAL
MENTIONS MENTIONS

A F&TV Both A F&TV Both
Cost of 32 26 58 13.1 14.2 13.6
land/property
Flexibility of 11 5 16 4.5 2.7 3.7
space
Built environment 10 0 10 4.1 0.0 2.3

Source: Table 6.6

As Table 7.2 highlights the determinants associat#d space may influence location in
both the centre and the periphery. These were dgedlfrom the literature reviewed in
Chapter 4.

Table 7.2: Factors associated with space influenarfirm location in central or more
peripheral locations

FACTOR ENCOURAGING CENTRAL | ENCOURAGING
LOCATION DECENTRALISATION

Cost of Greater availability of suitable | Cheaper property to buy/rent

property/land space

Gentrification and displacement

Built Adaptable buildings Low cost space allows aesthetic tp

environment Design Features be added
Landmarks
Cultural Quarters

Flexibility of Flexible leasing Larger premises

space

Source: Own analysis

The structure of the rest of this chapter is a®Wd. Section 7.2 introduces urban location
theory to set out a picture of what a stylised nhafiéand use might look like. Section 7.3
examines the rationale for firms’ continued locatia the centre of Manchester, despite
high costs and congestion. The section then revteeyempirical findings in relation to
theories of colonisation of cheap space by creatintepreneurs and focuses on the
example of the Northern Quarter in Manchester, rea aolonised by creative businesses
from the 1980s onwards. Section 7.4 turns to theams leading to firms locating in more
peripheral areas. It is posited that a range ofodppities relating to business premises
attracted firms to more decentralised location&tiBe 7.5 explores the way in which the

agency of firms might be constrained and looks het ways in which inertia, path
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dependency and moving costs may help understancculrent locations of creative

industry firms.

7.2 The influence of space in firm location

Historically, creative industries have clusteredameas experiencing decline, in the city
centre fringe and nearby inner city areas, atttabiecheap space. Creative entrepreneurs
have often been considered a powerful force innmegging neighbourhoods, but face
issues of displacement most classically discussgdZikin in her influential work
commenting on the situation in New York (1988). ¥cle can be identified, arguably
virtuous or vicious, of the colonisation of cheappty space and the rebirth of the areas as
creative centres with varied leisure opportunitieipwed by the rise of property prices,
gentrification and possible displacement. The negatdffects of this displacement process
have been well documented in large centres sudteas York or London (Zukin, 1988;
Hutton, 2004), but less is known about smaller aegi conurbations where city-centre
regeneration has occurred more recently. This leasrbe relevant in formerly industrial
UK cities with the recent boom in physical urbagemeration and expansion in city-centre
residential developments (Unsworth, 2007). In otdeglaborate further, the chapter turns
to explore urban location theory, as one possitdg of giving a rationale for the spatial

patterning of industrial location.

Neo-classical urban location theory explores ratigratterns of land use. It suggests that
land is used to its highest and best use whenrdeted by the price mechanism. Alonso’s
urban location theory, developed in the 1960spset model where rents diminish further
out from city centre offsetting the higher costsoperating and lower level of revenue, as
can be seen in Figure 7.1 (Balchin, Bull and Kiel895). The CBD offers high
accessibility and the corollary of lower transptaia costs, which heighten demand
compared to more peripheral areas which have arlt®wvel of accessibility. Balchin, Bull

and Kieve (1995: 51) set out the behaviour of &ggemodel of urban location:

Competitive bidding between perfectly informed depers and users of land
would determine the pattern of rents throughout uhgan area and would
allocate specific sites between users to ensutethbahighest’ and ‘best’ use
obtained - that is, land would be used in the rapgrropriate way to ensure the
maximisation of profit.
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Figure 7.1: Alonso’s bid-rent distance relationship
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Source: Balchin, Bull and Kieve (1995)

In reality, however, it is unlikely that land witle used to its optimal use. In particular, the
role of inertia prevents most firms from locatimgthe site that is most rational for current
activities. This tends to result in the pursuitaofsatisfactory rather than ideal location”
(Balchin, Bull and Kieve, 1995: 56). Moreover, tiidormation available to developers
also tends to be incomplete, preventing the optoleaklopment of sites. Finally, the uses
of land are not homogenous and there is likelyeshllover between uses as well as the
fact that buildings possess distinctive natures ases. The theory also fails to take
account of public-sector land (Balchin, Bull ance#@, 1995). Thus it is likely that supply

and demand do not always equate (Adams et al, 1993)

Nonetheless, this model provides a useful theaketi@y of looking at land uses. Urban
location theory would suggest that firms of differesize, activity and function would be
differently affected by the property market. Priegsl rents of land do tend to reduce with
distance from the centre. Revenue and wages teruk thigher in the centre, as the
personal costs of commuting have to be offset. §part costs are equated with access so
peripheral sites of employment tend to be locatjdcant to transport nodes. This has
implications for the relative advantages offered thg core or periphery to firms of
different types. Specialised functions and actgitserving the urban market are likely to
be advantaged by location in the centre and befriefit complementarities. Those firms
requiring large sites and hoping to access ecormassociated with disagglomeration, for
example reduced congestion, are more likely to tracded to areas outside the centre
(Balchin, Bull and Kieve, 1995).
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Across most of the sectors making up the creatidestries, there has been a process of
fragmentation and consolidation associated withustiy and also rapid technological
change leading to the vertical integration and mnergf firms (Frontier Economics,
2006). Whilst this has resulted in the proliferatiof small firms, it has also meant that
there are some very large conglomerates with aesponding requirement for large
spaces. Overall, firms within the sector tend to doeall and agile, operating within
networks of activity to help offset the high risssociated with the sector (Rantisi et al,
2006; Scott, 2004). The sector is characterisesinigll and independent firms and by sole
trader and freelance activity (Frontier Economi2z06). Small firms, due to lack of
finance, usually cannot take a long term view dirttproperty needs and are under
pressure to trim expenditure to meet their immedrageds. Small firms’ property needs
are often volatile, changing rapidly depending lo& tommercial success or failure of the
business (Fothergill, Monk, Perry, 1987). Outlyibgsiness areas may also offer lower
cost space, therefore reducing risk and avoidiegctingestion of more central areas. This

is also likely to be a priority for young firms asthrt ups.

Section 7.3 explores how cost of business premigksenced the participants who had
selected a central location, before section 7.4sgue to review the development of

creative milieus historically in Greater Manchester

7.3 Evidence of a city centre preference?

There was evidence of a continued privileging @& dity centre amongst respondents,
which enabled them to access a range of advantddexse firms interviewed who
remained in the centre shared certain charact=isiihey tended to be of medium size
with between 10 and 40 employees. They had often beated in the same premises for
a significant length of time and were well estdid: all had been trading for upwards of
five years, some significantly longer, with at liedS years of operation in Manchester City
Centre or immediately adjacent areas. They tenodxk tspecialised in their activities and
often had high profile clients. A prestige locatiassociated with higher rents, was seen to

be required to attract both clients and suitabilfesk staff.

In terms of business premises provision, one adgenbf central locations was linked to
the availability of space with flexible leasingres. One particular company director who
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had located her firm more recently in the North@unarter (around a year and a half ago)
noted that, despite aspiring to work in a more deadised suburban location in line with
her residential preferences, the lack of propertiéth suitable tenure arrangements
encouraged her, along with existing networks, tovenimto Manchester City CentreWWe
weren’t necessarily looking to move into Manchesténen we set up, we’d worked for big
blue chips. We’d both done commuting. We’d bothkeabiong hours...We didn’t want to
commute any longer. That's why we worked from htnieegin with and initially, as we
live in Sale, we were looking for an office in Sddet there weren't any suitable. They all
wanted very long lease terms, like 15 years wischaird to commit to when there’s only
three of you. So we didn’t go into Sale, but weewérconsidering Manchester because of
the commute, but we work with the PR company hedetlaey had this space that they
weren’t utilising, they offered us to come and waikh them in here. So it gave us the
platform to say ‘ok yeah we will go into Manchestbut not with stupidly high rents or
long lease terms. Also sharing a creative spacé waitother creative agency, with other
creative thinkers, we thought would be good for uw creative guys. It is of benefit. We

do have a lot of clients in towr(Director, advertising agency, Northern Quarter).

Flexibility in terms of tenure was seen as a keyaathge in areas with a history of
creative production. Participants described thdleras of even thinking about a five-year
horizon, never mind 10 to 15 years. As the Directioan advertising agency based in the
Northern Quarter saidWe're not big, comparable agencies would be absbjutiriven

first by the costs and secondly by the leasingteiMo one’s going to sign a 10 year lease

in this business

Firms based in the centre tended not to have l&garements for space in terms of their
activities. They were all offices, with desk-basstdivities or with production facilities.
For the larger firms, in terms of staff numbersywas suggested that larger office spaces
were available in the city centre. A couple of atigeng firms currently based in the fairly
affluent suburban decentralised areas of DidsbodyAtrincham felt that they may have
to move into the centre to access larger officecapdhis was also mentioned by a
respondent in the Northern QuarteNdrthern Quarter has tended to be start-ups who
really couldn’t afford to move anywhere else, &heen quite a nice organic process that
the area has then become quite trendy, withoutgusite word trendy. Again once an
agency gets a bit more serious or again starts rtipley above 50 or even 30 people,
then... people would have to move into the city eénfCreative Director, advertising
agency, Northern Quarter).
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For the production firms engaged in broadcast wwithin the film and TV sector,
proximity to the BBC or Granada was seen as adganas well as the closeness of post-

production facilities.

7.3.1 The development of a creative milieu

A creative milieu may be formed by the culturaleafsity and opportunities for interaction
offered by cities. Intensive networks, social amdtural, which contribute to the buzz of
urban areas and serendipitous meeting, are ofteociased with particular localities.
Creative industry development is historically foundmarginal spaces such as the inner
city (Hutton, 2006). Markusen (2006) notes thatstst in particular, tend to gravitate
towards transitional neighbourhoods, often inn&egj more than other groups. Rantisi et
al (2006) suggest that property rents can suppatppress creativity, especially in urban
areas. Underlying this is the idea that cheap spadecorresponding cultural diversity are
vital ingredients for developing creative businesdeow cost space offers opportunities
for flexibility and grow-on space, which is espdigiaimportant in high risk,
undercapitalised industries.

This section reviews the concept of the developnwéna creative milieu through the
process of colonisation. The example of the NorthQuarter is used to illustrate this
process. This is an area which was colonised bgtieeebusinesses during the late 1980s
and early 1990s and has recently experienced atlgriowesidential development. Six of
the interview participants from the advertisingteeavere based in the Northern Quarter.
Further secondary data from local reports and anadkterature were employed to help
place the area in its historical context. A brie$ttry of the area is presented with
reference to this secondary data. This accourisesiaformed by empirical data collected
from a Policy Officer active in the area and fromacademic who studied the area in the
early 1990s, along with the interviews with createntrepreneurs. It is suggested that the
process undergone in the Northern Quarter hasasitrels with the waves of gentrification
suggested by Cameron and Coaffee (2005). The iempoet of cheap space in the

colonisation of this area is emphasised.
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7.3.2 Spaces of creative production in the Northern Quar

Given the pace of the development over the pasyears, there isn't those
central locations like the Northern Quarter leftt’sl not obvious where
someone could relocate for the same price or retdaél (Policy Officer,
Manchester City Council).

The Northern Quarter lies to the north east of ¢hg centre shopping area near the
Arndale Centre (See Figure 7.2 and also Figurefd@.3vider context). Traditionally the
focus of market activities, both food and flowdre tarea was a hub of activity from the
18" century onwards. The area also contained depaftsteres, including Affleck and
Browns and Lomas as well as a Marks and SpenceadsVdoolworths, all on Oldham
Street, as well as other chain retailers and sbiips tied to the textile and clothing trade.

There is also a collection of bars and eating glace

During the post-war period the area began to detde due to the decline of the textiles
industry and the relocation of the Smithfield marke Opensha®t in 1974. This was

further compounded by the opening of the Arndalatf@ein 1975 on Market Street to the
west of the area, which led to the relocation ofuanber of department stores out of the
area and created a physical barrier to the area.rg@s$idential population of neighbouring
Ancoats was moved to new more peripheral housirtgtess which “took away the

lifeblood of that area and left it empty and undelied” (Researcher, Manchester
Metropolitan University). Despite decline duringeti970s and 1980s, the plethora of
vacant property did attract new businesses intcatka in the late 1980s. Many of these
were small creative industry firms alongside indefent fashion and music retailers, and
bars, nightclubs and cafes. The ‘devalued’ inn¢y area attracted a wide variety of
cultural entrepreneurs. One respondent describedvieiv of the process:Where you

create cheap rent you get cultural diversity, itjgite simple. You get people that are
prepared to take risks, small businesses, thetastise photographers and stuff that don’t
need massive overheads. You get a variety of edli{i@reative Director, advertising

agency, Northern Quarter).

2! Openshaw lies about two miles east of Manchestgcentre
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One well established site of counter-cultural comgtion is Afflecks Palace, shown in
Figure 7.3, which houses mainly independent se¢tmmit and fashion clothing and
accessories retailers. This building became vaaadtwas converted into low-cost rental
units in 1982. Tom Bloxham, the founder of UrbanaSH?, was one early tenant selling
graphic design T Shirts from a retail unit therhisTprocess of development was linked to

expansions in the club scene during the 1980s incllester and the growth of the ‘youth

22 Urban Splash is an urban renewal property developo@mpany set up in 1993 which regenerates
industrial warehouses, mills, Victorian terracedises and other buildings, into modern housing,tayts
and penthouses, as well as constructing new bailéldpments. They are mainly based in the cities of
Northern England cities such as Manchester, Braddod Liverpool.
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cultural’ scene in the area (O’'Connor and Wynne96)9 As the researcher described,
“There were certain things about the Northern Quatta@t made it useful space. First of

all nobody else was that bothered about it, bwvais in the city centre and it has really
good spaces for bars and clubs and band reheafsakan it was very much on the back
of what happened in the 70s and 80s in terms ofcnamsl club culture. So things like Joy
Division and New Order and Happy Mondays and a#f ttub culture was very much

linked to the decaying urban industrial space ofrlglaester. That was an ideal backdrop.
It seemed fitting that the Northern Quarter attedt{people interested in Manchester’s pop
culture (Researcher, Manchester Metropolitan University).

Figure 7.3: Afflecks Palace

Source: Photo © N. Thomason (Ministry) Used witlhnfission

As this quote suggests, cheap space drew in cuénteepreneurs during this time, but the
area was also becoming valued for its image andcag®n with youth and popular
culture. Allen (2007) suggests that organic engepurs, mainly small-scale and first-time
or part-time property developers, stimulated thegaihdevelopment of city centre living in
Manchester, as well as commercial colonisation, thatl they identified the potential for
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private-sector renewal through “their experienceanfd familiarity with, counter-cultural
spaces in the city” (2007: 669). He suggests tatréturn to the centre was stimulated by
forms of counter-cultural production and consumptibefore city council took its

“entrepreneurial turn” (2007: 670).

Value was also provided by the physical landscapéhe area with a wide diversity
amongst the building types in the area. Therearaded townhouses from the late 1700s,
Victorian and Edwardian industrial buildings andrel@using and large scale former
market buildings (Manchester City Council, 2003hisTdistinctive architecture has been
seen as an advantage in the regeneration procagding types within the inner city,
including former industrial spaces and warehouseng often considered suitable for
adaptation into flexible work and living space. $eareas tend to possess landmarks with
a strong sense of history, again contributing ®ithage and identity of the area (Hutton,
2006). This chimes with international examples likaletown and Victory Square in
Vancouver where the new economy emerged from ioitgrareas, which have suffered
the post-war decline reflecting structural chanigesconomy (Barnes and Hutton, 2009).
They explain, in the case of Vancouver, “the legatthe city’s staple economy, evident
in the adaptive reuse of former processing, warginguand distribution infrastructure for
new industries”, which demonstrates the importapiceocal contingency in shaping the
spatial organisation of the sector (2009: 1266)th#es Creative Director of an advertising
agency based in the Northern Quarter explaingd, fatural instinct for a creative, visual
industry to seek that sort of environment becabsg've got an understanding of design.
Quite possibly there may still be something in ithea that the older properties are

cheaper. So you get a bit of both, harmony”.

Parallels with the area have been drawn with NewkYamd part of the Northern Quarter’'s
High Street was even used as the set for the 2003ke of Alfie to represent the New
York garment district. The area was described dsabby chit (Director, advertising
agency, Northern Quarter), but firms had often &teé significantly in presenting a strong
aesthetic inside the offices. As the Creative Doeof an advertising agency based in the
area noted,We had to do quite a lot of work, spend a bit af@mun money making it look
presentablé

By 1993, 27% of the floor space in the area wasanwgovith gap sites and buildings in
poor repair and by 1991 only 345 people were livimthe area (Montgomery, 2007). The
city council had become concerned at this timeheyarea’s failure to regenerate. In 1993,
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the Eastside Association was formed by businesgbsmvthe area who were lobbying for
improvements and a development strategy was pplace with Manchester City Council.
A study was commissioned to try and identify thegible development priorities for the
area. The recommendations of the 1995 report iedudying to grow the number of
creative businesses, alternative shopping and egeaconomy, alongside the fashion
wholesale businesses. The Eastside Association reaamed the Northern Quarter
Association. Attracting investment into the areawegarded as the main way of achieving
the recommendations (McCarthy, 2005) and a numbeclbemes utilising grants and
planning controls were put in place to achieve.thms 2000, the Creative Industries
Development Service (CIDS) was established anddoaséhe Northern Quarter to offer

support to creative businesses in Greater Manaheste

The Northern Quarter Development Framework, pubtisin 2003, estimated that there
were 610 businesses in the Northern Quarter witlurat 105 creative industry firms

employing 700 staff. These included commercial tiveandustries, such as advertising,
designers, architects and also ‘semi-commerciathdi such as artists in studios and
subsidised creative enterprises. Further to thesetwere an estimated 110 retail or leisure
outlets (many independently owned and cateringdbenmarkets) and around 180 textiles
firms employing more than 1000 staff (Manchestety GTouncil, 2003). The report

claimed that “the individuality of the N4 remairiss not currently a ‘corporate’ location,

a place for large firms or for retail or leisureagts. It is a place for the independent sector,
where residents of Manchester can buy high qualitysual products and soak up the

atmosphere of a truly ‘working quarter” (Manchesiaty Council, 2003:1).

It was an explicit aim of the Northern Quarter Diepenent Framework to avoid
undermining the level of affordable business s@a@elable to creative industries and also
the independent retailers and leisure facilitilseré are plans underway to develop The
Hive, a 78,000 sq foot area of creative businesmj@es on Stephenson Square with the
developer Argent. The anchor tenant for this dgualent is the Arts Council, but there
will also be a considerable amount of spaces démdiht size and tenure. A Policy Officer
from Manchester City Council with a Northern Quantemit said that the only way to
unlock some of the buildings in poor repair wasrndude some residential allowance.
However, he maintained that there was an effort enta intervene and encourage
developers to tailor their space to creative bissirmremises:So what we aim to do at a
preplanning stage is to actually highlight somelad different options they have in terms
of perhaps being a bit less conventional when e to either configuring the space,
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levels of fit out and types of lease arrangemensdme cases those suggestions get taken
up” (Policy Officer, Manchester City Council).

There have been significant expansions in residemntevelopments in the Northern
Quarter since the late 1990s with many high-endtaq@t developments. There have
been rent increases associated with this gentiditaprocess (McCarthy, 2005). The
Policy Officer from Manchester City Council estiredtthat the residential population had
probably doubled in the last five years. As disedssn Chapter 6, Manchester’s city-
centre population grew by nearly 300% between 812001 (Nathan and Urwin, 2006:
1). Prior to this, the developments had been faintyall, around 10-15 apartments each, but
more recently the developments have become larfeis expansion in residential
developments was identified as a problem by therwaw participants. The Director of an
advertising agency based in the Northern Quartplagmed the problem as he saw“lp
Manchester residential developers are squeezingnirthe ‘cheap’ space by converting
them into flats. A huge fire in the Northern Quarte fault of another flat development

firm, displaced 35/40 companies”

With regards to access to business premises, miathearticipants based in the area
suggested that property speculation was causindhaatagie in affordable business
premises. Vacant space could not be accessed awd$mipremises due to landowners
waiting for residential developers to buy up theioperties at high prices. Building owners
would stand to get a much bigger return from adesstial conversion than through letting
business space. Participants reported problemscesaing grow-on space in the arédy*
company, at the moment a reasonable sized agefie§) 3taff, are now looking for new
premises, same problem on a different scale. Tlay t@ stay up this end, but there isn'’t
anywhere at all that is affordable. There’s nothnegsonably priced, so we're looking for
somewhere in the city centre to move to. The lasdjlst been bought for developing into

apartments”(Creative Director, advertising agency, Northerra@er).

Residential development had also led to increasedidns between different users, for
example between the night-time economy and ressdé&s noted by the Researcher from
Manchester Metropolitan University, this anticijpati of property redevelopment can
encourage speculation and damage the ‘natural’u@eabry model by reducing the
amount of spaces available for creative industtiviéz “ You can see that happening in
the Northern Quarter. You can see the property sia¢gion going on, a lot of landlords

hanging onto buildings not doing anything with thdmt just waiting and waiting for
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some developer to come along and buy it off therslkip high prices. Lots of people who
aren’t in the cultural industries are moving thdyecause they like the atmosphere and the
ambience, but then they don't like it that muchtlsey get annoyed when revellers are

making a noise on the street”.

This can be related to the idea that there are svadfe colonisation and possible
gentrification as suggested by Cameron and Co&2@@5). The first wave of colonisation
is led by artists rich in ‘cultural capital’. Ine¢h1980s in the Northern Quarter artists and
cultural entrepreneurs brought cultural capitalthe area, which have been previously
undervalued and suffered the consequences of tweaimovement of financial capital.
In Northern British cities, this undervaluing issasiated with deindustrialisation. It is
suggested that a ‘rent gap’ emerged and ‘potewdiale capital’ moved back in attracted
by these low prices and rents (O’'Connor and Wyrdi®96:). This is part of a process
which “involves an aesthetic revalorization of théban fabric of decayed historical
neighbourhoods” (Cameron and Coaffee, 2005: 40).

The second wave suggested by Cameron and Coaftdib)(dnvolves a process of
residential gentrification by the middle classeserehcapital follows the artists into
gentrified locations. After the initial colonisatioby cultural entrepreneurs with high
cultural and low economic capital, it is suggedteat in the second wave those with high
economic capital replace them, leading to what seeeeas the commaodification of artistic
milieu by property and investment capital (Cameaod Coaffee, 2005). These processes
were clearly identifiable within the Northern Quartvhere huge expansions in residential
development were seen by the sample to be gentgifiyie area and squeezing the spaces
of creative production. It is maintained that ttpsocess may be paradoxical as it
commodifies culture and reduces authenticity andlss likely to result in displacement
(Ley, 2003; Zukin, 1988). As Pratt (2008a: 111) gegjs “Consumption-based

regeneration is corrosive to production-based vassi

Finally, Cameron and Coaffee (2005) suggest tlmdlipviing the early 1990s recession,
there has been a third wave which constitutes &atagnd public-sector-led process of
extensive regeneration and development. Creataidawts, in this way, are often touted as
a powerful force to regenerate neighbourhoods,chut be displaced by rising property
prices. In the UK this process can be tied to gulieik desire to encourage increased city
living and encourage an urban renaissance (CamanonCoaffee, 2005). There has

certainly been a reasonably long history of invoteat and regeneration efforts in the
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Northern Quarter, but the area remains marginal edgl, with a concentration of sex
shops, wholesale clothing warehouses, tattoo parland take away food establishments.
The textile industry remains despite previous gehdelocation. Thus there continues to be
a diversity of uses in the area. It is suggested this aggressive gentrification has not
occurred in the area, despite expansions in thdemt$al population and the associated

problems of this.

Nevertheless, the firms interviewed in the North€@uarter were well established, often
with a long history of settlement in the area. Hswsuggested by these participants that
newly formed firms and younger cultural entrepresenould be unlikely to be able to
access and afford space in the area. There wagraedef scepticism towards policy
intervention as the development of creative ingubtrsiness premises was seen as only
affordable by established firms. Allowing the exgiam in residential property deemed
necessary to unlock these sites for developmenhibat public-sector intervention was
regarded as encroaching upon cheap spaces. Thieghvith Pratt's recent work, which
identified a process of industrial gentrificatiorheve a change from industrial-industrial
uses or industrial-residential uses occurs. AstR2&109: 1052) argues “the narrative of
‘commercial or industrial gentrification’ may notlone of forcing out, but of willing
flight; clearly, there are still conflicts of intest between artists and property developers
and tensions between use value and exchange valhe’.evidence from this study
suggests that only larger and more establishedsfiane able to take up a city centre

location.

There was evidence of displacement from other aséasntral Manchester. A number of
areas were affected by rising property prices endity centre. The Gay Village is a well-
known example of an area, which had gone througimdar process in the past as in the
Northern Quarter, though slightly more associatéith feisure and night time amenities,
but again with its origins in sites of counter-cuétl consumption. As one respondent, who
had worked within advertising firms in central Maester for the past 25 years explained,
“The original gay village was a red light area in Mdnester, the Canal. Early 70s there
were a lot of disused warehouses on the Canal e all part of the cotton industry
boom, that ran their course and as the industryddaut the warehousing became
available. A lot of them were still used for fabritanufacturing. You could get some
really, really cheap rent in quite key locationgjtlthe area was a bit dodgy. Our first
studio was in a building in what became the galagé, but was still the red light area.
There were photographers in there, design compauglething designers and all kinds of
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people. What you get is developers seeing it adtaral area, move in, shove the rents up,
develop it as a cultural area, and move the creaindustries elsewhere. That's happened

two or three times{Creative Director, advertising agency, Northerrater).

The gentrification of these gay spaces can be brda#ted to gay culture becoming more
mainstream during the 1990s. In Manchester thipan, led to the “transformation of its
spaces from ‘marginal’ backstreet, seedy venuethdonew liminal, public spaces that
celebrate diverse post-modern architectural agsfigRyan and Fitzpatrick, 1996: 176).
There has been a trend towards corporatisatiormypfgrs within the Canal Street area as
larger businesses recognised the profitability loé tmarket. Gay areas have been
recognised as vulnerable to gentrification, ashim S with Castro in San Francisco or
Greenwich Village in New York (Chatterton and Hallis, 2003:). Other areas close to
Manchester City Centre such as Ancoats, just toeths of the Northern Quarter, and
North Trafford, to the west, were also negativefeeted by expansions in the residential
population, according to several interview par@eifs. One respondent described a knock-
on effect of this as the reduction in space fompéieps such as photography studios in the
centre: Photographic studios are getting harder to find.vNihey are being squeezed out
of the market. They used to have these fabulousvatdhouses, you know, like down in
Ancoats where there were these dilapidated buiklitigat were cheap as chips so you
could have huge amounts of space where you coiud olr. You could get cars and trucks
in there and get big sets built and stuff like that of course all that's now becoming des
res so that is an area that has been badly hit priypwise, because they can’'t get cheap
space anymore in town and that was really handy iamsl more of a pain to find good
studio space if you need studio spacé&Vanaging Director, advertising agency,
Manchester City Centre). This again is in line wRhatt's discussion of the impact of
urban regeneration on creative businesses in Haxtdrondon. As he explains, “What
wins out is money, which...is increasingly focused @msumption and hence, to an

extent, parasitic of the new creativity that haaraelterised Hoxton” (Pratt, 2009: 1053).

The study found that, due to the expansion of cégtre developments and the boom in
city living, some creative businesses have locdtether from the city centre due to
reduced opportunities to access low-cost spagaditibnal areas of creative concentration
like the Northern Quarter. Six participants wersdsharound the Chapel Stféarea of
Salford on to the western edge of Manchester Ciytf@. They had all located there

8 please see Figure 6.3 for the location of Chapeks
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within the past seven years and most within thé @as or two. They were all small firms
with a maximum of five full-time employees. The ars within walking distance of the
city centre, but it lacks some of the obvious adages of the Northern Quarter and other
areas that are closer to the city centre, partilguia terms of amenities and vibrancy. The
area was also significantly further from key publransport nodes. A couple of the
participants also noted that the area was notfeafgalking around in after dark and there

were clear signs of dereliction.

Five of the six respondents based in this area Vesaed in managed workspace. One
participant, the director of a video production gamy, was based in a managed
workspace in the International Media Centre athesersity of Salford. Four were based
in a managed workspace founded in a converted rca@pinning mill. The owner who
purchased the mill in 2001 and managed it wasiateoviewed. The sixth participant, the
Director of a production and post-production compasmho had moved from a location
proximate to the BBC to this area to purchase aespald me: Price was the first thing
and also location wise we’re pretty well still 10netes from the centre of town walking,

but | was able to buy a building for a fractiontbé cost of what I'd have to pay in town”

The patrticipants based in this area, althoughyfaidse to Manchester City Centre, shared
attributes with the firms who had located in moegipheral, decentralised locations. As
discussed in Chapter 5, these firms had originaten classified as ‘central’ but the
evidence of the participants from there promptedirthieclassification. The level of
disconnection with the city centre and the lackaofenities and assets in the immediate
area meant that larger, more established and hggidgialised commercial firms would be
unlikely to locate in this area. Those firms whicad taken up residence in areas like
Chapel Street because of being unable to acces®ickications were not able to benefit
from the infrastructural advantages of the centre.

Historically, firms had been attracted to the cemtr Manchester by a range of factors. The
availability of cheap space in areas close to tthyeoentre had been a crucial part of this
colonisation process. The building types and grgweputation of these areas for counter-
cultural consumption has contributed to the appealthe location of creative industry

firms. However, the processes of residential andmercial gentrification had negatively

affected the opportunities of new firms to locatethe centre. This begs the question of
where nascent firms which have a creative profild are keen to orientate themselves

towards commercial growth can now find suitablenpses.
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7.4 Attracted to the periphery by opportunities rather than

forced out?

This section reviews the evidence that supportsvibe that creative businesses have
located in more peripheral locations in order toegs a range of opportunities related to
business premises. The results of the empirica daggest that advantages of the lower
cost locations related to the flexibility of spaaed opportunities to purchase property.

Further to this, access to managed workspace aldedjthis location.

7.4.1 Flexible spaces

As highlighted in section 7.2, the cost of busingssmises was considered by firms to be
one of the most important determinants. Low costsevhighly ranked by considerations
regarding location for those firms located in déraised sites. A lower-cost location
could also offer more flexibility as this meant tthea larger space could be rented or
purchased. Low-cost space made it easier for fienexpand or contract depending on
their current and future business needs. One regmbnexplained the importance of
flexibility to a young firm such as theirsiWe’re a new business. We didn’t have any cash
in the bank, but my business partner wanted tosinue a property that could be our
agency headquarters. So he is our landlord as wslla partner in the business. He
purchased the property so the cost was very impottahim. It needed to be flexible... We
had a plan, but you never know how the plan’s gémgan out or the reality is going to
pan out. We felt it should be a decent home if e iive or six of us, but equally should

be able to house growth up to 30 stgfdirector, advertising agency, Altrincham).

Firms requiring a large space due to the natuthedf activities had often decentralised. In
the research this was found to be the case foainefitms within the film and television
sector, for example facilities firms who neededstore kit and equipment and also firms
providing studio space. The priorities for thesen§ were proximity to motorways for
transporting kit or for access for clients carrykigy The Director of CIDS described the

significance of the nature of firm activities foudiness premises choicdf they do need
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larger spaces to use a studio and so on, they aneiikely to locate somewhere that’s

cheaper where they can get a bigger space for loemst’.

This point was also evidenced by a couple of vargd advertising firms, with more than
200 employees, which had located outside the cdwntre in affluent suburbs of
Manchester. These were branches of internatiomaisfiand, as such, had a more local

remit, which may have encouraged them to locatesanburban environment.

7.4.2 Opportunities to purchase property

Firms from both of the case study sectors citecatsikty to purchase buildings rather than
rent office space as an advantage of being loaaiedf the city centre. This gave them an
investment opportunity and those in this positiancpased properties larger than they
initially needed leaving them potential grow-on sgaThe reason why we’re moving...

This head office as you can see it's a bit likeoaverted house as it were and it’s just too
small now in here is only two companies... so we weagtyone to be together so everyone
can work together see what they're doing and ehergt like that. So that's why we're

moving and obviously we want to expand and takeare people, more work. We haven't
got the space to do that at the momefittew Business Director, integrated advertising

agency, Sale).

In some circumstances, where a larger propertybeseh purchased, space was sublet to
other creative firms. This provided an opporturfidiy another income to offset risk and the
prospect of collaborationl ‘moved up here about two and bit years ago, angybbthis
building and then re-kitted, sub-let part of theemises to a TV production company,
which is great because they pay rent for this placé also | do all their pitch work which
we throw in... and get all their edit work, that’'swha@ works” (Director, production and

post-production company, Chapel Street, Salford).

Purchasing property also gave firms an investmppbdunity and more control over the
aesthetic and design of the office space. Thoskisnposition purchased properties larger
than they initially needed, leaving them flexihjiliand potential grow-on space. This is
divergent from the traditional view of property famences for small firms, who would be

seen as unlikely to purchase property due to thatility of their business. Whereas a
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larger firm would be likely to find a larger site énsure expansion, small firms would be
more likely to locate in “premises that give suHitt space for current activities, but little
margin for growth...sustained expansion normallyanserelocation” (Fothergill, Monk,
Perry, 1987:140). This would be likely to be cheanted accommodation on a reasonably

flexible lease.

It was admitted, however, by one participant that decision to purchase property can be
made unwisely by some businesses, as the bestriyrapeestment may not provide the
most amenable business premises and so the twatsmps may be in conflict:There
was a bit of a Hobson’s choice for us because nsinkess partner wanted to buy a
building and it needed to stack up from his poihview. He wanted a business in there
from day one paying rent with his sort of landladiat on. Now the fact that it ticked all
the other boxes meant that | was very happy faougeate our business home here, but
there might be situations where the owner of thi&img is the sole owner of the business
and so created their business there even thougloésn't make any economic sense”

(Director, advertising agency, Altrincham).

The Head of Production of a production company tase Stockport explained her
company’s aspiration to purchase property rathan tbontinue to rent. They had been
looking for new premises for a more than a yeHry6ur company is going to grow, you
need to have that vision for the future. The situathat we're in at the moment is not
ideal for us. We’re renting. We'’re spending a Iétnooney on rent at the moment and,
whilst we're expanding, it means that we have tetan another office, but though we

have been looking for premises to buy, the riglet jost hasn’t come along”.

The aesthetic value of the office space was alssidered important to some participants
who had invested a lot of money in getting the tritgok’. This did not necessarily have a
corollary in terms of a choice of location. The &itor of a communications agency based
in Bolton noted‘lt doesn’t really matter. As long as you have #pace, you can put your
own mark on the building”As discussed in section 7.3, areas like the Nantlq@uarter
were particularly advantaged by a stock of formedustrial buildings amenable to
renovation, but properties with character were tboat just in the centre but also in more
peripheral locations. Even in modern warehousirdyafice space, the firms had often put
their own resources into decorating the businessniges. As a participant based in a
managed studio complex noted/V&'re trying to create our own little aesthetic &er

(Director, location film and TV crewing company,lfead Quays).
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7.4.3 Access to managed workspace

During the course of the research, five managedksparces were visited in Stockport,
New East Manchester, Salford (the converted miltl ananaged workspace at the
International Media Centre at Salford Universitgalissed in section 1.3.3) and Salford
Quays. Nine tenants were interviewed as well asethmanagers of the workspace and two
local authority regeneration officers trying toadsish creative industry workspace. All of
the managed workspaces were outside of the cityegeaithough the two Salford locations
were in the Chapel Street area and within a coaplailes of it. The five different sites

varied in ownership and nature.

Managed workspaces tend to share some basic atrdstics. The units tend to be small,
with flexible leasing and shared support servid@sH,1987). They do, however, vary in
nature, activities and ownership. During the 198@se was significant interest in the role
of managed workspaces for several reasons. Theys&emn to be a lack of small industrial
premises due to removal of possible workspacekdrriner city by comprehensive urban
redevelopment policies. It was also acknowledgedhe time that small firms were

important to local economic development. Furtheemdr was recognised that redundant
industrial buildings could be reused as workspawesimall firms with the provision of

flexible letting agreements and shared service£(0887).

The cost was regarded as the chief advantage atidocin these spaces. As the Director of
a production company based in managed workspa&aliord commented,The reason
I’'m here is because it's cheapFlexibility was also seen as a key selling poiat
managed workspace outside the city centre. Alligatly offered opportunities for grow-
on space or, in fact, reduction of workspace deeendn availability: I'n one respect the
flexibility of workspace here is quite good. Youlydmave to give a month’s notice, so if
you suddenly find you have to decrease for whatex&son, it's not a problem here”

(Head of Production, production company, Stockport)

One mill, which offered business incubator workgpat Stockport in association with
Manchester University, was specifically marketed the opportunity it provided to
graduate into other workspaces in the same buildmgt connected sites if the business

grew: “You could go into the business incubation facflyyour first year and get all the
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support an incubator provides. Then once you fealwe outgrown that, you could move
to maybe our managed workspace, which is verybilexand then you could move to
within a few years to a stand-alone unit withinheit of the mills” (Economic

Development Officer, Stockport).

Communal services are a further advantage of managekspaces for creative industry
firms. The costs to the firms are reduced and tteay access better services than they
could afford on their own. As well as the convegef being able to access services on
site, firms benefit from a more professional imagel in the longer term have a greater
chance of survival (DoE, 1987). In the public-sedtmded spaces, the opportunity to
access business support and training was seen ashamtage. As the Director of a
production company based in incubator space in Hagt Manchester notedy 6u pay for
your space, but they provide you support and trajnand networking opportunities...so
I'd say that in kind support is quite Key

In the privately-owned converted mill in Salfordetishared services accessible to the
tenants were different to, for example, those ia timiversity incubator or within the
publicly-funded workspace, but were certainly otled value above and beyond the cost
of the space. The options for tenants to get tegethery Friday for a meal, the occurrence
of regular club nights and exhibitions and the texise of communal spaces were seen to
facilitate meetings and collaboration. One respahdehose production company made
short films and music videos, detailed the advasgag the following terms:A lot of the
other rooms are potters and artists and painterstisat was really good. It's a good
creative mixture here, quite bohemian. It's verngleack. There’s a club space downstairs.
We always wanted to do our own events, put onniidghts and | don’t think you could that
if you had a room in a glass office somewhe{Pirector, production company, Chapel
Street, Salford).

A broader range of activities being undertakendnants was felt to be an asset as there
could be more collaboration. For the tenants, faggitated the creative processn‘trying

to conceive of ideas to try and make movies anmtyhiwe can only draw on our own
ideas, that which we’ve learned or that of the edlive. The broader the collective the
more raw material we have to draw on and, in distyj that down into some kind of more
conceptual thought, you are more likely to creaimething unique through collaboration
than you will left on your own’(Director, production company, Chapel Street, Sd)fo

Three of the four tenants mentioned that they halhlaorated on projects or in pitching
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for work with other tenants based in the mill, whitelped reduce personal vulnerability
due to ‘safety in numbefs(Director, advertising agency, Chapel Street,f@d). The
proximity of collaborators, as residents in thelmiéduced the prospect of dishonesty as
their reputations would be damaged. Despite cotktiim in the mill, fostered by the co-
operative, grass-roots feel and regular eventse thas less evidence in the other managed

workspaces of collaboration between tenants.

There were, however, some drawbacks associated méthaged workspace. In some
instances, accessing the managed workspace hadchalenging and, for some of the
workspaces, gaining access to opportunities totéotlaere was only via fairly closed
networks. As the Director of a production comparasdd in the International Media
Centre at Salford University said, dnly got in because | was really, really persmtand

| personally knew the people and the room had lemepty for so long Furthermore, the
management of these workspaces can be regardedraonerous as vacancy rates tend to
be higher and there are a multiple number of tendbibE, 1987). Problematically,
providing workspace for creative industry tenargsai high risk sector because of the
possibility of a high turnover of tenants. In adbauthority in Oldham problems were
identified in encouraging developers to establigirkapace for creative industriesive
know that creative industry workspace is diffidaltdevelop, to let. It might be the case
that they’ll have tenants one week, but they woo'the next week or there could be a very
high turnover of tenants, so what we’re lookinglaing is whether we can establish some
anchor tenants in the development, so you mighe hlae creative industries being quite
transient and in and out but at least they’d haeens anchor tenants(Regeneration
Officer, Oldham).

In some peripheral areas there were signs that mgéiwas not as great as anticipated or
desired. In the managed workspace in Stockporsplaee was being offered to businesses
for free to encourage promotion of their site tlgiowhe creative networks of the business.
The tenant at the New East Manchester site had avgear's worth of workspace in a
competition. This conflicts somewhat with existikgowledge which suggests that the
location of managed workspace is considered impbfta its success. Small firms, and in
particular start-ups, are not likely to work funtilean 30 minutes from home so demand is
localised (DTI, 1982). Other issues related to fiocainclude access to grow-on space for
firms to graduate into as they mature, publiciging existence of the workspace and the
security of the area (DoE, 1987). This would suggbat, even if such policies are
successful at attracting creative firms into maxdagerkspace in the short term, this may
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not be particularly helpful in creating sustainagtewth for the firm or spillovers into the

economy and regeneration of the local area.

7.5 Constraints on agency

A couple of factors emerged during the intervieawsstiggest that the choices regarding
workspace were not made without constraint relatmghe cost of moving and inertia.
This is in line with the caveats of urban locatitbeory. A ‘perfect’ theoretical model of
behaviour is unlikely to occur due to a range aftdes including inertia, moving costs,
lack of information and path dependency (Balchin)l Bind Kieve, 1995). Moving was
regarded as very costly, particularly when partioiis had invested heavily in the design of
their current space, both in rented and owned esniThere are considerable costs
associated with moving, which is why there may dm@e inertia or lock-in in terms of firm
location. As the Director of an advertising agemdyich had been based in Manchester
City Centre for a year and a half explainel’s“quite a big leap for a company to move
from a premises...our rent trebled, quadrupled adyudlo actually find the premises we
went through the consideration of buy, we wentugfonumerous different premises that

we looked at. Eventually we came here. We designeédreated the space ourselves”

Once firms are located in a particular place, teedhts of a dense labour pool of skilled
workers may ‘lock-in’” and tie the firms to the Idica. There will be an unwillingness
amongst firms to relocate if it is necessary t@iretvorkers (Hall and Pain, 2006). The
sustainability of spatial clusters of similar amdated economic activity can be seen as a
result partly of “forms of inertia meaning thatnfis rarely relocate once they have

reproduced in a place” (Malmerg and Maskell 2002: 5

Related to this, there is some evidence of pattem#gncy. History did seem to matter.
Firms who had been based in their current propertysome time may have chosen the
location for reasons that were no longer as relgvaunt due to inertia were unlikely to
move. It was suggested by a couple of participtrasthe advertising agencies which had
settled in South Manchester in Cheadle and Didsliutlge past had done so due to some
influence of the areas being desirable, affluewt popular with the residential preferences
of young professionals. As trends have changedrtsagty living and regeneration of the
city centre has occurred, it could be speculated tihhese preferences have changed for
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newer firms considering where to locate. This wexognised by one responder@rie or
the two of the big agencies are completely out@ suburbs. | can only guess that they
have chosen to locate there as that's where thdye&n lot of young professionals, where
you'd want to live. Manchester City Centre has lmeea trendy place to live only in the
last 5-10 years. Previously everyone was wantingddk out in the suburbs as well as live

out in the suburbs(Director, advertising agency, Northern Quarter).

7.6 Conclusion

The availability and cost of business premises ne o@f the three most important
determinants of location for the 28 creative induéirms interviewed in the study. This
chapter has reported the results of a detailed evdion of the nature of business
premises being used for creative production. Thelifigs from the interview data
supported existing literature in suggesting thatace areas had concentrations of creative
activity in Manchester and that the availability lofv-cost space had been a significant
aspect of this. Historically, a number of spaces éimerged as sites of creative production
and consumption and this chapter has particulaxbdkéd at the Northern Quarter. This
case study has supported previous research (ettprii2006; Markusen, 2006) which
identified that, historically, creative industribave clustered in transitional areas where
the decline of the area had opened up opporturiitiesccess cheap space in the urban

fringe and inner city.

Evidence was found to suggest that certain partiseo€entre of the Manchester urban area
had been subject to processes of colonisation @mdrification. The sustainability of
creative business premises in Manchester City €ehtrd to a certain extent been
undermined by extensive recent development. Thppats evidence in the literature
(Zukin, 1988; Hutton, 2006), although it is in aye@lifferent context, i.e. not in a global
city, but instead in a regional city which has wugd@e intensive physical regeneration
following a period of decline. This parallels thadings of Cameron and Coaffee (2005)
who suggest that the city-living agenda and urlearaissance strategies have put creative
spaces under pressure. It is suggested that clpeap & under threat in the central area,
partly due to extensive regeneration and also lsecaftiresidential development. This is
similar to the process of ‘industrial gentrificatipidentified by Pratt (2009), in which only

the best-performing companies can afford the higipgrty prices of these areas. It is also



Chapter 7 168

linked to a neo-liberal commodification of culturned to using opportunities for cultural
consumption to attract residents and visitors, twhittimately undermines the spaces of

creative production.

At the same time, however, the findings suggestad ¢ost was by no means the only
consideration in how firms experienced the valupasticular spaces. The development of
the Northern Quarter, for example, was found toabeomplex process, with this area’s
popularity for the location of creative industrynfis being attributed to a range of factors.
These included the aesthetic appeal and utilitthefbuilt environment, proximity to the
city centre and key transport nodes, a historyrehtive production and a ‘cool’ image

associated with the sites of counter-cultural comstion.

Firms were also found to have adopted risk managemsteategies with regard to their
choice for the location of their business prem&est related to cost. Purchasing business
premises, or an aspiration to do so, was very camrmamongst the sample. The
participants who had done this aimed to offset bigknvesting in property and providing
themselves with an opportunity to sublet. This ifigd seemed to diverge from the
literature where it was suggested that small firmhge to their precarious economic
circumstances especially if established only rdgemnwould be unlikely to purchase
property (Fothergill, Monk and Perry, 1987). Thare some problematic implications of
this trend. Finding a suitable property to invesinay be at odds with finding the optimum
business premises for the firm and would be likelynvolve a trade-off in this regard. It
may even result in a degree on inertia and loc&srfirms would be less likely to move
even if they expanded or contracted in size. Mogeow the current economic downturn
those firm directors who had already purchasedniessi premises may have suffered

losses.

Despite some sectoral difference with certain faumd television firms more likely to
require a large space, such as a facilities origtsggace provider, the main differences in
behaviour seem to cut across the two case-studgrsedhis would suggest that firm size
and function are more likely to dictate locatiorefprences. Firms which were highly
specialised, in this case with a strong ‘creatpr®file and orientated by profit and growth,
were more likely to locate in the city centre taegs the urban market. It may be that
smaller, less well-established firms are not ableadcess business premises in the city
centre due to processes of ‘industrial gentrifanaiti Larger firms or firms in need of a

large site were more likely to avoid the city cefgrhigh costs. Within the sample this
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included firms which required a large amount ofcgptor their activities, including a film
studio and facilities firm. It also included firmgho had purchased property and wanted

flexibility to expand.
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8 The place-to-be?

8.1 Introduction

The previous chapter considered how the cost gbgatyp and land affected the location
decisions of creative industry firms. It confirmédat access to affordable business
premises constrained creative firms in their chatdocation, in a similar way to other
small and medium-sized enterprises, but with paldity acute issues around flexibility
and the nature of the space available. This chageats with the second of the three
determinants discovered to be most important ferséimple of creative industry firms in
this study. It explores the way in which more irgéate place-based factors were important
to creative entrepreneurs in selecting a locatmmttieir business and the nature of the
location this dictated, in terms of a central orenperipheral site. The focus is particularly
on place reputation which was found to be closelsited by respondents to other factors
relating to quality-of-place. As well as the imagé the area, it was connected by
participants to ambience, opportunities to consauairiral and leisure amenities and, to a
lesser extent, residential preferences. The chaptelertakes the same approach in
exploring the empirical data as in Chapter 7, usimgresults of the 28 semi-structured
firm interviews as well as information gatherednfrthe 18 stakeholder interviews.

As established in Chapter 6, the creative indufstnys in the survey gave a high ranking
to place reputation as a determinant of locatiod @nemerged as the second most
important asset considered by firm directors, tgkoth advertising and film & television
sectors together, with a score of 61 representthd% of all the weighted mentions, as
shown in the extract in Table 8.1. This masks dhifiee between the two sectors, however.
Place reputation was markedly more influentialha advertising sector than in film and
television, with scores of 17.6% and 9.8% respebtivThis may be a result of differing
industry structures, with the film and televisiamdustry more vertically integrated and
reliant on linkages to large organisations like BBC and Granada. The nature and
importance of linkages for both sectors will be lergd in more detail in Chapter 9. The
related factors of ambience, leisure services atslamd cultural infrastructure were also

more important to the advertising sector.
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Table 8. 1: Determinants of location relating to phce

FACTOR WEIGHTED NUMBER OF WEIGHTED % OF
MENTIONS TOTAL

A F&TV Both A F&TV | Both
Reputation 43 18 61 17.6 9.8 1413
Ambience 25 12 37 10.2 6.6 8.1
Leisure services 17 4 21 7.0 2.2 4.9
Arts and cultural 8 4 12 3.3 2.2 2.8
infrastructure
Housing 1 6 7 0.4 3.3 1.6

Source: Table 6.6

Table 8.2 revisits the factors which maybe assediatith a ‘people climate’ and sets out
the spatial logic in terms of a more central or enperipheral geography that it may

dictate.

Table 8. 2: Factors relating to quality-of-place ad their spatial rationale

FACTOR ENCOURAGING CENTRAL ENCOURAGING
LOCATION DECENTRALISATION
Reputation Image/brand of urban centre. Afflumrigurbs

Place attachment

Ambience Buzz Liveability

Opportunities to consume and accgsAccess to the countryside
cultural and leisure services

Residential City living Suburban/rural feel
preferences

Source: Own analysis

Building on the literature review of Chapters 2séction 8.2 introduces the notion of a
‘people climate’ and highlights some of the centaajuments surrounding a spatial
rationale for this. Section 8.3 reviews the empirfindings in relation to the assertion that
the city centre is considered the ‘place-to-be’ Greater Manchester’s creative industry
firms and reviews the importance of place reputaémd image to them. Section 8.4
explores the quality-of-place reasons that leaddito locate in more peripheral areas. The
final section summarises the main findings, paléidy drawing attention to a possible role

of the ‘escalator effect’ in carving out a niche kanchester’s appeal.
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8.2 A‘people climate’?

As discussed in section 2.4.3, there has been dmmasile renewed interest in the
arguments surrounding the influence of place-bdaetrs on economic competitiveness.
The determinants of location necessary for a ‘peafimate’ tend to be more intangible
and may be associated with the amenity and leppertunities offered by the city centre
(Florida, 2002). These advantages include acceastigcand cultural infrastructure and to
leisure services, buzz, ‘trendy’ place image, agdoaving preference for city living. There
is, however, lack of agreement in the literaturet@ghe spatial logic of this ‘people
climate’ and alternatively some literature (for eyde, Glaeser, Kolko and Saiz, 2001)
suggests that quality-of-life preferences may dectamore peripheral or suburban location
guided by opportunities for shorter commutes argleegarking, by the desire to fulfil
residential preferences and access good publiccesnand by place attachment. Referring
to the US context, Glaeser (2004 2) asserts thigtsuburban lots with easy commutes by
automobile and safe streets and good schools amdtdges” are more important in
determining the location of creative, skilled indwals than for other people. These ideas
are echoed by UK studies (Lee and Murie, 2004; Teayand Bradley, 2007) which point
out that it is likely that the recent boom in cagntre apartments is insufficient in trying to

create the residential amenity demanded by theiceeelass.

The preferences associated with place-based faaterbkely to vary with characteristics
of the firm. As with the factors relating to spaeamined in Chapter 7, firm size is likely
to be particularly influential. Musterd and BakK007) suggest that firm size dictates the
relative importance of softer amenity-focused adwges or harder agglomeration
advantages to creative industries. This is likelyatfect firm choice of location. Musterd
and Bakker (2007) hypothesize that self-employeshtore workers are likely to work
from home at least initially, so that their chomfelocation is influenced by their personal
residential history. For some people, especiallungp single adults, the latter may be
associated with the ‘place-to-be’ as an area withigh level of urbanity, a mix of
functions, tolerance of alternative lifestyles, egxto cultural facilities and ease of face-to-
face meetings. They suggest, however, that ifés&ential history of the self-employed is
more associated with other types of households,ef@mple those of families with
children, then alternative amenity sets may be miomgortant. They propose that, for
larger firms, decisions taken regarding locatioli a@ more ‘distant’. This, they contend,

results in more of a cost-benefit analysis takiteg@ which is likely to preference the role



Chapter 8 173

of agglomeration economies including accessibiligx incentives, available qualified

labour, connections and forward and backward liekgd@/iusterd and Bakker, 2007).

In terms of a firm’s activities, it is suggesteatlhabour-intensive firms are likely to cluster
in the city centre whereas capital-intensive firans likely to decentralise (Scott, 1982).
High-profile, growth-orientated creative industiynis may require a central location to
fulfil staffing requirements. If human capital isobile and is orientated by city-centre
consumption practices and lifestyles, then firmghaf kind may locate in the city centre to
attract them. Firms which are highly specialisechwgh-orientated and have a strong
‘creative’ profile are likely to locate in the citentre to access the strong brand reputation
of the place. This reputation would be crucial jugt for attracting high-profile clients, but
also for recruiting the suitably skilled staff fameir firms. A central location will help
firms to meet the preferences of skilled workers diy-centre living and consumption

opportunities.

Industrial location theories would suggest thatréhbas been some decentralisation of
more routine functions (Scott, 1982). These fumdiare less likely to need the most
highly skilled, creative employees and decisionsy m&so be in line with residential

preferences for liveability. The next section exaesi the case-study’s evidence that
supports the idea that softer location factorsgyesfce the city centre, while the following

one looks at aspects that preference less ceotaions.

8.3 The city centre as the ‘place-to-be’?

This section is in three parts. The first examitmesreputation of the city centre which was
seen as the most important place-based factor, tvéhparticipants identifying a strong
brand image, crucial in attracting staff. Skillsoghges have been reported by creative
industries in Manchester (Manchester Enterpris@872and the participants did identify
problems in attracting suitably skilled and expeced staff. Often firms in the city centre
recognised that they were competing with the ogpaties of London and saw this as a
challenge. In terms of client perceptions, a ciéyice base was seen to increase the

possibilities of attracting the highest profile WorSecondly, the section explores the
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‘Manchester brand* which was seen as useful to these processes. ifftsige has
developed both organically, with a longstanding oasdion with counter-cultural
consumption and production, and more formally vathice branding by Manchester City
Council. Thirdly, it details how the ambience ofyecentre environments, often described
by participants as ‘buzz’, was seen to augmentatheintages of a central location. The
existence of a strong cultural infrastructure amel availability of leisure opportunities in

the city centre were regarded as being importaraittoacting staff and clients.

8.3.1 A city-centre brand?

Reputation relates to both business and persootr§asince the reputation of a location
may refer to either the ‘place-to-be’ to set up rybusiness or the ‘place-to-be’ to live
happily (Wenting et al, 2008). In analysing theemtews undertaken with the sample of
centrally located firms, place reputation emergeatimmore as a business factor than as a
personal preference for city-centre living or cangtion. In particular it was seen to
advantage the firms in their access to skilled lmband work and in meeting the
preferences of employees and clients. As the Qireat an advertising agency based in
Manchester City Centre explainéddvertising/PR etc are ‘sexy’ industries. They\aue

on the mystique and cachet that surround them. sBxéer and high-profile the city: 1.
London; 2.Manchester, the better. This is the weat tlients think, so our choice of city

reflects our clients’ preferences”

2 A brand is name, sign, symbol, slogan or anythimat is used to identify and distinguish a specific
product, service, or business. To compete in mdobaljised arena new themes have emerged in urban
regeneration and a popular thread has been thatf@ti®r employing re-imaging strategies. It ispledl that
this process will result in a strategic inspiratioinnew attitudes to the city by outsiders, suclbasiness
investors, and also by its indigenous populatioccakding to Basset (1993: 1779) place marketinglires
“the reworking of positive elements of local hegigato construct an image of a new post-fordist,
consumption-orientated city, attractive to inwangdstors, and with a good quality of life for extees,
managers and skilled workers”. Place marketing lanashding strategies tend to be associated withuiailt
strategies including cultivating flagship arts gais to events programming and marketing campaigmese

is a significant collection of existing literatureviewing place branding strategies for examplenivall and
Rawding, 1996;Gibson, 2005; Harcup, 2000; Paddisb®93. Manchester, in the spirit of urban
entrepreneurialism, set up the Visitor and ConwenBureau in 1991 tasked with creation of a nevporate
identity for the conurbation. This has tended touf on ‘big city’ imagery emphasising the vitaldynd
cosmopolitan nature of the city centre (Bramhald dRawding, 1996). Thus the ‘Manchester Brand’
emphasises the core of the conurbation in ordetttact business and visitors, in particular constion
opportunities such as shops, theatres, bars atairasts. It has tended to have been built upogésaf the
successful 1980s music scene, even using représestaf this period to help market the city sushPaeter
Saville.
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The interview also showed that firms with more tkeawork and high-profile clients
considered a ‘cool’ or ‘trendy’ image more impottéman did firms with more routinised
work and localised client bases. This was alsotisuecertain extent of film and television
companies located in close proximity to the andons of the BBC and Granada. In
terms of client perception, especially where therevn competition with London-based
firms, the firms felt they had no option but todde in the city centre to be taken seriously.
As the Director of an advertising agency in thetNem Quarter commented, fQhe one
hand, we could probably look after the clients wekl after from a farmhouse in
Blackburn, but from the point of view of being rgaised for the right reputation or brand
we have to be in the city-centreThis confirms some of the ideas explored in Céagt
As discussed there, ideas of brand and reputateoften rooted in the local and products
often possess a cachet that is directly associatgdtheir point of origin (Scott, 2001).
For most of the advertising firms, this was consgitl by a city-centre base, for example in
the Northern Quarter (the history and charactesstif which were discussed in depth in
Chapter 7). This supports some existing literatwkich suggests that particular
neighbourhoods become an important factor for tleeesss of the business because of the
way they reflect the image of the company (Helbtet898).

Although the reputation of Manchester and the opymities to enjoy city-centre
consumption were ranked highly, it was their instemtal value, in terms of staff and

client attraction and retention, rather than megpiarsonal preferences that was important.

8.3.2 Marketing Manchester

Turning to the importance of some kind of ‘Mancleesbrand’, many of the study’'s

interviewees drew on positive images of Manchestbich they perceived as enhancing
their business profile. Most firms and agencies et negative attitudes were changing
and that the region now had a competitive advantage other places in terms of a very
distinctive identity. Some of them suggested thatdity had associations with glamour, as
in ‘Glamchester’ (Mellor, 2002), and had a strontage which had been well promoted.
Several other participants compared Manchesterufaldy with other Northern British

cities, regarding it as the UK’s second city foeative industries. As the Director of an

advertising agency based in the Northern Quartertga out, in clients’ perceptions it
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works very well to be from Manchester. We mighthesaper. We might be fresher. We're

not the same old faces from London”

Participants mentioned both informal and more fdrmegresentations of the city. As
discussed in Chapter 6, the ‘Manchester brand’bdess developed by the City Council
particularly over the past 10 to 15 years. Indigenoultural entrepreneurs have played an
active role in shaping Manchester’s identity. TH#97 branding slogan of Manchester
slogan ‘We're up and going created by the £2.5liaml Manchester Marketing
Organisation was criticised by the so-called ‘MarGroup’ (as in ‘you cannot be
serious’) which was made up of prominent cultunair&preneurs including Anthony H
Wilson, Tom Bloxham and Peter Saville. To overcdiie criticism, more recently there
has been collaboration with Manchester’s culturgtepreneurs to help formulate branding
strategy. Peter Saville, co-founder of Factory Resavith the late Anthony H Wilson and
designer of record covers for Manchester’'s mostisrbands such as Joy Division, was
commissioned by the City Council to develop a bnagdstrategy for Manchester. The
‘Original Modern’ brand was designed to represaatitlentity of the city as the birthplace
of the industrial revolution. In the choice of tag, developed with business and civic
leaders as well as residents of the city, Savdld that Manchester’s history “could not be
overcome and erased” as it was the “foundationcapital of the brand” (Ottewell, 2004).
This brand, it was hoped by the council, would posi Manchester as an international
city. As Councillor Pat Karney maintains, “This ‘tsarts for art's sake. We are a global
economy and the main aim is to bring jobs to tty’ ¢Donohue, 2004).

This suggests that the attributes of the ‘Manchdstand’ which the participants of the
study recognised as having a positive contributmriheir business were made up of a
combination of deliberate branding and more orgamitions of place image. The
reputations of Manchester and the North West weyganded as important, with
participants drawing on historical associationgwmtusic and the idea of Mancunian civic
pride and a self-confidence demonstrated througladggier’. The recent regeneration and
the discourses of rebirth and reimaging had aloenced the opinions of participants and
were frequently cited as an advantage associatéd l@gation in the city. According to
respondents, these images seemed to have changeg@tms of the city. In the words of
a Director of an advertising agency in the North@urarter: Manchester is cool to them...
A lot of the marketing and design managers likefétoe that there’s a sort of rub off that
it's a happening place that isn’t London. So whegytrecognise that we can do what some
of the London agencies do, that we’re in Londomewseek but we happen to have that



Chapter 8 177

aura of sort of Northern freshness, they reallyteuike that”. The ‘creative city script’
can be seen less as being about creativity and rabout place marketing and
consumption (Catungal et al, 2009). Whilst this rhaye brought some business benefits,
in terms of a reversal of some negative perceptafnthe city, it is also paradoxically
associated with the processes discussed in theHagter, which are preventing creative
firms from accessing city-centre business premidess suggested that within an
entrepreneurial style of governance not all actoes likely to be equal (Catungal et al,
2009).

Furthermore, there was still seen to be some rantasuspicion of Manchester and the
North, particularly from London, and both of thesesstudy sectors were regarded as
London-centric by most respondents. As the Directbran advertising agency in the
Northern Quarter noted;There’s a limit to the type of clients that are &éadsn the North
West. There’s a type of client that obviously amints to deal with agencies that are in
London”. It was confirmed by other firms that many, partarly Southern-based clients,
preferred a London-based agency. As another adwvgytagency Director based in the
Northern Quarter explainedThere are clients that still think that, unlessytie got a
London agency on their books, they can’t compet@mally or internationally in terms of
their market position...there’s that kind of feelith@t we must go to London because we

haven't got the talent here, but that's nonsen$g”

8.3.3 ‘Buzz’ and city-centre consumption

For creative firms located in the city centre, agmige, particularly in terms of a feeling of
buzz, was mentioned frequently accruing 8.7% ofttii@ weighted responses for the case
study sectors as shown above in Table 8.1. As pldbe reputation ambience was more
important to the advertising sector which scored?%) compared to 6.6% for film and
television. Ambience was also linked to the pravisiof sites of cultural consumption
including restaurants, bars or music venues, asasdb formal cultural infrastructure. As
the Director of an advertising agency in the ceytre of Manchester describedVé are a
creative design group and inspiration is needed\etiene you walk out the door and that

wouldn’t happen in the countryside at all. We néede in a happening, trendsetting,

% The relationships and interactions of the firmghvkiondon will be explored in greater depth in Clea9.
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artistic and inspirational environment for our teaamd that lends itself to our clients”
This supports the view of Bathelt et al (2004: 88)o refer to buzz as the “information
and communications ecology created by face-to-fam#acts, co-presence and the co-
location of people and firms within the same indpaind place or region”. Basing the firm
in a vibrant area was considered important forf stiifaction and retention, as well as for
the image of the company. As the Director of anestising agency in the Northern
Quarter commentedPeople like to think that they are working withhappening agency

and also the buzz of the area is important forfsttentior.

The feeling of buzz was also explicitly relateddarticipants to the recent regeneration of
the city centre. Discourses of reimaging were fegly mentioned. As the Director of an
advertising agency based in Manchester City Cesxptained,"Our clients want to work
with people who are in somewhere that's moving &odwthat’'s visionary, and growing.
Manchester, as a city, sits very well, in termsetiios and vision, with the creative

industries in terms of what they are trying to dmlavhat they are trying to achieve”

In the city centre’s Northern Quarter, the ‘buzeémed to be tied into the sites of counter-
cultural consumption, which the participants lodatieere saw as a ‘Hoxtony thing’. The
young highly-skilled professionals whom the firmerer attempting to recruit were seen to
have preferences for city-centre-orientated consiampMany of the firm directors had
started out in other firms and keenly understocal dbsire of their staff for city-centre
consumption. As the Director of an advertising fimmthe Northern Quarter saidAll of us
have experience of working in sheds on motorways thare’s nothing to do and it's
chronic and in a creative business you need petaple able to go to galleries, to shops,
just to go out and see what's going omks another Director of an advertising agency in
the Northern Quarter put itYou spend 8-10 hours a day every day at work; yeed
everything else to sit with it. You wouldn’t gedttin the middle of nowhere”.

The nature of the industries often involves longkirtg hours (see Chapter 3), so access to
city-centre amenities was regarded as part of getadf for this. Factors associated with
agglomeration, such as the city centre having @eutnation of employment opportunities
and being the node of transport links, were alspoirtant in influencing the decisions of
workers, so it is hard to separate one aspectroepgons of staff motivation from the full
range of factors. It was frequently mentioned tiighly skilled and creative workers tend
to congregate in large urban centres, where theeha jobs is greatest, producing the

benefit of dense local labour markets. This sugpthre view of Scott and Storper (2003)
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who say that firms strive to achieve flexibilitytineir use of labour and thus need access to
a large and variegated pool of specialised taliéns logical for specialised workers to
locate where there are a range of employment opptigs. As the Director of an
advertising agency in the Northern Quarter notdédydu’re a creative agency based out in
a shed off the M62, you will struggle to get thstistaff. It's as simple as that. Being in the
city centre gives you the best shot when recruiting getting the top and better quality

designers and creative individuals because everjikes to be in town”

The Director of an advertising firm in ManchestetyCentre noted;lt’'s hard enough to
attract creative industry workers to Manchester ofitLondon never mind to anywhere
else...They want to be working in a buzzing, hapgeoaol! city”. This supports research
which identified skills shortages in Greater Margibe for creative, digital and new media
firms. Around 8% of firms reported hard-to-fill vacies, which constituted 43.2% of all
vacancies. Particular skills shortages were foumdsactors requiring a high level of
technical skill (Manchester Enterprises, 2007). Ukeinnovation survey found that a lack
of qualified workers was identified as a bigger stosint on innovation in the creative
industries than in others (Work Foundation, 20089.many creative industry firms are
small and flexible, there is little incentive taitn employees as they are likely to leave.
Since the competition for skills is acute in thgiom, firms requiring highly skilled staff
have to establish a competitive position, whiclhest fulfilled by the benefits of the city

centre.

Most of the firms interviewed also relied on langembers of freelance staff which they
employed for particular projects. Recently a suna@y creative industry firms in

Manchester confirmed that over half of them useélénce staff. Overall, in the creative,
digital and new media sectors, freelance work aifiesnployment represented almost a
third of the employment (Manchester Enterprise$,720These freelance staff tended to be
used on a regular basis and were nearly always knogforehand or recommended.
Creative workers with different skills will oftenosk together on a short-term, project-
orientated basis. This entails with it the needmark in “flexible systems which are

supported by varying degrees of networks” (Turad®BQ2 553). As freelancers would be
working for a variety of firms on different projactthe accessibility of the city centre and

the richness of networks there offered an advantage

It was found that cultural entrepreneurs with calhtflocated firms accessed the quality-

of-life advantages associated with peripheral atgasesiding in the suburbs and rural
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areas. Indeed, none of the 28 participants livelamchester City Centre and their staff
also tended to commute into the city centre forknather than living there. One agency
noted that they targeted employees working in Lon#do were originally from the

region so as to get them to return for lifestyleferences. City living did not seem to be a
feature encouraging city-centre firm location anaentral Manchester there are emerging
problems associated of the oversupply of high-esidential developments. It has been
claimed that 70% of flats there have been sold rieafe landlords. Without tenants,

landlords have resorted to sale with up to 40%eegdlorthwood, 2008). This supports
findings of the study by Wong, mentioned in Chaj@&ewhich found quality-of-life to be

secondary to traditional local economic developnfastors, or at least something that

could be achieved by a willingness to commute.

Firm directors, with their offices based in theyatentre, saw locating in Manchester, as
opposed to London, as enabling them to accesstyodlife advantages like good
schools, access to the countryside and liveabitgording to them, this was also the case
for some of their staff. As the Director of an adiging agency based in Manchester City
Centre explained;The other place we are attracting skills is wileople relocating out of
London when they want to have families and com& tmatheir roots and settle down and
we’'ve attracted some really strong people that wayhis could be seen as having
characteristics of the escalator effect as idetifty Fielding (1992), in which the young
skilled workers are drawn to London early in thaareer, but later in their lives they may
‘step off’ the escalator and cash in on the somability achieved by their stay in the
metropolis. A study by Devine et al (2003: 507)toeth on younger workers returning to
the North West and found an unexpected patterhei tesidential preferences: they “did
not live in a rejuvenated Manchester and its tresdlyurbs. Rather, they lived in semi-
rural and rural localities, close to family, fries)drain stations and motorways — in the

region”.

8.4 The peripheral as the ‘place-to-be’

This section reviews the empirical evidence regaydilace reputation and quality-of-life
influencing location in less central areas. Firsiflyexplores whether more peripheral sites
could possess a strong place brand. Secondlyxtdrame of the Mediacity UK site, based
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in the Salford Quays, is examined. Finally, the eiogl evidence of firms locating outside

the centre to achieve liveability is reviewed.

8.4.1 Place Reputation

The advertising agencies in the more peripheraptanaside from those in incubator and
managed workspace, tended to be clustered in afflidurbs such as Didsbury in South
Manchester and Sale and Altrincham towards the I@tee®oundary. Two of the very
large advertising agencies were based outsideeotitly centre in affluent areas, one in
Didsbury and the other in Prestbury in Cheshiles fnteresting as...the biggest agency in
town is in Prestbury, but they attract a certaipgyof person because they’re in Prestbury
and there’s a lot of snobbery attached to th@tlanaging Director, advertising agency,
Manchester City Centre)lhese areas are in line with the residential pegiegs of the
affluent professional classes. As the Operationgedr of a large advertising agency
based in Didsbury statedWe want to have a flagship address that are cliam®y
coming to”. This was echoed by firms in the film and telemssector. The Director of a
digital video and production company with a homgcefbased in an affluent suburb of
Bolton noted that, Maving this address gives us credibility when dBeomome here
because it's a big place in an expensive area sopleethink they must be doing
alright...People do respond to what they see arotedit. In these instances it could also
be seen that the size of the agency could suppeetipheral location as the identity was
provided by the company brand. Both these agenwsiee also branches of larger

organisations.

Firms based outside the city centre, however, stil themselves as Manchester-based
and were able to tap into a sense of the ‘Manchbséad’: “In terms of reputation, having
the Manchester address was important. Even thouglhrewot in the city centre, we felt
being associated with the city was important beeatis got quite a good reputation for
our industry sector” (Director, advertising agency, Altrincham)lOne participant
demonstrated the extent of this by comparing ie’é location in Bolton in much more
favourable way to locating in Blackpooln“an industry like this the place is important. If
there was a post-production facility in Blackpoof.l.was going to go and work there, |

would be very careful. | would be wanting to seéwould screen it very carefully, It's not
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a traditional centre for post-production(Director, film and video production company,
Bolton).

According to a few interviewees, place attachmdést played a role in business location.
This was particularly true when the identity of fhlace the individual originated from was

seen as distinguishable from Manchester, as indhse of the same respondent from
Bolton: “So we have clients all over the world, but we'rsdzhin Bolton because I'm a

Bolton lad, but | guess you could also say it'saghebut why should | come to Manchester
when | can stay in Bolton and it's dead cheap atsdviery near?”(Director, film and TV

production company, Bolton).

Nevertheless, for the firms located outside thg céntre from both sectors, there were
aspirations for a future move inwards as a wayaufsting perceptions to achieve higher
profile clients. As the Director of a communicasogagency based in Bolton outlinediré

we going to move to the centre of Manchester? Yesgibly in the future. Because we’ll
increase our profile. People looking for our typeservices look to central Manchester
before they look at Greater Mancheste& city-centre move was also considered for
overcoming skills shortages, which might be proldgmfor business development. The
Director of an advertising firm in Altrincham whidiad been trading for just over two
years admitted that a move to the city-centre mighnhecessary for accessing particular
staff: “I'm going to need to develop the business. In Hmesway that people travel into
London to be a part of the London scene, therets lof people in our industry,
particularly in the younger age brackets, who wihnt to be in the city centre and I'll
have to weigh that up against my own personalsteiéiss of being able to come to work in
5 minutes” This was also the case for a TV production complased in Stockport,
which had been looking for more central businessnises for at least a yealf ou are
based in the city centre it is easier to get people’'ve found that most people in the city
centre are probably working for the bigger broadesis because you’'ve got Granada and
the BBC obviously and it does make it easier favppee If we were based in the city
centre, we would probably find it easier to attrgmople” (Head of Production, TV

production company, Stockport).

Like the advertising industry, the film and telewgrs sector was considered very image-
conscious. Outside the city centre but regardeghassessing a strong brand was the
Salford Quays area, which was the site of a clusteactivity with a strong image and

cachet augmented in recent years by the MediaCKydevelopment. The ‘snobbery’
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associated with having the ‘right’ address wasegien a number of occasions. Several
participants mentioned this, including the Directafr a location film and TV crew
company based in a studio complex next to the Matissite who commented;The fact
that we have a Salford Quays address rather tharEeries?® address is snobbish, but
important”. The next section explores the ways in which the i@édyUK site has been

marketed to try overcome location in the periphery.

8.4.2 Attracting workers to a less central site: MediaCiy UK

The planned BBC move to the Salford Quays by 20b2iges the source of an interesting
case of efforts to attract staff to a less cersital It can also be used to examine the use of
place branding in promotional material aimed ataating new creative firms to locate in
proximity to the BBC and at persuading the BBC vapskto relocate from London. It is
proposed that 1,800 of the jobs based in Londohmalve with the relocation of CBBC,
CBeebies, Five Live, BBC Formal Learning and BB@i$pAccording to the MIDAS, the
investment agency for Greater Manchester, the BB@Wems set to bring £1bn to the
regional economy over five years and work oppotiesifor 15,500 people, as well as
space for 1,150 creative and related businessd3ABI]I no date). The choice of the site in
Salford, instead of the other main option of Marstbe City Centre where the BBC
already has a presence, is thought to have bekremaed by cost implications and the
presence of a ‘rent gap’ (Christophers, 2008). BBE is also seen as the anchor tenant

for the site, which is then hoped to attract crxeatndustry talent.

A couple of the interviewees drew on the media mespof the discontent of broadcast
workers from the BBC in London being asked to ratecdo Salford. One explained their
reservations with the hype in the following termMikve seen the building and it looks

marvellous. Yes, If they move up (and | think jtesels whether people who live in London
want to come and live in the North) if they move iipvould be a great benefit. I'm

involved in a community media group here in Salfofdey are the natural people to
supply staff to the BBC. | don’t know if that wilippen, I'd love it to happen. But | think

what will happen is that people will travel up frdnondon on a Monday morning and

%6 Eccles is a town in the metropolitan borough dfc®d, 2.7 miles west of Salford town.
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travel back down on Friday afternoon. | hope it sio# (Director, production company,
Chapel Street, Salford).

Press reports would seem to confirm this suspieioth have caused some anger locally.
They include the announcement of ‘gold-plated’ catoon packages of £46,000 worth of
free rent and bills for London staff making the rad®winford, 2009). Staff are being
offered £1,900 per month for up to two years toezaent, utility bills and a weekly return
journey between Manchester and London (Wylie, 2089¢n so, only about 50 percent of
staff are expected to make the move. Matthew Smeksearch director at the Taxpayers’
Alliance, was quoted as saying, “Maintaining thendon weighting for staff no longer in
London, providing handsome payments to cover eymysible moving expense and
guaranteeing staff against falls in value of Lontlomes, these are a slap in the face to the
ordinary taxpayer” (PA Mediapoint, 2009). Anothesnumentator also questioned the
plans: “Why doesn’t the Beeb just call them ‘hardgbayments’ and have done with it?
I’'m only surprised it hasn't granted staff an allowee for the purchase of a flat cap and

insurance against being bitten by a whippet” (Hun£009).

The campaign behind the relocation to the MediaGitg by both BBC workers and
regional independent firms has been marketed hea¥gencies involved in this process
have included MIDAS, North West Vision and the NMowest Development Agency. As
well as highlighting funding opportunities for reltion and other support available, the
image of the region has been sold in a number gswRromotional material describes the

vision for the area:

A new network of tightly knit streets, squares éuallevards will cascade
down into a huge waterfront piazza, a place to w#te sunset, enjoy a drink
or a concert, and have some great conversationdiaklgy: UK based at

Salford Quays is Manchester’'s waterfront. It enjaljghe benefits of the city-

centre, with the space for an explosion of new mexuid creative industries
(MediaCity:UK no date: 1)

Another piece of promotional material ‘Make it inelchester’ describes the selling points
of Manchester (Northwest Vision, no date). It hights the abundance of culture in
Greater Manchester, which “boasts more than fiftyseums and galleries and has the
largest concentration of theatres”. The materiggests that Manchester performs on a
cost basis too, in terms of housing and the co$iviolg, giving incomers “more bang for
their buck”. Further to this, access to the cowitly and the high quality of city-centre

consumption in the form of bars and restaurantsaal@ highlighted as advantages, along
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with easy access to London by train. They also fulypprovide translation of some
common phrases likely to used in the North Wesef@mple “Wilt ave gill wi me. Would

you care to join me for a drink (alcoholic)”.

Despite the reservations quoted above, other relgms were cautiously optimistic about
the development of the MediaCity site. For instariee Director of a production company
based on the Oldham Road Corridor in New East Mesteh said: Manchester has quite

a lot of energy around its strength in the creatiwvel digital industries and its future with
MediaCity and things so there’s a lot of buzz ambdimat and a lot of energy around the
sector because of that”

The views of the participants of (London-based $nperceptions of Manchester and the
North West are explored in greater depth in ChaPteslongside the relationships with
London and international markets, suppliers andvokds. The next section looks at
whether opportunities for increased liveability tedocation in the periphery.

8.4.3 Liveability

Markusen (2006: 1292) suggests that some creatorkens may “trade off being where
the action is” for improved liveability. This magsult in a decision to locate in a suburban
or peripheral business location in line with resiild preferences. Although it was
mentioned in a couple of instances above thatdiarrangements had guided the choice of
business location, this was not common amongspémngcipants. Only a handful of the
firms based in peripheral locations had made tiedisions partly in line with residential
preferences, working near to or from home. As ihectbr of a firm based in the periphery
explained, The other director and | both live no more than rthutes away from the
office. As a new business, spending the time thadwin the office or at work meant that
having an office down the road was a very imporgement to the success in the early
days of the business. It can be simple thingghikealarm goes off and one of us has got to
go and sort it out and, if it was an hours driveagwor forty five minutes drive away, it
would be a pain and you don’t need that when yowaoeking flat out at the start of a
business. So we wanted somewhere within a stohetvtfrom home” (Director,

advertising agency, Altrincham).
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In general, the lack of consumption sites and sesviwas not viewed as particularly
problematic for firms outside the city centre. Getent with the findings of Markusen

(2006), they had traded off these amenities tosscaéfordable space. Firms often viewed
access to city-centre leisure services as ade@matea handful of firms used city-centre
spaces and venues for events, meetings and sigali&s one respondent explained,
“Thinking back to how we started out, it was go@d there was that much going on as far
as music was concerned and having the bars andegeasl places you could hire out and

put an event on at was helpfuDirector, production company, New East Manchester)

In many cases, firms felt that the transport irtftagure allowed them to access the
benefits of the city centre as required. This wlas geen as enabling staff mobility and
access to clients. The role of technology and pariscommunications as a possible

enabling factor for firm decentralisation will bepbored in depth in Chapter 9.

Overall in terms of peripheral firm location, thoens based outside of the city centre
tended to be very small or very large. Aside frdme targest firms, which were also
branches of international companies, the work whdi located outside of the city centre
was on the whole more routinised, with fewer asjgns to obtain London clients. This is
consistent with theories regarding industrial lawat where there has been some
decentralisation of more routine functions (Sctf82). As well as factors encouraging
decentralisation such as lack of space, congestigh,central wages and high central land
prices, there are also factors attracting firm istiburban areas including improved
transportation, prior decentralisation of the workk, increased accessibility at the
periphery and proximity to airports (Scott, 1982h relation to quality-of-place

advantages, the interviews provided some limitetlesxce of firms locating in more

peripheral areas in order to fulfil personal liféstpreferences, with offices at or close to

home.

8.5 Conclusion

This chapter has looked at how the location chomfethe sample were influenced by
guality-of-place factors. Place reputation was higlanked as a determinant of location
and emerged as the second most important assatiemt by firm directors in the two
sectors combined. This masks difference between tifee sectors, however. Place
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reputation was markedly more influential in the edising sector than in film and
television. This may be a result of differing inthysstructures, with the film and television
industry more vertically integrated and reliant lotkages to large organisations like the
BBC and Granadd. Place reputation was the most important elememjuafity-of-place
influencing firm location. As well as the image tfe area, it was also connected to
ambience, opportunities to consume cultural argltei amenities and, to a lesser extent,

residential preferences.

As seen from the interview evidence presented ias thapter, place reputation was
associated in the city centre with opportunities cimsume the cultural and leisure
infrastructure of there. It was also closely linkedh feelings of ambience and ‘buzz’
which was seen to have been augmented by the esdanity-centre regeneration of recent
years. The findings suggest that the ‘Manchest&mdirand sense of place were considered
a key advantage of those firms located in the eeiitnis was not to fulfil a personal desire
for city living, as all the firm directors lived taide the city centre, but instead it was
influenced by the motivations and perceptions @nts and staff. This diverges from the
literature from a strong emphasis on diverse araawt city living in the location
decisions of skilled workers (Florida, 2002).

The reputation of Manchester was seen as very it@poand interviewees identified a
strong brand image, which according to them wasiatin meeting staff preferences.
Often firms in the city centre recognised that thesre competing with the opportunities
of London and saw this as a challenge. In ternddient perception, a city-centre base was
seen to increase the possibilities of attractimgpprofile work. This image originated with
the indigenous cultural scene and especially @dition of music production, but has also
been developed through public-sector branding ésescFirms outside the centre either
felt that they could buy into this despite a moeeipheral location, or they recognised that
a city-centre site would have more cachet but werable to access city-centre-based
business premises. Participants generally feltttiexe was still some negative perceptions
of firms based outside London, but regarded thesoaiation with Manchester as a

business asset.

%" The nature and importance of networks to bothoseatill be explored in Chapter 9.
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The empirical data presented above also suggestsirtims respond differently to the role
of softer place-based advantages. This seems tiefixendent on their level of creativity.
The firms located in the centre tended to have ragke-profile creative commissions and
their location was crucial for a strong businesagmto attract high quality clients and
staff. Opportunities to engage in city-centre congtion and a ‘buzzing’ ambience were
also viewed as important for staff attraction. Bxeeption to this was the nascent cluster
of firms located at the MediaCity UK site, whiclsalprovided the necessary high-profile

image.

Access to skilled staff was clearly very importemthe firms in the centre. Considerations
relating to location in terms of the availability assets such as transport links, place
image, opportunities for consumption were basedagmerception of what staff would
regard as most important. To attract a highly e#lillyoung professional possibly back
from London, a business location in the city-centras regarded as crucial. Overall
amongst the firm directors, it was the advantagss@ated with liveability which guided
the location choice to settle in the Greater Mastdrearea, even for city-centre based
firms. Their location in the city centre was noiven by a desire for city living in a diverse
urban environment. To a certain extent the staffluding the firm directors, consumed
city-centre lifestyle opportunities, but as ‘citgrdre tourists’ (Allen, 2007) rather than as
residents. The attraction of quality-of-life, loweosts of living, shorter commutes and
liveability provided by living in the region as a&hale had also been used successfully to
attract Mancunian Diasporas back to the regiorami@scalator effect (Devine et al, 2003;
Fielding, 1992). Formal branding campaigns, comiiyoaj artistic and lifestyle cultures,
and extensive city regeneration also contributedh® positive discourses concerning

image.

Firms with more routinised functions were largadgdted in the periphery. In the case of
advertising they were located in affluent subutbsa certain extent in line with residential
preferences. They identified with the ‘Manchestemd’ and felt that they could still use it
to their advantage despite not being in the citytree Nevertheless there were some firms,
particularly those with aspirations for a greatevel of creative work, that did feel
disadvantaged by not being in the city centre, @aflg in terms of the staff they could

attract.

Clearly, aspects of place seem to have played aoriant role in influencing the location

of the sample of firms in these two creative indusectors. The evidence about quality-
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of-place relates to several different facets iniclgdease of access to sought-after features.
The factor of transport is explored further in thext chapter, along with other aspects

associated with communication.
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9 Communication: making connections

9.1 Introduction

The previous chapter considered how advantagesciatst with quality-of-life
preferences affected the location decisions ofti@andustry firms. This chapter now
turns to the last of the top three determinantsxtiores the ways in which communication
was important to the respondents from the two stas#dy sectors in selecting a location for
their business and the nature of the location diesated, in terms of a more central or
more peripheral site within Greater Manchester.ighe previous two chapters, this
chapter also draws mainly on the evidence of the&zBi-structured interviews with firm
directors, with 18 interviews with stakeholders \pding contextual information. Data

collected from 17 of the firms about the geographtheir interactions is also uséd.

According to the ranking of determinants by intewees, transport connectivity was the
most important determinant of location with 20.1%tlee weighted responses for both
sectors combined, as can be seen in Table 9.ladtregarded as crucial to both sectors
and demonstrated that access to clients and sgaffimportant to firms both in the centre
and periphery. The other factors associated witmmoanication scored less and some
sectoral divergence can be identified among theabl€l 9.1). Access to markets was
considerably more important to the film and tel@nssector, making up 13.1% of highly
ranked replies in the weighted rankings comparedgb2.9% of the advertising secfdr.
Networks also scored more highly for the film ametkvision firms making up 8.2% of
highly ranked replies compared to 4.1% for advexgisTo a certain extent, this may
reflect the highly networked nature of the indussnyd the key employers in Greater
Manchester of the BBC and Granada. Parking was mguertant to the advertising sector
and was added by respondents, rather than beingllinsuggested as a factor likely to

influence them.

%8 The participants who completed the contacts wete weked for detailed information about the gedgyap
of their interactions with clients, suppliers, flegcers, business support and ideas sharing. Fi& mo
information on the contacts web please see sebtiin

% The percentage of weighted replies made up by firattan be found in Table 6.6. This was calcudat
ensure comparison between sectors as 16 adverfigimgwere interviewed and 12 film and television
firms.
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Technology did not rank highly for either sectoccarding to the determinants ranking
process, but emerged as an important factor déuiiger probing in the interviews. It was
considered fundamental to business operation aritieicase of some firms, their business
would not have been possible without, for examible,existence of certain software. This
will be discussed in more depth in section 9.4AsTould be seen to have democratised
access to the sector. The influence of technolegypatial organisation was less clear cut,

however, and this may have been the reason flovitscore.

Table 9. 1: Determinants of location linked to commnication

FACTOR WEIGHTED NUMBER OF WEIGHTED % OF
MENTIONS TOTAL

A F&TV Both A F&TV Both
Transport 44 42 86 18.0 23.0 20.7
connectivity
Access to markets 7 24 31 2.9 13.1 78
Networks 10 15 25 4.1 8.2 5.%
Parking 16 5 21 6.6 2.7 4.9
Technology 4 9 13 1.6 4.9 3.0

Source: Table 6.6

Table 9.2 details how these factors associated @othmunication can be expected to

influence firm location in a more central or moexipheral site.

Table 9. 2: Factors associated with communicationna their spatial rationale?

FACTOR ENCOURAGING CENTRAL | ENCOURAGING
LOCATION DECENTRALISATION
Transport Node of transport links Congestion
connectivity Strong external connectivity | Improvements in communication
links
Knowledge Opportunities for face-to-face | Access to high speed internet, ney
exchange networking technology

Source: Own analysis

The structure of the chapter is as follows. InisecB.2 the arguments surrounding the
influence of changes in technology and communioatm the spatial organisation of
economic activity are introduced. Section 9.3 regiethe study's evidence on the
continued privileging of the city centre for somiems related the site of a node of

transport links, allowing firms to access largerke#s and external links, for example to
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London. Section 9.4 turns to the evidence on whietheentralised locations have become
more popular due to advances in technology and aomwation, enabling firms to forge
and maintain business networks with reduced fadade interaction. Following this, a
typology of linkages is considered in section 9bis section interrogates data collected
from 17 of the 28 firms regarding the spatial lomatof their most important interactions.
It focuses particularly on the level of exclusivity openness of the interactions, external
links are examined with particular reference torgdationships with London, and the role
of intervention in terms of public-sector suppo#gtworks. Finally, conclusions to the
chapter are drawn in section 9.6.

9.2 Communication

As discussed in Chapter 2, broader changes indbeoeny and technological advances
may have reduced the importance of distance, espean relation to knowledge-based
activities (Cairncross, 1997). As business candreuacted online, the need for physical
concentration may have been reduced as firms eale twith anywhere. It is suggested
therefore that advances in information technologyrhave enabled firms to operate in
more peripheral locations. Improvements in commatioo in terms of transport linkages
and the disadvantages associated with the congestithe city centre may also have
contributed to this shift. Transport links haveoaisfluenced this shift, with urban form
often being influenced by the dominant mode of gpamt. Garreau (1991) proposes that
that urban settlements organised around car,aieltrand computer will take the form of
an ‘edge city’ which can compete with traditionaB[@ downtowns. Therefore, these
processes may have contributed to a shift towdrelslecentralisation of creative industry

firms.

Conversely it has been asserted that there aread@antages associated with large urban
centres. The continued importance of the urbanreemas been highlighted (Morgan,
2004). Proximity to other firms may still be impamt in terms of face-to-face interaction
for ideas generation, development and exchangegtia¢éign and learning through high
value knowledge exchange; and trust and recipratibusiness relationships (Pratt, 2000;
Scott and Storper, 2003). The spatial clusteringetdted industries and skilled workers
allows a common pool of labour, knowledge, inforim@atand ideas to develop (Wu,

2005). The advantages of locating in particulaiesitcontinue to be important despite
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claims that this would be eroded by globalisationd anformation technology links. As
Reimer et al (2008) point out, there are extraa@uiy high degrees of geographic

agglomeration in the creative industries.

9.3 The centre as the node of linkages

The accessibility of clients and, even more impthya of staff were crucial to firms in the
centre. Firms in the centre were advantaged bymeadtéinks with greater reach allowing
more high value activity to be undertaken. Althouggw technologies have made it
theoretically possible to decentralise to remotations, it is suggested that this has not
become the dominant spatial pattern for a numbemealsons associated with the
advantages of proximity found in urban locationslvaAntages can be derived from the
scale of the urban area, particularly relatingh®labour pool which may offer information
spillovers. First, the role of the city centre As hode of transport linkages is explored,
followed by the importance of face-to-face intel@ttin business relationships.

9.3.1 External connections and commuting flows

The connectedness of the city centre was consilyenatre important to the respondents
than prospects for local networking. As mentionbdva, the connectivity of the transport
links was mentioned most frequently of all of thetedminants of firm location. Thus
transport linkages were crucially important for gadfirms based in the city centre, but
with differing characteristics than those firmsmnore peripheral areas. Manchester City
Centre is at a particular advantage because oflieised at the centre of a nexus of good
transport links. As the Director of an advertisimgency based in the Northern Quarter
noted, from the centre of Manchestaheé whole of the North West is incredibly
accessible” This demonstrates that, within these firms, thaditional urbanisation
advantages of strong transport linkages were matnished, particularly in their role of
accessing clients and skilled labour. This suppbesview of Nelson (2005) who suggests
that a city’s central place within a region is emted by its positioning on regional
transportation networks, which allows it to servealigpersed metropolitan client base,

access suppliers and collaborators, and attracretath a local workforce. Thus the key
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advantages of a central city location is not nem@gsts tight proximity, it is the access it

offers to the region.

One of the main strengths for firms with Londorirgernationally-based clients was found
to be the strength of external transport conndgtithrough the swift journey to London
by train and through the size of the airport, whithe largest in the UK outside the South
East. As the Creative Director of an advertisingraxy based in the Northern Quarter
explained, That's important to some of our bigger clients. ¥k with London clients...
There’s meetings to be had here, we want to betallevite the bigger clients up. We still
need to be reasonably local and the area needsetadasonably accessible. We're

currently 10 minutes away from Piccadilly Station”

The firms based in the city centre who completesl gtudy’s contacts web were much
more likely to have clients outside the North WHsin those based in peripheral sites.
46% of the clients of city-centre-based firms wbesed outside the North West and a
significant proportion of these were London-basBg. contrast, only 23.6 % of the
decentralised firms involved in the study wererdisebased outside the North West. This
supports the evidence from Bathelt (2005), whicls @Wiscussed in Chapter 4, who argues
that the establishment of linkages to global marleetd external knowledge is considered
the best way of encouraging growth and avoidingtimeAccording to Bathelt, the more
firms in a cluster are engaging with translocakepipes, the more news and information is
being transmitted, which in turn stimulates locakb Therefore, connecting ‘local buzz’
into ‘global pipelines’ is considered crucial for smccessful and innovative creative
industry sector (Musterd et al, 2007). This willdglored in more detail in section 9.5.2.

For client visits outside the region, particulatdyLondon, train links were often used and
occasionally air travel. In terms of the mode ahsport used within the North West, all
the firm directors in the city centre used thetoaravel to work and often to conduct visits
to local clients, aside from one Director basedinitan advertising agency who had taken
the decision to strongly encourage public transpod was involved in the, now failed,

congestion chargiri bid campaign. He explainedie do a lot public transport. We often

% proposals for congestion charging in Greater Masiet were part of a bid to the Government's Tranisp
Innovation Fund for a £3 billion package of tranggonding and the introduction of a road congestio
changed for Greater Manchester. Two cordons werggsed, the outer encircling the main urban core of
the Greater Manchester Urban Areas and the innered Manchester City Centre. The Greater
Manchester Transport Innovation Fund was rejecyea teferendum on 12 December 2008.
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go out to clients. We wouldn’t be somewhere whenas reliant on travelling by car. To

be in the arse end of some industrial estate irsfreis never going to work for us”.

Firms based in the city centre thought that thential location was important for access to
staff or ‘talent’. The public transport links weparticularly important for this as many
staff travelled into the city centre by public tsport. The firms, particularly the larger
ones, recounted problems of finding suitably sHillaff and considered a city-centre
location essential in attracting them. An easy canenfor staff was important and there
was strong evidence of employees utilising thespart links into the city centre and
travelling considerable distances in a daily conentather than living and working in the
city centre. As well as from all parts of GreateaMhester, there were examples of staff
travelling in from the Wirral, Chester, Liverpoaté Leeds. Staff travel was sometimes by
car, but was more often public-transport-orientatédtte Managing Director of an
advertising firm noted that one of the main readonsemaining in the city centre, despite
considering a move to the suburbs when their lease up for renewal, was based around
staff commuting: When we looked at the geography of our staff we lpa@ople that come
from North Manchester, South Manchester, all they iram Leeds one of them, East
Manchester, West Manchester so if we’d moved otbwah it would have been a huge
disadvantage to some of them depending on whichweay gone and also then to attract

people to go”.

This also applied to freelance staff which weredubg 16 of the 17 participant sample
firms that completed the contacts web. This praporis quite high, but certainly many
creative industry firms in Greater Manchester dplew freelance staff. A survey of 354
creative businesses in 2007 found that 54.4% of bbsinesses surveyed employed
freelance staff (Manchester Enterprises, 2007). ffeelance staff employed by firms
based in the city centre often came and worketerotfices: Freelancers, well they’'d go
anywhere | suppose, but they’re quite happy to cmiwetown. You're not asking them to
hike out to Clithero& or something. Sometimes they'll take a brief andagay for a
couple of days, but I'd rather prefer them workimgre. There’s nothing more frustrating
than giving someone a brief and they come bacletdeys later and they’'ve missed the
point completely”’(Managing Director, advertising agency, Manche€igr Centre).

31 Clitheroe is a town in the borough of Ribble Vallégncashire
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9.3.2 Face-to-face

Frequent face-to-face meeting was important forhbeectors. It was particularly
emphasised by the film and television firms, esgfcithose seeking commissions from
the BBC and Granada. The networks of these firrmsled to be closed, which had
encouraged these firms to locate near these oajams. There are a cluster of high-
profile firms in the city centre including SumnerShine, Hat Trick, October Films,
Princess and Objective. The Owner of a high prgbdest-production facility based in
Manchester City Centre notedOtir location is very close to the BBC. As a reswdtdo
lots of work for the BBC. It also helps that wej®od at what we do, but yeah the location
is important”. The BBC’s planned move to MediaCity UK by the BBGymtherefore
affect the spatial organisation of these firmshesy/tare likely to consider relocation to be
close to the new site on the Salford Quays to betteess commissioning opportunities.
The owner of the post-production facility in Manstex City Centre mentioned above had
already been established as the manager of a stadiplex adjacent to the site. Granada
Television is now not planning to move to the Salf@uays area after some initial
consideration, which may divide firms depending their strongest relationships.
However, as will be discussed in section 9.5.1,né®vorks have become so closed and
exclusive amongst the film and television sectaat th is unlikely that geographical
proximity alone would be enough to access thesntdi Based on this evidence, it is
suggested that the physical location associatedh wie historical concentration of
activities is no longer of benefit to these firmaerms of accessing clients and would offer

little advantage to new firms moving into the area.

To a certain extent, the city centre firms from #uwertising sector echoed some of these
ideas. As the Director of an advertising agencyetdas Manchester City Centre explained,
“The social and networking/collaboration features/éi&ept us together thus farThey

felt that Manchester City Centre provided essemjmdortunities for business networking.
The Director of an advertising agency in the Namh@uarter described the process of
finding work: “It is quite a networked place...People know eachroéimel most of the
work comes through ‘we did a good job for them aod they’re friends with them’... So
we don’t do any advertising for us at all, so it ames through pitching for work, but
also kind of word of mouth...the North West is gdaithat” .

Despite some evidence of proximity enabling theuastion of work, advances in

technology had influenced the interactions of adhiocated firms. Although some
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informal face-to-face networking took place wittitre sites of cultural consumption like
the Northern Quarter, much more of the informalrisigaof ideas was conducted online.
Participants, no matter where they were locatetenotindertook these interactions via
email and phone with a range of people, includitignts, suppliers, colleagues, past
colleagues and friends. The Director of an advedisirm described members of staff
contacting colleagues they had worked with in presifirms via email with queries. He
maintained that distance was reduced in importaoecto new technology. He elaborated
further: “From a geographical point of view | don’t think ggaphy is relevant because it
might be that | speak to someone at Edead equally we speak quite a lot with handful of
agencies in London when we want to pick their lgahout things... We have more peers
in London than we do in Manchester, so as a respkaking personally, | would be more
likely to phone someone in London or maybe just@ngvo agencies in Manchester or
Leeds if | wanted to picked someone’s braiBirector, advertising agency, Northern

Quarter).

Despite some instances of networking and MancheSiigr Centre being considered a
networked place, there was little evidence thatas the prospects for collaboration which
had encouraged these firms to settle or stay wittencity centre. Instead, beyond the
brand reputation derived from a city-centre sitee tccessibility to staff and external

clients was considered more important.

9.4 Enabling decentralisation: technology and communicdon

advances?

As demonstrated by the high weighted scoring fdh Isectors, transport connectivity can
be inferred to be important for firms based in preeiphery as well as the cenffeOn the

other hand, the nature of the most important lielsaigp the periphery was different from
those in the centre, for example with the stremgtthe motorways being more important.
Despite not being scored very highly, technologyesyad as important during the
discussions and had improved business viabilityil8¥/mot necessarily being the most

important reasons for locating in the peripherythbthese factors strongly enabled the

%2 An advertising agency based nearby

33 See Table 6.6 for full results
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firms who had set up there. The importance of lecahections is reviewed now, followed

by the role of technology.

9.4.1 Local connections

Activities based in more peripheral areas saw theng transport links as essential in
allowing them to locate in decentralised areassscfareater Manchester. In Stockport, the
location on the intercity line was seen as a distadvantage, taking just eight minutes to
Manchester City Centre and one hour and fifty mesub London. It was especially the
internal connectivity that advantaged the respotzdén the Salford Quays area, access to
Manchester City Centre via the Metrolink was muited; as also was the easy access to
the motorway that allowed firms to travel to thertloWest and the rest of the UK.
Similarly, the Metrolink through Trafford was seas advantageous for firms based there,
providing easy links into the city centre from Saled Altrincham. As the Director of a
production company based in Bolton explaindde can work over the whole of the
region very easily because the motorway netwosoidense that it takes us no time at all
to get from one side of the region to the otherwgsodon’t have to surcharge clients who
work outside our immediate geographical area beeatisloesn’t take us any extra time.

We can be very competitive throughout the region”

In these cases, while location in the city centes wot necessary, access to the city centre
was often considered important. Transport linksensgen as crucial for staff and client
access and were seen as a regional asset. Anatbpondent, the Director of an
advertising agency based in Altrincham, discuskedatlvantages in the following terms:
“The transport links are hugely important. We aren@utes from the city centre by car,
15 minutes by rail. We've got only 15 minutes jeyrtime to the nearest mainline station
to London. We're 10 minutes from the airport. We probably 10 minutes from the M6.
We're in a very easy place to get to and fronthis is consistent with Marshall and
Webber (2007) who argue that the effective derditg conurbation is increased by good

transport links.

Client access was of course critical, but in bo#tters it was not uncommon for
respondents to go to client offices or meet themlawmation. Within the advertising

industry, this was contrasted with the situatiorthe past, and the structure in London,
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where clients were thought to visit the agencysnuises much more commonly. It was
also the case amongst centrally-based firms witlenadvertising sector that respondents
would more often visit clients than play host ireithoffices. As the Director of an
advertising agency based in the Northern Quartptaged, 1 was chatting to someone
who spent a lot of time working in London and tiseyd the clients always go to the
agencies in London cos it's a treat and they likend it gets them out of the office, things
like that. In Manchester the agency always gettheir bike and goes and see the client...
Culturally we get on our bike and go and see thentlwherever they are’Moreover, as
mentioned in 9.3.1, the firms based in the periphezre more likely to have a local client
base, with only 23.6 % of clients being based detshe North West. Staff access was,
perhaps, therefore considered more important. As Director of a communications
agency in Bolton noted Employees need to be able to get in and out. TdtdéHat we can
be in and out of Manchester in 20 minutes is kbég. [&ds come in every day on the train”

In the majority of cases, freelance staff were en@ged to come and work within the
offices of the firms, except in the case of filndaelevision production companies where
freelance workers would often assemble on locatownspecific projects. 86.5% of the
freelance staff accounted for on the contacts wethe® peripheral firms were located
within the North West. As the Director of a prodant based in New East Manchester
explained,“It's important to be quite close to the centre,ttalso easily accessible from
the rest of Greater Manchester... For instance pedpat do video editing for me: some
are based in Cheshire, some are based in Salfard;sobased in South Manchester so

they’re all over the place”

There was some evidence of the peripheral firmsidawp the city centre due to
congestion. This was linked to the main mode ofigpart being used, the car. It was
mentioned on several occasions that locations aritslanchester City Centre could be
more accessible due to easy access via motorwigy. likgain this was seen as important
for both client and staff access. In terms of staffess to business premises, the Director
of an advertising firm in Altrincham notedtt"s not in the city centre and that can be a
plus point for people in terms of ease of gettimgnd from work...They travel 100% by
car’. As transport costs are equated with access, pealpsites of employment tend to be
located adjacent to transport nodes (Balchin, Buitl Kieve, 1995). This was also
important for clients arriving by car accordingttee Director of a production and post-
production company in Salfordy6u can come straight off the motorway here...punters
can park in the car park and not have to pay amghi
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Parking costs were frequently mentioned as a drellod a city-centre location. The
availability of low-cost parking was regarded agfukfor both staff and clients. It was
scored highly, especially within the advertisingtee, with 4.9% of the weighted and
combined rankings, despite this factor only beidgles into the set of cards used for
ranking the top five determinants after the firstge of interviewing®* More often than
not, however, easy and free parking was seen added bonus of a decentralised location
rather than the main factor guiding the choicecoafation. It was also mentioned by film
and television firms where the use of vehicle wasessary for carrying equipment or
being out on a shoot. The costs of parking in theaentre were thought to be prohibitive
and on a couple of occasions interviewees suggdiséedbarking costs might affect staff
retention. As the Head of Production of a TV prdguccompany in Stockport explained,
“A city-centre location does bring its other drawbsi@s well, because parking would be
expensive whereas here the parking is free. Sow@eeould look at that and say ‘well,
free parking that equates to maybe another two aruhlf thousand pounds a year in

salary because I’'m not having to pay that for mymarking”™ .

The congestion charge, though now rejected, wadiomed as a key factor in the decision
of one firm, an integrated advertising company daseSale, to decentralise further. The
New Business Director explainetirhere was a couple of things we looked at when w
were moving. Perhaps into the city centre, because get the hustle and bustle, other
companies in there, but ...you've got the congesti@amge coming soon. So that was a big
factor of not going inward to the outskirts, to rhaySalford or Trafford, as you'd get the
congestion charge”On the other hand, although a couple of othendialso raised the

issue of congestion charging in a negative waysdrstated that ultimately this would not

affect their decisions around business location.

9.4.2 Influence of technological changes on industry strture

Despite not scoring highly in the determinantsaafltion, the improvement in information
technology emerged as an important factor durirgitkerviews and was regarded as an

enabling factor amongst those firms that were kxtabutside the city centre. The

% parking was introduced to the set of determinahlscation represented on the cards as it arose as
popular factor in the first set of interviews oftetised when respondents were asked if there ware a
other factors they considered important in selgctiveir business location
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possibilities relating to technological advancesrevawo-fold. Firstly, firms were
advantaged by new means of communication. Withifstgnt interactions taking place via
email, it was felt that they could conduct theisimess more remotely. These interactions
were still underpinned in most cases by face-te-faemmunication, particularly at the
start of projects. Secondly, broader structural nges in the sectors related to
technological advances seemed to have resulteddegeee of democratisation in both
sectors, allowing very small firms to produce ad¢able products, which previously would

have required large and costly equipment.

New methods of online interaction had occasionallgwed firms to reach new markets,
but more often were seen as mechanisms for fdasibtaelationships with local clients,
enabling them to email and check work without nregtup. As the Director of an
advertising agency based in the periphery pointdd “@Ve’re in Altrincham which is not
in the city centre and therefore we had to work whether technology would be able to
overcome the fact that we are not on the doorstepome of our clients. That was a
decision we felt very happy with: that technologuld overcome any potential issues of
not being able to physically take stuff to a climfpresent it. The reality is that none of
our clients are actually based in the city cent¢e have clients all over the North West
and indeed across the country&nother respondent based in the periphery echasdih
saying ‘1 think it's only the fact that we can work remgt@hich allows us to be here”

(Director, production company, Bolton).

Many of the firms felt that emails and phone caksild facilitate client relations and,
although usually some face-to-face meeting was$ s#itessary, some participants had
completed work for clients without ever meeting ntheFor example, an integrated
advertising firm in Sale had done several piecesak, including designing a website for
a client in Swansea with whom they had never nus-fa-face. It was felt by the Manager
of a workspace in Salford that businesses locai&nnwsuch space had been encouraged
to decentralise to there rather than choose toewditilocations like the Northern Quarter

becausefresumably because what they do is over the photieaveb”.

There have been considerable technological innavatiaffecting both the creative
industry sectors as discussed in Chapter 3. Thigitnaal modes of distribution have been
upset, more recently, by the possibility for suppig the internet and multi-channel
television. The more ‘progressive’ response to meobanges in information technology

has been to welcome changes. It can be claimednthatdigital technology has led to
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decentralisation and even democratisation. As thiecidr of a communications agency
based in Bolton noted]f‘you’re good enough at what you're doing, if yquofile is good

enough, you can pretty much be based anywhere”

Technological advances have served to offset somtheo disadvantages of working
outside centres discussed abdvele traders and small firms can access and evertloav
means to produce high quality work. Small firms dafiver an acceptable product without
the need for large facilities. This can be segpasitively position the local (Sadler, 1997).
Many of the respondents, especially in decentrliseations, agreed on the importance of
technological advances to their business viabifgythe Director of a production company
based in Salford put itMedia has changed. From our point of view, certgim the last
five years, the business of videos is now: ...Yougearsony Zed on camera, go out and
shoot in High Def, edit at home on Final Cut Pralahyou know what you're doing you
can deliver a very, very acceptable product wherasainly 10 years ago you needed the
support of large facilities companies and large muecording studios. To a certain
extent it leaves you with a guerrilla approach temything that you do, because clients

expect more and more for less and less”

A few of the more established firms found somehf facets of the democratisation of
access in both sectors problematic and questidreduality and expertise of some firms
entering the market place. The Director of a cdigtiacated advertising agency discussed
these issues:People don’t value good creativity or they don’binhow to value good
creativity and because every Tom, Dick and Harrthvei Mac coming out of art school
can say I'm a good designer... there’s no quality &aymore. A lot of clients are not that

discerning and all they really want is the cheassution to the problem”.

Despite not scoring highly in the interviewees’kisgs of location factors, technology has
therefore enabled firms to locate in the periphasyyell as altering the business practices
of those in the centre. This has made it theongtipmssible to be located anywhere, but
clearly firms in the city centre were still attradtthere by a range of factors. Firms based
in the periphery had also made decisions about tbheation based on a range of the

mainly hard assets of place.
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9.5 Atypology of linkages

The previous sections have explored the variousswaywhich access and connectivity
were seen to be important to the firms in both gkeephery and the centre of the case
study. This section now explores the nature ofdhaskages. It is important to look in

more depth at the nature and characteristics ohéteorks utilised by the sample. The
networks are examined in three main ways: in tesfrieow open or closed they were, how

locally or externally focused and, finally, how gaptive the local networking context is.

9.5.1 ‘Know how’ or ‘know who’ 3%?

As briefly mentioned in section 9.3.2, the businessvorks appeared fairly closed. This
was particularly true for film and television firm®r whom the networks seemed
extraordinarily exclusive. As the Director of a guation company based in Salford
explained with regard to freelance staff whom heleyed,“Nearly all the people | work
with I've worked with befofe Several respondents detailed how they workeg torl and
with people for whom they had worked for in thetp#s the Director of a location film
and TV crewing company based in Salford Quays redlj ‘If you're not in a network you
don’t get. There’s very little cold call busines$sat happens in this industry. It's all on
trust and reputation...It is what you know. You'vé gobe capable, but you have to be
known. It's very difficult to get a door open witlhtoknowing someone or having a

reputation that people have heard of”.

All the participants engaged in these very closetivarks strongly stated that the quality
of their work was just as important as the linkgressing this as bein@fily as good as
your last joli (Owner, post-production facility, Manchester CiBentre) and saying you
“live and die by your reputatidn(Director, communications agency, Bolton). The
evidence from this study supports the findingshaf previous research into the creative
industries that found it quite common for firms andividuals who worked together in the
past to reassemble for other project work aidedh®r past experiences. As Grabher
(2002b: 252) put it, “It is ‘know-who’ rather thaknow-how’ which dominates these
networks”. It is essentially a ‘reputation’ busiaes

% Grabher (2002b: 252).
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The level of exclusivity found particularly withthe film and television sector can be seen
as problematic, as strong internal ties may limithenge between networks and produce
negative effects. The effects of tight local netkgoare seen to become most negative
when they become exclusionary, which again did seebe a characteristic possessed by
this sector in Greater Manchester. Fukuyama (1989¢pests that these negative effects
are associated with nepotism and opposition togdarmesulting in networks which may be

slow to adapt and innovate. A large network of wéak (Granovetter, 1973) has been
advocated over a small network of strong ties, twwhian cause cliques, stagnation and
ultimately ‘lock-in’.

An interesting example of genuine collaboration atehs sharing was that of the managed
workspaces in Salford discussed in section 7.48.viariety of the tenants, the communal
spaces of activity and the slightly less commeroiatlook of the firms there seemed to
result in a range of opportunities to work togethied share ideas. This approach was seen
by the tenants as co-operative ideas sharing, kgt &lso resulted in commercial
opportunities. Several participants had worked wather tenants on projects, often not
from the same industry sector. For example, a pnoducing music videos had worked
with bands also based within the workspace andhandiirm producing films about
museums had collaborated with artists based tAdrese opportunities were valued by
tenants: Networking is important isn’t it, especially whee’we been working with a lot of
the bands who are also resident in the building.atfof this stuff is building for us now
because we’'ve been here a year. We're just statbngealise the benefits of where we
are... | don't think when we moved in we didn'tnthiright there’s gonna be great
networking here”(Director, production company, Chapel Street, Sd)foThis was also
the case for a firm in incubator workspace at thterhational Media Centre at the
University of Salford. The Director of the prodwti firm based there described his
interaction with other tenants in the spadeehd them bits of technical kit, they lend me
bits of technical kit. | ask them questions, thel me. | went for coffee with an editor at

lunch”.

9.5.2 A small pond?

As discussed in section 9.4.1, the firms basetfierperiphery tended to have more locally
focused markets. Many of the firms in the city cenere also orientated to a North West
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or wider Northern market, but some firms basededentre saw themselves as competing
with London-based firms, enabled by strong extecoalnectivity: ‘I think the advantages
are that in Manchester or the North West you cdl e a relatively big fish in a
relatively small pond. There’s probably a groupatiout 4 or 5 agencies of our size that
are getting a decent reputation now ...We've all graaa decent size, with decent clients
and it has been relatively easy in ManchestéCteative Director, advertising agency,
Northern Quarter)Firms from both sectors tended to problematiseqpiens of out-of-

London production, but to a certain extent it wals that attitudes were changing.

As one would anticipate, the participants conthstgositive view of Manchester against
a dimmer perception of London. Often firms did eoigage with London and blamed a
negative view of out-of-London creative productidrne creative industries are heavily
London-centric as Table 6.3 demonstrated. Theresean to be a North-South divide or,
as one participant described, dmside M25 and outside M25 divide(Director,

advertising agency, Northern Quarter). It was &sftongst firms within both sectors that,
due to this negative perception of out-of-Londoadurction, certain clients would not use
a firm based in Greater Manchester. As the Crediivector of an advertising agency
based in the Northern Quarter explain€there’s a limit to the type of clients that are
based in the North West. There’s a type of clibat bbviously only wants to deal with

agencies that are in London”

Particularly within the film and television secttwyt to a certain extent within advertising
as well, there was some mention of barriers sudmgn perceptions of the available
infrastructure and facilities. One participant reckd that London-based clients would be
ignorant of the level of expertise which could bevwded by a firm outside London:
“People talk about Manchester and say ‘Can you tpett in Manchester?’”(Director,
location film and TV crewing company, Salford Quaysome participants did recognise a
degree of parochialism and “chippyness” (Directaiyertising agency, Altrincham) to
business relations in the North West, but reckahatl Manchester compared favourably
with other Northern UK cities, particularly Liverpb One participant noted that this view
could manifest itself in the commercial world, wiffeople settling for less. It was
suggested that firms in North West would work harfie less money and that firms

tended to get the work that London agencies davaaot to do.

There was some evidence, however, that perceptvens beginning to change. A number

of participants were very positive about usingthldianchester brand’. As the Director of
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an advertising agency in the Northern Quarter enpth ‘it depends what you've got in
your locker...we do some fairly high-profile thingghwpeople who could work with
agencies that are anywhere. Nobody perceives baeswvard in terms of what we do and
so in that respect Manchester is like a bolt-omhe MediaCity UK development was seen
as helping to augment a change in attitudethihk it's good for Manchester. | think we’'ll
get better creative people in the city, becausekmw you’ll have writers and producers
and actors, more of that kind of stuff. Whethewilt affect agencies per say | don’'t know,
but | think it'll be a good buzz and will make uge more recognisable as a centre of
creative excellenc@irector, advertising agency, Manchester City @=nt

9.5.3 A supportive context?

Finally, participants were asked about the netwarkdusiness support, funding and
intervention. The size, nature and age of the lmssies had an influence on how important
they viewed collaboration and public-sector netvwrggkevents. A few of the younger
ventures saw public-sector networks like Creativeluktries Development Services
(CIDS) as helpful. Overall, many of the firms weseeptical about networks organised
through public-sector agencies and also about foimdustry networks. Indeed, the

public-sector agency networks were generally reghas ineffectual.

In terms of formal attempts at collaboration, mafiythe participants had attended local
networking events at some stage, with mixed bunipdimited benefits. The networks of

business support appeared to be of little advaniagespondents, with very few getting
any kind of help and many noting challenging aspeRarticularly problematic appeared
to be the lack of specialist advice. Aspects df #ire in line with the results of a survey on
the demand for development services undertaken doychester Enterprises (2007) where
mainstream support services were seen as lackimtprsspecific knowledge and

commercial awareness.

In terms of the formal industry networks, which Wbube sector-specific, firms
problematised the London-centric nature of the dinlone participant explained the
challenges in detail with reference to the Institof Practitioners in Advertising (IPA):
“They do some fantastic events, but they're allandon and they do breakfast seminars,

but how can a Manchester agency send a delegatdteakfast seminar. They're going to
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have to go down the night before, stay overnigh) guid on a train fare, 200 quid
expenses, 400 quid to go to a seminar that costqu@. It's bonkers” (Director,

advertising agency, Manchester City Centre).

This appeared to be a challenge for support in Bettiors where support tended to be
divided between in-London and out-of-London. Thigislon was not seen as useful in
terms of providing support to firms in the out-oftidon category. The same participant
then commented on the regional support frameworthisfnetwork by saying:IPA have
this thing called regions, which is everybody adgsiondon. They started these regional
training courses where they’d say ‘oh we’re goiogun a training course in Bristol’, now
how helpful is that to somebody in Newcastle? Yghtnas well go to London, so what's
the point? We get treated like the poor relatiomsl at really winds me up’(Director,

advertising agency, Manchester City Centre).

Many of the firms did not view themselves as cadl@bors and critiqued the available
networks on the basis that they would not gaimtsiehrough them. They also felt that the
support was often too focused on start-up firmgjewing more established firms hoping
to grow. This was again echoed in the results efManchester Enterprises (2007) survey
of the demand for development services. Sectordspsapport which took place locally
was critiqued for its lack of uptake. Generallygbenetworks were seen as useful only to
firms just starting up and, problematically forpeadents, were not seen as worthwhile as

they did not lead to work.

This scepticism of formal networks is in line wiphevious research into the sector. For
example, in a study by Banks et al (2000) of caltentrepreneurs in Manchester, informal
networks were found to be more important, as it Yeasd that risk was minimised by
word-of-mouth, social networks, clusters, knowledgeecialists and clients. This was
exemplified by the relationships between promoteds and musicians who were found to
rely heavily on friendship and collaborative netirThat study also found that expert
systems (official business structure support, baldan agencies, grant makers, social
welfare services) tended to be “ignorant of therspnal and sub-sector needs” (Banks et
al, 2000: 459). This would also suggest the netseksi a greater level of reliance on less
traditional and perhaps more informal networks.sTheans that the sector is more reliant
on ‘active trust’, which can defined as a more wdlialised form of trust based not only
between individuals themselves, but also betweersethindividuals and the social

institutions of the state. As, however, expert ays are inappropriate and difficult to
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access, personal relations prove crucial, withdhestworks of collaboration helping to
offset the problems of funding and training (Barmsal, 2000). The evidence from the
present study is similar. The fact that my paraags largely saw the relevant expert
systems as unsupportive may have correspondingtgileth a greater reliance on
individual action, through informal social network®th locally and more widely.

9.6 Conclusion

This chapter has looked at the influence of factssociated with communication on

location choice. Transport connectivity was the nioghly ranked determinant of location

in the interviews scoring 20.1% of the combinedgh&td rankings. The vast majority of

the firms found transport linkages fundamentallypariant and to be a strong asset of
Greater Manchester as a whole. The traditional nishéion advantages associated with
strong transport linkages, chiefly accessing stafi clients, were not diminished for the
respondents.

For firms based in the centre, the nexus of goadsort links was a particular advantage
both in terms of client acquisition and staff contimg. The benefits of the transport
connectivity were more important to these firmsntlogportunities to network and share
ideas with other firms concentrated in close protinand, in fact, many interactions
regarding ideas sharing took place online or olrerpghone. This diverges somewhat from
the dominant literature and may be related to teire of the two case-study sectors in

guestion or possibly to the specific context of &ee Manchester.

Firms based in more peripheral locations also $mnstrong transport links as an essential
enabler, allowing them to locate in decentralisezhs across Greater Manchester. These
links were seen as crucial for both staff and ¢lastess and were seen as a regional asset.
Technology had certainly enabled some decentrakgading, but was not a dominant
factor determining location choice amongst the $irmihose firms who had located in
more peripheral areas were generally there to adogger cost space. Parking costs and

congestion were also frequently cited as a drawbéekcity-centre location.

Some firm characteristics can be identified amotigsse more likely to select a central

location, in relation to communication. Firms widss profit-orientated or more routinised
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activities, often with a local market, were moteely to locate in less central areas, having
been enabled by improvements in technology and docal networks for commuting,
with easy access to motorways. By contrast, firnth high profile and growth-orientated
creative activities were more likely to select atcal location. This allowed them to access
strong external linkages in order to build a broacleent base and establish good local
linkages for staff commuting. Some evidence wasifoto suggest that the smallest and
youngest firms locating in managed and incubatorksmaces (as seen in section 7.4.3)
were able to access opportunities to network afldlmmrate internally, although this was

not the key determinant in their location choice.
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10Conclusions

10.1 Introduction

The research reported in this thesis has aimed fwtter understanding of the nature and
relative strength of the factors influencing th&rarurban location of economic activity in
the creative industries. It took as its startingnp€astells’ (1996: 67) claim that “We are
witnessing a point of historical discontinuity” agéd “to the emergence of a new
technological paradigm” (See p.20, above). Castedls referring to the implications of
growth of knowledge-based industries at all spattales and for the processes of uneven
development generally. It became apparent at tré aftthe present study that up till then
(2005) relatively more attention had been giveth®inter-urban and indeed international
scales than to the intra-urban geography of thenauoac transformation. The primary
focus had also been on a small set of global cikesice the decision to focus this study
on the regional city of Manchester which, while isgea decimation of its traditional
manufacturing industries over the previous threzades, had by the beginning of thé'21
century built up one of the UK’s largest concentrad of creative industry activity outside
London. The choice of Manchester for the case study also informed by the strong
public sector push behind an economic regenerati@tegy. This had been partly based
on the creative sector and by the associated ¢laatnfocusing efforts on the rejuvenation
of the conurbation’s core would also bring econobeoefit to the outer parts of Greater
Manchester that had, if anything, suffered a shadeeline in economic fortunes in the
1960s and 1970s than its core.

The purpose of this chapter is to provide a reflecteview of what has been achieved
within this study. The structure of this final clepis as follows. In the next section the
research is placed within the existing theoretocaitext of location theory and the eclectic
approach of this thesis is explained and reviewée. chapter then goes on to evaluate the
research approach. After a reminder of the origamal and the research questions guiding
the study, the choice of methodology is reviewedention 10.3. The main contributions
and findings are then discussed in section 10.4e itee key factors affecting the spatial
organisation of firms are highlighted using theedetinants of location which were

developed from the literature and explored in digtaichapters 6-9. The latter part of



Chapter 10 211

section 10.4 emphasises how firms which share @asispatial rationale also tend to

possess common characteristics and builds on theereation with an account of the
spatial behaviour of firms over their lifecycle. & mplications of these findings, in terms
of their contribution to the research agendas ideing this study, are explored in

section 10.5, while section 10.6 considers theplications for policy intervention and

section 10.7 draws together the conclusions ofthdy. Section 10.8 then reflects on the
research approach and the selection of methodalogpols. Section 10.9 goes on to
suggest priorities for future research, includixglering the transferability of this study’'s

main findings, and section 10.10 makes some feralarks.

10.2 Theoretical context

10.2.1The development of industrial location theory

Since its inception in the early ®@entury, industrial location theory has broadeard
deepened significantly, experiencing considerabieerdification from the 1960s and
1970s onwards. The literature review in Chaptedéhiified the richness of the multiple
approaches generated by the more recent resurgerioeation theory, rather than the
development of an overarching theoretical framewavkhin a single paradigm.
Nonetheless the present study also drew on theseaditions in location theory in a
number of ways and found strengths in some of #seiraptions, concepts and methods
established within them. This section identifieg timain theoretical traditions and the
points to the particular insights gleaned from ea€hthem. It starts with traditional
location theory, then considers the behaviourak@ggh, structural analysis and uneven

development, including theories of agglomeration.

One of the earliest and most notable figures in dbeelopment of industrial location
theory, Alfred Weber developed the least cost méalesingle firms with an emphasis on
the cost of the transportation of materials anddgo@Veber, 1929). For Weber the best
location was where the costs were minimised. Thim maphasis of his work was on the
cost of transportation involved either in assentblnaterials at the point of manufacture
or in delivering the finished product to marketpdedent in this context chiefly on the
weight and bulkiness of the product. This was obsip most relevant to manufacturing

rather than services, which were not consideretietanobile. He also took account of
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labour costs, specifically the availability of cpedabour (Bale, 1976), and of
agglomeration/disagglomeration advantages, whightbe obtained by proximity, but he
did not take account of the location of competit@mith (1966) extended this approach
towards a more real-world scenario by acknowleddgireg the least-cost location was not
essential for economic survival. He adapted Wehd€as to develop a notion of a zone of
profitability, beyond which a loss would be maded¢e defining a spatial margin for
profitability. The Weber model, and its extensionperated with a simplified view of
linkages between firms and, in response to thisr laork added more complexity in terms
of the sort of linkages likely to affect locatiormaices, including flows of material,
exchanges of information and other input-outputdifBale, 1976). Neo-classical location
theory, as exemplified in the concept of Marshalliadustrial districts, concentrated on
the nature and degree of vertical and horizontatigisation and involved a very heavy
reliance on market mechanism for exchange. Hergcpkr emphasis was given to the
importance of firm propinquity in generating adwaggs including the recruitment of
skilled labour and the rapid exchange of commeraral technical information through

informal channels.

Across these more normative features of induslo@tion theory is an assumption of a
rational firm, motivated solely by profit maximigat and possessing perfect information
about all aspects of the decision making procasgeaction to the perceived lack of
application offered by normative industrial locatiadheory, related to the level of
abstraction, a behavioural approach developedytaamid take account of sub-optimal
behaviour in the choice of location. Rather thdanig a view of the ‘rational firm’ as an
‘optimizer’, behaviouralists like Pred (1967) empisad the more real-world ‘satisficer’
seeking a course of action with a satisfactoryuffigent outcome. This was influenced by
the recognition of the importance of other asporadi besides profit maximisation such as
quality of life, amenities or strong personal dattaent to a particular place, and also
allowed for decision makers having access to amtpiinplete knowledge of both present
and future, thereby incorporating notions of proligband uncertainty. It further
acknowledges that decisions are taken often withengy with the aim of risk

minimisation.

Behavioural location theory brought individual fsnand their differences centre-stage,
and drew attention to non-economic as well as emantocation factors. Also, in contrast
to previous work which had considered locationdextt one point in time, this approach
recognised how decisions from a previous periocecidid those in the next. The
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behavioural matrix “accommodates complex locatiopaedcesses, changing locational
choice over time, with information accumulation ahd births and deaths of firms in the
economic landscape” (Bale, 1976: 87). Perhaps ammstaling from this view of location
theory is the sense of decision-making taking plece real-world context, which is
backed up by a range of empirical work demonstgatire ways in which actual decisions
are likely to deviate from normative location thgoit remains a simplified account,
nonetheless, and the role of personal reasons asegrompting sub-optimal decisions, are
underplayed as it is very hard to formulate a galrtbeory which captures the full range of
possible motivations (Smith, 1981: 116).

Another strand of location theory developed in {hesiod emphasises the role played by
large organisations — public agencies as well apotations — in influencing the
distribution of economic activity. There is a cooten here with behavioural theory in
that large firms have more control over their opagaenvironment than small firms, so
the attitudes and decisions of their owners andagers can be more influential. Within a
large firm, non-spatial investment (such as busirtakeovers or restructuring plans), as
well as expansion/contraction decisions, may haygacts on location, as exemplified by
the spatial polarisation of economic growth withmgoregions performing more strongly
than others. Moreover, some sectors with extensaegkward and forward linkages were
seen as possessing the ability to transmit growtpulses more widely through the
economy. This spurred an academic and policy istere the 1960-70s in the role of
agglomeration economies, seen to be under-invéstighy Weber. Agglomeration
economies result in differential rates of growthloas regions and nations, with leading
cities potentially drawing in skills and resourdesm other places and exacerbating spatial

inequalities.

Motivated by an interest in uneven developmensg tbsearch has subsequently broadened
out into other disciplines including sociology apdlitical science and resulted in more
fragmented, but perhaps ultimately beneficial, dbations to theory. One of these centred
on the structural approach based on a Marxian aisalyhich criticised normative location
theory for its abstraction from reality and itsl&mn from the broader societal context.
With a central focus on the spatial division ofdah it suggested that industrial location
research should take account of the social imphicat(and causes) of shifts in industrial
activity (Massey, 1984; Chapman and Walker, 19Bitjns were said to respond above all
to differences in the organisation of labour, anoulad seek out locations where workers
relatively quiescent and malleable. In some casesetwould be within lagging regions of
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the same country, or increasingly within poorerrtdes elsewhere, thereby creating an
international spatial division of labour. Within etfe structural studies of industrial
location, the influence of processes operating et macro-economic level on the
individual firm is emphasised (Massey and Meegd&V,9). Firms are not autonomous
entities, rather they operate within economic emvinents that may pressurise them into
pursuing business strategies (such as rationalsati technological change) that have
significant locational outcomes. Location factorse aunderstood not as external,
independent influences on business decisions, uttemately bound up with the whole
process of industrial growth, change and reorg#inisa This process reflects wider

economic circumstances as well as spatial condition

10.2.2Towards an eclectic approach

Against this backdrop of the continuous developmamd diversification in industrial
location theory, the choice of approach for thespng study was influenced by Chapman
and Walker’'s (1991: 30) acknowledgement that, “Nte anode of explanation has a
monopoly of insight”. Indeed Chapter 2’s discussidnvhether the emergence of a ‘new’
economy involved a new spatial logic took a stegthier back by questioning whether
location theory still had any relevance at all witkhe context of reduced transportation
costs and the trend towards weightless outputgri@aiss, 1997; Friedman, 2006). It was,
however, concluded there that, despite the mangipations of the ‘death of distance’,
the structural changes in the economy that havétegsin an increasingly central role for
knowledge and information do not seem to have rediube importance of the role of
place to the economy due to the advantages prowgigaroximity (Pratt, 2000). Recent
research arguing that urban concentration was ah@raéint spatial pattern for the location
of knowledge economy firms provided the basis feseanbling a set of factors likely to
encourage a central location (see Table 2.6). Thrededed agglomeration advantages
(Gordon and McCann, 2000; Marshall, 1920) and ftleoof clustering and social
networks (Porter, 2001). They also encompassedeitent resurgence in interest in the
role of quality of life and other more intangibkcfors (Florida, 2002). These factors were
envisaged to operate within a ‘complex space ofdlowhere they would be traded off
against the forces of disagglomeration, such agesiion and high property and labour
costs in cities (Convery et al, 2006; Storper ananille, 2006). Agglomeration

economies might be all the more powerful — andadisemies of congestion and pollution
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all the less significant — in an economy domindtgdnformation, knowledge, creativity
and innovation rather than manufacturing of routbeenmodities with bulky inputs and

outputs and detrimental environmental consequences.

The approach of drawing on the assumptions, coscaptl methods of a number of
different disciplines was seen as particularlyvafte to achieving a better understanding of
the spatial organisation of the creative industsiestor, as argued above in Chapter 4. In
particular, Table 4.3 summarised the key findinggmvious research, in terms of the
place-based factors likely to prompt the choiceaahore central or less central location.
These accounts tended to emphasise a strong caarpalmongst creative industry firms
for co-location (Rantisi et al, 2006; Reimer et 2008), which partly relates to the
characteristics of the sector including firm sizedll in order to remain flexible), the
lifecycle of the product (often ephemeral) and theure of employment (frequently
involving temporary and project-orientated contactEhe emergence of areas with
concentrations of creative industry activity wasoadeen to be the result of a very complex
interplay of factors as illustrated by historicataunts (Drake, 2003; Hutton, 2004). At the
same time, the very features which seemed to eageuthis spatial pattern raised a
paradox of these industries being very vulnerabldisplacement (Hutton, 2006; Zukin,
1988).

Within this thesis the tradition of research insthrea was drawn upon, but with an effort
to recognise a range of theoretical frames. Thecéclapproach followed in this research
can be explained in simple, summary terms as faldwom the neo-classical approach
came recognition of the importance of locationastson business decisions, including
land and labour. Transport connections also feadtnangly in this theoretical tradition.

From behavioural analysis came a recognition thatsf are also influenced by non-

economic factors, such as the quality of life amdspnal preferences, which led to the
exploration of more intangible and personal factardocation choice. From the structural
tradition came an awareness that firms are comditldoy wider economic circumstances
as well as locational attributes, and that locatitatisions should not be analysed in
isolation of what is happening to the firm more gatly. Thus the wider context of

change, economic, demographic, social, cultural sman, in the conurbation was taken
into consideration to contextualise the empiridaldings. From agglomeration theory
came an understanding of the complex linkages dpatrate between firms, including

knowledge and information. These are particulanpartant in service and knowledge-
intensive industries, as exemplified by the creasgctors.
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Combining the several strands of research fronbtbader knowledge economy with the
existing empirical evidence on the decisions maukzifically by the creative industries
led to the identification of a complex set of fastas the starting point for this study. By
taking account of the various traditions in locattbeories the aim was remain open to all
the different possibilities that might help to exipl the spatial patterning of the creative
industry sector in a transforming regional cityeliManchester. This approach accepts a
potentially important role for contingency in theider context, especially that of an
environment influenced by the legacy of previousneenic activity, as well as other
historical and social factors. In reflecting on ttabustness and utility of adopting an
eclectic theoretical framework it is consideredt ttias study could not have taken any
other action. In order to explore and gain moreeusinding of a young and complex
industrial sector a single theoretical frame wolaée been too constraining. The chosen
approach allowed exploration which resulted inwgtwhich could be open to emerging

themes.

10.3Research aim and approach

The overriding aim of this study has been to gasttds understanding of the ways in
which space and place matter to the creative inégsfThe empirical work carried out for
this research focused on determining whether tier@ dominant spatial logic guiding
creative industry organisation and development. fiidings were intended to contribute

to knowledge regarding the central dynamics andgs®es of creative industry activity.
To focus the investigation, a set of three maieaesh questions were developed.

1. What is the spatial pattern of development fordekected creative industry sectors
in the case study area and especially how condedteae they on the central core

as opposed to the other parts of the urban area?

2. What are the dominant determinants of firm locafiothe case study area for the

selected sectors?

3. Are there common characteristics possessed by taehsving in similar ways in

relation to space?
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These research questions were crucial in infornthrg methodological approach and

therefore the data used in the study.

As described in Chapter 5, the study adopted mimethods which combined qualitative
and quantitative data. Quantitative data was ueeidléntify spatial patterns of creative
industry organisation and to select the case stadyors. The majority of the empirical
data was collected using a qualitative approachexplore the rationale behind the

observed patterns.

A case study approach was considered most appt®gaathe research and significant
rigour was employed in selecting and defining thastsuitable location for the study. The
choice of Greater Manchester was informed by afetiteria, most importantly a critical

mass of out-of-London activity and the nature aiwtation as a region with a clear core-
periphery relationship, as well as a diverse rasfgeub-centres within the periphery. The
two case-study sectors, of advertising and film t@helvision, were selected after the initial
stage of quantitative work, which calculated logatguotients to highlight the degree of
spatial concentrations of activity across Greatembdhester for all the creative industry
sectors for which there existed usable statistibe. rationale for selecting two sectors with
differing spatial patterns was to highlight any eoamalities or divergence within the

creative industries in how they experience spackpace. The level of transferability of

the findings will be discussed in greater detagéation 10.9.

The majority of the qualitative data analysed ia $tudy was derived from semi-structured
interviews with 28 firm directors who held decisioraking powers over the location of
their firm. Structured information was also gatliefi®m these participants by getting each
of them to identify and rank their firm’s top fidecational requirements. A further 18
interviews were conducted with policy makers, wpdse managers, industry
professionals and stakeholders with local knowledfecreative industries in Greater
Manchester, primarily in order to provide broadentextual information including their

views on economic development strategy and othierypagendas.
10.4 The main findings

This section draws together the key findings iratieh to the three research questions
developed for the study, as set out in Section &80@ve. The account below is largely
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descriptive, leaving for the subsequent sectiorsfiler discussion of the significance of

the results for location theory and policy agendas.

10.4.1The spatial pattern of the two selected creativandustry sectors in

Greater Manchester

The first of the research questions concerned plagiad pattern of development for the
selected creative industry sectors in the caseysiteh, especially how concentrated they
are in the central core as opposed to other pdriSreater Manchester. Overall, the
guantitative mapping stage of the research indicatkigh degree of central concentration.
This was particularly the case for the film ancewdion sector, but even the advertising
sector — which was the least centralised of thatue industry sectors for which relatively
reliable employment statistics could be assembledlas found to have quite a strong
central tendency. For advertising, only three oédker Manchester’'s 10 districts had a
greater than average representation (as indicatedldication quotient above 1.0), but for
film and television only two had, indicating an ev@gher degree of concentration at this
scale. Nevertheless, there was felt to be just ginalifference between these two sectors
to expect that they were influenced somewhat diffdy by location factors. In particular,
unlike for film and television, it was not the Mdmester City district that had the highest
proportion of advertising in its employment struetlbut Trafford (see Table 6.4). in
similar vein, according to the ward-level mappirigazation quotients in Figures 6.6 and
6.7, advertising was somewhat more strongly reptesethan film and television in the

most peripheral parts of the study area.

The more qualitative stages of the research provideher evidence of the importance of
centrality. As set out in section 6.2.2 above,dbeision was taken to define the centre of
Greater Manchester in the tightest terms, at laast working hypothesis, namely as the
Manchester City Centre Plan area. In fact, asnterviews progressed, it was found that
even this was too generous in one respect. It wasdf that the Chapel Street area of
Salford, which had originally been included in tbentre, was viewed as being rather
peripheral to the rest of the city centre and natitng the same level of geographical
advantage. The latter was seen to reduce the gnoeténtial of firms in this area through

limiting their access to labour, brand identity axdernal connectivity.
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10.4.2The dominant determinants of firm location in theselected sectors

The second of the research questions aimed atifylegt which were the dominant
determinants of location for firms in the two séégtcreative industry sectors in Greater
Manchester. From the ranking exercise undertakepagsof the 28 firm interviews (see
Chapter 6), three themes clearly emerged as mqgrertamt than the others: connectivity,
place reputation and cost of land and propertys s also largely the case when the
results for the two sectors were separated out) thié one major exception being that
place reputation was found to be more importantafvertising firms than for those in
film and television. The main conclusion therefegehat, for the most part, the firms in
both sectors seem to be most sensitive to the ‘&ssdts’, as represented here by transport
and communication factors and the availability aodt of space, that also loom large in
previous literature on location theory. The resthi$ section looks at this finding in more

detail, taking each of these three sets of detemtin turn.

The most highly ranked determinant of firm locationthe interviews was connectivity,
which largely transcended differences between we gectors. As discussed in detail in
Chapter 9, the vast majority of the sample fourakas to transport linkages fundamentally
important and a strong asset of Greater Manchadinchester City Centre was found to
be at a particular advantage by being located etnbxus of good transport links. The
urbanisation advantages of strong transport linkagere therefore not diminished, but this
was, in the main, not for transporting goods orenals as with normative location theory,
but for accessing clients and skilled labour. Ohthe main considerations for firms with
London-based clients was the strength of the eat@wnnectivity of the centre. Activities
based in the less central parts of the case sttedyaso saw strong transport links as an
essential enabler, but for them the sub-regiondllacal linkages into the city centre were
generally more important than external connectivithere was evidence of some firms
locating in more decentralised places to be beide to access other parts of the North
West region and, along with this, to avoid the @stgn and parking costs of the core.

The cost of space, like connectivity, was foundéamportant to both sectors. This led to
a detailed examination in Chapter 7 of the natdréhe spaces being used for creative
production. The findings from the interviews reirded the picture conveyed by existing
literature that certain areas had emerged with @atnations of creative activity in Greater
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Manchester and that the availability of low coshi@had been a significant aspect of this
development. Contrary to bid-rent the®rgentral space had become available at a low
cost in the 1970s and 1980s due to industrial decknd urban decentralisation.
Historically, a number of these spaces in the cdptre of Manchester had emerged as
sites of creative production and consumption, dgtdie Northern Quarter. On the other
hand, as mentioned above, there was evidence gugptsat the sustainability of creative
space in the city centre had to some extent bedaromned by the extensive commercial

and residential development of recent years.

Finally, place reputation, the other factor in ttug three overall, was of particular

significance to the advertising sector. Accordingthie findings reported in Chapter 8,

notions about quality of place were most stronglyogiated with the city centre. This part
of Greater Manchester offered by far the greatpgtodunities to consume leisure and
culture. Participants identified a feeling of ‘buzhat was being augmented by the
extensive regeneration of recent years. In pa#dicwccording to the interviewees in the
advertising firms, the ‘Manchester brand’, ass@&catvith the image and amenities of
central Manchester, was crucial in attracting bdtents and staff. Indeed, there was no
evidence at all from these firms that this wastegldo a personal preference amongst firm
directors for city living. Meanwhile, some of theniis outside the centre felt that they
could buy into a sense of the ‘Manchester brandpde their more peripheral location,

although some recognised that a city-centre siteldvioave more cachet.

10.4.3Importance of firm characteristics to choice of Igation

The last of the three research questions specubatechether firms that behaved in similar
ways in relation to space, especially in terms opraference for a central or more
peripheral location, possessed characteristicomnwon, with a particular focus on any
differences between the two case study sectofsedame apparent, whilst reviewing the
empirical data, that the sectoral difference seetagilay little role, reinforcing the results
of the quantitative aspect of the study. Instelael nbain things that differentiated the firms’
locational preferences, especially regarding théws on core versus periphery, were

related to other characteristics of the individfiahs, such as profile, size and function.

% See 7.2 for more detail of bid-rent theory
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The empirical evidence suggested that the firm& wftared characteristics of this nature

sought similar assets associated with space and.pla

It was found that firms which were highly speciatisin this case with a strong ‘creative’
profile, were more likely to locate in the city ¢enin order to access strong brand
reputation. Ambitious firms seeking a high profilequired a central location to fulfil

staffing requirements. Human capital was, to aaterextent, considered to be orientated
by city-centre consumption practices and lifest@ad so firms of this kind had located in
the city centre to attract them. A central locatedeo offered access to strong external

linkages to build and maintain a broader clieniebas

Firms with more routinised functions, by contrastere likely to be located in the
periphery, as they did not need to attract the rhagily skilled and creative employees
and tended to be less intensive users of spacevellsas the negative factors associated
with more central locations like lack of space,agee congestion and higher land prices,
various factors were found to attract firms intdwtipan areas and beyond, including
workforce decentralisation, better accessibilityrtotorway connections and proximity to

the airport.

Firm size was also found to be important. The ereanhdustries sector is characterised by
small and independent firms and by sole traderfeeedance activity (Frontier Economics,
2006). In terms of business location, this may lteisua desire to co-locate in order to
share the economies and advantages generated kimpyoto other similar firms.
However, the study found that very small firms weot readily able to afford the cost of
city-centre premises. For larger firms, by contraicisions taken regarding location
involve more of a cost-benefit analysis, which ikely to preference the role of
agglomeration economies including accessibility,iteentives, available qualified labour,
connections and forward and backward linkages (dtdsand Bakker, 2007). The larger
firms were also more constrained in their choicedhe availability of suitable property.
The evidence suggested that the sample firms baséx® centre were, in the context of
the creative industries, medium to large in sizéhvinetween ten and forty employees.
Very small firms, including sole traders and th# senployed, often conducted business
from home, so their spatial pattern was more i With residential preferences and
therefore less orientated to the centre. More tcestablished firms were often found to
be based in home offices or located in managedbaton workspaces. Managed

workspace was said to offer a range of opportuntehelp offset risk, such as networking
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opportunities, flexible leasing and shared servidédgs was commonly associated with a
more decentralised spatial pattern. Many of what ww more established firms had

accessed a city-centre space at a time when tloe sy comparatively cheap.

A couple of very large firms were identified in tperiphery, employing more than 250
staff. A peripheral location may have been necatesitby the corresponding need for large
premises. There were some firms, within the sanipl,required a large amount of space
for their activities. This was primarily associatedh the film and television sector where
there was a greater variation in the types of dEs/being undertaken. Activities which

required a larger space included film studio ordampanies which selected and more
peripheral sites partly to avoid the high costsh& centre. As well as requiring a large
space, they often needed to transport equipmemiteoaccessible to those transporting
equipment to them. Prospects for doing this wereaathged by location outside the
congested city centre, close to the nodes of matprimkages. By contrast, firms with

activities which were largely desk-based, as witbstmactivities within the advertising

industry, or firms which had to be accessible &tors, for example those in the film and

television industry with editing suites, were mbkely to locate in the centre.

These findings can help give an indication of spdiehaviour over the life cycle of a firm.
Within small to medium sized firms individuals dikeely to be very influential. Those
who are ambitious and recognise the need to rhisie visibility are likely to choose a
prestigious location to improve the reputation ledit firm. Most cannot afford a central
location straightaway, so they are likely to bewiarking from or close to home, for
example in local managed workspace. Those whoeaspiraise their profile and recruit
highly skilled staff are likely to move to a morentral location. The target workers are
seen to be motivated not just by pay level, but Bswhere a firm is located in relation to
their lifestyle preferences and in order to staythe loop’. In this way as a firm aspires to
grow, location decisions are likely to be takerailess personalised way. Finally, if a firm
reaches a very large size, it may be able to pr@ecugh brand image to attract workers
out of the centre and, moreover, business premmgsbecome more challenging to find
in the centre. By this stage of the firm’'s lifeayclhowever, it will also be inheriting
decisions made in the past, so that inertia asagetligh moving costs may prevent such a

move.
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10.5 Contribution to research agendas

This section examines how the present study’s ffigglicompare with what the various
bodies of industrial location theory say aboutgpatial rationale of the new economy, and
in particular that of the creative industries sectas reviewed in Chapters 2-4. The
discussion needs to extend widely across exisitegature because the choice of case
study was partly aimed at what appeared to be argpe knowledge. Despite extensive
research into the organisation of economic actiwitythe knowledge economy, the

evidence base had been found patchy regarding pgh#ak rationale of its creative

industries. Moreover, what evidence did exist hadnsed to be focused mainly on the
global, world or capital cities with much less knedge regarding regional cities, despite

the high policy salience of this sector in termsegfenerating these places.

This section is arranged in two parts and discubsesfar the findings can contribute to
knowledge about the core-periphery relationshipe Titst highlights ideas regarding the
creative industries’ compulsion to co-locate, theimergence in and colonisation of areas
close to the city centre with cheap space, andntiweence of factors relating to quality of
life. The second part assesses what the fortundsegberiphery can be understood to be,
based on the study’s findings. The disagglomeradidvantages of less central sites, such
as property to purchase and local transport, ametifted alongside a possible process of

displacement from the city centre.

10.5.1Privileging the core

This study has demonstrated that, within Greatendflaster, the city centre provides a
considerable pull for the firms included in the e&asudy. This is broadly consistent with
observations in that part of the literature whicgugs for the continued importance of
geography and the ‘power of place’ in a globaliseatld (Christopherson et al, 2008;
Morgan, 2004; Pratt, 2000; Scott and Storper, 200Bactors associated with
agglomeration, as developed by Marshall (1920) &ndtt (2000), were crucial to the
firms in the sample. Amongst those firms who wdske do afford the high price of space
in the city centre, great emphasis was placed erbémefits that this location provided for
the ease of access both to the labour pool andiésts that is offered by the effective

density of the core. The importance of access houais clearly supported by existing
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literature (Gordon and McCann, 2000; Polese andai®he 2004; Scott and Storper,
2003). The high level of external connectivity bgil roffered by the central area of

Manchester was a particular benefit to the mostpsditive firms which had interactions

outside the region, most notably with London. Tisisometimes overlooked amongst the
creative industries literature, with its dominamtuis on the possibilities for local inter-firm

collaboration and networking offered by a centnatoncentrated location. Exceptions to
this would be the work of Bathelt et al (2004), Izt (2005) and Turok (2005).

At the same time, however, the study gave less@tipp the importance of co-location in
the urban core alongside other creative industryidi While co-location is often seen to
benefit businesses through extending knowledgejcied risk and sharing inputs (Banks
et al, 2000; Wu, 2005), there was a lack of evidemt this point within the data generated
from the study’s interviews with firms. Whilst fate-face meeting was important in terms
of formal meetings with clients at the start of during a piece of work, rather little
importance seemed to be attached to opportunitieserting face-to-face with other

creative workers to share ideas.

Linked to this, the present study also turned tifelievidence of spatially concentrated
‘knowledge spillovers’ such as described by TurdB05). While participants did keep in
contact with past colleagues and often asked feir thdvice regarding ideas, this was
largely done via the phone or email rather thasaredipidous or arranged face-to-face
meetings. Moreover, there was little sign of nekgobeing engendered solely by the
proximity of the city centre, at least not currgntAccording to the interviewees, this
would seem to have occurred at one time withinRiv@ and Television industry, when
there were concentrations of firms close to theomeljents of the BBC and Granada. As
mentioned in section 9.5.1, however, these netwerése said to be so exclusive and
closed now that merely locating near one of thespleyers would be unlikely to be

enough to break into the industry.

This lack of evidence of aspiration to network ifamovation may possibly be related to the
choice of case study area. A post-industrial aityNiorthern England is hardly likely to

play host to the same calibre of firms as a glaeatre like London. This study suggests
that businesses in a regional city like Manchestay not seek to benefit much from
innovation generated by knowledge sharing, buteawttend to be involved in more

routine functions, whether located at the heathefconurbation or in less central areas.
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The importance of being able to access low-cosksgace in or close to the city centre,
however, is much more in conformity with previousudies. For instance, the
concentration of creative industry activity in tNerthern Quarter was shown (see section
7.3 above) to have followed processes similar ts¢hdentified by Cameron and Coaffee
(2005), Barnes and Hutton (2009) and Zukin (1988 colonisation of cheap space had
led to a ‘revalorization’ of the area and the NerthQuarter had become a site of cultural
production and consumption. Similarly, the findirsygygested that, in conformity with the
findings of Drake (2003); Hutton (2004) and Markug006), cost was not the only
consideration in how firms experienced the valupasticular spaces. The development of
Northern Quarter seemed to be a complex procedsh, twe area’s popularity for the
location of creative industry firms being attribditeo a range of factors. This included the
Quarter’s aesthetic appeal and the quality of thie environment, its proximity to the city
centre and to the key transport nodes there, steityi of creative production and the area’s
‘cool’ image associated with its sites of counteltural consumption. This chimes with
the conclusions of Barnes and Hutton (2009: 12&R)p assert that, “Micro-geographical
contingencies matter enormously for the new econantyits consequences in the form of
particular buildings, streetscapes, squares, parkszas and landmarks. The micro-

geographical is not incidental, but the stuff afdst’.

The interviews also tested the quite widely acadpieportance of quality-of-place as a
location factor. It was found that the influence qdality-of-place assets tended to
preference the centre, though this was not reladegersonal preference for the sort of
‘people climate’ advocated by Florida (2002). Itsweuch more associated with the
importance attached to place reputation for busisescess, especially attracting clients
and staff. The city-centre amenities were regaatetinked to the sense of a ‘Manchester
brand’, with a strong feeling that the type of eayales valued by creative firms would
prefer to work in the city centre. In fact, manytbé directors of firms located in the city
centre of Manchester felt that they were alreadyessing liveability by virtue of being
based in Greater Manchester rather than in Lontamy were willing to undertake a
lengthy commute from the desirable areas of Soutindiester and Cheshire to their firm
location in Manchester City Centre. This could plagsbe linked to the broader escalator
effect (Fielding, 1992) which draws skilled workéosLondon and the South East early in
their career. In this study, there were participanho, having worked for a number of
years in London in order to advance their cardmm tmoved (and in some cases returned)
to the Manchester area in order to take advantageality-of-life benefits such as larger

and more affordable houses, good schools and atc#ss countryside. The fact of opting
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for a home in the suburbs or beyond, however, didseem to influence the location of

their firms, all of which were located in the cigntre.

10.5.2Favouring the periphery

The strong emphasis placed on the value of celoitation by the recent literature on the
knowledge economy and the creative industries withiwould, at first glance, seem to
leave little room for those elements of industriatation theory which stress the
advantages of more peripheral locations. Aspect@/eber’s transportation cost model,
Alonso’s bid-rent model and more generally the okessical approach predict that
businesses with less need of proximity to othemdirwill seek out sites with more
abundant, and thus cheaper, land and labour. Tidg gid find some evidence of creative
industry firms locating in more peripheral areaatmid agglomeration diseconomies of

one sort or another.

One key factor behind seeking out a more periphleredtion can be traced back in
industrial location theory to the behavioural sdhafothought, namely the quest to reduce
risk. While this is more normally associated witinmis putting a distance between
themselves and their keenest competitors and atitegnio cover their own section of the
market, two other aspects of risk minimisation werere frequently mentioned in the
study’s interviews with firms. One was the purchgsof premises which was generally
more affordable in the less central locationsjne with the Alonso model. They felt that
this offered them a key mechanism for offsettiisg, which is divergent from traditional
views (Fothergill, Monk and Perry, 1987) about dnfams purchasing property, as
discussed in section 7.4. Purchasing property veas $0 reduce risk by providing an

investment and giving firms increased control aeir business premises.

Accessing managed workspace, where services wexedhwas another method of
reducing risk, particularly amongst very small aioding firms. It may be that this method
of offsetting risk was regarded as an alternativecultivating strong networks. On the
other hand, one site of genuine collaboration atdiarking was identified in the managed
workspace based in a former mill in Salford. Then§ interviewed within this workspace
had all collaborated with other individuals andr& based there and informal networks

had been facilitated by communal spaces and evEnéssense of trust engendered by co-
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location had been crucial to these processes. et workspace being relatively close
to Manchester City Centre, it lacked some of treetsin the immediate area that firms in
the centre had ready access to, notably in ternteangport linkages and amenities. The
character of these firms diverged from those basetie centre in that they were more
artistic and bohemian wand possessed less amhaiarow in a corporate and solely

profit-orientated way.

Firms located in decentralised areas had oftentddcaear transport nodes, mainly near
motorways as these offices were more often supghdayecar travel. Some premises were,
however, located near public transport such as tedhe Metrolink or train stations
primarily for ease of staff travel. Locating neeansport links offered a further benefit of
disagglomeration relating to the reduction of peohé with road congestion. This was
useful to firms based in more peripheral sitesthey tended to serve a more localised
market than firms based in the city centre.

There was some evidence of displacement, as oftemtified in the literature but most
frequently associated with the global city (Zukir§88; Hutton, 2006). Instead of being
associated with global city processes, these wbaleé been seen to be more in line with
the issues discussed by Cameron and Coaffee (20@b)elated to the extensive city
centre regeneration of the last 10 to 15 years.relltveas some evidence of newly
developed concentrations of activity in some amaside the city centre, but not a great
distance from it, as with the mill in Salford dissed in section 10.4.1. This concentration
did not have strong links into the established $irof the sector nor does the area possess
the same advantages as the city centre. The stuglyests that affordable space for
production within the city centre is being squeeza@venting new creative firms from
accessing premises there. This compounds the pnakie nature of closed networks and
makes inertia more likely. The process identifiedehis similar to that investigated by
Pratt (2009) in Hoxton. Industrial gentrificatios thought to be damaging spaces of
creative production and regeneration efforts map dle contributing to this negative
process. Though outside London, the Northern Quhés similarities to Hoxton, linked to
the processes of regeneration and the re-imagititecdrea.

Location in more peripheral sites was, therefatiét,pmartly determined by more traditional
factors. Location outside the city centre was lgdthee cost and sometimes the size of
premises available or occurred because the plgnégaton advantages did not hold for

more routine and locally focused firms. There wtkelevidence of firms moving to more
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peripheral sites in order to meet a desire fordased liveability and to be more in line

with residential preferences.

10.6 Implications for policy agendas

This section explores the findings of the presentdys in relation to prospects for
successful policy intervention. The original aimtbis study was to look at how an urban
region like Greater Manchester has experienced thraw the creative industries, in
particular how creative industry growth has také&ace and what the spatial patterning is.
It was considered interesting to see the degreentoh the economy of the region, which
suffered huge unemployment due to structural chremgehe economy, has managed to
respond to economic transformation. The study afaoted to find out whether there had
been any advantage in Greater Manchester not laetreiditional monocentric city, but a
conurbation punctuated with subcentres of varying and prosperity. In this context, the
findings of this study are in line with the sentmeof Waitt and Gibson (2009: 1244) who
suggest that, “The scripting and response to regéor stories for places is embedded in
various complex and competing understandings oteplalentity (notably, class and

industrial legacy), city size and proximity”.

As identified in section 10.4.1, the evidence frtms study suggests that Manchester city
centre is the main focus of creative industry distim Greater Manchester. The traditional
factors of agglomeration were identified as impotria guiding this pattern. The findings
of this study therefore suggest that investmeninfrastructure and skills development
(attraction or retention) are thought to be morpanant than policies aimed at developing
internal networks. In terms of creating the beétastructural setting, transport linkages
were found to be of prime importance to firms ir tbase study sample. Manchester
benefits from the natural advantage of its centiition in UK and its strong external
connectivity, particularly to London. Within Greatdanchester, the high effective density
arising from the ability to commute over fairly ¢gr distances was also a clear advantage.
Nonetheless, some problems were identified withsskiith the attraction and retention of

skilled workers being identified as a key priofity the firms.

Clearly, efforts had been undertaken to attractratain skilled workers and graduates and
this was identified by the firms. The business imag Manchester which has been
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marketed strongly was seen as a mechanism forcctatigastaff. In actuality, it was the
liveability of Greater Manchester, coupled with ttrand of the city centre, which offered
a distinct advantage to those returning or relogato the region from London and the
South East. The residential preferences for sonsmralde peripheral areas in south
Manchester were seen as a key advantage, althdughdil not guide firm location
decisions which remained focused on the city cenfiree study found that this more
intangible idea of place image had influenced desgsabout location. On the other hand,
it is possible to note some negative effects aasediwith this branding process. There has
been a process of commodification of culture witbianding campaigns, which often
draw on the cultural production of Manchester. meairaging a return to the centre, it has
put a squeeze on cheap space which had originatlyiqed the seedbed for creative
activity there. The gentrification of some creataeeas in and around Manchester City
Centre has led to the lack of affordable spacertrtaditional sites of creative production.

This correspondingly raises certain questions altloeitvalidity of current policy in the
urban region. One important issue arising fromfihéings of the present study relates to
the sustainability of the MediacityUK site. Thisear although possessing a Metrolink to
Manchester City Centre and some flagship infrastinecsuch as the Lowry and Imperial
War Museum, lacks the vibrancy and infrastructasdets of the city centre. While the
BBC provides the anchor for this development anghinbe thought capable of attracting
firms to settle there, the findings of this stu@gicdoubt on this. As the existing networks
of BBC clients are fairly closed and exclusiveisinot clear why firms would relocate to
this site, away from the benefits of the city cerdf Manchester or indeed other cities like
London. Even if some chose to do so, this may eserve to fracture the spatial
concentration of film and television firms in GreatManchester, with some firms

remaining in the centre and others relocating {to8hQuays.

Another area where the findings of this study wosdeém to challenge current policy is in
the provision of spaces for creative productiorsmlg the city centre. Whilst this is useful
to help start-up firms and support young busineskesegenerative capacity of this policy
focus would appear somewhat overstated. For exanipls unlikely that this will
contribute substantially to the local economy. @ast, the study suggests that, if businesses
based in managed workspace have aspirations to gnewbecome more commercially
competitive, they will be drawn into the city cemtiPolicy intervention would be better
channelled into helping businesses to access ftiteecand the advantages that it offers,
such as high connectivity. The space left vacanthm city centre during the current
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financial crisis could offer valuable space for nengative industry investment. The trend
of firms purchasing premises in the periphery agethod of offsetting risk, as identified in
this study, is also likely to pose significant issdor firm growth and even survival during

the recession.

10.7 Conclusions of the study

In terms of the spatial pattern of creative indpéinms, the quantitative stage of the study
demonstrated that firms within the sector had & kliggree of concentration on the central
core of Greater Manchester. This was confirmedhaydualitative work conducted with

the selected firms from advertising and film & tegon. In terms of the factors

determining these location choices, the hard asdgbtace, particularly access to clients
and labour enabled by transport connectivity arst séhe availability and cost of space,
were particularly important. The more intangibleattge of place brand, specifically

associated with the centre of Manchester, andatsgived advantage of attracting staff
and clients played a notable supporting role. Intrasting two sectors selected for their
slightly different spatial patterns in the firsege of quantitative work, it emerged that
sectoral difference was of considerably less ingyaré than other firm characteristics such
as profile, size and function. The findings gaveiradication of a possible firm lifecycle

relating to location within the creative industriegctor. Within SMEs individual

preferences are likely to be very important. Whigrese firms are ambitious, a central
location is likely to be favoured to raise the fieobf the firm and help recruit the best
staff. A larger firm is likely to make decisions & more objective way that does not
preference the prejudices of a single staff memdezn a senior one. Inherited decisions

are also likely to influence future moves.

In terms of how these findings contribute to thesexg research agendas, a number of key
lines were pursued. Firstly, the present study emsigks the importance of a central
location which had a very strong pull for the sa&dcfirms in terms of both transport
connectivity and effective density. This is in liwéh broader accounts of the role of place
in the knowledge economy. The findings also congdnthe importance of low cost space
as in existing accounts of the emergence of areaseative production. In contrast with
past studies which have claimed a central roleideas sharing in encouraging spatial

proximity, however, there was little evidence fbistin the study. There was also limited
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substantiation of the role of a ‘people climate’ asvisaged by Florida (2002) in
determining firm location. Whilst brand image wasportant, it was not associated with

personal preferences for city living.

Secondly, in terms of motivations guiding a locatioutside the centre, the study’s
identification of a problem of displacement relatedhe gentrification of creative spaces
is consistent with the strong tradition of theseocamts that can be found in the literature,
not least Cameron and Coaffee’s (2005) study ofptmticular context of extensive city

centre regeneration. Risk reduction also emergealseisong theme amongst firms located
outside the city centre. This motivation confirmedsting research, but the manifestation

of this in purchasing property was in contrast vapi#tst studies.

The knock-on policy implications of these findinggere in several main areas. The
confirmed importance of hard assets would sugg@$tdontinuing investment in transport,
and skills development would help the region grd® dreative sector. Within other
possible areas warranting policy attention or alyethe focus of policy, however, some
tensions existed. Whilst branding strategies foduse displaying the ‘big city’ imagery
and promoting city centre consumption had provedsset to firms located in the centre,
the strategy of regenerating and promoting citynivand city centre consumption had
squeezed the spaces of creative production inghttec Questions were also raised about
the effectiveness of policies aiming to grow cneatproduction outside the city centre,
including the MediaCityUK site, due to the lack ofbrancy, opportunities for
consumption, infrastructural assets and accessbtmul and clients, shown to help sustain

creative production, possessed by peripheral sites.

10.8 Reflections on the study

How much reliance can be placed on this study'difigs as reported above and could
more have been done to check the accuracy of sttseas well as probe more deeply into
the patterns and processes of creative industrgldement? On the plus side, the study
employed a mixed methods approach which has alloggde triangulation of study

findings, thereby permitting a greater degree officdence in the results. The quantitative
mapping stage of the study provided a rationalettierchoice of case study sectors and
allowed their geographical patterning to be idéedif forming the basis for collecting the
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majority of the empirical data from the interviewide latter helped provide explanation
for these patterns and give richer, more nuancedusts of the choices guiding firm
location. The choice of Greater Manchester was nvatle reference to several criteria,
thereby aiding the generalisability of the studyt. tAe same time, it is important to
acknowledge that the research for this thesis mdfesome limitations. Perhaps most
restrictive was the dearth of reliable statisticstbe number and especially the detailed
location of businesses and employment in the areatdustries. This section firstly

evaluates the quantitative stage of the study bafeftecting on the use of interviews.

The Annual Business Inquiry (ABI) formed the majpiof the quantitative analyses. At an
early stage of the study, it had to be concluded the alternative sources of data on
creative industries employment were not suitablé) #he most recent Population Census
being out of date and with the annual Labour F@uaevey suffering from far too small
sample size for studying the local distributioneokn the creative industries in aggregate,
let alone of its individual sectors. Nevertheldbg, ABI left a great deal to be desired. The
chief problem is that much of its data is itselséad on estimates from a sample survey,
leading to relatively large standard errors at gtigagated levels. This obviously poses a
problem even with analyses for a single point meti though the method of local area
apportionment (i.e. estimating from higher levetsvdwards) means that, while the results
for individual wards may be subject to a wide margfi error, it is possible to place more
confidence in the broader picture of distributiohieth the ward-level data presents for a
much larger area like the whole of Greater Man@hesthis problem is, however, much
more acute in analysing change over time, to thengxthat ONS advises against its use for
this purpose and does not calculate standard eopthis type of application. In fact, this
iIs not the only impediment to time-series analysighat, in order to provide the most
useful picture of current employment, the ABI metblogy is being frequently modified,
leading to discontinuities between the annual sétsesults. Finally, the ABI is also
deficient in not covering self-employment and imngsan industrial classification system
that lags behind new developments in the economyoth these causing particular
problems for this study because of the nature @ttieative industries (see sections 3.5 and
5.4 above). While the latter weakness has partladiyn addressed by the introduction of
the 2007 SIC in the 2008 ABI, there remains thebjem of discontinuity with previous
years. Given the importance attached by governp@ity to the creative industries since
1997 (see Chapter 3), surely it is vital that a enoosbust and comprehensive way of
monitoring their growth be devised. Until the 20d&nsus results are available, however,

it seems likely that the ABI will remain the besusce for highly disaggregate analyses, as
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long as great care is taken in interpreting theultesFurther information on all these

aspects of the ABI can be found in Appendix 11.

The absence of comprehensive databases of firmsthgtnecessary statistical information
proved another setback in studying spatial pattquasititatively. Early in the study it was
concluded that it was not possible to use diregsofor this type of statistical analysis. The
use of postcode data taken from the online yellages was trialled, but this was not felt
to be a complete listing as some types of firmg feature commonly in the creative
industries would be unlikely to utilise this softlisting (because their customers are not
individual consumers) and anyway this source didcoatain any information specifically
on the size of firm. The FAME database would hagerba stronger candidate, if | had
been aware of its existence at the time. FAME ®mpany and financial database. The
following information may (depending on the dataitable) be contained in the report:
SIC Code, profit and loss data, assets and liedslitratios, current and historical credit
scores and ratings, current and previous directmstact names and positions, holding
companies and subsidiaries, and audit detailpdears, however, that even this database
would not have provided the comprehensive stagistiata needed. While it could have
been used to assemble a list of head office adekeshkich could then have been mapped,
FAME would still not have allowed an analysis thabk account of firm size in terms of
either financial turnover or employee numbers. Thisecause FAME'’s data on these two
characteristics is seriously incomplete, at leasicfeative industry firms, presumably due
to the fact that it is voluntary for businesseshwan annual turnover of less than

£24million to submit information on these.

Other directories were, however, much more usefuiglping to identify a population of
firms from which to select the interview sample. Asscribed in Chapter 5, online
directories and listings held by organisations RS and D&AD proved extremely
helpful in building up an inventory of the namegdaddresses of firms to contact for
interview. Instead, the main challenge was persupthe selected firms to participate in
the study. Even among those who were receptiveh& idlea, the interviews were
sometimes difficult to arrange because of the pessd work schedules of the
participants and also the difficulties of condugtithe study at a distance. Perhaps not
surprisingly, therefore, the response rate to agpgres made by phone and email turned
out to be low, at around 30% out of the 70 firmgesed initially. This was in spite of the
considerable effort expended in trying to boostsample size, with individual firms being
contacted up to 5 times. A snowballing method wdspged further into the study to
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increase the number of participants, thereby impgthe overall response rate. In the
end, interviews were carried out with 28 firms, g¥hcontained a relatively even balance
between the two case study sectors of advertignagfiim and TV and also between the
centre and periphery of the case study area -wihetimary dimensions of analysis. It is
recognised, however, that a larger sample size dvbale allowed a more statistically
defensible breakdown by other dimensions that ierad important from the analysis of
the interview data, such as the age, size, expmriand organisation of the firms. It is also
regrettable that it was not possible to establ®h representative the 28 firms were of the
whole population of firms in these two sectors lseaof the lack of comprehensive
listings containing the requisite statistical imf@tion. As just mentioned, while the FAME
database comes closest to providing this, it@tiéls not distinguish fully between creative
and non-creative firms, nor does it even contaificsently comprehensive data on firm

size.

Turning to the interviews themselves, it is recsgdi that the value of the information

derived from them can be compromised by the pagitis having only a partial picture of

their firms. In this case, however, the study dieadly targeted directors with decision

making responsibilities for their firms and, no dohelped by the fact that most of the
firms were small, these individuals proved to haweintimate and holistic knowledge of

why the firm had done what it had with regard toalton. In addition, great pains were
taken during the firm interviews to ensure thatcaptual clarity was achieved. It was a
concern, when planning the interviews, that ideasetbped from academic research might
be hard to express clearly and concisely. Actutlily interviewees proved more than
conversant in the sorts of terms which might besmared problematic such as ‘buzz’ or
‘connectivity’. By conducting face-to-face interws any residual lack of understanding of
these concepts was ironed out.

Care was also taken to ensure that the responsedeofiewees were unbiased. One
example of how this was attempted is in the useaadis early on in the firm interviews in
order to get participants to identify and rank whizy considered to be the top five
determinants of their firms’ location out of a muohger list developed from the literature
(see Table 6.5). The cards were presented in anamdder and each card was discussed
and either discarded, if deemed irrelevant, or ednkf seen among the most important.
Also, it is well known that interview participantdten try and present the view that they
believe the interviewer would like to hear, butgmngsenting the determinants of location
without any sense of hierarchy this was overcomdaasas possible. The degree of
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confidence in the interview responses was also owgmt by a thorough probing of
answers, encouraging interviewees to be very dakplhictheir responses and seeking

exemplification and evidence to illustrate theplres.

At the same time, it is recognised that perhapsentould perhaps have been achieved
from the firm interviews than was. One example bistis the failure to collect
comprehensive and detailed information on the aodtavailability of premises, especially
on rents and leases. Part of the reason for thes that it was only after many of the
interviews had been conducted that this emergesha®f the three key determinants were
assembled. On reflection, it might have been bé&ttéave utilised a two-stage approach of
beginning with a wider questionnaire survey folloW®y a more selective interview stage.
Yet, even if this had been possible within the t@msts of the PhD research, this
approach would still have encountered the issuescoéss and conceptual clarity already
mentioned. Furthermore, as discovered in the lmtrviews that did ask about such
matters as leases and rents, there was a genevalingness to divulge much detail on
these costs because of their commercial sensitithitg despite assurances of anonymity.
The other point to bear in mind is that publishedperty market statistics are not
sufficiently disaggregated to use at this level #merefore it would have taken a lot of
original primarily research to piece together whats actually happening in the local
property market over time. It was not clear astthee of the research design that such
effort could be justified and even now, it mightsbee regarded as a future extension of
this work.

Finally, in relation to the firm interviews, the macts web did not yield as much data as
hoped for. It had been included in the intervielWwestule in order to help identify patterns
in the geography of interactions undertaken by dirtdnfortunately, not all firms were
willing to give very detailed information includirtpe names and locations of other firms,
again mainly because of its commercial sensitiiitgvertheless, the use of the contacts
web did lead to the recognition of some broad padtas detailed in Chapter 9, notably
identifying the likelihood of firms with clients bad in London to be located in the city
centre of Manchester.

As regards the stakeholder interviews, these wagely used to build up a background
picture of the creative industries in Greater Masstar and to improve the opportunities
for identifying and accessing participants for tiven interviews. They were focused

mainly on those who had an urban regeneration re@mtheir jobs, but also covered



Chapter 10 236

workspace managers, local commentators and indeegtrgsentatives. The logic for their
selection was based upon their knowledge of creatigustries and their vested interest in
seeing growth in the sector. There was a much higisponse rate from stakeholders than
firms, with only 3 of the 18 organisations approatideclining to be involved in the study.
In hindsight, given that most of these intervieask place before the majority of the firm
interviews occurred, it was a pity that the resegian had not set aside time and funds for
re-interviewing the stakeholders towards the enthefresearch. That evidence could have
provided a further element of triangulation of #tedy’s main findings by comparing them
with their own perceptions. It would also have a#al more discussion of the implications
of recent developments in the creative industme&ieater Manchester and also, though
this could not have been anticipated at the outc#te study, provided an opportunity to
discuss the likely effects of the current recessonthe sector and on its capacity for
underpinning urban regeneration policy into thefet

10.9 Future Research

Most studies seem to raise more research quedtiansthey answer, and this one is no
exception, perhaps not surprisingly given the epgitry nature of this study and the gap
in knowledge it seeks to address by focusing ongegraphical distribution of creative
industry firms in a transforming regional city. frarticular, the previous section has
highlighted the weaknesses of the existing souofestatistical data on the intra-urban
patterns of employment in the two case study secaoid recognised the problems of
achieving a size of interview sample large enoumlbé categorical about the relative
importance of a number of key dimensions in logatdecision making. This would
suggest, therefore, that there are a number ofitplitsss for directly carrying forward
some of the lines of investigation probed in thisdg, as well as some other ways of
extending out from the present study to tackle toes raised by its main findings.

Perhaps the most pressing follow-up activity isutalertake the re-interviewing of the

stakeholders, as flagged up at the end of theskgion and for the reasons given there.
Indeed, given that 1-2 years has now elapsed sirecBrm interviews, a strong case could
be made for getting back to these, too. One mapticyprelated question concerns the
sustainability of the urban regeneration that hadnbachieved in Manchester up till the

onset of recession in 2008 partly through growthhim creative industry sector. How far
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have firms had to rein in on their plans as firstdtt and then markets have been
squeezed? Alternatively, has the recession redpiagzbrty values or created vacancies in
the areas of the city that had become increasigghtrified, making available space for
the next generation of enterprises that have beeling it difficult to move out of their

existing premises in or near their owners’ homed beanefit from the advantages of a
more central location? Such work should also tddee dpportunity to try and get more

concrete cost information about leases and rertefdums.

Secondly, building on this study’s experience obducing an inventory of creative
industry firms from online directories and the ihgis of trade and other organisations,
there remains scope for checking how far the FAM# any other directories not used in
this study can combine to produce a complete matdirenterprise in these sectors. From
what was said in the previous section, it is unséalto expect that these can yield a robust
statistical dataset, but it may be possible to pleeir information in such a way as to form
a more sophisticated sampling frame than was dlait® the present study. This would
be valuable both for selecting firms for surveyd & providing some degree of checking

on the representativeness of their responses.

One further follow-up to this study concerns thedéor better knowledge of the intra-
urban distribution of economic activity in the diea industries. It is extremely important
to get a better handle on the actual patterns amdthey are changing over time, not least
in order to help advise policy makers on how fasthactivities are likely to remain highly
concentrated in the centre of an urban region@keater Manchester and thus how much
pay-off there might be from trying to encourage dleeentralisation that would seem to be
needed to boost the economic fortunes of the atetres in the region. A first step here
would be to go beyond the use of location quoti@mtShapter 6, where the key task was
to compare the degree of geographical concentratidhe creative industry sectors. On
reflection, that type of index needs to be completed by the examination of the actual
numbers involved. While the location quotient iodat showing the spatial distribution
of one sector relative to the distribution of akttrs, it masks the fact that the latter may
itself be very uneven, with many more jobs in aleamployment node and many fewer in
a more residential ward. As a result, a high laratjuotient in a central Manchester ward
will have a much greater significance than a higtation quotient in a suburban ward. To
get a balanced impression of the degree of coraténrof jobs in a particular industry,
the pattern of actual jobs should also be showenBEwith the counts data, however, for

the reasons discussed above and set out in Appéfdikis still very difficult to derive an
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accurate picture of changes over time. Urgent dangtion needs to be given to how the
inadequacies of sources like the ABI and LFS caadmressed and/or how a new source

of more robust data can be developed for trackieddcal distribution of jobs over time.

In the meantime, an opportunity for a clearer petwill arise with the next Population
Census, which has the benefits of being a fulleiathan sample survey and of covering
the self-employed as well as employees and alswide® detailed information about
where people live as well as where they work —spreet which has received considerable
attention in this study owing to the different erapbs placed on quality of place for
business purposes as opposed to residential pneéereThe 2011 Census can also serve as
a check on the adequacy of the traditional datacesyand hopefully will be sufficiently
consistent with the 2001 Census to enable the sisabf change over the intervening

decade.

There are also a number of other ways in whichrésearch could be broadened out. One
concerns the degree of transferability of the figdi to other sectors within the creative
industries. The present study has been limitedust jwo of the sectors, albeit that
advertising and film and television are among thestrstrongly represented in the case
study area and lay at the extremes of the degrepatial concentration there. Research on
the other three sectors in Greater Manchester wiviete also deemed large enough to
study — architecture, digital content and publighisee Table 5.9) — could be used to see
whether sectoral differences play any greater itapae relative to other firm
characteristics than found for the two sectorsis study.

A second area meriting fuller attention than has/@d possible in this study relates to the
role played by the distinctive geography of theecaridy area. Greater Manchester was
chosen not just because it was characterised aa @re-periphery relationship, but also
because its periphery was punctuated by a numbsulidtantial employment sub-centres
with their well-established businesses and inhec#aof premises that, as in the city
centre, were seen as potentially suitable for accodating creative industry firms. A
large project which was able to contact a highersdg of firms in the periphery would
help to pin down better whether the existence eké¢hsub-centres was able to tempt a
greater number of such firms to locate outsideddatre of the conurbation. This could
also be checked by extending research to covesfimthe more peripheral parts of other

cities that are more monocentric than Greater Mesteln.
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Finally, there is seen to be scope for further aede in relation to the idea, set out in
section 10.4.3, that the spatial behaviour of oreaindustry firms tends to alter in a
predictable way during the life cycle of the firin.order to probe in depth how individual
firms behave over the course of their lifecycleletailed study concentrating on individual
firms could be undertaken. This would see if craaindustry firms of different ages,

sizes, activities and profiles would behave spgtial accordance with other members of
that grouping and thereby establish more fully htaw this part of the expanding

knowledge economy departs from the locational bel@vexpected from traditional

industrial location theory.

10.10 Final remarks

The study has demonstrated that creative industieekave specific, although complex,
patterns of spatial organisation. Despite shariognes characteristics with the broader
knowledge economy, associated with the more flexiiganisation of labour, spatial
patterns in the creative industries are distinbe high risk nature of the sector has a very
particular influence on the location choices ofris This research found that creative
industry firms tended to strongly preference thetiee notably for brand image and strong
connectivity aiding access to labour and clientd, di the same time they were shown to
be particularly vulnerable to processes of gesation and displacement. Within regional
cities, like the case study of Manchester, thiscess is often catalysed by recent

regeneration and the policy emphasis on urbangsaace.

This research has identified several of the kegrd@hants of location for the case study
sectors in Greater Manchester. This reinforcedrtigortance of traditional infrastructure
factors in terms of connectivity and cost of spacd also more intangible notions of place
brand and reputation. Further to this, the studgnified commonalities in spatial
behaviour that were much less to do with their @attspeciality and were much more
related to firm characteristics like size, profdad age. This led to the suggestion of an
account of a lifecycle of a creative industry firparticularly in the relationship of firms to
the core or periphery. The implications of theselifigs are to suggest that firm function is
of more relevance to the spatial behaviour of oreaindustries than the sectoral
distinctions that \are traditionally embodied idustrial classifications like the SIC.
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Further, this study has identified complexitieshiit different creative industry sectors,
amongst firms possessing different characterisaiog within different contexts. Whilst
some consistency has been found between this stdidgings and the existing literature
on the creative industries, some of the latterlbesen rendered less applicable because of
the focus of the research on a city in Northern [&md) which has been undergoing
substantial regeneration. In the UK the creativdustries sector has been touted as a
powerful tool for regenerating urban areas. Themegation discourses associated with the
value of city living, particularly as a way of cggising on culture, have been found to
have less application within this study and havenbeédentified as problematic in
squeezing the spaces available for creative pramudin terms of attracting the creative
class, these discourses may also be misplacedyitom possible to attract ‘talent’ back to
the region through an escalator effect, but theralso a huge resource in the student
population within Greater Manchester. This studgpalemonstrated that effective density
improved by strong transport connectivity was vienportant in the location decisions of
firms. Moreover there are clearly tensions withirogpects for intervention as policy
which focuses on one aspect, for example buildilege brand, may negatively affect
other aspects of creative industry activity, sushtlae sustainability of the spaces of

creative production.

The evidence demonstrates that important questiemsin regarding the suitability of
schemes aimed at boosting the sector. These miatarily to the diversity of activities
and types of firms included under the umbrella terfrthe creative industries. It also
showed that a complex relationship exists betwberemergence of the new economy and
the landscape — both physical and institutionalf the post-industrial city. This study
suggests that it is crucial to undertake furtheeaech on the dynamics of creative industry
activity within the context of non-global cities dergoing regeneration. It also
problematises the logic of interventions which tioyinstrumentalise and exploit creative
production through an emphasis on the spaces afuomption. Ultimately, this research
has demonstrated that place and, indeed specdyficdlies keenly matter to the health of

the creative economy.
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Appendices

Appendix 1: Classification Models for the Creativelndustries

CLASSIFICATION
MODEL

INDUSTRIES

DCMS

advertising, architecture, arts and antigues madkatfts, design,
fashion, film and video, music, performing artsbishing, software,
television and radio, video and computer games

Symbolic Texts

core cultural industries: advertising, film, intetnmusic, publishing,
television and radio, video and computer games

peripheral cultural industries: creative arts

borderline cultural industries: consumer electrepnfashion, software,
sport

Concentric Circles

core creative arts: literature, music, performing,avisual arts
other core cultural industries: film, museums ahdhfries

wider cultural industries heritage services, putdtig, sound recording
television and radio, video and computer games

related industries advertising, architecture, ded@shion

WIPO Copyright

core copyright industries: advertising, collectsagieties, film and
video, music, performing arts, publishing, softwdedevision and
radio, visual and graphic art

interdependent copyright industries: blank recaydimaterial, consumg
electronic, music instruments, paper, photocopjgrsetographic
equipment

partial copyright material: architecture, clothiaugd footwear, design,
fashion, household goods, toys

UIS Trade-related

core cultural goods and services: audiovisual sesyibooks, copyrigh
royalties, heritage, newspapers, periodicals, tkegs, video games,
visual arts

related cultural goods and services: advertisingjigectural services,
audiovisual equipment, information services, musitgtruments

Americans for the Arts

advertising, architecture, arts schools and sesyidesign, film,
museums and zoos, music, performing arts, publishéaievision and
radio, visual arts

UNCTAD
classification

Heritage: traditional cultural expressions, cultsites
Arts: visual arts, performing arts

Media: publishing and printed media, audiovisuals
functional creations: design, new media, creatergises

Source: Adapted from UNCTAD (2008) and Throsby @00
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INDUSTRY SIC ACTIVITIES PROPORTION
CODES OF CODE
TAKEN
Advertising 7440 Advertising 100%
Architecture 7420 Architectural and engineering 25%

activities and related technical
consultancy

Arts and antiques markets | 5248 Other retail sale in specialised storgs 5%
5250 Retail sale of second-hand goods in 5%
stores
Designer fashion 1771 Preparation and spinning of cotton- 0.5%
type fibres
1772 Woollen-type weaving 0.5%
1810 Manufacture of leather clothes 0.5%
1821 Manufacture of work wear 0.5%
1822 Manufacture of other outerwear 0.5%
1823 Manufacture of underwear 0.5%
1824 Manufacture of other wearing apparel 0.5%
and accessories not elsewhere
classified
1830 Dressing and dying of fur; 0.5%
manufacture of articles of fur
1930 Manufacture of footwear 0.5%
7484 Other businesses not classified 2.5%
elsewhere
Digital content (Software, | 2233 Reproduction of computer media 25%
computer games and —— 5
electronic publishing) 7221 Publishing of software 100%
7222 Other software consultancy and 100%
supply
Media (Film, video, 2232 Reproduction of video recording 25%
television and radio) 9211 Motion picture and video production 100%
9212 Motion picture and video distribution 100%
9213 Motion picture production 100%
9220 Radio and television activities 100%
Music 2214 Publishing of sound recordings 100%
2231 Reproduction of sound recording 25%
9231 Artistic and literary creation and 27%
interpretation
9234 Other entertainment activities not 25%

elsewhere classified
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9272 Other recreational activities not 12.5%
elsewhere classified
Performing arts 9231 Artistic and literary creation and 28%
interpretation
9234 Other entertainment activities not 25%
elsewhere classified
9272 Other recreational activities not 12.5%
elsewhere classified
Publishing 2211 Publishing of books 100%
2212 Publishing of newspapers 100%
2213 Publishing of journals and periodicals 100%
2215 Other publishing 50%
9240 News agency activities 100%

Source: NWRIU (2003)
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Appendix 3: Business Units, Employment and Level dbelf-employment, by Creative
Industry Sector, Greater Manchester 2003

SECTOR NUMBER OF TOTAL % OF SELF-
BUSINESS EMPLOYMENT EMPLOYED PEOPLE

UNITS IN SECTOR

Advertising 571 4,470 10

Architecture 700 6,105 44

Arts and antiques 134 846 13

Design 337 2,927 46

Designer fashion 646 960 50

Music 205 3,783 77

Media (Film, 343 6,458 34

video, radio and

TV)

Visual arts and 383 3,205 36

crafts

Performing arts 199 2,258 60

Publishing (inc 295 4,883 20

literature)

Digital Content 1,698 10,171 14

Source: Adapted from NWRIU (2003: 1-2)
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Appendix 4: The profile of the case study sectors

Film and television

In terms of the television and radio sector, thee@ztivities are centred on: programme

commissioning, production, scheduling and broadtgstnd transmission. There are two

main stages of the TV and radio industry beforesaomption: production and

broadcasting. In terms of production, TV and raziao come either from in-house or

external sources. There are quotas (for exampté, \hin the BBC) set to protect

independent production. In the UK there are botblipservice, for example the BBC

funded by a compulsory television licence, and cenumal broadcasters, funded by

subscription or advertising revenue. The 2003 Comiaations Act has allowed TV

production companies to retain intellectual propést programme formats allowing the

value chain to generate more value. The GVA ofliYeand radio industry in the UK
was £6.2 billion in 2004 (Work Foundation, 2007heTsupply chain for the UK’s TV

industry is shown below.

The UK television and radio supply chain

In-house
programme
origination
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e

BEC commernzial

Crther
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Analogue
radio & TV

TranamEzsion of coment

T T '| Programme commissioning |

programme

External
ornigination

R o e i R R

Digital
Temestrial Satellite
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Source: Frontier Economics (2006).
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New technological developments stand to have aalianmfluence on the industry.
Within the next couple of years the switchover igitdl will continue. Digital TV has
brought with it many new free-to-air channels amelinternet has resulted in the
availability of listen-again services and podcaS8&% of homes in England had
broadband internet in January 2008 (Ofcom, 2008hs@ffect of these changes is likely
to be dramatic. There has been a reduction in hprghiction as a result of independent
quotas and the pressure to cut costs. As the adelgedow demonstrates, the use on ‘on
demand’, such as the BBC iplayer or 4 On Demandjcgss for watching television is

significant. The proportion of adults who have uieglinternet to watch TV or video
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In terms of the film industry sector, the core ates are centred on: developing ideas-
scriptwriting and screenplay, production of filndsstribution of films and exhibition or
retail of flms. There are three stages to the Buplpain prior to consumption: writing,
production and distribution. Within the writing g&g original ideas or screenplays and
adaptations are generated. The largest stage setigy chain is production. The major
studios, such as Paramount, Buena Vista and WBosrt play a significant part in this
process across the world. UK government fundindilioris distributed via UK Film

Council. The number of independent film producexs imcreased in recent years, despite
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the risky nature of the industry. Small firms aog able to pool the risk of failure over a
portfolio of several films as they tend to prodocdy one film a year. In terms of
distribution, in the past the industry was heavaytically integrated with the studio in
control of all the stages of the film. Most recgntinline distributors have emerged and
look likely to be a growing force, putting pressoreDVD rental outlets. The film
industry is characterised by a substantial degr@ertical integration, as major film
studios control both the production and distribataztivities. The diagram below shows
the supply chain for the Film and Video industry.

The film and video industry supply chain

Original ideas/ | Screenpiay/
Writers |  adaptation |
"
[ s
Functions of a movie studio_ i - '\ : s are
i " Purchase ' B ¥ - generated at all
E Scripts/ i || Moviestudios [ - '“d:‘r}g:l‘}z::smm | stages of the
i Commission i i ' Investment supply chain
\_screenplay | i oy . et ) B
i I DRy FSR SIS —— T R e
= ¥ = 2 L] i | EnlE ] Independent producers
| Provide Sy "---l-‘-—-—---_____ use intermediary sales
] finance! e - a 3 === companies to gain
i FR i access to distribution
e : : Distributors
i i '
| — 1 = Online
=t Froduce M| often vertically T S —distribution/retail— - = - — - — - = - ==~
|| dichibution | ntenrated —some i - K - AT of films i
i i N : gt
i — 1 ikiti 1 e.g. CinemalNow.com
E = ! Exl}lbsl:on : v . i 5
: Set release schedule {cinema) Video/DVD
B e e release

Source: Frontier Economics (2006).

In the UK the industry has mainly small, indepengeoducers. The GVA of the film
industry in the UK was £2.3 billion in 2004 (Workindation, 2007).

There has been an increase in ‘post-industrial moflemployment’ within the audio-
visual sectors, characterised by short-term cot#yf@elance working and self-
employment, which has resulted in changes to hovkeve within the sector organise
and operate. Media unions have tended to be méisgiday this fragmentation of
employment structure. Within this context, as vather creative industries, networks

based on contacts and reputation have assumeasimagamportance as individuals try
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to attenuate the insecurity of fragmented, prdpasted labour markets (Antcliff et al,
2005). The production part of the supply chain negpuaccess to a large pool of local,
specialised labour. Within the media industry tbever rests in the hands of producer
who has considerable discretion in drawing togetisams of workers. This structure
therefore means that the industry tends to organi¥&xible networks- coming together

repeatedly to work on successive projects” (2069: 1

Advertising

Advertising can be defined as “consumer researdhresights including indentifying
consumer tastes and responses, creation of adveeigs, promotions, PR campaigns
and the production of new advertising materialaldb includes the management of
client marketing activity/communication plans adlwas media planning, buying and
evaluation” (Work Foundation, 2007: 197). The cactvities of the advertising industry
relate to the production of adverts and includerettgping marketing strategies,
consumer research, creation and production of &R campaigns and media buying.
The supply chain of the advertising industry folothiree main stages leading up to
consumption: commissioning, producing and distiimutAs well as large private
corporations commissioning adverts to sell conssmesducts, NGOs and governments
also create a proportion of the demand. DriverB\0advertising revenues include:
consumer spending, corporate profiles, inflatiaripar TV penetration and TV
audiences (PWC, 2004). The diagram below showsupply chain for the advertising
industry.

Media groups and creative agencies are involveddrproduction of advertising. Media
groups, often made up from groups of individual pames, include companies which
undertake activities including: branding, commutiaras, event marketing, advertising,
market research, public relations, media plannimjlzuying and sponsor marketing.

Creative agencies activities include: design of pl@te marketing campaigns and
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advertisements, media buying, print design andTPe.Institute of Practitioners in
Advertising (IPA) is the trade body.

The advertising industry supply chain
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In terms of distribution, the key activity is tharphase of media space from media
owners in the form of newspaper space, airtimanerddvertisements or other mediums.
The fragmentation of channels has provided a mudkerwange of media space
available. Despite the increase in other formsspealvertising remains the largest
medium with 48% of advertising expenditure beingrdn this medium (Frontier
Economics, 2005).

In the UK the sector generated £5.1 billion of GMA004, exports of £1.1 billion in
2004 and constituted 9,900 of businesses in 200 K\Woundation, 2007).The UK
sector is the third biggest is the world and tingdat in Europe. Total advertising
expenditure in the UK has risen sharply over tinoenfaround £12 billion in 1995 to £18
billion in 2004 (Frontier Economics, 2006)

In recent years the number of possible advertisiediums has increased with the

emergence of multi-channel TV and increased inteadeertising spend. There has been
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consolidation of media buyers, as large buyersble to secure the best deals from
media owners, and also consolidation of media osimpr Audience fragmentation, via
the development of multi-channel TV, has forcedeatisers to operate in increasingly
sophisticated ways. Networks are critical to thecegs of advertising agencies and this
has a spatial dimension. Grabher (2001a) assetisintine pressures within the industry
influences this style of organisation in two keyaaFirstly, media space is often offered
at short notice. Secondly, campaigns are increbsaiged to react to current political
and cultural events. Convenience and pace of aateye also identified by Grabher as

key reasons for co-location in the Soho area ofdioon
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Appendix 5: Firm Interview Schedule

UNIVERSITY
of
GLASGOW

The difference that place makes: a study of selecte€reative industries in Greater
Manchester

1. Can you explain a little about --- and your roléhirn it?

2. What do you think the spatial pattern is of adgamti/film television firms across

Greater Manchester and why?

o Do you think that advertising/ film & televisiorrfins are concentrated
near other advertising/creative firms?
0 Are most advertising/ film & television firms basedcity centre of

Manchester or decentralised across region?

3. Please rearrange review the cafdsd explain whether you think the assets on

them have an influence on the locational decistaken by creative industry

firms?

4. Please select the top five and place them in order.

5. Which do you think are the least important of thasgets?

3" please see Appendix 5 for details
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6. The Contacts Web- This aims to capture the natuglesatent of your interactions with other firmsservices.

This aims to find out a little more about the gexqary of your relationships with clients, suppliesgpport services etc. It would be
very helpful if you can list as many as possibld provide examples.

br

Groups Type Organisation, Location Method of Frequency of
business or interaction interaction
individual (For example: city
centre Manchester,| (Phone, email, (How often do you meet
(Please give type of | Greater Manchestef,F2F> list all if f2f, speak on the phone ¢
person, no names are North West, used) email to this
necessary unless you London etc) individual/organisation?)
want to give them)
Main business Clients
collaborators
Suppliers

Freelancers

Other

Financial supporters

Investors
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Accountant

Bank

Public-sector

support

Other
Formal advisors and | Solicitors
business support

Industry

organisations

Public-sector
support services

Other

Ideas exchange-
formal and informal

Organised
networking events

Industry
organisations

Other
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7. Do you think that there are any other advantagesddiantages of locating in

Greater Manchester?

Thank you for your time.

Contact Details:

Katherine Champion

PhD student

Department of Urban Studies
University of Glasgow

25 Bute Gardens
GLASGOW

G12 8RS

Tel: 0141 330 3088
Mob: 07813128388
Email: katchampion@hotmail.comr 0403274c@student.gla.ac.uk
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Appendix 6: Cards Used in the Firm Interviews

Here the cards are arranged in the order of weillgmentions (see Table 6.6)

Transport Connectivity

How important are internal/external transport
linkages?

Place Reputation

Does having a particular address (for exampl
city centre) help brand/reputation?

[¢%)

Cost of property/land

In what ways has the availability of appropria
space affected where your firm is located?

e

Ambience

Does you location provide:
*  Buzz?
» Liveability?

Access to markets

Where are your main markets?

Networks

Which networks are most important to your
firm?

Do certain areas of the Greater Manchester K
a reputation for strong networking via
clustering/co-location?

ave

Ancillary services

Do you have access to:
* Restaurants?

* Bars?
» Shops?
Parking How important are parking costs?
Labour pool Do commuting flows encourage location in cit

centre?
How does access to skilled labour affect your
location?

y

Flexibility of workspace

Do you have access to grow-on space?

Technology

Has information technology allowed your firm
to locate wherever you like?

Arts and cultural infrastructure

Do you have access to:
 Theatres?
e Music venues?

Built environment

How important is the aesthetic of your busine
premises/locality?

Housing

How does access to housing affect your choi
of location?
Is important to live/work in same area?

Specialist support services

Do you have access to:

* Funding?

* Provision of space?

* Business advice?

* Networking opportunities?

Physical infrastructure

Is the overall infrastructure of the area an
advantage to the firm?

Crime

Is staff/business premises safety an issue?
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Appendix 7: Interview Schedule Stakeholders

UNIVERSITY
of
GLASGOW

The difference that place makes: a study of selectereative industries in Greater
Manchester

1. Can you explain a little about ...and your role witht?

2. What do you think the spatial pattern is of adwamti/film and television firms in
Greater Manchester?

o Which activities/types of firms are most concergdafclustered near other
similar firms) and which most de-concentrated?

o Which activities/types of firms are based arounckic city (city centre of
Manchester) or decentralised across region?

3. Please rearrange review the cards and explain ehetlu think the assets on them
have an influence on the locational decisions tdkemedia and advertising firds

0 Please select the top five and place them in order.
o Which do you think are the least important of thassets?

4. Do you think that there are any other advantagesddiantages for advertising
sectors of locating in Greater Manchester?

Thank you for your time.

Contact Details:

Katherine Champion

PhD student

Department of Urban Studies
University of Glasgow

25 Bute Gardens
GLASGOW

G12 8RS

Tel: 0141 330 3088
Mob: 07813128388
Email: katchampion@hotmail.comr 0403274c@student.gla.ac.uk
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Appendix 8: Information Sheet

UNIVERSITY
of
GLASGOW

The Difference that Place Makes: A Study of Creatig Industries in Greater
Manchester

Introduction

You are being invited to take part in a researabystBefore you decide, it is important for you to

understand why the research is being done anditwlvditinvolve

Thank you for reading this.

Aim of study

The central research aim of the study is to devatagerstanding of the ways in which space and
place matter to the creative industries acrossge leonurbation. The case study focuses on Greater
Manchester and the sectors selected for furthestigation, based on earlier quantitative work,

are: advertising and film and television.

Key issues
The study aims to explore:
* What the key advantages and disadvantages ofefifécations are for creative industry
firms
* How important proximity to other creative firmsfg creative industry activity
« Whether technological advances have enabled armieaged location in less central
areas.
« Whether creative industry firms are being squeezgaf central locations
e How important connectivity is for creative indusfigms

Research Approach: mixed methods
e Quantitative research to highlight the patternpait&l organization of selected creative
industry firms
e Short interviews with stakeholders and policy maker
« Interviews with participants from the case studjuistries: advertising and media.
e A survey of advertising and media firms in Gredfianchester developed with
information generated in the interviews.

Anonymity

Only the named researcher will have access tantkeview transcripts. The interview subjects will
only be named in the final report if permissiomlgained. Each interviewee will be asked to sign a
consent form before the interview. This will pomit that they can opt out of the research at any
point. Transcripts or notes of the interviews Wil forwarded to interviewees, if desired; to check
that they feel what they have said has been ctyrd@otumented. The results of the study will be
produced in finalised form in October 2009.
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Thank you for your time.
Please keep this leaflet for information.
Contact Details:

Katherine Champion

PhD student

Department of Urban Studies
University of Glasgow

25 Bute Gardens
GLASGOW

G12 8RS

Tel: 0141 330 3088
Mob: 07813128388

Email: k.champion.1@research.gla.ac.ulor katchampion@ hotmail.com
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Appendix 9: Consent Form

The Difference that Place Makes: A Study of Creatig Industries in Greater
Manchester

Please tick, sign and date where appropriate:

1. I have read and understand the information sheet

2. lunderstand that my participation is voluntary dimak | am free to withdraw at any
time, without giving any reason

3. | agree to take part in the research

Name of the respondent

Date

Signature
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Appendix 10: Wards with Location Quotients Greaterthan 1 in Greater Manchester
Benchmarked with the Greater Manchester Average ir2005

Advertising

WARD LOCAL AUTHORITY LOCATION QUOTIENT
Gorton South Manchester 12.50
Didsbury Manchester 12.15
Priory Trafford 11.75
Hazel Grove Stockport 5.10
East Bramhall Stockport 4.93
Middleton Central Rochdale 3.95
Blackfriars Salford 3.47
Smallbridge & Wardleworth| Rochdale 3.46
Talbot Trafford 2.93
Brooklands Trafford 2.92
Ordsall Salford 2.82
Newton Wigan 2.67
Central Manchester 2.52
Bowdon Trafford 2.35
Clifford Trafford 2.35
Park Trafford 2.28
Urmston Trafford 1.98
Failsworth East Oldham 1.96
Timperley Trafford 1.86
Longford Trafford 1.78
Ardwick Manchester 1.67
Denton South Tameside 1.63
Wardle Rochdale 1.58
Barton Salford 1.54
Horwich Bolton 1.50
Saddleworth East Oldham 1.48
Pilkington Park Bury 1.40
Heywood West Rochdale 1.25
Cheadle Stockport 1.20
St James Oldham 1.19
Gorton North Manchester 1.16
Hyde Newton Tameside 1.12




Film and Television

WARD LOCAL AUTHORITY LOCATION QUOTIENT
Langworthy Salford 18.75
Brooklands Trafford 8.84
Failsworth East Oldham 6.84
Didsbury Manchester 5.12
Central Manchester 4.8
Brimrod and Deeplish Rochdale 4.15
Longsight Manchester 3.13
Hollinwood Oldham 2.81
Chorlton Manchester 2.7
Davyhulme East Trafford 2.51
Newton Wigan 2.2
Besses Bury 1.96
Whalley Range Manchester 1.91
Levenshulme Manchester 1.65
Walkden North Salford 1.64
Ordsall Salford 1.55
Horwich Bolton 1.50
Heaton Mersey Stockport 1.49
Longford Trafford 1.36
North Marple Stockport 1.28
South Marple Stockport 1.22
Blackrod Bolton 1.14
Ashton St Peters’ Tameside 1.13

Source: Own analysis of NOMIS (2005) data.
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Appendix 11 The Annual Business Inquiry

The Annual Business Inquiry (ABI) has been in operasince 1998. Along with its
predecessors the Annual Employment Survey (1991a88)the Census of Employment
(1981-91), the ABI constitutes the UK’s most confjaesive source of detailed
information on the location of jobs by industrigicsor. Once a user has been approved to
access the dataset for a specific project by tHedbf National Statistics (ONS) and has
paid the appropriate fee, it is possible to extdath via the National Online Manpower
Information System (NOMIS) that goes down to thdidit SIC codes and the ward level
of geography. The data can be further disaggredategender and by whether the job is
full-time or part-time, though the latter is a ratltrude distinction based on a 30-hours-a-
week criterion. The principal use made of the ARitad — by both government and
academic researchers — is in mapping the geograpkgonomic activity by sector at a
single point in time, but the ABI and its predeacgsshave also been used in time-series
applications, normally at more aggregate spatilesuch as the counties and standard

regions.

The documentation on the ABI (see below for theresiks of the web-based sources)
includes a variety of cautions about the level aifdence that can be placed in the most
disaggregate data for even a one-point-in-time simaipand essentially rules out the use of
the most detailed levels for monitoring change diree. The chief problem faced in using
the ABI for studying the geography of jobs at agtertime point is that much of its data is
based on estimates from a sample survey, leadimglatively large standard errors and
coefficients of variation at the more disaggredateels. The main stumbling block with
time series work is that, in order to provide thesinmeaningful up-to-date picture of
employment, the ABI methodology is being frequemtlgdified, leading to discontinuities
between the annual sets of results. ONS makestemait at calculating confidence levels
for the change data. These two sets of issuesxaraieed in more detail here. Following

this the possible weaknesses of using locationigpistis outlined.

The methodology of the ABI

The ABI is sampled from the population of reportingits on the Inter Departmental
Business Register (IDBR). A reporting unit (RUusually a single complete business but
in some cases arrangements have been agreed nmghtb collect data either for several

businesses combined or for parts of businessesheteaogeneous nature. The ABI aims
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for complete enumeration of the largest businessedl industries, but it samples across
firms that fall below a size threshold which varietween SIC industry and UK country.

Below the threshold, businesses with less thamifl@/ees are completely replaced each
year, while those with 10 or more are given a rotatate of 50 per cent a year which

helps to improve the consistency between consexytars’ estimates. To give an idea of
coverage, the sample size of the ABI in its firsayof operation 1998 was approximately
78,500 for the UK.

For national estimates, the data obtained frons#imaple are grossed up to the population
of the IDBR using a ‘combined ratio estimator’ adjusting for outliers. For estimates for
sub-national areas, a local unit apportionmentegutace is used. The first stage of this is to
apportion the actually collected RU data across ldwl area units. A sequence of
modelling steps is then used to produce full sétéocal data, with the results being
constrained to match the national totals. In pplecithis methodology will provide
estimates for any required sub-population or ‘deorhancluding very small areas such as
local authority wards. However, in practice, ONfesses that the sampling errors for very
small domains are extremely large. Also some doswailli contain no sampled units so
that the resulting estimate for them will be zef@. get round this problem, a set of
‘minimum domains’ based on a combination of SIC gedgraphical disaggregations is
imposed that takes account of both the samplingr eassociated with them and their
sample size in terms of the number of local uniteytcontain. Below the level of
minimum domain, a form of synthetic estimation et used to obtain the required

estimates.

The documentation provides indications of the stathcéerrors arising from the sampling
procedures. At national level, the coefficient @riation (CV) of the estimate of total
employment across all industries is about 0.4%,mngathat the 95% confidence interval
for total employment is 0.8% above and below themede. Standard errors are also
published for total employment at the local auttyodistrict level. For Manchester, for
instance, the CV of around 1.8 per cent appliedht® estimate of total employment
estimate of 304,700 for 2005 translates into adsteth error of 5,600, which means that
there is a 95% chance that the true employmenit liesabetween 293,500 and 315,900.
The CVs are higher for smaller local authoritiesy finstance, 5.6% for the total
employment of the unitary authority of Bury whichastimated to have contained 60,000
jobs in 2005. The CVs are higher still for sub+distareas and for separate industrial

sectors. Finally, estimates of error are not ab&ldor the below-minimum-size domains,
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because although the sampling error does not iserbayond the levels for the minimum
domains, other forms of error may be introducedouggh the synthetic estimation

procedures mentioned above and these are not fiakleti

Clearly, care is needed in using the ABI to idgnttie geographical distribution of jobs
even for a single year, especially when examinimg ward level scale for a specific
industrial sector — problems that are magnified nhalculating change between years,
especially between non-consecutive years when #mple of firms below the size
threshold is completely different. This cautionagte is reinforced by an email dated 12
March 2010 from Stephen Taylor of the ONS’s ABInedl would point out that the ABI
employee estimates are a point-in-time snapshtiteobconomy on a specific date, it was
never really designed to be used as a time-sai®ugh we recognise it is used as such.
... Regards your question on standard errors and C¥8) afraid that we only provide
such figures at a 2-digit LA level. We do not paeistandard errors or other confidence
measures at any other level or for calculationshainge over time. Obviously the quality
of the estimates declines at lower levels anddhet the level of geography the higher the
CVis likely to be” (Taylor, 2010).

Discontinuities in the ABI

The email from Stephen Taylor also stresses théeclyes posed to analysing change in
employment over time by the frequent changes in ABthodology: “You should also be
aware of discontinuities with the introduction b&tSIC 2003 in 2003 and the SIC 2007 in
the 2008 published estimates. There is also thegematf the three discontinuities
introduced in 2006” (Taylor, 2010).

Two of the three discontinuities in 2006 resultezhf the initial steps taken to introduce
the Business Register Employment Survey as a replewt for the ABI in 2009 in order to
improve the detailed industry and regional employtestimates. This not only involved a
switch in the data sources used for larger busasedsut also meant bringing forward the
reference month of the estimates from Decemberejategnber. This altered the global
employment estimate, most notably because the Dseebased totals of the previous
years had been inflated by firms taking on mordf gta the run up to Christmas.
Unfortunately, ONS was unable to be precise abloaiteffect of these changes, merely
suggesting that it would likely have reduced théomal count of total employment by

between 0.6 and 1.3% but providing no guidancdl anathe effect on sub-national areas



265

or specific industrial sectors. The latter was @ffected by the third discontinuity, namely
a change in the methodology regarding minimum damavhich from 2006 have been set

at a higher geographical level in order to redeeviolatility of the sub-regional estimates.

Looking further back, the biggest discontinuity time history of official employment
estimates occurred at the time that the ABI remglattee Annual Employment Survey
(AES) in 1998, when the new methodology identifgetbtal of over one million more jobs
in Britain compared to the estimates based on B8 Aethodology as applied to the same
year. A smaller one occurred in 1991 as a resulthef switch from the Census of
Employment to the AES.

The SIC (Standard Industrial Classification) changermally occur after each Population
Census, when the latter provides detailed inforomatbout changes in the relationship
between industry and occupation in the labour forget an additional change in
2007/2008 was required as a result of Europeasl&gin motivated by the need to adapt
the classification to changes in the world econofhe latest revisions reflect the growing
importance of service activities in the world ecaryoand especially the developments in
information and communications technologies. Thanges in the SIC mean breaks in the
data series in 1991, 1998, 2003 and 2008.

Lastly, discontinuities arise over time as a regiltchanges in the geography of the
reporting units. The two sets of areas used inAB&based analysis in this study — the
local authority districts and wards — experiencaanichanges on a fairly continuous basis
in response to developments on the ground and ekangesidential population numbers,
but there are certain times when a major recasiowyrs. For local authority districts,
since the major reorganisation in 1974, there hmen two periods of large-scale change:
those which introduced unitary authorities to Waad Scotland in 1996-98 and the more
partial changes which took effect in England in 8@&d 2009. At the ward level, the last
major review took effect in 2006 and included angdigant redistricting in central
Manchester, reflecting the substantial populatioowgh there in recent years. In this
connection, while the ABI data from NOMIS can beduwced on the basis of ‘frozen
wards’, even these do not have very long lives.odding to the NOMIS documentation,
the ABI data is available for the 1991 Census wamdgo 2002, but the ‘frozen ward’
estimates for 2003 onwards are for ‘2003 CAS wanrdgh no overlap between the two

series.
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Clearly, as stressed by ONS, the ABI data on enmpémy needs to be treated with care,
especially when disaggregated by industrial sestor by geographical area. This applies
even for cross-sectional analysis for a single ,ye&ere the sample nature of most of the
data collection gives rise to substantial stanagirdrs, but time-series analysis is far more
problematic owing to the many sources of discoiynbbetween the annual sets of
estimates. In relation to cross-section analy$esptethod of local area apportionment (i.e.
estimating from higher levels downwards) means, thdtile the results for individual
wards may be subject to a wide margin of errois ftossible to place more confidence in
the broader picture of distribution which the wéedel data presents for a much larger
area like the whole of Greater Manchester. The sdmoeever, does not apply to time-
series analysis, where even change analyses anhabtnd regional levels require often
heroic assumptions in order to span the major tiaiescontinuity, as in 1998, 2003 and
2006 and where change analyses at ward level riagamst the problem that, while the
most consistent data is normally for consecutivargethis is the situation in which the
standard errors make change results less robuse dbzurate change results at local level
need to rely on the 10-yearly Population Censusghnis in theory a full survey and where

data can be coded to a consistent set of areasiggawo or more enumerations.
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