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Introduction

Joint Action Plan for the Creative Industry is acdment that has been worked out by the
partners of the international project ,Creativei€st cofinanced by the European Regional

Development Fund within the Central Europe Programm

The main goal of the Joint Action Plan for the Girealndustry is designing within 5 pillars:

a) Networking

b) Education and employment

c) Transfer of knowledge

d) Marketing

e) Infrastructure and financial support
actions, which effect in assistance and supporthfercreative companies and their integration
around idea of launching and developing the creatidustry cluster. Areas of intervention
indicated above have been acknowledged by all @fegtrpartners as the most important for
the creative industry potential use and as thosehMead to their constant social and eco-
nomic development. EU strategic documents substaninportance of the creative industry
by indicating that “companies from the cultural ardative industries have the potential to
contribute to the success of the Europe 2020 giyatecluding its key initiatives, such as the
Union of Innovation, Digital Agenda, a program faw skills and employment and industrial
policy in the globalization era. Creative sectaitsaat high quality human capital, affecting
the formation of an attractive living space foridesits and businessesDespite all attempts
to draw a legible demarcation line between eadbmagtan pillar, in fact all areas intermingle
and together create a complex combination of thetmimaportant dimensions for the creative

industry.

Taking into account conclusions from the reseantlihe Gdansk Metropolis creative indus-
try done within the ,Creative Cities” project, whrtinderlining is that “the creative industry
sector is a new phenomenon in the European ecoanchknowledge about its development

and drivers is still small. Therefore, developmactivities in this sector should be based pri-

1 Koszarek M., Diagnosis of the creative industrihia Gdansk Metropolis. Final report, page 3.
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marily on regional specificities” Assistance and support for the creative indugioukl be
always tailored to meet the regional needs andaapens.

The Local Action Plan is a compilation of the momportant actions, which should be im-
plemented on the Gdansk Metropolis to facilitate tineative industry cooperation and be a
trigger for the creative industry cluster launchidgtions included in the Local Action Plan
relate to all 5 pillars indicated in the Joint ActiPlan. Goals for each intervention area and
actions leading to their achievement have beenerhas the most important relying on the
creative industry research conclusions (quantgatgualitative and SWOT analysis carried
out in 2010) and meetings with the industry repmesie/es organised within the ,Creative

Cities" project.

According to the creative industry research respats] strengths of the creative industry in
the Gdansk Metropolis include “the great creatigteptial, high quality of products and ser-
vices, skilled workers and the use of new techriebogn creating innovative products”

“Weaknesses of the sector in the Metropolis aratedlto the implementation of the creative
potential in the context of business activity. Tisisnainly due to the structure of companies —
domination of the micro-enterprises- as well as kvaecess to capital and organizational
problems related to the implementation of largenglex projects. Companies in this sector
do not lack exceptional, innovative products andises, but rather the strength in develop-
ment of specific know-how, e.g. in the context abdarn business models suited to imple-

mented products and servicés”.

Implementation of the Local Action Plan for the @iee Industry worked out within the
“Creative Cities” project essentially could increabe chance of the creative industry poten-
tial use to change the Gdansk Metropolis extermalge and strengthens it economically on
both regional and international level.

Pillar ,Networking” contains plans for identification of structuresstixig in the creative
industry of the Gdansk Metropolis. In the framewofkthe pillar internet platform dedicated
to the creative industry was designed. This sawdivork service, which would gather local

2 |bidem, page 4.
* Ibidem, page 4.
4 Ibidem, page 5.
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creative community should also enable developmebusiness relations among the creative
companies operating in the region. The pillar asotains description of effective network-

ing meetings organization and building local pradkervice/partner recommendation system.
The main goal of the pillafNetworking” is designing tools and actions that would improve
integration of the creative industry community iretGdansk Metropolis, establishing new

business contacts and triggering potential parbhiess

Pillar ,Education and employment” contains propositions for organization training -pro
grammes dedicated to the creative industry of tdanSk Metropolis and educational calen-
dar creation, which would facilitate access to adiooal offer. The pillar presents actions
aiming at increasing chances for achieving marketass by creative companies from the
Gdansk Metropolis thanks to mentors support. Refgrto employment matter, the pillar
describes creation of practices and internshipgrarome and creating an effective offers
exchange system for the creative industry. The axgl system would support effectiveness
of the creative industry from the Gdansk Metropblysfacilitating establishing contacts be-
tween clients and executors or entrepreneurs lgokin business partners. Another proposi-
tion within the pillar is creation of supportingggramme for the creative industry start-ups,
operating within the Gdansk Business Incubator “BTER”. The main goal of thé-duca-
tion and employment” pillar is indicating solutions for facilitating aess to educational of-
fer for the creative industry from the Gdansk Mpbiis and increasing their professional
competences. The pillar aims at describing possvalgs of creating chances for professional
development of creative faculties graduates andsway improving effectiveness of local

creative industry.

Pillar , Transfer of knowledge” contains e-platform construction. The platform wbaha-
ble users to benefit from others knowledge and eapee, share experience, jointly work out
solutions, and elaborate common projects. In thméwork of the pillarTransfer of know-
ledge” study visits (on different levels) and thematic fesances/seminars with exhibitions,
workshops and discussion panels would be widelylabla based mostly on interactions be-
tween participants. The main goal of the pillaransfer of knowledge” is to improve the
quality of the Gdansk Metropolis creative indugtrgjects by providing the creative industry

companies with a real chance for knowledge andrexpee exchange.
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Pillar ,Marketing” contains actions aiming at preparation of markesingtegy for promot-

ing and integrating the creative industry from e@ansk Metropolis. The pillar emphasizes
the importance of increasing the creative induslngter idea acceptance and the crucial role
of building positive relations with the local surading. The pillar also contains recommen-
dation to analyse the demand for products and aswf the creative companies from the
Gdansk Metropolis, what would allow for broadenofdgnowledge about the creative market
needs in local dimension. The main goal of tharketing” pillar is designing vision and

mission of activities for the local creative indyspromotion and increasing the creative in-

dustry cluster idea acceptance.

Pillar “Infrastructure and financial support” contains the Gdansk Business Incubator
“STARTER” support - specially tailored for the ctwa industry needs, a barter exchange
system based on available resources and constaarch on financial resources for the crea-
tive industry companies to diversify projects finarg and the industry development and co-
operation, including launching, coordinating andedeping cluster initiatives. The main goal
of the “Infrastructure and financial support” pillar is increasing effectiveness and effi-
ciency of actions of the creative industry from thdansk Metropolis by providing it with
infrastructure and financial support consistenhvaitticulated needs enabling its development

in different dimensions.

“CREATIVE CITIES” PROJECT

“Creative Cities” project lasts from the®lof January 2010 to the 3bf December 2012 in 5
European Union member states — Italy, Hungary, @agnSlovenia and Polandhe main
goal of the “Creative Cities” project is using of theeative industry potential to increase the
competitiveness and attractiveness of the citigelwed to its realization. To the main goal
achievement leads working out rules for the creatndustry cluster launching and develop-
ment (connecting micro, small and medium enterprigeiblic bodies and research institu-
tions) and wide promotion of the creative industhysters potential. The project serves for
the use of the creative industry potential as #&faof development, a magnet for potential

investors and a tool for new work places creation.

The Gdansk Entrepreneurs’ Foundation task withengioject is carried out on the Gdansk

Metropolis the creative industry research, inclgdgquantitative, qualitative and SWOT anal-
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ysis. Supporting the Creative Industry Cluster toga the Creative Industry Contact Point
coordinated by specially employed Manager is laedciihe Contact Point collects informa-
tion enabling entrepreneurs and their employeesldpinent of their competences and trans-
fer of knowledge, enabling creative industry comparacquirement of resources for cofi-
nancing ongoing projects and those yet in a planpnocess, and enabling business contacts
initiation. Additionally the Gdansk EntrepreneuEsundation is engaged in working out the
tactical marketing programme for the Gdansk Crealdustry Cluster and its members. In
cooperation with City of Gdansk the campaign Creatdansk! is conducted. The campaign
promotes City of Gdansk as the place accurateh®rcteative industry companies coopera-
tion and eager for supporting their development aradtket competitiveness in all dimen-

sions.

The Gdansk Entrepreneurs’ Foundation uses for dwlLAction Plan preparation the crea-
tive industry definition of the UK Department of iiue, Media and Sport. According to the

definition creative industry are “those industnsich have their origin in individual creativ-

ity, skill and talent and which have a potential feealth and job creation through the genera-
tion and exploitation of intellectual property.” &ative industry comprises advertising, archi-
tecture, arts, crafts, (communication) design, fijphotography, television and radio, soft-
ware, computer games, (electronic) publishing, myugsual and performing arts but do not

include those cultural offers provided by publidiss (e.g. opera).
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Creative Industry Contact Point
Gdansk Entrepreneurs’ Foundation

Grunwaldzka 238 D street
80-266 Gdansk

Contact persons:  Ms. Marta Tyborska
Creative Industry Cluster Development Specialist
Email: m.tyborska@qgfp.com.pl
Mobile: +48 661 309 309

Mr. Marek Banach

Creative Industry Support Specialist
Email: m.banach@agfp.com.pl
Mobile: + 48 693 604 604

More on the Gdansk Entrepreneurs’ Foundation webpagv.gfp.com.pl and on the offi-

cial “Creative Cities” project webpagenw.creativecitiesproject.eu
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Networking

Introduction
The main goal of théNetworking” pillar is designing tools and actions that woulgrmve
integration of the creative industry community Ire tGdansk Metropolis, establishing new

business contacts and triggering potential parkmgss

The creative industry in the Gdansk Metropolis @néhated by one-man and micro busi-
nesses — this conclusion comes from the analysiseohumber of entities that belong to the
creative sector and the number of persons employéte industry. Due to insufficient own
resources: human, technical and financial, both-roae and micro businesses hardly ever
have a chance to implement large or significanfgate. The execution of relatively complex
projects requires various skills and competencemebVer, for the final result to be valuable,

every such competence should be at least presengdhe creation process.

Social transformations require increasingly higlecalization. This fact demands coopera-
tion and having contacts that provide the suitdblglment of tasks in spite of the lack of
knowledge or experience in a specific area. Howedee to the impeded (for various rea-
sons) processes of exchanging information abouwdrgibartners, the shortage of mutual sup-
port or granting mutual recommendations, the pakaf the creative entities in the Pomera-
nian Region is not fully utilized.

Only cooperation of various partners involved ia tneative industry will make it possible to
implement projects that cannot be executed witkboeating a formal cooperation group. Ow-
ing to the operation and cooperation in a grougronand small businesses will get sufficient

force to affect the environment.

Local businesses in the Gdansk Metropolis are aweechanges are necessary; therefore,
they declare their inter-sectoral openness and ngatelations with the world of science.
However, a small number of cooperation experiemtelse region is a hurdle for starting co-

operation, which results from e.g. insufficient lwtedge about such businesses and their
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competence3Therefore, favourable conditions should be cre&efdcilitate the implemen-
tation of the networking idea. The networking ideauld allow to achieve the rapid devel-

opment of the creative industry in the Gdansk Mmitis.

In spite of numerous limitations, the businessethefcreative industry from the TriCitys-
operate with partners from across Poland, often subcontract tasks and strive to build effective
relationships with other entities”.® Numerous creative and cultural initiatives are mftaple-
mented informally or semi-formally, which shows thigh potential of networking and a

strong will for cooperation.

ACTION #1

Identification of structures existing in the creatindustry of the Gdansk Metropolis

Specific goal

Identification of existing structures in the creatindustry of Gdansk Metropolis for increas-
ing awareness of potential and services offereld &gl creative sector.

Steps towards goal achievement

An important step should be to identify the memlzdrthe creative community, to determine
their structure and force and possibilities of depment and business cooperation. This
identification would allow to take the advantage loical creative companies potential and

could result in creating new quality of services.

The main actions should be observation of eveiitsngmena and trends on the Metropolis
level in the environment related to the creativadustry — e.g. within participant and non-
participant observation, encompassing events asgdniormally and informally (notwith-
standing their size) and creative initiatives; edling at one place the relationships and con-
clusions from all the local projects to deepenahalysis and to create mechanisms that build
and strengthen the creative community in the Gdamskopolis. The site research is to be
conducted with a support of local academic and R&Dtres and universities that educate
not only in creative specialties. Observation, {fi@en interview and questionnaires prepared
with co-operation of academic representatives ctaldised. Interviews, surveys could be

distributed directly to local creative sector reganetatives but it could also be conducted in

® Based on SWOT analysis, in: Koszarek M., Diagno$ithe creative industry in the Gdansk Metropokimal report,
Gdansk 2010.
® Ibidem, page 59.
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electronic form. On base of surveys cyclic repfmsn environment/creative background in
the Gdansk Metropolis should be prepared at I@aséta year.
Target groups
- representatives of local businesses from theigeeendustry,
- individuals interested in starting a businesthim creative industry in the Gdansk Metropo-
lis,
- businessmen interested in cooperation with locdtive industry.
Schedule
Starting point: % quarter of the 2011 with at least one thematiwesgireport in 6 months
intervals
Responsible
Gdansk Entrepreneurs’ Foundation/Gdansk Businesgator ,STARTER”
Budget
* “Creative Cities” project (ERDF within the Centialirope ProgrammeLreative In-
dustry Contact Poirdtaff cost,

» Other sources: EU grants for the local market mesésponsoring.

ACTION #2

Internet platform dedicated to the creative industom the Gdansk Metropolis

Specific goal

Enabling the exchange of business contacts andivaaadustry cooperation development
by creating internet service focusing on the cveatbmpanies from the Gdansk Metropolis.
Steps towards goal achievement

Internet service focused on the Gdansk Metropolisild/enable starting and developil
business relations among the creative companiesitopg in the region. Additionally to e-
platform construction, the action aim should algodpeating a social network service that
would gather in one place the whole community @& tineative industry from the Gdansk
Metropolis. Next steps should be finding individuahterested in participating in creating
internet platform (local IT specialists, graphicsimers, editors), and creating the concept of
the platform: list of bookmarks (e.g. the creatteenpanies base, virtual map of the creative
industry representatives in the Gdansk Metropblése of conferences, workshops, job op-
portunities etc.), its content, and layout. Thefplan would be connected with other pillars,

like “Transfer of knowledge”, because it would enable to exchange contactsylkdge
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and experiences. That is why the platform shoutw/ige software that facilitates contacts
among people and companies with services / projamtisinesses. The system should oper-
ate non-stop, making it possible to collect datadeel to develop a local creative community
and transfer such data into tangible business ctmt&he way of launching relations could
be newsletter providing information that are notyomp-to-date but most valuable for the
creative sector as well, e.g. about different evant possibilities of establishing new co-
operational relationships.
Target groups
- representatives of local businesses from theigeeendustry,
- individuals interested in starting a businesthim creative industry in the Gdansk Metropo-
lis,
- businessmen interested in cooperation with locdtive industry,
- individuals interested in creating an interneitfdrm (local IT specialists, graphic design-
ers, editors).
Schedule
Starting point: % quarter of the 2011 — after choosing work groupniners, the first step
should be preparing the platform conceptgliarter of the 2012 — launching the e-platform
Responsible
Gdansk Entrepreneurs’ Foundation in cooperatioh ieital creative industry representatives
Budget
» “Creative Cities” Project (ERDF within the Centfalrope Programme) reative
Industry Contact Point staff (coordination of thencept preparation), Creative
Gdansk! Campaigne (promotion),

» Other sources: advertising incomes/subscriptien fe

ACTION #3

Networking meetings organization

Specific goal

Explaining the nature of networking, while providithe creative industry with examples of
its practical use.

Steps towards goal achievement

Networking explanation is needed because many pdaapthe Gdansk Metropolis still can

not define the “networking” topic and even less acéively involved in networking activi-
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ties. Another objective of networking meetings dddae integration of local creative com-
munity and establishing new business contacts, iwiwitl lead to professional skills devel-
opment of creative industry from the Gdansk Meti@pd-irst step will be organization of
semi-formal networking meetings, in a form of besis breakfast/lunch or afternoon coffee,
during which representatives of local creative stdgwould have a chance to present their
profile of activity or share experiences or probteffihanks to wide thematic scope, each of
creative sub-branches could have a chance to findgleach meeting new information, use-
ful from the business point of view. The procesgaiticipants recruitment for each meet-
ings should be based on the chosen subject (esggrdsector, jewellery sector, architects),
which the whole meeting is dedicated to. Participamould be selected and chosen accord-
ing to a specific but clear key. Every participahsuch meetings should be obliged to have
business cards that can be distributed among p#récipants. Leaving a card for the meet-
ing organiser would make it possible to identifydatevelop the creative community and to
verify the number of the persons present. Meetimaukl be organized around '60 sec. pres-
entation’. The number of participants should batkohto 45. At the initial phase, each of the
participants would have 60 seconds for presentiegbusiness/operation/idea/project. After
the presentation, the actual part would commeneemaking contacts and developing rela-
tionships among partners.
Target groups
- representatives of local companies from the creandustry,
- businessmen interested in cooperation with loczdtive industry,
- local media.
Schedule
Starting point: & quarter of the 2011
Responsible
Gdansk Entrepreneurs’ Foundation in cooperatioh ieital creative industry representatives
Budget

* “Creative Cities” project (ERDF within the Centtalirope Programme): meeting or-

ganization/staff cost (coordination/technical issaémeetings organization),
* Other sources: Gdansk Entrepreneurs’ Foundatioat ibp locating meetings in the
Gdansk Business Incubator “STARTER?”,

e Other sources: participants registration fee.

-12 -




Creative ¢ CENTRAL EUROPEAN UNION
Cities i '__ / cEOOQMEQLEE DEVELOPMENT FUNC
ACTION #4

Building and developing the local product/serviegfper recommendation system for the
Gdansk Metropolis creative industry

Specific goal

Building recommendation system based on IT toot ttwauld support promotion of local
business activity of the creative industry from Geansk Metropolis, establishing new con-
tacts or searching for reliable executors.

Steps towards goal achievement

Action would include giving references to the besis partners and subcontractors or clients.
References in a form of letter of appraisal cowdghbblished in internet platform as a base of
trustworthy and highly professional companies eifoe clients or executors. Every partner
who has cooperated with a specific entity couldedetter of reference with basic data allow-
ing recommended and recommending entity identibcatThe system construction and user
verification process would prevent creating fictits recommendations. Additionally it could
create an easy way of executor or business parémniication. Clients would have access to
the base of the creative companies and would keetaldamiliarize with given recommenda-
tion before choosing executor and the same wayd,oo@cause executors also will have an
opportunity to rate cooperation with each clierdtd®l companies and freelancers could have
a chance not only to create professional imageinmlas background but also reach new
clients giving them a warranty for provided sergicer goods. Ranking of the most fre-
quently recommended local creative companies wtealccreated in each creative sector.
Recommendation system can be also operated byrdaive Industry Contact Point, help-
ing in verifying references and matching clienterecutors.

Target groups

- representatives of local businesses from theigeeendustry,

- individuals interested in starting a businesthim creative industry in the Gdansk Metropo-
lis,

- businessmen interested in cooperation with locdtive industry,

- local foundations and associations connecteldateative industry,

- local business environment institutions.

Schedule

Starting point: 1st quarter of the 2012
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Responsible

Gdansk Entrepreneurs’ Foundation/Gdansk Businesgator ,.STARTER”

Budget
* “Creative Cities” project (ERDF within the Centialirope Programmegreative In-

dustry Contact Point staff (creating concept arnigiia for the recommendation sys-
tem), Creative Gdansk! Campaign (promotion),
» Other sources: Donation from local creative busiasstechnical support of Pomera-

nian ICT cluster, subscription fee for acceshtodystem.
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Education and employment

Introduction

The main goal of the=ducation and employment” pillar is indicating solutions for facili-
tating access to educational offer for the creatndistry from the Gdansk Metropolis and
increasing their professional competences. Tharpdims at describing possible ways of
creating chances for professional development eatore faculties graduates and ways for

improving effectiveness of local creative industry.

Pomeranian Voivodeship is characterized by sigaifidevel of entrepreneurship initiatives
among young people, starting their professional [despite young age this group has consi-
derable branch knowledge, but their business sftdimand improvements. This tendency is
especially vivid by great interest of creative coamity in participating in business training
programmes, designed for supporting start-ups,,Buginess on Start” or ,Gdansk Academy
of Entrepreneurship”. Searching for consultativel &mining support can represent insuffi-
cient cooperation between economic, technical atistia universities. It can also mean, that
educational programmes are incongruous with marketls. In connection with increase of
co-operative connections among different sectods dymamic growth of innovative econo-
my, the co-operation between the world of busirmeskscience is essential. At the same time,
with regard to dynamic changes on the job marltt,necessary to gain both general and
highly specialist skills. It will allow reacting amarket needs in flexible way. Nowadays long
life learning becomes more and more popular. Eepegs of innovative companies from the
TriCity show that required strategy and organizaiosupport can help in developing the
market and achieving success. However, signifiaamiunt of companies is afraid of making
a big step forwards development, because of tHe dadusiness competence in marketing,
law or management field. Moreover, the educatiaftdr diverges from current needs and
trends. This situation relates mainly to such sgie&d creative branches like design or com-

puter games.

One of the problems is disregarding the importasfcgaining first professional experiences
through participating irnternships and practicggogrammes. Refer to PwC report on human

" Based on Koszarek M., Diagnosis of creative ingusgctor on the area of Gdansk Metropolis. Finabre Gdansk 2010.
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capital in the TriCity, the main weakness is th& level (in comparison with the capabilities)
of agglomeration growth as an academic centre.dight can results from insufficient sup-
port of relations establishing and co-operationMeen local universities. It's easy to notice
the lack of co-operation between artistic schoet®nomic and technical universities, despite
signing the intention letter in May 2009 for Clusté Pomeranian Voivodeship Universities.
»IU's worth of emphasizing how important it is toeate the encouragement for setting up own
businesses by local citizens and influence educailipolicy in existing in TriCity knowledge

centres®

Education
ACTION #1

Organization of training programmes dedicated eodieative industry of the Gdansk Metro-
polis

Specific goal

Increasing competences of the Gdansk Metropolstioeeindustry staff in the range of busi-
ness and social skills.

Steps towards goal achievement

Increasing professional competences of creativasing representatives would secure their
competitiveness growth and visibility on the markébwever the high efficiency of proposed
training offer could be achieved by accurate adpeasit of the educational offer to the creative
community needs. Conducting the surveys would alowpreparing various packages of
training. It would also facilitate the recruitmgmbocess for the specific training, because de-
tailed preparation of subjects and their rangeatdefine each target group in advance. Train-
ing programmes should give an opportunity for jggoéiting both in selected modules with
concrete leading subject and in the full cycle dfi@tional activities. Varied organizational
form of the training programmes (standard trainggarning, blended learning) could broa-

den the group of recipients from local creativeuisttly interested in educational development.

Stages of training organization:
1) identification of training needs in the Gdansk Meuwlis,

2) preparing training subjects:

8 Report on great Polish cities, TriCity, www.pwc.cpim11/01/2011.
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 creativity training — related to the professionainpetences and market needs,

» legal training — i.a. copyrights, intellectual peoty,

* business training — i.a. marketing, project's mamagnt, creative company
management,
 training in the range of social skills— i.a. timeamagement, dealing with stress,
interpersonal communication.
Target groups
- the creative industry companies, especially stps (up to the third year of existence) from
the Gdansk Metropolis,
- businessmen interested in cooperation with locdtive industry.
Schedule
Starting point: 4 quarter of the 2011 (identification of educationaleds), trainings orga-
nized in two months intervals, beginning from tfi&duarter of the 2012
Responsible
Gdansk Entrepreneurs’ Foundation
Budget
.Creative Cities” project (ERDF within the Centr&lurope Programme): Contact
Point staff costs (training coordination and orgation),

e Other sources: Admission fee for training partiasésponsors.

ACTION #2

Creation and actualization of educational calendar

Specific goal

Facilitating access to educational offer for reprgatives of creative industry from the

Gdansk Metropolis.

Steps towards goal achievement

Despite availability of various forms of educatidhe main problem of the creative industry
Is access to current schedules of educational gv@meation of constantly actualizing data
base with information about educational offer woalldw employers from the creative sector
for planning their employees participation in tkiad of events. The Local Action Plan has

already mentioned how important the possibilitycompetences increasing and improving
the knowledge in professional field is. Educatiocalendar should be placed in internet plat-
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form dedicated to local creative industry. It sltbbé based on available software or specially
dedicated one, created in co-operation with thatore industry companies, e.g.: program-
mers or graphic designers. Calendar should be gedwvith result’s filtering tool, according
to specific criteria — e.g. subject, duration, uitnent fee. In the calendar, the most important
educational events for creative industry shouldtédgged and extra promoted. Selection
would be made by Contact Point staff, regardingy tkowledge in creative community edu-
cational demands field. It could be also basedhennbost popular tags in result’s filtering
tool. It would be also essential to establish refet with educational institutions, training
centers, academic community, etc. for gatheringxamustive educational offer as it is possi-
ble.
Target groups
- individuals interested in educational offer cocted with the creative industry (students,
graduates, unemployed),
- the creative industry companies, especially stps (up to the third year of existence) from
the Gdansk Metropolis,
- businessmen interested in cooperation with locdtive industry,
- academic centers and other educational entities.
Schedule
Starting point: g guarter of the 2011
Responsible
Gdansk Entrepreneurs’ Foundation
Budget

» ,Creative Cities” project (ERDF within the CentrBlurope Programme): Contact

Point staff costs (coordination),
» Other sources: workforce for internet calendar arafion (cooperation with repre-

sentatives of local creative industry).

ACTION #3

Mentoring for creative companies from the Gdanskrivmlis

Specific goal

Increasing chances for achieving market successdative companies from the Gdansk Me-

tropolis by mentors support.
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Steps towards goal achievement

If we consider increasing chances for achievingketasuccess, the essential factor would be
creation of the mentor support model, directedefor@sentatives of local creative industry.

This model would be based on professional suppwgngby experienced entrepreneurs to
business “beginners”. Mentor support is a fundaalergtlue for entrepreneurs, who are in the
initial and the most risky stage of developing th@wvn business. Beside sharing knowledge
and experiences, the role of the mentor would lseiremy the professional support in critical

moments of business activity, by comforting achiegat of designed goals.

Stages of mentoring process organization:
1) forming mentors/experts team with various busirsgsscientific experiences,
2) selecting mentor by creative company on the bdsis business activity scope and
interview with potential candidate,
3) adjusting support offer to entrepreneurs needs,
4) providing mentors with possibility of knowledge entifying, e.g. on market

trends, development tendencies or technologicatlities

Very important for the effectiveness of mentorimggess would be constant broadening the
mentors team. Experts should represent differasiness branches and derive not only from
business world, but also from science and cultiglel.f Science experts would provide sup-
port in the range of e.g. technical solutions, wlsrcultural experts would support realization
of typical creative ideas. Priority in benefitingpin mentoring support would have creative
companies, characterized by dynamic growth and poarket competences. Mentors team
could be appointed within Gdansk Business INCUBEPARTER”.

Target groups

- the creative industry companies, especially stpg (up to the third year of existence) from
the Gdansk Metropolis,

- individuals interested in starting a businesshim creative industry in the Gdansk Metropo-
lis,

- freelancers connected with local creative industr

Schedule

Starting point: ¥ quarter of the 2011 (creating base of mentors/angn process standariza-

tion), 2" quarter of the 2012 (mentoring processes staptirigt)
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Responsible
Gdansk Entrepreneurs’ Foundation/Gdansk Businesgator ,.STARTER”
Budget

» ,Creative Cities” project (ERDF within the Centrigalrope Programme): staff costs
(coordination),
e Other sources: Subscription to cyclic consultatiasth mentors/EU grants for start-

ups and SME support.

EMPLOYMENT

ACTION #1

Creation of practices and internships programnweative sector of the Gdansk Metropolis
Specific goal

Practical verification of knowledge gained by grahs of faculties connected with the crea-
tive industry.

Steps towards goal achievement

Graduates of Pomeranian universities have slighhoh to verify gained knowledge, espe-
cially if they meet obstacles in finding dreamet.jMoreover, one has to remember that in
job market, especially in the creative industrg thatter of experience and competences have
a great value. In result the first stage of thisomcshould be designing programme frames
and rules of participation in practices or inteiipstprogramme. The next step would be gain-
ing employees interest in such a programme. Recent process should be continuous, but
what is more important, relevant to employers’ reed

Recruitment process could be coordinated by thaaco®oint for the creative industry, as a
mediating entity between companies offering prastiand creative faculties graduates valua-
ble for creative sector. On the basis of critena aequirements of concrete employee, the
initial selection of candidates could be made ley@ontact Point. The final choiceiafernor
trainee would be made by each employer. Tool suppthe programme would be the offer
exchange, described in Action #2.

Target groups

- graduates of faculties connected with the creatidastry,

- representatives of local businesses from theigeeendustry,
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Schedule

Starting point: ¥ quarter of the 2011 (creating the base of emplogéesing internships or
practices, each programme realized according twithehl arrangements with employer)
Responsible
Gdansk Entrepreneurs’ Foundation in close coomeratiith employers from local creative
industry
Budget

» ,Creative Cities” project (ERDF within the Centrgalrope Programme): staff costs

(coordination of the programme),

* Other sources: cost of internships or practicegi@V by each employer.

ACTION #2

Setting up the creative industry offer exchange.

Specific goal

Increasing effectiveness of creative industry fittwes Gdansk Metropolis by creating the offer

exchange facilitating establishing contacts betweleants and executors or between entre-
preneurs looking for business partners.

Steps towards goal achievement

Regarding considerable flexibility of work in theeative industry, setting up the exchange
combining clients with executors would allow takiagvantage of existing potential of hu-

man resources in very effective way. The excharugadcbe a tool for associating potential

business partners, and enabling realization of roongplex projects. Otherwise competences

of single entrepreneurs could be insufficient.

The creative industry exchange should be settleth@masis of the internet platform. Such an
exchange could be similar action to the platforhatesl to a job market. Both, clients and
executors would have a chance of putting announatrelated to realization of specific

task in the creative industry field, as well astingt virtual business card presenting their
scope of activity. This would surely help potentéént in making decision, which executor

will be suitable for the task. The exchange woutdadditionally connected with recommen-
dation system, what would help in verifying qualitfyservices provided by concrete entity or

ways of cooperation with each client (more info etMorking pillar - Action #4). What is
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more, the offers exchange should include the toai &llows to put jobs announcement and
internships offers.
Target groups
- individuals interested in starting business i ¢heative industry in the Gdansk Metropolis,
- employers from outside the creative industry geitterested in employing specialists from
the creative community,
- creative industry companies,
- freelancers connected with local creative industr
Schedule
Starting point: 1 quarter of the 2012 (creating concept for the arge and principles of
operations)
Responsible
Gdansk Entrepreneur’s Foundation
Budget
.Creative Cities” project (ERDF within the Centr&lurope Programme): Contact
Point staff costs,

e Other sources: Advertising incomes/subscriptiorafaress to the offers exchange.

ACTION #3

Creation of supporting programme for the GdanskriMmdlis creative industry start-ups
Specific goal

Promotion of self-employment among individuals cected with the Gdansk Metropolis cre-
ative industry by programme dedicated to their seed

Steps towards goal achievement

Supporting programme for the creative industrytsips would operate within the Gdansk
Business Incubator “STARTER”. Main goal would bewding chances for safe business
start and convincing that self-employment couldyleat alternative for regular post, especial-

ly in the creative industry.

Within support provided for start-ups, the offerckage would be created, offering in
monthly subscription package: legal-accountancypstip consultations with experts or pos-
sibility of participating in training dedicated tbe creative industry. Individuals interested in

starting their own business in the creative induatrd looking for future company location,

-22-



Creative  ~™ CENTRAL EUROPEAN UNION
(] ., 0
CItleS 3 :__',’ F,H,,EQLEE DEVELOPMENT FUND

would have a chance to rent office space on prefi@tderms. For reducing rental costs, crea-
tive companies would be offered co-working spaag, @esk for hours or rooms for meetings
with potential clients. Co-working space would akswable greater integration of entrepre-
neurs from the creative industry and would resuiltaalization of common projects. Each
creative start-up would have a chance to make tifgedncubator’s technical resources (i.a.
access to the internet, rooms for business meetifiise appliances).
Target groups
- individuals interested in starting a businesshim creative industry in the Gdansk Metropo-
lis,
- freelancers connected with local creative industr
Schedule
Starting point: I quarter of the 2012 (preparing offer for the dresindustry)
Responsible
Gdansk Entrepreneur’s Foundation/ Gdansk Busimesghtor “STARTER”
Budget

» ,Creative Cities” project (ERDF within the CentrBlurope Programme): Contact

Point staff costs,

» Other sources: Incomes from purchasing selectet.off
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Transfer of knowledge

Introduction
The main goal of théransfer of knowledge pillar is improving the quality of the projects
executed by the creative industry from the Gdanskrdpolis by providing companies with a

plan-based chance for knowledge and experienceaageh

Knowledge and experience transfer is a catalyshébronly creative industry actions, but for
business surrounding institutions activities aslwiéllets avoid mistakes and increases a
chance for projects success. Possibility to exchaxperience and business knowledge posi-
tively influences the effectiveness of the creativdustry, making them more competitive in
local, regional, national and even internationaltegt. Indicated effects have been proved by

the creative industry research results carriednatiin the “Creative Cities” project in 2010.

According to the research conclusions, both theesse of the knowledge transfer and its
internationalization are important for the regionagative potential.This kind of cooperation
enables the evaluation of own achievements inioglab the level seen in the world (ben-
chmarking). Additionally supporting the developmeitsectorial cooperation platforms and
increasing interaction and communication betweesin@ss helps to raise the necessary expe-
rience and form a network of cooperating compathes will have the skills to effectively
manage diverse projectsKnowledge transfer help to obtain information @mditions and
potentials of foreign markets and information oa thstitutions supporting the operation on
international markets. “Support for companies antenew markets also involve facilitating
access to consultancy services in terms of benetss, specialization and niches in foreign
markets as well as implementing quality systems staddards™, what is possible in tradi-
tional form (conference/seminar/study visit), adlwe virtual one (e-platform). “Customers
seeking creative services in the region should h&ter access to information and awareness
of the extremely competent creative companies énrédgion, so that commissioning projects
to those companies will become a standard. Thenaptsolution would be to centralize the
information system in the form of a uniformly demeéd and updated database of information

compiled from various sources, mainly data fromifesses, institutions, industry, local gov-

° Based on SWOT analysis, op. cit.
0 Ibidem.
1 Koszarek M., op.cit., page 61.
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ernments, etc. One of the key elements of an efftanformation system is a comprehensive
online service through which one can connect tostlected subject. To ensure maximum

functionality of this site, it must be constantlydated"?

The research results indicated that informal chisnofeinformation are insufficient to provide
full market offer. They confirm that there is also information sharing platform or an insti-
tution serving as an integrator or a contact phimarea of potential development opportuni-

ties®

The knowledge of clusters and the benefits for camgs related with cluster activities is
weak. The creative industry companies from the Gkldfetropolis are however aware of the
untapped potential of cooperation and open to lboli@e within the industry and with other
sectors:* What is more, in connection with the worldwidentis the creative industry notices
that in a world in which the various sectors of mmmy increasingly cooperate there are po-
tential benefits from the exchange of knowledge apdcialist know-how with other sub-

sectors and other industrits.

Actions aiming at knowledge and experience trangfeuld be also based on the constant
exchange among project partners, creative inddsim all partner cities, creative industry
experts, institutions supporting and surroundingative industry, public administration re-
sponsible for economic development strategies, pauple interested in starting-up creative
company or finding employment in the creative com@sa Representatives of local creative
companies would be given a chance to exchange kdg®l and experience abroad while

their participation in the project events and nregi

ACTION #1

E-platform creation

Specific goal

Strengthening the creative companies from the Gdafetropolis by e-platform enabling

remote knowledge and experience transfer.

12 |bidem, page 61.
13 Based on SWOT analysis, op.cit.
4 |bidem, page 57.
15 |bidem, page 17.
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Steps towards goal achievement

Actions aiming at strengthening the creative induftom the Gdansk Metropolis would be

focused on creation of the efficient system coifgcknowledge and exchanging information

in the area of management/legal aspects/technisalies/financial resources gain-

ing/protection of intellectual property among awd ¢reative businesses. It would cover es-
tablishing and operating e-platform adjusted to ¢heative industry needs. The platform

would be a response to articulated needs of aales®d information system in the form of

unified and constantly updated information basedibigp different data resources. The e-
platform would be a tool serving for sharing expede and knowledge of numerous people
and entities.

E-platform for knowledge and experience transfeulde based on:

- moderated forum;

- advanced search engine with periodically updaezach criteria based on users inquiry;

- knowledge base catalogued according to seartdriarcovering different cases description,
closed projects description, good and bad practaetson scripts, register of problems with
adopted solution description and their efficiensgessment;

- wiki documents editable for numerous authors;

- on-line conferences with experts based couldvelgtiparticipate in conference by asking
guestions and making comments;

- thematic electronic meeting system (EMS) fadiliig brainstorms, voting and holding dis-

cussions with feedback option.

The e-platform would enable remote access to dtlaged resources from every place on the
earth and in every time. It would give a chancenfimimalizing the amount of mistakes and
positively increase a chance for projects sucagcially serving the creative industry start-
ups and freelancers. User-friendly layout woulddasy navigation and fast access to all re-
sources collected on the e-platform. The e-platfeould be a tool of mutual learning and
knowledge sharing for all users. It would give aamte for good practices identification
which afterwards could be promoted and disseminafiéid the platform functionalities use.
The e-platform universality would ensure possipilif uploading information by all regis-
tered users and possibility of using uploaded mfatton by all registered users. The quality

of the uploaded material would be supervised byptadorm administrator.
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The e-platform could be as well a tool serving goojecting tailored assistance for the crea-

tive industry, including the creative industry drrsfacilitation as one of the most effective

way for knowledge and experience transfer. It wogik a chance for business contacts,

business partners or subcontractors/clients winoimfpr common projects realization (net-

working/marketing). Description of owned experiermel knowledge connected with visible

economic activity could be an excellent way forgmtal project partners/business partners

verification or choosing subcontractors for planpegjects.

Target groups

- creative industry companies, especially start{upsto the third year of existence) from the

Gdansk Metropolis,

- creative freelancers from the Gdansk Metropolis,

- institutions supporting/surrounding creative iatty from the Gdansk Metropolis,

- creative industry experts.

Schedule

Starting point: 4th quarter of the 2011

Responsible

Gdansk Entrepreneurs’ Foundation in cooperatioh thié creative industry

Budget
,Creative Cities” project (ERDF within the Centfalrope Programme): external ex-
pertise costs (content), campaign Creative Gdang!platform construc-
tion/promotion), Creative Industry Contact PoirafE{administration/promotion)

e Other sources: subscription for access to resourceected on the e-

platform/advertisement

ACTION #2

Study visits organisation

Specific goal

Increasing effectiveness of the Gdansk Metropaleative industry market activity by do-
mestic and foreign study visits enabling knowledgd experience transfer

Steps towards goal achievement

Increased market effectiveness of the creativestigwould be enabled by access to knowl-
edge and experience during domestic and foreigtystisits. Study visits would give access

to tools and business models used by the host auagpand would enable personal face-to-
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face contact with more experienced market playgtsdy visits would be organized periodi-
cally according to participants needs and expextati{taking into account creative industry
subbranches/companies area of interests/compaissgns and goals). The main goal of the
study visit would be shaping relations and buildoantact base with the creative industry
companies, ready to share experience and positigstgd solutions. Selection process would
be planned (application forms and tools/selectiaterta and members of the recruitment
committee) and described (place of the study wasd its agenda) to provide all interested
candidates with complete information and in reshlbose adequate participants. Study visit
conclusion would be report with good practices, ttvasharing experiences and good solu-
tions used by the host companies. The report weldvailable for those who could not take
part in the visit (especially organized abroad},dre truly interested in its effects.
Target groups
- creative industry companies, especially start{upsto the third year of existence) from the
Gdansk Metropolis,
- creative freelancers from the Gdansk Metropolis,
- institutions educating potential employees f& @dansk Metropolis creative industry.
Schedule
Starting point: 2nd quarter of the 2012
Responsible
Gdansk Entrepreneurs’ Foundation/Gdansk Businesgator ,STARTER”
Budget
.Creative Cities” project (ERDF within the Centriaurope Programme): staff costs
(administration),
» Other sources: Contribution of the study visitstipgrants/EU funds for personnel de-

velopment.

ACTION #3

Profiled conferences/seminars accompanied with sfaps/fairs/exhibitions

Specific goal

Increasing access to knowledge, which is essditidhe Gdansk Metropolis creative indus-

try market success by thematic conferences anchsesni
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Steps towards goal achievement

Access to knowledge gathered in one place in theegame would be enabled by the profiled
conferences and seminars with experts participafitre merits of the meetings would be
based on needs of the creative industry and indastooperating with the creative industry,
and on current market trends catalysing new busiitesas. Needs would be analysed using
interviews with the representatives of the creatndstry, standard and online surveys, tele-
phone or email questionnaires. Events would berizgd quarterly in the conference halls
that permit combining experts presentation withoinfal knowledge transfer. They would
consist of panels and workshops giving the maxinmt@ractivity between participants. Si-
multaneously conferences and seminars would prooretivity as the Zicentury business
value and the creative industry as industry witle af the highest development potential.
Events would be organized on the regional levehwiests from abroad. Events would be
accompanied by exhibitions with ongoing and clogegjects results, what could give a trig-
ger to numerous interactions among participantshBear conference/seminar would have
an international range and would be based on foneggworks of the creative industry or cre-
ative industry clusters as entities with the biggesumulation of knowledge and experience
ready for transfer. Other thematic clusters (incigdforeign) would be invited to give the
Gdansk Metropolis creative industry a look from idev perspective and experience another
point of view. During seminars/conferences creafairs would be organized.

Target groups

- creative industry companies, especially start{upsto the third year of existence) from the
Gdansk Metropolis,

- individuals interested in starting a businessinmithe Gdansk Metropolis creative industry,

- creative freelancers from the Gdansk Metropolis,

- institutions supporting/surrounding creative iatty from the Gdansk Metropolis,

- businessmen interested in cooperation with loczdtive industry,

- creative industry experts.

Schedule

Starting point: 1st quarter of the 2012

Responsible

Gdansk Entrepreneurs’ Foundation/Gdansk Businesdator ,.STARTER”
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Budget

,Creative Cities” project (ERDF within the Centrialrope Programme): staff costs
(administration), meeting costs (catering, speakecsure space renting),

» Other sources: Admission fee for conference/senpaaticipants/EU funds (knowl-
edge transfer projects, including projects enablimgternational coopera-
tion)/sponsoring related directly to the event subj(eg. by marketing agen-

cies/creative agencies)
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Marketing

Introduction
The main goal of théViarketing” pillar is designing vision and mission of activtieor lo-

cal creative industry promotion and increasingdieative industry cluster idea acceptance.

“The consumers very often do not search for pragjumit for a brand that is related with con-
crete values. In the framework of the new paradigrarketing is equally important as pro-
duction.™® Therefore, the key qualifications for companiesdmee among other the market-
ing skills, including in the scope of marketing aoomication. In spite of the awareness, the
micro- and small entities operating in the aredhef province limit expenditures on market-
ing, first of all on promotion, considering effasi marketing activities as too cost-
consuming. Additionally, there exists a belief thastomers recommending a company and

its offer to other customers is sufficient.

As a result thereof, it turns out that companiethian Gdansk Metropolis provide services to
improper group of customers, they cannot identily tustomers’ needs nor prepare an offer
directed to a selected market. Moreover, they maessarily build distribution channels al-

lowing for a thorough penetration of the market.

Many a time, insufficient marketing skills constéuan obstacle for a local company devel-
opment, including expansion on the foreign marketsich is important from the creative
industry point of view. Therefore, it is also impant to create a recognizable trade mark of
the local cluster, which would allow for reductioh the marketing expenditures of its par-
ticular members, and at the same time would allmwcérrying out promotion at a high level.
Additionally, the cluster initiative in the GdanBketropolis requires promotion and finding a
support of the surrounding entities. Many local pames skeptically approach the cluster
idea, due to which the time of establishing andhier development of cluster extends. Thus,
communication becomes so important so as to maielg@aware of the benefits of becoming

a cluster member.

¢ Koszarek M., op. cit., page 15.
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ACTION #1

Preparation of the marketing strategy for promo#ing integrating the creative industry from
the Gdansk Metropolis

Specific goal

Creating the vision and mission of marketing atyiand preparing long term aims for the
Gdansk Metropolis creative industry cooperation.

Steps towards goal achievement

To strengthen the creative industry, it is necgsgaformulate the vision that would indicate
the direction in which the Gdansk Metropolis creatndustry network is heading. Addition-
ally, the vision should point out to what the creatindustry cluster is all about and what

characterizes it, what the sense of its operai@nd upon which values it is based.

The planned actions should be:

1) analysis the market trends in the creative indestarea of interest,

2) determination of the potential obstacles in theal@urroundings and identifying the
internal factors that could adversely influencealepment or slow down local crea-
tive industry development,

3) elaboration of marketing methods and tools dedictddocal creative industry,

4) elaboration of methods and tools of promotion anblip relations, guarantee reach-
ing representatives of local creative industry,

5) elaboration of the communication and promotion gtarcreating loyal and long-term
interest and participation in the industry cooperat

6) elaboration of the concept of methods and toolfdimg activity in networking and
marketing business etc. field among local credtidestry representatives,

7) elaboration of the concept of establishing potécti@ative partnerships,

8) preparing cost calculation and schedule for mankegirategy implementation.

Target groups

- representatives and companies of local creatohastry,

- people planning to set up their own businesténcreative industry field,
- the Gdansk Metropolis and Pomerania Region cisze

- students and graduates from the “creative” faesilt

- creative branches of local industry freelancers.
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Schedule

Starting point: ) guarter of the 2011
Responsible
Gdansk Entrepreneurs’ Foundation/ Gdansk Busimesghator “STARTER”
Budget
» “Creative Cities” project (ERDF within the Centfalrope Programme): external
expertise (strategy preparation), Creative Gdanakipaign budget (strategy tools
preparation/strategy execution), Contact Poinf §safategy implementation),

ACTION #2

Promotion of the creative industry cluster idea

Specific goal

Increasing the creative industry cluster idea atzoege and building positive relations with
the local surrounding.

Steps towards goal achievement

Exposing and deepening cluster advantages in ttaskdMetropolis requires a collective
effort that is often not easy to launch. Trust aghdocal companies is often weak, and it
takes some effort to convince them of the benefitsollective action. The important step is
elaborating and determining the cluster’s offer #melpossible strategic ways for the cluster
development. The promotion of the creative industugter initiative and its offer should be
based on the modern marketing communication chanmelping to reach target groups.
Thanks to social media platforms and creating [@pfiiscussion groups on Facebook or
GoldenLine current informing what is going on iretframework of the cluster initiative
would be more effective. It would not only provithee creative industry representatives with
information but also would allow for integration thie creative community. Promotion of the
cluster idea should also take place by traditicioals among other: information meet-
ings/workshops, promotion materials or interviewsredia. It is important, from the point
of view of the local client, to indicate benefitsaat would appear together with the cluster
launching and due to participation in the clustetiative. Additionally, the cluster area of
operation should be determined, that is the maaketits segments. In the further step the
cluster’'s marketing aims should be determined,esponding with the presented vision and

mission together with providing method of aims agliment.
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The essential part of the promotion should be BuR&lationsactivity supporting local crea-
tive industry and the cluster initiative that aitirgcreasing public knowledge and recogni-
tion of the creative industry cluster initiative the Gdansk Metropolis. The PR activity
should provide information to the general publid aarget groups to promote acceptance for
the cluster initiative. PR activities should alsmtibute to making various groups of local
stakeholders interested in the cluster idea, mgldieneficial relations therewith (local gov-
ernment, citizens, local institutions surroundimg tusiness, local entrepreneurs and the
persons interested in the cluster actions). Tha®&Rity could be supported by internet plat-
form dedicated to local creative industry. At tlaeng time lobbing among the local authori-
ties and institutions significant for the clustewvdlopment should be carried out for the clus-
ter and its development.
Target groups
- creative industry companies from the Gdansk Muzdlis,
- local institutions surrounding the business,
- the Gdansk Metropolis and Pomerania Region citize
- students and graduates from the “creative” faesilt
- creative branches of local industry freelancers,
- local and central public authorities,
- potential employees of the cluster companies,
- local media.
Schedule
Starting point: ¥ quarter of 2011
Responsible
Gdansk Entrepreneurs’ Foundation/ Gdansk Busimesghator “STARTER”
Budget
» “Creative Cities” project (ERDF within the Centfalrope Programme): Creative
Cities staff (PR activities), Creative Gdansk! Cangp (promotion), external ex-

pertise (elaboration of PR methods and tools).
ACTION #3

Analysing the demand for products and serviceti®ficteative companies in the Gdansk Me-

tropolis
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Specific goal

Broadening the knowledge on the creative marketi:m@elocal dimension.
Steps towards goal achievement
The knowledge is necessary for the creative ingiudgvelopment. Representatives of crea-
tive industry in the Gdansk Metropolis should bevided with analysis identifying the
needs, tastes and desires of the consumers. Bechtise unique nature of the “creative”
products, there are trends in the market that direedemand of some products up while
sometimes it would affect demand quite oppositee gbal of analyzing demand for prod-
ucts and services of the creative companies inGtiensk Metropolis should be providing
surveys and reports, which would improve offeredrise and lead to decreasing individual
expenditures on market researches. Additional aoaldvbe increasing competitiveness and
creativity of local creative industry representatiybecause local companies would improve
their knowledge about various factors, which infloe the buying habits of the consumers
on the creative market. Carrying out a common amgf the demand for products and ser-
vices of local creative companies and analysisesfds on the markets should allow for lim-
iting the costs of the research, which every companuld incur separately. Information
would be collected from local creative companieseldlaon questionnaire concerning expen-
ditures on marketing activities. The last step wlobé preparation of annual reports with
result of the research available to all cluster iners.
Target groups
- creative industry companies, especially startfup® the Gdansk Metropolis,
- local institutions surrounding the business,
- the Gdansk Metropolis and Pomerania Region cisze
- creative branches of local industry freelancers.
Schedule
Starting point: %' quarter of the 2011 with at least in 4 monthsrirgls actualization of the
demand for products and services
Responsible
Gdansk Entrepreneurs’ Foundation/ Gdansk Busimesghator “STARTER”
Budget

» “Creative Cities” project (ERDF within the Centilrope ProgrammeLreative In-

dustryContact Point staff (coordination), external exigser{research costs).

-35-




Creative ¢ CENTRAL EUROPEAN UNION
[ ] [} 0
Cities’ '__ y cEOOQMEQLEE DEVELOPMENT FUND

Infrastructure and financial support

Introduction

The main goal of thelffrastructure and financial support” pillar is increasing effective-
ness and efficiency of the creative industry frédva Gdansk Metropolis actions by providing
it with infrastructure and financial support comesrg with articulated needs and enabling its

development in different dimensions.

Results of the research conducted within the “@reatCities” project on the Gdansk Me-
tropolis have showed that one of the most impotrbantier for the creative industry growth is
obtaining financial resources. “Companies face i§ijpegroblems connected with searching
for potential investors such as lack of informatard understanding for conditions and rules
of each particular financial resource, difficulti@spreparing convincing business plan pres-
entation or depending on business models that@radapted to market reality. Furthermore
according to research results, companies often th@gseadvantage on prototypes or design.
They are to a large extent dependent on a flagsioiguct or service and largely depended on
individual talent. Many creative firms do not haugficient knowledge about the sources of
funding and access to thert"“Another step in overcoming barriers of developmeincrea-
tive businesses are activities towards formatiospacialized financial services market. Cur-
rently, financial institutions do not support compgs operating in high-risk sectors or seek-
ing a relatively small financial outlay. Funding chanisms should be "tailored" and meet the
specific needs of companies i.e. in form of faailitg the contact with managers of venture
capital funds. Opportunities for financing projeatelude support for the development of
"investment readiness" in companies by develoguegskills of providing investors (but also
banks) with a feasible development strategy andsiness model to achieve a high return on

investment™®

Respondents of the creative industry research wiriebented a negative view of the Gdansk
Metropolis as a location for creative industriessides the periferial location which make

communication process difficult, often lacked a#it use of cultural infrastructure, lack of

7 |bidem, page 56.
18 |bidem, page 61.
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access to space for creative activity, high remthé city's municipal premisédCooperating
creative companies should analyse their needsfstnucture and financial support. Such
analysis could mark resources that are urgentlgewt@nd on that base prepare strategy of

their obtaining.

ACTION #1

Diversification of the creative industry financralsources

Specific goal

Increasing scope of the Gdansk Metropolis creatidastry actions by diversifying resources
used for projects financing.

Steps towards goal achievement

Increasing scope and amount of the creative comapammojects would be based on diversi-
fied financial resources. To reach diversificat@iternative options for obtaining financial
resources would be searched. The resources woplendeon the creative companies re-

quirements, time needed to obtain it and finarmaaburces needed amount.

Obtained financing would result from i.a. such rgses as:

*» membership fee connected to the creative industmdlized or semi-formalized coopera-
tion,

* local government grants,

* EU funds - for financing investment/ research prigjetrainings/ conferences/ fairs/ expe-
rience and knowledge transfer/ export initiatives,

* the ,creative fund” by networking institutions owhevailable resources and enabling
access to loans/micro credits/credit guaranty basegateferential terms,

« venture capital funds/business angels/private oves

* business activity formalized in the form of theatree industry cluster.

The first step would be preparation of a reporhwesources enabling the creative industry
financial support, including facilitating coopentiin the form of the creative industry clus-
ter. The report would be periodically updated. tuhd be crucial for finding strategic part-
ners, e.g financial institutions offering the creatindustry preferential terms which depend

on the creative industry identified needs and galahned by creative company project re-

19 Based on SWOT analysis, op. cit., page 54.
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guirements. Additionally diversified financial ragces could serve for the cluster initiative,
enabling to obtain financial resources for the tveandustry network administration.
Target groups
- creative industry companies searching for exieiinancial resources, especially start-ups
(up to the third year of existence) from the GdaMstropolis,
- financial institutions searching for a chancarsfestment in the creative industry from the
Gdansk Metropolis,
- financial agents searching projects of the cveaitidustry from the Gdansk Metropolis for
their clients,
- business angels/venture capital funds/privatestors searching for a possibility to invest in
the Gdansk Metropolis creative industry.
Schedule
Starting point: 4th quarter of the 2011
Responsible
Gdansk Entrepreneurs’ Foundation
Budget

» “Creative Cities” project (ERDF within the Centialirope Programme): Creative In-

dustry Contact Point staff (report preparation apdate).

ACTION #2

Barter exchange system launching in the frameettkative industry cooperation

Specific goal

Increasing the number of projects accomplishedheyGdansk Metropolis creative industry

which are based on the barter exchange systemiregatdnfinancial access to required re-
sources.

Steps towards goal achievement

Increasing the number of projects accomplishedhey dreative industry from the Gdansk

Metropolis would ensure barter exchange system.yMampanies do not use in 100% their
technical potential, so they could share it. Bagbethange system would limit unnecessary
expenditures on infrastructure and would be basethe creative industry cooperation idea.
It could be based on the idea of sharing permaypenttemporarily unused resources, espe-
cially infrastructure. Barter exchange would staith identifying free resources owned by

cooperating companies and describing possible lgiviid usage by others. Resources identi-
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fication process would be based on an electromeesuocated on the e-platform. Collected
information would be gathered in a catalogued fdimded intoavailableresources part (of-
fers) and searched resources part (needs). THegatavould include storage place, maxim-
al time of sharing indication, price in acceptedtéacurrency and owner data. Resources
would be gained mostly according to the identifireatds of each project. In case of specific
resource lack, its alternative would be searchedgidering possibility of alternative find-
ing). Barter system would be based on pricing witmmonly accepted system of payment.
Barter currency would enable its exchange for négeds or services.
Target groups
- creative industry companies, especially start{upsto the third year of existence) from the
Gdansk Metropolis,
- institutions supporting/surrounding creative iatty from the Gdansk Metropolis.
Schedule
Starting point: 1st quarter of the 2012
Responsible
Gdansk Entrepreneurs’ Foundation in cooperatioh ¢ creative industry
Budget

» ,Creative Cities” project (ERDF within the Centalirope Programme): Creative In-

dustry Contact Point staff preparing barter excleanges (competing companies in-
terests protection),

e Other sources: subscription for access to the tbopta resources/advertisement.

ACTION #3

Preparing tailored offer for the Gdansk Metropalisative industry by the Gdansk Business
Incubator “STARTER”

Specific goal

Developing potential of the creative industry froime Gdansk Metropolis by tailored prefer-
ential offer prepared by the Gdansk Business INculB& TARTER”.

Steps towards goal achievement

The creative industry potential for the Gdansk Metidis development would take into ac-
count by the Gdansk Business Incubator “STARTEREcs offer. The Incubator would
offer the creative industry office space on preafées terms, including co-working space that

gives a chance to rent a room or desk with fullijgapent only for some hours. The Incubator
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assistance would include conference halls and rdomisusiness meetings. It would be pos-
sible to use virtual office covering company addragception/secretariat services and cus-

tomer office services.

To increase the level of the Incubator offer attcacfor potential customers, the profits from
its cofinancing would be pointed out for public beg] sponsors and financial institutions.
Cofinancing could have direct and indirect formditect form would mean bail or
credit/loan, especially on preferential terms. Inirgy third parties could decrease the costs of

the Incubator offer for the creative industry.

Additionally within the Incubator “solutions labdeaay” would function, what means space

where the creative start-ups could test/subjedt ideas to criticism of more experienced

entrepreneurs or experts. Creative companies camalgs the Incubator training offer (stan-

dard/e-learning/blended learning), advisory andsatiancy services, mentoring, networking

and account services.

Target groups

- creative industry companies, especially start-ujpst¢ the third year of existence) from the

Gdansk Metropolis,

- individuals planning to set-up a company in treative industry in the Gdansk Metropolis.

Schedule

Starting point: 4th quarter of the 2011

Responsible

Gdansk Entrepreneurs’ Foundation/Gdansk Businesdator ,.STARTER”

Budget

» ,Creative Cities” project (ERDF within the Centrigalrope Programme): staff costs
(consumer service offered by creative industry aanpoint/ administration/ promo-
tion), tactical marketing programme for the creatimdustry/Creative Gdansk! cam-
paign (promotion),
* Other sources: Gdansk Business Incubator ,STARTERject (ERDF within the

Pomeranian Regional Operation Programme): congiruatork and equipment.
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Conclusions

The Local Action Plan implementation process widlrswithin the “Creative Cities” project
and will continue after it closure date. Actionanhed within all 5 pillars will be adapted to
the creative industry needs so they can be a esplonse to the market expectations. The
creative industry plays an important role in regloaconomy and influences crucially re-
gional development. Focus on the Gdansk Metromobstive industry is based on analysis
carried out within the project “Creative Cities” ish showed that “creative industry contrib-
utes significantly to the economic potential of dansk Metropolis and the whole region. In
2006 over 63 thousand people were employed in @8stind companies operating in the re-
gion in sectors defined as the creative industhgylaccounted for a total of 13 percent share
of entities and 8 percent share of total employniergnterprises in the province. Within 5
years the sector recorded more than 17 percergaserin the number of firms, despite the

crisis at the beginning of the decad@”.

Actions within Networking pillar prepare creative companies for cooperation by ézgan
safe environment for building trust and confidemc@usiness relations. Actions withiu-
cation and employment pillgprepare creative companies and their potentiall@yaps for
efficient and effective activities by teaching peeses with diversified tools use and widely
perceived recruitment assistance. Actions withimnsfer of knowledge pillgprepare creative
companies for high quality projects execution bgrsig knowledge and experience. Actions
within Marketing pillarprepare creative companies for the market sucoegsdiessionaliz-
ing the process of the identifying the custometisBang the customer, and keeping the cus-
tomer. Actions withininfrastructure and financial support pillprepare creative companies
for increasing business activity with tailored offer start-ups, exchanging not fully used

resources and financial resources diversification.

2 |bidem, page 4.
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