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We are living through a period 
of unprecedented economic, 
social and technical change. 
In amongst this change, 
the ubiquity of data and the 
adoption of newly collaborative 
ways of working and living 
are two ‘memes’ that impact 
strongly on the creative 
industries. And because our 
products and services are 
interwoven with people’s 
increasingly tracked cultural 
lives, the two are connected.

The volumes of data and content held digitally 
are expanding exponentially. But so, fortunately, 
!"#$%&"$'!()$%*$!++#)),-./$012#",-.$!-3$4!5,-. 
sense of this information. This is as true 
for creative enterprises as their audiences, 
customers and users. As it shapes our 
&)#")6$#78#+2!2,%-)$'#$-##3$2%$5##8$&8$9($
+:!-.,-.$2:#$'!($'#$'%"5/$2:#$'!($'# 
create and the way we engage them. 

Whilst the UK remains a strong exporter of 
creative products and services, the maturity 
of the creative industries in developing 
4!"5#2)$,-+"#!)#)$;$!)$3%#)$2:#,"$"#!+:$,-2%$
%2:#"$4!"5#2)$!-3$#<#-$2:#$=>?$@#$+!--%2$
rely on exporting Britishness or a perceived 
Anglophone advantage. Our international 
connectedness and multi-cultural populace 
are !$),.-,0+!-2$9#-#02/$:#"#/$2:%&.:?$

Dealing with the complexities of shifting 
9&),-#))$4%3#1)/$4&12,81#$81!2*%"4)$!-3$
:(9",3$+"#!2,<#$*%"4)$"#A&,"#)$-#'$!22,2&3#)/$
!88"%!+:#)$!-3$)8#+,0+$4#2:%3)?$B:#)#$
+%49,-#$2:#$)2"&+2&"#3$&)#$%*$3!2!$',2:$
#4%2,%-!11($,-2#11,.#-2$+%11!9%"!2,%-$',2:$!$
wide range of customers, end users and 
)&881,#")$*"%4$2:#$0")2$2',-51#$,-$2:#$#(#$2% 
!$*&11$1!&-+:$!-3$9#(%-3$%*$-#'$8"%3&+2) 
and services.

B%$"#4!,-$+%48#2,2,<#/$4!"5#2$"#)#!"+:$
3!2!$!-3$8#"*%"4!-+#$3!2!$-##3$-%'$2%$9#$
+%49,-#3$',2:$9%2:$3!2!$8"%01,-.$&)#")6$
2!)2#)/$9#:!<,%&")$!-3$:!9,2)$!-3$4#2!3!2!$
!9%&2$!$':%1#$"!-.#$%*$+"#!2,<#$'%"5)$;$
9#(%-3$2:#$+%-<#-2,%-!1$+%-+#82,%-$%*$
what content is. And yet such ‘co-design’ 
!-3$3!2!C)!<<($'!()$%*$'%"5,-.$!"#$-%2$
commonplace in the UK’s creative industries.

Creative enterprises wishing to use data-savvy 
approaches to launch new products and 
)#"<,+#)$-##3$2%$%<#"+%4#$)%4#$9!"",#")?$
D#!3#"):,8$!-3$#7#+&2,<#$)8%-)%"):,8$; 
!-3$%*2#-$,-<#)24#-2$;$!"#$8"#C"#A&,),2#)$
2%$2:#$+:!-.#3$'!()$%*$'%"5,-./$#-:!-+#3$
)5,11)/$"#)2"&+2&"#3$2#!4)$!-3$-#'$2%%1)$
"#A&,"#3?$B:#$8%2#-2,!1$*%"$2:#$E,.:#"$
F3&+!2,%-$)#+2%"$2%$:#18$:#"#$,)$),.-,0+!-2?

B:#$!3%82,%-$%*$+%C3#),.-$:!)$),4,1!"$9!"",#") 
9&2$!1)%$)&**#")$*"%4$9#,-.$)##-$!)$+:!11#-.,-. 
conventional wisdom on authorship and craft 
expertise in many sectors of the creative 
industries. It threatens the creative process 
',2:$':!2$)##4)$2%$9#$!$4!"5#2,-.$C$%"$
-&49#")C1#3$!88"%!+:?$G2$!1)%$.#2)$+%-*&)#3$
',2:$4%"#$2"!3,2,%-!1$4!"5#2$"#)#!"+:?
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E%'#<#"/$4!-($)#+2%")$,-$2:#$+"#!2,<#$
industries have excellent use of data and 
#7#481!"($+%11!9%"!2,%-$',2:$)2!5#:%13#")$
!-3$&)#")$!1,5#?$@:!2$,)$"#A&,"#3$,)$+"%))C
*#"2,1,)!2,%-$!+"%))$2:#$)#+2%")$;$!-3$9#(%-3$
to other customer-focused and data-driven 
9&),-#))#)$!-3$)%+,!1$#-2#"8",)#)$2%$2!5#$2:#$
9#)2$*"%4$2:#4$!-3$2!,1%"$,2$*%"$%&"$8!"2,+&1!"$
!-3$8#+&1,!"$"#A&,"#4#-2)?

We identify four areas of innovation: on demand 
!<!,1!9,1,2(/$4!))$8#")%-!1,)!2,%-/$3#),.-$
9#(%-3$(%&"$#78#",#-+#$!-3$1,<,-.$,-$2:#$
information age. They are variously driven 
!-3H%"$#-!91#3$9($2:#$&9,A&,2($%*$3!2!$!-3$
the culture and methods of co-design. Each of 
2:#)#$!"#!)$%*$,--%<!2,%-$.,<#)$",)#$2%$!$-&49#" 
of opportunities for creative enterprises.

F!+:$%88%"2&-,2($,)$2:#-$8%),2,%-#3$!)$9#,-. 
;$2%$!$1#))#"$%"$."#!2#"$#72#-2$;$!9%&2$&)#")6 
needs or wants. And for each the relationship 
9#2'##-$2:#$8#")%-$,-$2:#$"%1#$%*$8"%3&+2$%"$
service designer is categorised as: designing 
for me; designing for myself and my community 
or colleagues (‘us’); or designing for people 
who I feel are different to me (‘others’).

The opportunities of personal manufacturing, 
+%C+"#!2,-.$#78#",#-+#)$!-3$4!5,-.$
#-2#"2!,-4#-2$",+:#"$!11$)8#!5$2%$!-$I!-($+%1%&" 
as long as its mine’ mentality of the empowered 
consumer. Sharing physical assets or human 
)5,11)$;$%"$8"%<,3,-.$2:#$9"%5#"!.#$)#"<,+#)$
2%$#-!91#$%2:#")$2%$;$,)$!$4%3#"-$!-3$)%+,!1$
4#3,!C$!-3$3!2!C#-!91#3$2',)2$%-$!$!-+,#-2$
communitarian principle.

Meanwhile, services in the cloud can provide a 
range of data-savvy and/or co-design ways of 
1,<,-.$!-3$'!()$%*$'%"5,-.?$J"#!2,<#$#-2#"8",)#) 
+!-$9%2:$2!5#$!3<!-2!.#$%*$2:#)#$!)$'#11$!)$
9#$!2$2:#$<!-.&!"3$%*$1!&-+:,-.$-#'$)&+:$
)#"<,+#)?$K",<!+($!-3$!-%-(4,2($+!-$9#$)##-$
!)$!$"#A&,"#4#-2$!33,2,%-!1$2%$4#3,!$!-3$
8&91,):,-.$)#"<,+#)$%"$!)$!$':%1#$-#'$!"#!$
':#"#$+"#!2,<#$2:,-5,-.$+!-$!33$<!1&#?

J%C3#),.-$4#2:%3)$!"#$!2$2:#$5#($#-!91#" 
%*$%88%"2&-,2,#)$2:!2$!33"#))$*%"#,.-$4!"5#2)$
or underserved minority interest or minority 
+&12&"#$:%4#$4!"5#2$)#.4#-2)?$@:,1)2$2:#$
dominant theme of opportunities around 
media literacy services and co-design of 
8%1,+($!-3$8&91,+$)#"<,+#)$,)$2:!2$2:#)#$
!"#$4!3#$-#+#))!"($9($3!2!$&9,A&,2($!-3$
#78#+2!2,%-)$%*$+%11!9%"!2,%-?

E%'#<#"/$2%$2!5#$!3<!-2!.#$%*$2:#)#$
%88%"2&-,2,#)/$2:#$$+"#!2,<#$,-3&)2",#)$;$!-3$
those who invest in, support or create policy 
*%"$2:#4$;$-##3$2%$"#),)2$2:#$2#482!2,%-$
to separate the sector out from the wider 
consumer, technology or cultural spheres. 
B:#($!1)%$-##3$2%$4!5#$+%11!9%"!2,%-$!+"%))$
different sectors within the creative industries 
the default rather than the exception.

Successfully applying new methods to product 
!-3$)#"<,+#$,--%<!2,%-$"#A&,"#)$!$+1#!"$,3#!$
%*$':!2$,--%<!2,%-$,)$;$!-3$"#+%.-,2,%-$%*$2:#$
fact that successful products and services 
are strategically and proactively managed 
2:"%&.:%&2$!$3#0-#3$3#<#1%84#-2$1,*#+(+1#?$
B:,)$+!-$9#$3,**#"#-2$,-$3,**#"#-2$#-2#"8",)#)$
!-3$)#+2%")$;$9&2$-%$+%-+#82$%*$8"%3&+2$
management will result in no meaningful 
%"$<!1&!91#$8"%3&+2?

L-+#$2:,)$5#($,3#!$,)$,-$81!+#/$+"#!2,<#$
#-2#"8",)#)$+!-$'%"5$%&2$:%'$2%$9#)2$!-3$4%)2 
!88"%8",!2#1($!881($3!2!C)!<<($2#+:-,A&#)$
and co-methods (co-ideation, co-design, 
co-creation, co-delivery) at all stages of 
the production development process. They 
+!-$#<#-$'%"5$',2:$2:#,"$)2!**/$8!"2-#")$!-3$
customers to gather data to inform what to 
do and design together how to do it.
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This report is the final output from 
the Creative Industries Beacon 
project commissioned by the 
Creative Industries Knowledge 
Transfer Network, funded by 
the Technology Strategy Board 
and delivered by Transform and 
Golant Media Ventures.
G2$,)$,-2#-3#3$2%$9#$!$)2!"2,-.$8%,-2$*%"$8#%81#$
leading, managing, funding or otherwise 
)&88%"2,-.$+"#!2,<#$#-2#"8",)#)$2%$0-3$2:#$
9#)2$'!()$2%$,-+%"8%"!2#$3!2!$!-3$+%C3#),.-$
into their leadership, management, strategy 
and policy.

The project set out to:

M  F)2!91,):$!$9!)#1,-#$%*$:%'$=>$+"#!2,<#$
enterprises currently use data and co-design 
to drive innovation

M  Map out future scenarios of ways that 
2:,)$5,-3$%*$,--%<!2,%-$+%&13$+"#!2#$-#'$
opportunities over the next 5-7 years.

@#$2",#3$2%$'!15$2:#$2!15$;$+%C+"#!2,-.$2:#$
8"%N#+2$',2:$!11$2:#$)2!5#:%13#")$'#$#-.!.#3$
with and using the data they generated and 
)%&"+#3$2%$3",<#$%&"$0-3,-.)?$

O)$!$+%-)#A&#-+#/$'#$!"#$."!2#*&1$2%$2:#$
numerous organisations and individuals 
who gave their time to this project and who 
inspired us with their enthusiasm, ideas and 
*%+&)$%-$4!5,-.$2:#$=>6)$+"#!2,<#$,-3&)2",#)$
4%"#$<,9"!-2/$+%48#2,2,<#$!-3$)&)2!,-!91#$
and the UK a more pleasant place to live. 
Our co-conspirators and co-authors are listed 
in the Appendix.

Introduction

Creative Industries

Knowledge
Transfer
Network

P
$,'

,-
!
2+
%
%
5
,#
$%
-
$Q
1,+
5
"R

P
$Q
"!
-
+
%
Q
%
"#
)
:
%
+
>
$%
-
$Q
1,+
5
"R



6

K#%81#/$+"#!2,<,2(/$9&),-#))$!-3$2#+:-%1%.($
),2$,-$!$2!-.1#3$'#9$%*$,-2#"3#8#-3#-+,#)?$
They are all drivers of change. They are all 
#-!91#")$%*$+:!-.#?$

Societal changes drive technology to provide 
)%1&2,%-)$2%$!$8!"2,+&1!"$+1!))$%*$8"%91#4)$;$
such as products for an ageing population. 
Technological innovations such as social media 
shift our whole concept of what a ‘friend’ is. 
O"2,)2,+$#78"#)),%-$"#S#+2)$!-$#-.!.#4#-2$',2: 
or distance from mainstream culture and then 
,-S&#-+,-.$2:!2$+&12&"#$!)$',2:$"!8$%"$)2"##2$!"2? 
B:#$&9,A&,2($%*$4%9,1#)$!-3$%8#--#))$%*$2:# 
G-2#"-#2$4!5#$.%<#"-4#-2$+#-)%"):,8$
impractical. Businesses exploit our data 
9#+!&)#$2:#,"$%2:#"$"#<#-&#)$!"#$.%,-./$
9#+!&)#$2:#$2#+:-%1%.($!11%')$,2$;$!-3$
9#+!&)#$'#$1#2$2:#4?

Out of this tangle, the Creative Consumer 
T#!+%-$8&11)$2'%$)2"!-3)?$L-#$,)$!9%&2$2:#$
&9,A&,2($;$2:#$8#"<!),<#-#))$;$%*$3!2!? 
B:#$%2:#"$,)$!9%&2$!-$!88"%!+:/$!22,2&3# 
or set of methods around co-design. 
O-3$9#+!&)#$2:#$.%!1$%*$2:#$J"#!2,<#$
G-3&)2",#)$>-%'1#3.#$B"!-)*#"$U#2'%"5$
!-3$,2)$*&-3,-.$9($2:#$B#+:-%1%.($V2"!2#.($
Board is to foster innovation in the creative 
industries, this is the context of our 
consideration of these two themes.

In the creative industries, our products 
and services aren’t just normal ‘goods’ of 
value exchange: entertainment, information 
and cultural experiences are more than 
that. They’re part of people’s cultural lives, 
,-*%"4,-.$2:#,"$,3#-2,2,#)?$B:,)$4!5#)$,2$:!"3$
to predict the futures of these sectors with 
+1!)),+!1$#+%-%4,+$4%3#11,-.$%"$4!"5#2$
"#)#!"+:?$Q&2&"#C.!W,-.$,-$2:,)$#-<,"%-4#-2$
"#A&,"#)$2:#$+%-),3#"!2,%-$%*$4&12,81#$)+#-!",%) 
!-3$2:#$!++#82!-+#$2:!2$!9,1,2($%*$I#78#"2)6 
2%$8"#3,+2$2:#$*&2&"#$,)$-%$9#22#"$2:!-$2:# 
man in the street.

B:#$&9,A&,2($%*$3!2!$,)$3&#$2%$4!-($*!+2%")$
'%"5,-.$,-$+%-+#"2?$X!-($8#%81#$!"#$
+%--#+2#3$!2$:%4#/$!2$'%"5$!-3$%-$2:#$4%<#? 
B:#,"$3#<,+#)$!"#$+"#!2,-.$3!2!$!9%&2$2:#4$
and the environment. People are creating ever 
more information and content. We’re expecting 
4%"#$,-*%"4!2,%-$!9%&2$#<#"(2:,-.?$T&),-#))#) 
are springing up to capture, aggregate, process 
and visualise this data as information. All this 
+"#!2#)$4%"#$;$!-3$4%"#$;$3!2!?

T&2$1%%5$&-3#"-#!2:$2:#$9%--#2$!-3$,2$,)-62$
N&)2$2:#$,-2#"+%--#+2#3-#))$%*$3#<,+#)$9&2$2:# 
,-2#"%8#"!9,1,2($%*$)()2#4)$2:!2$,)$#-!91,-.$2:#$
!"#$$%*$3!2!?$G2$,)$2:#$3#2!,1#3$)8#+,0+!2,%-)$
,-$+%44%-$3!2!$)2!-3!"3)$;$+"#!2#3$9($
)2!-3!"3)$9%3,#)/$"#)#!"+:#")$!-3$,--%<!2%")$

!+"%))$2:#$'%"13$;$2:!2$#-!91#$2:#$#7+:!-.#$
%*$#4!,1)/$4&12,4#3,!/$'#9$8!.#)/$8#")%-!1$
data, credit card details in a way which has 
9#+%4#$,-<,),91#$2%$&)$-%'?$O-3$(#2$2:,)$
*",+2,%-1#))$S%'$'!)$&-2:,-5!91#$#<#-$YZ$
years ago. The multi-lateral politics and 
power games around the creation of these 
)2!-3!"3)$;$*%"$!-(2:,-.$*"%4$+,-#4!$!-3 
E[$<,3#%$3,)5)$2%$)(-3,+!2#3$-#')$*##3) 
%"$1%.,-$+"#3#-2,!1)$;$!"#$-%2$<,),91#$2%$&)? 
And yet with its history of leading standards 
.%,-.$9!+5$2%$2:#$,-3&)2",!1$"#<%1&2,%-$!-3$
3!()$%*$#48,"#/$2:#$=>$):%&13$9#$8#+&1,!"1($
'#11$)&,2#3$2%$&)#$2:#$)2!-3!"3)$4!5,-.$
process for its competitive advantage.

Meanwhile, in creative production and 
+%-)&482,%-$'#6"#$)##,-.$),.-,0+!-2$):,*2) 
,-$8%1,2,+!1/$1,-.&,)2,+$!-3$+&12&"!1$9!1!-+#?$
With the current dominance of Anglo-Saxon 
+&12&"#$!-3$1!-.&!.#/$4!-($*%"#,.-$4!"5#2) 
',11$+%-2,-&#$2%$9&($2:#$=>6)$+"#!2,<#$8"%3&+2) 
!-3$)#"<,+#)?$B:#$",)5$,)$2:!2/$!)$3#<#1%8,-.$
4!"5#2)$3#<#1%8$9%2:$4%"#$)%8:,)2,+!2#3$
consumers and local production, imported 
products won’t meet their cultural needs. 
Local producers are well positioned to 
+!8,2!1,)#$%-$2:#,"$4!"5#2C)8#+,0+$,-),.:2/$
which poses a threat to UK exports.
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Q%"2&-!2#1(/$2:#$=>$,)$'#11$)#2$&8$2%$9#$!$
centre of exchange and ideas for creative 
8"%3&+2)$!-3$)#"<,+#)?$@,2:$<,9"!-2$,44,."!-2$
and international student populations and 
'%"13$+1!))$E,.:#"$F3&+!2,%-$!-3$+"#!2,<#$
industries sectors we’re well positioned to 
'%"5$',2:$+%-)&4#")$!-3$%".!-,)!2,%-)$
,-$5#($*%"#,.-$4!"5#2)$\,-+1&3,-.$2:#$F=/$
T]GJ$!-3$V%&2:$O),!^?$@#$+!-$+%49,-#$%&"$
#78#"2,)#$',2:$1%+!1$5-%'1#3.#$%*$4#3,!$!-3$
entertainment tastes in other territories. 
O-3$2:,)$,)-62$1,4,2#3$2%$%<#")#!)$4!"5#2)$;$
,2$',11$!1)%$'%"5$*%"$&-3#")#"<#3$)#.4#-2)$
outside the UK’s cultural mainstream.

Traditional, top-down product development 
!-3$4!"5#2,-.$'%-62$'%"5/$2:%&.:?$J&12&"!1$
differences magnify misunderstandings 
and assumptions around people’s needs, 
)%$'#$):%&13$1%%5$2%$8"%+#))#)$2:!2$2!5# 
,-2%$!++%&-2$&)#"$#78#+2!2,%-)$!-3$:!9,2)$
around entertainment, information and 
+&12&"#?$J%11!9%"!2,<#$4%3#1)$:#18$2%$"#3&+#$
2:#$",)5$%*$+&12&"!1$faux %&$ that upset cultural 
%"$!.#C)8#+,0+$#78#+2!2,%-)?$

=>$+"#!2,<#$9&),-#))#)$+!-$0-3$-#'$
opportunities with customers they perceive 
!)$9#,-.$3,**#"#-2$2%$2:#4)#1<#)$;$!2$:%4#$
!-3$!9"%!3$;$',2:%&2$!))&4,-.$2:!2$2:#($
5-%'$':!2$2:#($'!-2?$O-3$;$9($2:#$#-3$%*$
2:#$3#),.-$8"%+#))$;$2:#$3#),.-#")$!-3$2:#$
‘others’ they’re designing for may feel that 
much closer.

Q,-!11(/$%&"$:%4#$4!"5#2$,)$,-$"#<%1&2,%-?$
Economic, demographic and environmental 
pressures are radically transforming our 
#78#+2!2,%-)/$:!9,2)$!-3$-##3)?$B"!3,2,%-!1$
9&),-#))$4%3#1)$*%"$+"#!2,<#$9&),-#))$;$
#)8#+,!11($+%-2#-2$9&),-#))#)$!"#$+%11!8),-.$
with new ones not maturing fast enough to 
011$2:#$.!8?$O33,2,%-!1$8"#))&"#$,)$+%4,-.$
from new players from outside the traditional 
+"#!2,<#$,-3&)2",#)$)#+2%"$;$*"%4$2:#$)%+,!1$
4#3,!/$2#1#+%4)$!-3$"#2!,1$)#+2%")$;$,-)#"2,-. 
2:#4)#1<#)$,-2%$2:#$<!1&#$+:!,-)$%*$8&91,):,-./ 
2#1#<,),%-$!-3$4#3,!$3,)2",9&2,%-$!-3$2!5,-.$
4!".,-$!-3$+&)2%4#")$*"%4$2:#$,-+&49#-2)?

We in the creative industries may wish for the 
I),1<#"$9&11#26$-#'$9&),-#))$4%3#1$;$9&2$'#$
!"#$+%4,-.$2%$2:#$&-+%4*%"2!91#$"#!1,)!2,%-$
2:!2$2:#"#$,)-62$%-#?$K"%02!91#$9&),-#))#)$
%"$)&)2!,-!91#$)%+,!1$#-2#"8",)#)$',11$-##3$
to run multiple models simultaneously for 
different products, channels and sets of 
&)#")?$O-3$2:#)#$4%3#1)$',11$9#$:(9",3/$
+%49,-,-.$3,**#"#-2$)%&"+#)$%*$"#<#-&#$!-3$
:!<,-.$&)#")$8!($',2:$+%49,-!2,%-)$%*$2:#,"$
attention, data and money. They’ll have to 
continually evolve as consumer expectations 
):,*2$!-3$)&9)2,2&2#)$!-3$+%48#2,2%")$9&48$
&8$!1%-.),3#$&)?$O-3$2%$4!5#$4%-#($2:#(611$
-##3$2%$9#$3(-!4,+!11($%82,4,)#3$;$!-3$2:!2$
means more than once a month.

O11$%*$':,+:$"#A&,"#)$3!2!?$O-3$),-+#$-%$%-#$
individual or internal team can deal with 
2:,)$+%481#7,2($%-$2:#,"$%'-/$,2$"#A&,"#)$!$
-#'$)2(1#$%*$+%11!9%"!2,%-$',2:$)&881,#")/$
intermediaries, channels and end users. 
Co-design, in fact.
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Co-design

What is co-design?

Co-design is the involvement of users, 
9#-#0+,!",#)$!-3$%2:#"$)2!5#:%13#")$,-$2:#$
3#),.-$%*$!$8"%3&+2$%"$)#"<,+#$;$<!1&,-.$2:#,"$
views alongside those of design and technical 
specialists, clients and funders.

Co-design is emerging as a management 
approach which accommodates shifts in our 
expectations as consumers and users, agile 
development processes, the complexity of 
'#!<,-.$2%.#2:#"$9&),-#))/$!#)2:#2,+$!-3$
2#+:-,+!1$+:!-.#$!-3$2:#$)8##3$!-3$&9,A&,2($
of digital technologies.

G2$+!-$9#$!881,#3$9($+"#!2,<#$9&),-#))#)$
2:"%&.:$2%%1)$!-3$4#2:%3)$)&88%"2#3$9($
changes in culture and leadership.

What do we mean by design?

[#),.-$,)$3#0-#3$:#"#$!)$!-$,2#"!2,<#$8"%+#))$
through which a product or service is created 
2%$!+:,#<#$+#"2!,-$.%!1)$!-3$2%$9#$02$*%"$!$
8&"8%)#/$,-$!$)8#+,0#3$#-<,"%-4#-2$!-3$
within certain constraints.

It includes everything from the analysis 
of needs analysis and identifying of 
"#A&,"#4#-2)$2:"%&.:$3#<#1%8,-.$
propositions, prototyping, pre-launch and 
user testing to post-launch evolution. 

G2$,)-62$N&)2$4!5,-.$2:#$2:,-.)$!#)2:#2,+!11($
!22"!+2,<#?$U%"$,)$,2$!9%&2$&-A&#)2,%-,-.1($
!++#82,-.$)%4#%-#$#1)#6)$9",#*$!-3$3#1,<#",-.$
just to that.

How is co-design different to 
other consumer research and 
engagement?

X!"5#2,-.$8"%*#)),%-!1)$!-3$3#),.-#")$%*2#-$
3,)!."##$!9%&2$2:,)?$@#$)2!"2#3$',2:$2:#$
following hypotheses.

Co-design tends to treat consumers and other 
users as co-authors within the creative process 
\,-$2#"4)$%*$!+5-%'1#3.#4#-2/$1#<#1$%*$
commitment and the authority and respect 
!++%"3#3$2:#4^$;$,2$,)$3%-#$I',2:6/$-%2$3%-#$I2%6?

Co-design uses different research and 
*!+,1,2!2,%-$2#+:-,A&#)$2%$4%)2$4!"5#2,-.$
research and testing, focusing on what 
8#%81#$3%$!-3$:%'$2:#($9#:!<#/$"!2:#"$2:!-$
their conscious opinions or preferences. 

It is allied to the recent shifts towards 
9#:!<,%&"!1$#+%-%4,+$4%3#1)$2:!2$2!5#$
into account consumers’ more irrational 
motivations for purchasing and consumption 
;$8!"2,+&1!"1($"#1#<!-2$2%$#-2#"2!,-4#-2/$
cultural and lifestyle products.

J%C3#),.-$,)$!9%&2$#-.!.,-.$&)#")$!-3$
9#-#0+,!",#)$%*$8%2#-2,!1$-#'$8"%3&+2)$!-3$
services across the whole design process, 
!-3$#-.!.#)$2:#4$',2:$"#A&,"#4#-2)$!-!1(),)$
!-3$9",#*$)#22,-./$-%2$N&)2$8"%2%2(8#)$%" 
-#!"C4!"5#2$8,1%2,-.?

What are co-design and data-driven innovation? 

'(")*+$,-./,$/01+/"231+$02&0,"./
"4/$0&5+1"6*+2/,.$,-10/
012"7-1"70/01+/#1"6+/%2"*730/
*+8+6"%9+.0/%2"3+$$:

'(7$0"9+2$/5."#/3+20&,./
01,.-$/;+00+2:

'<"/*"/3")*+$,-./="7/.++*/0"/
1&8+/&/>3")?/376072+/&32"$$/01+/
#1"6+/"2-&.,$&0,".:
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Data-driven innovation

What is data-driven innovation? 

E#"#/$'#6"#$+%-),3#",-.$3!2!$':,+:_$$

M 8"%01#)$&)#")$!-3$2:#,"$9#:!<,%&"$

M 3#)+",9#)$+"#!2,<#$+%-2#-2$\I4#2!3!2!6^

M  ),W#)$!-3$"#8"#)#-2)$2:#$3(-!4,+)$%* 
!$4!"5#2

M  captures the performance and processes 
of an organisation or supply chain.

In the development lifecycle of products 
and services we have the choice to use 
+%49,-!2,%-)$%*$2:#)#$2(8#)$%*$3!2!$2%$3%$
#,2:#"$%"$9%2:$%*_

M  informing the functionality, aesthetic and 
#3,2%",!1$+:%,+#)$!9%&2$2:#$8"%3&+2$%"$
service prior to launch

M  9#,-.$!-$!+2,<#$+%48%-#-2$%*$2:#$8"%3&+2$
or service once it is live and running.

X!"5#2$!-3$8#"*%"4!-+#$3!2!$!"#$*!4,1,!"$
concepts to most professionals, and common 
2%$4!-($9&),-#))$)#+2%")?$=)#"$8"%01,-.$
and metadata have particular relevance to 
2:#$+"#!2,<#$,-3&)2",#)$!-3$!"#$3#)+",9#3$,-$
."#!2#"$3#2!,1$9#1%'?

!"#$%&$'()*+,

E!<,-.$!$.%%3$&-3#")2!-3,-.$%*$&)#")$,)$
important to any creative service to help us 
offer relevant content. It helps us understand:

M  E%'$2%$"#!+:$2:#4$,-$!$+%-),)2#-2$'!($;$
through digital and physical touchpoints

M  E%'$2:#($,-S&#-+#$!-3$!"#$,-S&#-+#3$9($
their friends

M  B:#,"$!22,2&3#$2%$):!",-.$,-*%"4!2,%-$!9%&2$
2:#4)#1<#)$!-3$2:#,"$-#2'%"5

M Their tastes and interests

M B:#,"$.#%C1%+!2,%-$2"!+5#3$%<#"$2,4#

B:,)$,)$,-$!33,2,%-$2%$2"!3,2,%-!1$4!"5#2$
"#)#!"+:$3!2!$!9%&2_

M$ T&(,-.$:!9,2)

M Demographic analysis of spending

M Preferred ways of paying

M Most valued modes of consumption

M Age

M Gender

'@1+2+/32+&0,8+$/$027--6+/
,$/;+,.-/0&5+./$+2,"7$6=/A/
B-72+$/&.*/*&0&/;&35/7%/="72/
;7$,.+$$/3&$+:

'C0/,$.?0/D7$0/&;"70/&$5,.-/#1&0/
%+"%6+/#&.0/A/01+=/0+.*/0"/0&65/
&;"70/01+/$0744/01+=/&62+&*=/
5."#/&;"70:
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Data about creative content

[!2!$!9%&2$+"#!2,<#$'%"5)$,)$%*2#-$+!11#3$
metadata. It can:

M  D#!1$',2:$:%&)#5##8,-.$,))&#)$1,5#$
formats and length

M  O33"#))$9&),-#))$,))&#)$1,5#$,-2#11#+2&!1$
property rights

M Q!+2&!11($3#)+",9#$+%-2#-2

M  X!5#$+%--#+2,%-)$%&2$2%$8%2#-2,!1$&)#) 
or related ideas.

Some ways that metadata creates value 
are through:

M  O&2%4!2,-.$%*$9&),-#))$8"%+#))#)$
internally and across supply chains 

M  Improving customer experience

M  Extending reach

M Targeting.

G2$+!-$9#$.#-#"!2#3$9(_$

M Content producers

M K&91,):#")

M [,)2",9&2%")

M Specialised metadata aggregators

M Passive end user consumption

M J%11!9%"!2,<#$012#",-.$81!2*%"4)

M  K"%C!+2,<#$1,-5,-.$!-3$2!..,-.$%*$+%-2#-2 
in social media.

'E&0&/3&./1+6%/,*+.0,4=/01+/
9".+0,$&;6+/3"9%".+.0$ 
"4/%2"*730$F:
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O)$8!"2$%*$2:,)$)2&3(/$'#$&-3#"2%%5$"#)#!"+:$
2%$#)2!91,):$!$I9!)#1,-#6$%*$2:#$+&""#-2$)2!2#$
%*$,--%<!2,%-$3",<#-$9($9%2:$3!2!$&9,A&,2($
and co-design approaches. This is the ‘as is’ 
4%3#1$!.!,-)2$':,+:$!"#$)#2$2:#$*&2&"#$I2%$9#6$
opportunities outlined later in this report. The 
9!)#1,-#$0-3,-.)$!"#$)#2$%&2$,-$3#2!,1$,-$2:#$
Creative Consumer Beacon Baseline Report 
9&2$!"#$)&44!",)#3$9#1%'$*%"$+%-<#-,#-+#?

We found that different organisations have 
wildly varying levels of maturity of their 
processes for idea generation and product 
3#<#1%84#-2$;$"!-.,-.$*"%4$"!-3%4$
+%-<#")!2,%-)$,-$2:#$5,2+:#-$2%$81!--#3$
innovation days. The level of structure and 
priority put on these processes appears to 
depend on the culture and leadership of 
,-3,<,3&!1$%".!-,)!2,%-)$"!2:#"$2:!-$9#,-. 
!$*!+2%"$%*$2:#,"$),W#/$)2!.#$%"$)&9C)#+2%"?

What is common to many creative enterprises 
,)$2:#$&)#"$%"$+&)2%4#"$%*2#-$-%2$9#,-.$
#49#33#3$,-$2:#)#$+"#!2,<#$8"%+#))#)$2:!2$
2!5#$,3#!)$2:"%&.:$2%$9#,-.$#+%-%4,+!11($
<,!91#$8"%3&+2)$%"$)#"<,+#)?$B:#$+%-2"!)2)$
the majority of respondents from all the focus 
)#+2%")$;$#7+#82$*%"$8&91,):,-.$;$)!(,-.$2:!2$
the views of the customer counted ahead of 
those of ‘our experts’.

Similarly, the purposeful and organised use 
of data to inform new product development 
,)$;$,-$.#-#"!1$;$"!"#?$O.!,-/$2:,)$+%-2"!)2)$',2: 
the vast majority of respondents from all the 
focus sectors expressing the view that data 
'!)$I9&),-#))$+",2,+!16/$I<#"($<!1&!91#6$%"$!$
‘useful asset’. Anecdotal evidence points 
2%$3!2!$8",4!",1($9#,-.$&)#3$2%$#<!1&!2#$2:#$
success or otherwise of existing products or 
test them at late stages of development rather 
2:!-$2%$)2##"$3#+,),%-$4!5,-.$!9%&2$2:#$5#($
!22",9&2#)$%*$8"%3&+2)$':,1#$,-$3#<#1%84#-2?

E%'#<#"/$2:#$8%2#-2,!1$*%"$3!2!$!-3$+%C3#),.- 
to add value to users’ experiences and 
&12,4!2#1($2:#$)&)2!,-!9,1,2($%*$+"#!2,<#$
#-2#"8",)#)$,)$"#+%.-,)#3$9($4!-(?$D#!3#"):,8 
and executive sponsorship are seen as vital 
2%$)#+&"#$9%2:$,-<#)24#-2$%*$2,4#$!-3$
4%-#($!-3$+:!-.#)$2%$'%"5,-.$4#2:%3)?$
The necessary capacity to integrate these 
-#'$'!()$%*$'%"5,-.$'!)$)##-$2%$"#A&,"#$
!33,2,%-!1$)5,11)$!-3$2%%1)$%-$2:#$%-#$:!-3$
and oftentimes new people and different 
organisational and team structures on the other.

V8#+,0+$9!"",#")$2%$&),-.$3!2!$2%$3",<#$
,--%<!2,%-$+,2#3$9($+"#!2,<#$#-2#"8",)#)$
included: 

M  O$1!+5$%*$5-%'1#3.#$%*$':#"#$2%$%92!,-$
3!2!$)8#+,0+$2%$2:#,"$4!"5#2/$8"%3&+2) 
and customers

M  O$1!+5$%*$)5,11)$2%$0")2$!-!1()#$2:,)$3!2!$!-3 
then synthesise it into insight to support 
3#+,),%-$4!5,-.$!"%&-3$8"%3&+2$)2"!2#.(

M  @:#"#$2:,)$5-%'1#3.#$!-3$)5,11)$,)$!9)#-2/$
!$1!+5$%*$#78#",#-+#$%*$8"%+&",-.$%"$
+%44,)),%-,-.$2:,)$5,-3$%*$"#)#!"+: 
from others.

Businesses and social enterprises were 
9%2:$%8#-$2%$2:#$,3#!$%*$:,.:#"$#3&+!2,%-$
organisations and current and recent 
students helping them in all these areas.

Key findings of our baseline research
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@:,1)2$2:#"#$!"#$),4,1!"$1%.,)2,+!1$9!"",#")$2%$
the adoption of co-design methods, there are 
4%"#$+%-+#82&!1$%9N#+2,%-)$2%$2:#,"$&)#_

M  Users and customers having power 
over the creative process challenges 
many sectors’ conventional models of 
authorship and craft expertise.

M  Creativity is in part seen as a mysterious 
8"%+#))$2:!2$,)$-%2$!4#-!91#$2%$2:#$5,-3$
%*$02-#))C*%"C8&"8%)#$2#)2,-.$2:!2$%2:#"$
categories of product undergo.

In addition, there are unhelpfully limited ways 
%*$#-.!.,-.$&)#")$2:!2$!"#$:!9,2)$!3%82#3$
*"%4$2:#$4%"#$2"!3,2,%-!1$!-3$4!"5#2,-.$!-3$
communications world:

M  Engagement with users or consumers 
9#,-.$)##-$!)$"#)#!"+:$2%$9#$+%-3&+2#3$
at arms length from the people developing 
new products

M  B:#$8"#*#"#-+#$;$,-$!11$*%+&)$)#+2%")$
#7+#82$014/$<,3#%$!-3$8&91,):,-.$;$2%$
!)5$8#%81#$2:#,"$%8,-,%-)$\#1,+,2,-.$'!-2)^$
"!2:#"$2:!-$%9)#"<#$2:#,"$9#:!<,%&")$
(eliciting needs).

O-3$(#2$2:#"#$,)$4&+:$9#)2$!-3$#4#".,-.$
practice within the creative industries that 
+!-$9#$!88"%8",!2#3$9($3,**#"#-2$)#+2%")_

M  Through a history of civic participation in 
&"9!-$3#),.-/$!"+:,2#+2&"#$:!)$#)2!91,):#3$
ways of involving users in the co-design 
%*$2:#$9&,12$#-<,"%-4#-2?

M  Cultural organisations lead practice in 
+%C+"#!2,-.$I'!2+:$2!15$!-3$3%$#78#",#-+#)6$
with local people and artists.

M  T%2:$1%+!1$!-3$9&),-#))C2%C9&),-#))$
8&91,):,-.$!-3$"#1!2#3$#<#-2)$9&),-#))#)$
are highly antennaed to the constantly 
shifting demands of their customers.

M  V%+,!1/$+!)&!1$!-3$9"%')#"C9!)#3$.!4,-.$
+%-03#-21($3#81%($&)#"C+#-2"#3$3#),.-$
4#2:%3)$!-3$I+%-2,-&!1$9#2!6$8"%3&+2$
management.

M  X!-($2"!3,2,%-!1$!-3$.!4#)$8&91,):#") 
"&-$),.-,0+!-2$8%"2,%-)$%*$2:#,"$9&),-#))$
%**$I2:#$-&49#")6$\9%2:$!9%&2$4%-#($!-3$
&)#"$9#:!<,%&"^

M  X%9,1#$!-3$)%+,!1$81!2*%"4)$!-3$!88)$
:!<#$+%C+"#!2,%-$!-3$+%C+&"!2,%-$9%2:$!)$
standard functionality and cultural norms.
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@#6"#$1%%5,-.$!2$2:#$%88%"2&-,2,#)$,-$2#"4) 
of four main innovation areas:

M Mass personalisation

M L-C3#4!-3$!<!,1!9,1,2(

M [#),.-$9#(%-3$(%&"$#78#",#-+#

M Living in the information age

Each of these areas includes opportunities 
*%"$+"#!2,<#$9&),-#))#)$2%$3#<#1%8$-#'$
products and services. The areas also 
have relationships to the major trends 
%*$+%C3#),.-$+&12&"#$!-3$3!2!$&9,A&,2(?$

B:#)#$2"#-3)$+!-$!+2$!)$9%2:$3",<#") 
!-3$#-!91#")_

Mapping the opportunities

Innovation area Relationship to data ubiquity Relationship to co-design culture

On-demand availability Enabler - brokerage and collaboration 
requires data-to-real world linkage, 
aggregation and syndication to multiple 
touchpoints.

Driver - people want to collaborate more 
with their geographical and common 
interest communities in their personal 
and vocational lives.

Mass personalisation Enabler - interoperable, open systems 
now handle and match complex product 
options, semantically rich descriptive 
metadata and users’ taste profiles.

Driver - people expect physical and 
digital, lifestyle and entertainment 
products and services to be unique, 
authentic and personally meanginful.

Design beyond your 
experience

Enabler - multi-faceted and live insight
into people who are beyond the direct 
knowledge of those designing products
and services is essential.

Enabler - new products and services 
are born of the itreactions between their 
potential users and beneficiaries and 
those shaping news services.

Living in the information age Driver - data, content and social media 
ubiquity is putting requirements on 
people’s lives which were not there 
even 10 years ago.

Driver - people think they should be 
able to co-manage data about them; 
people routinely produce as well as 
consume media.
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L-C3#4!-3$!<!,1!9,1,2($,)$3",<#-$9($%&" 
expectations of immediacy and connectedness. 
The germ of mass personalisation is our desire 
*%"$8"%3&+2)$!-3$)#"<,+#)$2%$*&1011$:,.:#"$%"3#" 
.%!1)$!9%&2$%&"$,3#-2,2($!-3$)#1*C!+2&!1,)!2,%-$
;$"!2:#"$2:!-$N&)2$8#"*%"4,-.$!$8"!+2,+!1$*&-+2,%-? 
[#),.-,-.$*%"$8#%81#$':%$!"#$9#(%-3$%&"$3,"#+2 
day-to-day experience has always given rise 
2%$4!-($%88%"2&-,2,#)$;$3!2!$!-3$+%C3#),.-$
N&)2$,-+"#!)#$2:#$1,5#1,:%%3$%*$)&++#))*&1$
8"%3&+2$%"$)#"<,+#$1!&-+:#)?$Q,-!11(/$1,<,-.$
in the information age, on the other hand, 
,)$3",<#-$9($9%2:$2:#$&9,A&,2($%*$3!2!$!-3$
people’s desire to produce and control 
+%-2#-2$!-3$3!2!$!9%&2$!-3$*"%4$2:#4?

The reason why we emphasise the dual roles 
2:!2$3!2!$&9,A&,2($!-3$+%C3#),.-$+&12&"#$+!- 
81!($,)$9#+!&)#$,2$,)$#!)($2%$2:,-5$%*$I2#+:-%1%.(6 
;$%"$+:!-.#)$"#)&12,-.$*"%4$2#+:-%1%.($;$!)$
9#,-.$2:#$3",<#"$%*$!11$%*$2:#)#$,--%<!2,%-$!"#!)? 
O-3$':#-$(%&$2:,-5$2:!2$'!(/$2:#$2#482!2,%-$
is to let technology drive the process of 
designing new products and services.

G-3,<,3&!1$&)#")$;$':#2:#"$+&)2%4#")$%"$%2:#"$
9#-#0+,!",#)$;$9",-._

M  their personal needs and wants

M  :!9,2)$!-3$<!1&#)$,-S&#-+#3$9($)%+,#2( 
at large, and 

M  #78#+2!2,%-)$)#2$9($8:(),+!1$!-3$3,.,2!1$
products and services from across 
many sectors. 

They may not themselves see an opportunity 
*%"$!$-#'$8"%3&+2$%"$)#"<,+#$9&2$(%&$+!-$.!,-$
,-),.:2$*"%4$2:#4$,-2%$:%'$,2$'%&13$02$,-2%$
2:#,"$1,<#)$%"$9#$<!1&#3$<#")&)$%2:#"$%**#",-.)?

By using co-design approaches and all 
5,-3)$%*$3!2!$3&",-.$9%2:$2:#$3#<#1%84#-2$
of new products and services and their live 
running, we are aiming to mitigate two high 
,48!+2$)2"!2#.,+$",)5)?$Q,")21(/$'#$3#),.-$!-3$
9&,13$*#!2&"#)$N&)2$9#+!&)#$2:#($!"#$;$%*2#-$
-#'1($;$2#+:-,+!11($8%)),91#?$O-3/$)#+%-31(/$
'#$3#),.-$2%$':!2$8#%81#$)!($2:#($'!-2$;$
and, in so doing, inherit unhelpful asethectic, 
#3,2%",!1/$9&),-#))$%"$8"%+#))$4%3#1)$*"%4$
previous generations of product.
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Understanding this innovation landscape

Innovation area

Mass personalisation

On-demand availability

Design beyond your 
experience

Living in the
information age

NECESSITY

LUXURY

ME US OTHERS

WHO
FOR?

Personal manufacturing

Co-creating experience Making entertainment richer

Media literacy services

Co-design of policy and public services

Privacy and
anonymity online

The cloud toolbox

Community inventory 
management
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In this innovation landscape, each opportunity 
is positioned with respect to three different 
factors: 

The innovation area (colour): each opportunity 
sits in one of the four innovation areas. 
The four ‘Innovation areas’ parts of this report 
1%%5$!2$#!+:$!"#!$!-3$%88%"2&-,2($,-$3#2!,1?

Needs versus wants (vertical axis): each 
opportunity sits on a continuum, depending 
on whether people perceive it as more of a 
-#+#)),2($%"$1&7&"(?$B:,)$,)$)&9N#+2,<#/$!-3$
)%4#$%*$2:#$%88%"2&-,2,#)$)8!-$9%2:?

Who the user is \:%",W%-2!1$!7,)^_$*"%4$2:#$
point of view of the person in the designer 
role: designing for me, designing for me 
and my colleagues or community (us), 
or designing with a group of users that 
2:#$3#),.-#"$8#"+#,<#)$2%$9#$3,**#"#-2$2%$
themselves (others).

B:&)/$2:#$,--%<!2,%-$!"#!)$,-$2:#$9%22%4$1#*2$
!"#$!9%&2$I*&-$)2&**$*%"$4#$!-3$4($4!2#)6?$
The strand of innovation and opportunities 
along the central ‘us’ column have in common 
9"%5#"!.#$!-3$+%11!9%"!2,%-$*&-+2,%-)$!-3$
the need for consensus and trust. Top right, 
,--%<!2,%-$,-$)#"<,+#)$*%"$2:#$.#-#"!1$8&91,+$
as well as for older people share a focus on 
8"%*#)),%-!1)$-##3,-.$2%$'%"5$',2:$%2:#")$2%$
deliver solutions to their practical needs.

The innovation areas and opportunities 
outlined here and generated through the 
)+#-!",%$81!--,-.$'%"5):%8)$"&-$,-$2:#$
Creative Consumer Beacon project are 
,-#<,2!91($-%2$#7:!&)2,<#?$B:"%&.:$&),-.$2:#$
landscape as a prompt way of structuring 
your thoughts, you may identify areas where 
you can, for example:

M  innovate to deliver highly personalised 
services or products for necessities (top left)

M  +"#!2#$)#"<,+#)$*%"$1,<,-.$%"$'%"5,-.$
communities which serve practical needs 
!)$'#11$!)$9#,-.$*&-$\4,331#$<#"2,+!1/$
)2"!331,-.$2%8$!-3$9%22%4^

M  ,3#-2,*($)#"<,+#)$*&1011,-.$8"!+2,+!1$-##3)$*%" 
%<#")#!)$4!"5#2)$':,+:$&)#$9"%5#"!.#$%*$
)5,11)$%"$8:(),+!1$!))#2)$\."##-/$2%8$",.:2^?$
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Mass personalisation lets people choose 
products they can modify and adapt. That 
4,.:2$4#!-$)8#+,*(,-.$!9)%1&2#1($!-(2:,-.$
*"%4$),W#$!-3$+%1%&"$2%$+!8!9,1,2(/$+%-2#-2$
and characteristics. 

What are the trends?

O)$8#%81#$&)#$)4!"28:%-#)/$2!91#)$!-3$Ba)$
in place of computers, user interfaces need 
2%$9#$,-2&,2,<#$!-3$#!)(C2%C&)#/$-%$4!22#"$:%'$
8#%81#$&)#$2:#4?$@#$-##3$2%$9#$!,4,-.$2%$
3#),.-$*%"$!$9"%!3$"!-.#$%*$81!2*%"4)$':#"#$
users can choose the interface (physical or 
9,%1%.,+!1^$2:!2$)&,2)$2:#4$9#)2?

3D printers$!-3$3#),.-$2%%1)$!"#$!9%&2$2%$
"%+5#2$,-$8%8&1!",2(?$@#6"#$!2$2:#$)2!.#$-%'$
':#"#$3#)52%8$8&91,):,-.$'!)$bZ$(#!")$!.%$;$
untrained enthusiasts are showing the world 
':!26)$8%)),91#$':#-$(%&$+!-$8",-2$%&2$!-($
):!8#$;$!-($2!-.,91#$01,.-/;$2:!2$(%&$'!-2?

@,2:$2:#$-#'$2%%1)$!<!,1!91#/$2:#$!"2)$!-3$
media will face real challenges to the 
professionalised status they’ve enjoyed for 
4&+:$%*$2:#$YZth century. Expect the rise of 
the "-*))#.%/$0*"/+ producer in many media 
and art forms. 

Interactive entertainment$,)$9#+%4,-.$4%"# 
8%8&1!"?$G26)$-%2$N&)2$!9%&2$'!2+:,-.$;$,26)$!9%&2 
2!5,-.$8!"2?$B:,)$,-+1&3#)$2:#$4%<#$2%$:(9",3 
+%49,-!2,%-)$%*$014/$Ba/$1,<#$!+2,%-/$8&91,):,-. 
and more. Another facet of convergence 
is giving rise to augmented reality games, 
street games and other immersive forms 
%*$#-2#"2!,-4#-2$':,+:$91&"$2:#$9%&-3!",#)$
9#2'##-$2:#$8:(),+!1$!-3$2:#$3,.,2!1?

1'2%.'#"%*0%(0%03*"%*++'4/0*'+%
)/+."5/&#6

Personal manufacturing, co-created 
#78#",#-+#)$!-3$",+:#"$#-2#"2!,-4#-2$!11$02$%-$
2:#$I1&7&"(6$),3#$%*$2:#$)+!1#/$!-3$!"#$!9%&2$
design for ‘me’ as the designer-consumer.

Innovation area: mass personalisation
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Opportunity: personal 
manufacturing

F<#-$',2:$4!))C8"%3&+#3$9"!-3#3$,2#4)/$
8#%81#$'!-2$2:#$%88%"2&-,2($2%$4!5#$2:#4$
01+,2$. It lets them set themselves apart, 
while still identifying themselves with their 
*!<%&",2#$9"!-3)?

7-*+8.##&%&#$"'+/)*"/0*'+

B:#)#$2#-3$2%$9#$8"%3&+2)$%"$+%48%-#-2)$
*"%4$!$)#2$"!-.#$2:!2$8#%81#$+!-$!))#491#$,-$
2:#$'!($2:#($'!-2?$B:!2$4,.:2$9#$+%49,-,-.$
3,**#"#-2$+%1%&"#3$+%48%-#-2)$2%$4!5#$!$
8"%3&+2/$%"$,2$4!($9#$8#")%-!1,)#3$.!3.#2)$
1,5#$XKb$81!(#")$%"$1!82%8)?

Semi-bespoke

V#4,C9#)8%5#$,)$2:#$-#72$)2#8$%-$*"%4 
)5,-C3##8$8#")%-!1,)!2,%-$;$9&2$',2:%&2$
%9N#+2)$9#,-.$2!,1%"C4!3#?$B:#$*!):,%-$
analogy is choosing a suit and having it 
made to your measurements. 

What does it look like?

9/*)'$#.%0$/*+#$":%U,5#$1#2$+&)2%4#")$
+"#!2#$8#")%-!1,W#3$*%%2'#!"$',2:$NIKEiD. 
J%-0.&"#$(%&"$):%#)$%-1,-#$;$+:%%),-.$
*!9",+)/$4!2#",!1)$!-3$8#")%-!1$#49"%,3#"($
;$!-3$(%&611$:!<#$!-$!9)%1&2#1($#7+1&),<#$
pair of shoes. 

;'<$%'2+%$/.*'%"0/0*'+:%Personalised 
9"%!3+!)2$)#"<,+#)$;$*"%4$1!)2?*4$2% 
Spotify to iPlayer$;$1#2$(%&$+:%%)#$':#-$
and how to watch and listen. They’re far 
+1%)#"$2%$(%&"$2!)2#)$2:!-$9"%!3+!)2 
4#3,!/$!-3$(%&6"#$-%2$+%-)2"!,-#3$9($
9"%!3+!)2$)+:#3&1#)?$

What does it look like?

7#=*8>#"&'-#%.$#""=/-*+,:%Brands can 
9",3.#$2:#$.!8$9#2'##-$"#!3(C2%C'#!"$
!-3$9#)8%5#$',2:$)#4,C9#)8%5#$2%$.,<#$
+&)2%4#")$!$4,3C8",+#$%82,%-?$["#))4!5#"$
c#1#9$',11$4!5#$(%&$!$)#4,C9#)8%5#$3"#))$
in a month. 

1'<"#%-*0":%E!&*$E%&)#)$4!5#$I:%&)#$
5,2)6?$Q%"$2:#$)#1*C9&,13#"/$2:#($),2$9#2'##-$
8"#C*!9$%"$+!2!1%.&#$3#),.-)$!-3$!$*&11C
)#"<,+#$!"+:,2#+2$3#),.-?$B:#($.,<#$9&,13#")$
!$3#0-#3$!"+:,2#+2&"!1$1%.,+$!-3$)2(1#/$9&2$
1#2$2:#4$4!5#$3#),.-$+:%,+#)$!9%&2$:%'$
2:#(611$1,<#$,-$2:#$9&,13,-.?
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Guided Design

Guided design gives non-specialists a set of 
3#),.-$2%%1)$2%$4!5#$,2#4)$2:#4)#1<#)?$B:#$
tools aren’t as fully featured as professionals 
'%&13$&)#/$9&2$2:#($)#2$+#"2!,-$8!"!4#2#")$2%$
help people do it themselves without relying 
on a designer or architect.

?3/0%/$#%03#%53/))#+,#"6

M  d%&6<#$.%2$2%$9#$!9)%1&2#1($+1#!"$!9%&2$
(%&"$3#),.-$4#2:%3%1%.(?$d%&$-##3$2%$9#$
+#"2!,-$!9%&2$#!+:$!-3$#<#"($)2#8$9#*%"#$
you can automate it.

M  You need to capture your designers’ 
!-3$+"#!2,<#)6$2!+,2$5-%'1#3.#$,-$2:#$
design tools. To give consistent and 
8"%*#)),%-!1$"#)&12)/$(%&$-##3$2%$5-%'$
when to give people freedom, and when 
to constrain them.

M  You’ll have to give up power and control to 
your customers. It’s a real cultural challenge, 
especially for creative organisations which 
!"#$&)#3$2%$9#,-.$2:#$I#78#"26?

M  d%&$-##3$2%$4!5#$)&"#$2:!2$8#%81#6)$
+&)2%4,)!2,%-)$3%-62$#"!3,+!2#$(%&"$9"!-3$
identity from your product. Do it right and 
,2$+!-$!+2&!11($)2"#-.2:#-$(%&"$9"!-3?

What does it look like?

@$/A0%'+%.#=/+.:%Shapeways let you 
create or co-create jewellery, art, fashion 
!-3$3e+%"$,2#4)$*%"$%-C3#4!-3$b[$
printing.

B%&$*+0%$<+%'A%'+#:%Apple’s iPhoto gives 
you simple design tools to create a coffee-
2!91#$9%%5$*"%4$(%&"$%'-$8:%2%)?$f&)2$1!($
%&2$(%&"$8:%2%)$!-3$(%&$+!-$+1,+5$2:"%&.:$
from the application to get it printed, 
9%&-3$!-3$8%)2#3$%&2$2%$(%&?

P$+:",)g*%"3g&5$%-$Q1,+5"R$$

Creative Industries

Knowledge
Transfer
Network

http://www.shapeways.com/
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Opportunity: co-creating 
experiences

Get interactive

O)$2#+:-%1%.($9#+%4#)$&9,A&,2%&)/$,2$,)$!1)%$
9#+%4,-.$,-<,),91#?$O)$8#%81#$.#2$&)#3$2%$,2 
;$-%2$N&)2$2:#$#!"1($!3%82#")$;$2:#-$2:#($
,-2#."!2#$2:,-.)$,-2%$2:#,"$%'-$1,<#)/$!-3$0-3$
new ways to use them.

O)$2:,)$:!88#-)/$2:#(6"#$2:#$%-#)$;$-%2$2:#$
#78#"2$+"#!2%")$;$':%$!"#$):!8,-.$2:#,"$%'- 
interactions. We need to design in interactivity, 
"!2:#"$2:!-$9#,-.$)&"8",)#3$':#-$8#%81#$
demand it.

Hybrid media

Merging different types of media helps 
#-.!.#$8#%81#$;$,2$.,<#)$2:#4$!$4%"#$
4&12,C*!+#2#3$#78#",#-+#$9($+%--#+2,-.$
with them in different ways and different 
contexts. This, in turn, creates cross-selling 
opportunities, and helps people co-author 
their entertainment experience. 

It’s happening right now in augmented reality 
games that merge computer gameplay 
and Live Action Role Play (LARP) with 
performance theatre, video events, other 
media and the physical environment. Physical 
%9N#+2)$.,<#$81!(#")$;$!-3$8%2#-2,!1$81!(#")$;$
a way into the game world. 

What does it look like?

Interactive adverts: Ads that engage 
+&)2%4#")$;$':#2:#"$,26)$+:%%),-.$':!2$
2:#($)##$%"$!**#+2,-.$':!2$:!88#-)$; 
are far more engaging than passively 
viewed ads.

C+0#$/50*4#%03#/0$#:% In Such Tweet 
Sorrow, cross-media writer Tim Wright 
'%"5#3$',2:$2:#$]%(!1$V:!5#)8#!"#$
Company to orchestrate a group of Twitter 
users to act out G"9+"/&.*/H76,+0 with six 
!+2%")$!-3$%<#"$hZZZ$2'##2)?

What does it look like?

!$>/+%,')A: Gigaputt 9($`,.!-2,+$X#+:!-,+ 
;$):%'+!)#3$!2$T",)2%16)$G.*#)2$.!4#)$
*#)2,<!1$;$2&"-)$!-($+,2($,-2%$!$.,!-2$.%1*$
+%&")#/$',2:$(%&"$,K:%-#$!)$(%&"$.%1*$+1&9?$

D'$0/)%E%)/<+53_$a!1<#6)$K%"2!1$Y$D!&-+: 
included a massive Alternative Reality 
`!4#/$9&,13,-.$&8$*%"$%<#"$!$(#!"$9#*%"#$
the launch and including game patches, 
3,.,2!1$+%4,+)/$TTV$9&11#2,-$9%!"3)/$
developer conferences and more.

Ask yourself

Ebooks_$F9%%5)$3%-62$:!<#$2%$N&)2$9#$
1,-#!"$9%%5)?$@:,+:$%2:#"$-!""!2,<#$*%"4)$
'%"5/$!-3$:%'$+!-$(%&$!33$<!1&#$)%+,!11(i

© www.giganticmechanic.com
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http://www.giganticmechanic.com/games_gigaputt.html
http://en.wikipedia.org/wiki/Portal_2#Promotion
http://suchtweetsorrow.com/
http://suchtweetsorrow.com/
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Respond to what they say they want

Digital and social media made it easy for 
8#%81#$2%$9#22#"$!"2,+&1!2#$':!2$2:#($'!-2 
from their entertainment, rather than accepting 
what they’re offered. This consumer insight 
3%#)-62$.,<#$(%&$!$)2%"(/$!$2"!+5$%"$!$*&11($
*%"4#3$8,#+#$%*$!"2/$9&2$,2$.,<#)$(%&$2:#$
germs of ideas. You can listen to potential 
customers and audiences tell you what’s 
4,)),-.$,-$2:#$4!"5#2$;$!-3$(%&$'%-62$#<#-$
need a focus group. ?3/0%/$#%03#%53/))#+,#"6

M  d%&$-##3$2%$9#$+%4*%"2!91#$2%$1#2$(%&"$
!&3,#-+#$,-2%$2:#$+"#!2,<#$8"%+#))$; 
which isn’t always easy if you’re used to 
9#,-.$2:#$#78#"2$+"#!2%"?

M  More complicated products need an 
iterative approach. You’ll need to allocate 
"#)%&"+#)$2%$5##8$(%&"$&)#")$#-.!.#3$
#-%&.:$2%$'%"5$',2:$%<#"$2,4#?$

M  IP ownership of co-designed products 
+!-$9#$!'5'!"3$,*$(%&$3%-62$)#2$2:,-.) 
out at the start.

What does it look like?

7'5*/)%,/=*+,: E,3#jV##5 runs sandpit 
events where volunteers pay to join a large 
group and test out new games. People get 
!$.%%3$#<#-,-.$%&2/$!-3$E,3#jV##5$.#2$
,-<!1&!91#$,-*%"4!2,%-$!-3$,-),.:2)$*"%4$
actual players to help them development 
their products.

7'5*/)%+'"0/),*/: A groundswell of online 
nostalgia can spur companies to re-release 
products they’ve faded out. Even if your 
Wispa or Monster Munch isn’t a massive 
)!1#)$)&++#))/$2:#($+!-$!+2$!)$:!1%$9"!-3)$
to spur interest in the rest of your products.

Ask yourself

7'5*/)%5'85$#/0*'+:$E%'$+!-$(%&$2&"- 
the experience of co-creating a product 
,-2%$!$)%+,!1$#<#-2i$G*$(%&$.,<#$8#%81#$2:#$
",.:2$,-+#-2,<#$;$4!(9#$,26)$)%+,!1$+!+:#2 
%"$#-2#"2!,-4#-2$;$(%&$+!-$.#2 
unrestricted access to your most active 
and engaged customers.
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http://www.megamonstermunch.com/
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L88%"2&-,2(_$4!5,-.$
entertainment richer

Consumers don’t consistently value content. 
O-3$2:#($'%-62$!1'!()$8!($*%"$,2$;$!2$1#!)2$
with their money.

So our challenge is how to create experiences 
!"%&-3$+%-2#-2$2:!2$8#%81#$<!1&#?$B:#$A&#)2,%- 
is how we can do this with users, and using 
3!2!$!9%&2$9%2:$2:#4$!-3$+"#!2,<#$'%"5)i$
Some answers are to:

M  ̀ !,-$9#22#"$,-),.:2$,-2%$&)#")6$8#"+#82,%-)$
9($!-!1(),-.$2:#$3!2!$'#$+%11#+2$!9%&2$2:#4/ 
where they are and what they’re doing.

M  Give them the means to co-create richer 
entertainment experiences. 

FG5)<"*4*0H

F7+1&),<,2(/$!-3$9#,-.$2:#$0")2$2%$.#2$
)%4#2:,-./$+!-$4!5#$+%-)&4#")$*##1$)8#+,!1?$
To understand the most important people to 
"#!+:/$!-3$2%$0-3$%&2$':!2$2:#($<!1&#/$(%&$
-##3$2:#$",.:2$3!2!?$B:!2$4,.:2$9#$2%$'%"5$%&2$
:%'$)%+,!11($+%--#+2#3$2:#($!"#/$%"$:%'$1,5#1($
they are to promote you, or whether they’re 
<%+,*#"%&)$#<!-.#1,)2)$*%"$(%&"$9"!-3?

More or better

Recasting content to deepen a consumer’s 
relationship with it can add value. 

B:#$2"!3,2,%-!1$%82,%-$:!)$9##-$2%$1&48$
content in and let consumers decide whether 
%"$-%2$2:#(6"#$,-2#"#)2#3$,-$,2$\1,5#$#72"!)$%-$!$
[a[^?$U%'$'#$+!-$&)#$3!2!$2%$%**#"$8#%81#$
':!2$'#$2:,-5$',11$,-2#"#)2$2:#4$2:#$4%)2$
(for example, there’s no point offering a high 
resolution version if someone’s watching it 
on their phone). Or we can give them the 
tools to create extra content themselves.

What does it look like?

I*$0</)%,<#"0%)*"0: Q!-2!)($V:%88#" 
+%49,-#3$2:#$,3#!$%*$2:#$+1&9$.&#)2$1,)2$
!-3$2:#$#7+1&),<,2($%*$+#"2!,-$*!):,%-$1!9#1)$
2%$+"#!2#$!$<,"2&!1$A&#&#$%*$8#%81#$2%$.!,-$
early access to their new social shopping 
.!4#H)#"<,+#?$@%"3$%*$4%&2:$4!"5#2,-.$
was woven into this through the incentive 
%*$N&48,-.$2:#$A&#&#$2:"%&.:$.#22,-.$(%&"$
*",#-3)$%-$9%!"3?

What does it look like?

Co-created content: Give fans the tools 
and whole communities can rise around 
*!-C+"#!2#3$+%-2#-2?$G26)$!-$#)2!91,):#3$
4%3#1$,-$.!4,-._$2:#$9#)2$1#<#1)$,-$
LittleBigPlanet are fan-created, while T1!+5$
Mesa$,)$!$+"%'3)%&"+#3$"#4!5#$%*$E!1*CD,*#/ 
using up-to-date technology.
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http://www.blackmesasource.com/
http://www.blackmesasource.com/
http://www.fantasyshopper.com
http://www.littlebigplanet.com/
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Take out

B:,)$4#!-)$1%%5,-.$!2$':!2$,2$,)$2:!2$8#%81#$
"#!11($#-.!.#$',2:/$!-3$:#18,-.$2:#4$2!5#$
,2$%-$2:#4)#1<#)$':#-$2:#(6"#$0-,):#3$',2:$
your content. Data can show you what they 
"#!+2$2%$%"$;$,*$(%&$.,<#$2:#4$2:#$%88%"2&-,2($
;$2:#(611$2#11$(%&$2:#4)#1<#)/$!-3$4!($#<#-$
start creating themselves. 

Context

J%-2#72$+!-$4!5#$+%-2#-2$4%"#$"#1#<!-2$!-3$
4#!-,-.*&1$2%$!&3,#-+#)?$G26)$!9%&2$+"#!2,-.$
connections and journeys, rather than just 
adding more ‘stuff’. 

G2$4%<#)$9#(%-3$2:#$%9<,%&)$IX%"#$%"$9#22#"6$
opportunity to help people understand how 
something was created, who starred or 
+"#!2#3$,2$!-3$2:#$2:,-5,-.$9#:,-3$,2?$G2$!1)%$
:#18)$2:#4$2%$+%--#+2$':!2$+%&13$N&)2$9##-$
seen as an entertainment experience to their 
own lives or cultural environment. 

B:,-5$%*$,2$!)$!$'!($%*$#-.!.,-.$&)#")$2%$:#18$
generate more meaning.

7'5*/)%#G&#$*#+5#

People enjoy things more if they can share 
them with friends or meet new people. 
G26)$-%2$N&)2$!9%&2$+1,+5,-.$!$Q!+#9%%5$I1,5#6$
9&22%-$;$,2$+!-$9#$!)$"#!1$'%"13$!)$+%4,-.$
together in a physical venue with people who 
share an interest. Technology can act as an 
#-!91#"/$2:%&.:/$!33,-.$!$3!2!C",+:$1!(#"$2%$
these interactions.  

What does it look like?

BA0#$%03#%0#))H:%Encouraging people to act 
after they’ve watched isn’t a new concept 
\2:,-5$%*$T1&#$K#2#"$!88#!1)^/$9&2$':!26)$-#' 
,)$2:!2$Ba$):%')$+!-$-%'$2:"%&.:$)%+,!1$
media coral massive datasets and direct 
relationships with consumers to do it.  

G,8+2/("00&-+$,)$1,-5#3$2%$2:#$Landshare 
initiative, connecting people who want 
to grow their own food to people with 
1!-3?$G-$2&"-/$2:,)$:#18)$8#%81#$#49"!+#$
the lifestyle that G,8+2/("00&-+/promotes, 
Recently, the Landshare online platform 
+%-+#82$:!)$9##-$)#11,-.$,-2#"-!2,%-!11($,-$
!$4%3#1$"#4,-,)+#-2$%*$Ba$*%"4!2$1,+#-),-.?

Also, see Sharing physical assets.

What does it look like?

B..*+,%=#/+*+,%0'%()=:% The Omigi service 
1!&-+:,-.$,-$9#2!$,-$YZkk$,-$2:#$=>$!-3$
2:"##$%2:#"$F&"%8#!-$2#"",2%",#)$+%49,-#)$
editorial content from the Guardian and 
%2:#"$+"#!2,<#$+%-2#-2$',2:$014?$G2$!1)%$
!11%')$9%2:$",.:2):%13#")$!-3$<#-&#)$2%$
+"#!2#$9#)8%5#$8"%."!44#)$',2:$!"+:,<#/$
shorts, animations and documentary 
providing context to the main feature.

What does it look like?

7'5*/)%,/=#": F+:%$T!W!!"$,)$!$9"%')#"C
9!)#3$)%+,!1$.!4#$!9%&2$3!"5$a,+2%",!-$
London that relies on your Twitter or 
Q!+#9%%5$!++%&-2?

J*+-*+,%4*$0</)%2'$).": Massively 
Multiplayer Online games (MMOs) offer 
a constantly-evolving social experience. 
FaF$%-1,-#/$2:#$KJC9!)#3$]K`$.!4#/$,)$
!9%&2$2%$):!5#$&8$,2)$#-2,"#$&-,<#")#$9($
integrating a whole new Playstation action 
game into its universe.
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http://arstechnica.com/gaming/news/2011/06/interview-dust-514-on-ps3-will-help-hurt-eve-online-players-in-new-ways.ars
http://www.landshare.net/
http://www.omigi.com/
http://echobazaar.failbettergames.com/Home/Index
http://www.eveonline.com/
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J*+-%0'%03#%$#/)%2'$).

E%'#<#"$(%&$+%--#+2$',2:$(%&"$&)#"/$(%&$
):%&13-62$%<#"1%%5$2:#$"#!1C'%"13$+:!--#1)?$
d%&$+!-$!33$<!1&#$2%$#78#",#-+#)$9($1,-5,-.$
them to something that has value in the 
physical world, in addition to your content.

@,2:$2:#$",.:2$2%%1)/$-%'$'#$+!-$2"!+5$3!2!$
!+"%))$9%2:$8:(),+!1$!-3$3,.,2!1$2%&+:8%,-2)?$
V%/$*%"$#7!481#/$,26)$-%'$8%)),91#$2%$2"!+5$
a single user through QR codes, location-
2"!+5,-.$+:#+5C,-)$\1,5#$Q%&"VA&!"#^$!-3$
more. This gives rise to plenty of ways to 
relate how your user sees your content to 
how they interact with the wider world.

?3/0%/$#%03#%53/))#+,#"6

M  d%&$-##3$2%$9#$!9)%1&2#1($+1#!"$!9%&2 
(%&"$9&),-#))$4%3#1)/$!-3$:%'$(%&611$
need to adapt your supply chain.

M  d%&$+!-62$1#!<#$,2$2%%$1%-.$;$)2!"2$
experimenting with new models now or 
(%&"$+%48#2,2%")$',11$9#!2$(%&$2%$,2?

M  Content delivery to multiple devices, 
81!2*%"4)$!-3$%2:#"$2%&+:8%,-2)$,)$;$
2#+:-,+!11($;$!$"#!1$+:!11#-.#?$G*$(%& 
aren’t a developer yourself, you need help. 
D%%5$*%"$)%4#%-#$':%$+!-$#,2:#"$"#8&"8%)# 
content across different platforms, or who 
can deliver a platform that isn’t device 
)8#+,0+$\1,5#$!$9"%')#"$!881,+!2,%-^?$

What does it look like?

J*4#%"0$#/=*+,: whether it’s concerts 
%-$d%&B&9#/$%"$%8#"!$,-$+,-#4!)$%" 
other venues. 

B<,=#+0#.%$#/)*0H%,/=#": the Android 
game c%49,#/$]&-l uses the GPS in your 
8:%-#$2%$2"!+5$(%&"$1%+!2,%-$!-3$)#-3)$
<,"2&!1$W%49,#)$2%$2"!+5$(%&$3%'-?

P
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B:#$,3#!$%*$+"#!2,<#1($):!",-.$%9N#+2)$:!)$
9##-$!"%&-3$*%"$!$1%-.$2,4#/$9&2$!)$!$)%+,#2($
'#6"#$N&)2$9#.,--,-.$2%$)##$2:#$2#+:-%1%.,+!1$
!-3$)%+,!1$#-!91#")$2:!2$4!5#$,2$!$4!,-)2"#!4$
proposition. New sharing platforms and 
services rely on the fact that we’re moving 
into a world with ever more data to identify, 
1%+!2#$!-3$3#)+",9#$8:(),+!1$%9N#+2)?$

What are the trends?

Emerging data types let us *.#+0*AH%&3H"*5/)%
objects. These sources of data include 
]QG[)$\2,-($+:,8)$':,+:$2#11$&)$!-$%9N#+26)$
&-,A&#^/$.#%C1%+!2,%-$3!2!$\2:!2$):%')$
':#"#$,2$,)^$!-3$4#2!3!2!$\2:!2$3#)+",9#)$2:#$
%9N#+2$,-$A&#)2,%-?$O)$2#+:-%1%.,#)$#<%1<#/$
'#611$)##$4%"#/$!-3$)4!11#"/$%9N#+2)$9#,-.$
#49#33#3$',2:$,3#-2,0#")$!-3$2"!-)4,22#")$;$
towards the logical extreme of microscopic, 
intercommunicating ‘smart dust’ sensors.

Socially, we’ll move from individual ownership 
to sharing and renting. Two drivers are reduced 
household income - from recession and 
1%'#"$1#<#1)$%*$.%<#"-4#-2$)8#-3,-.$;$!-3$
increased awareness of the environmental 
,48!+2$%*$%&"$1,<#)?$O)$8#%81#$9#+%4#$4%"#$
familiar with this approach, more and more 
%88%"2&-,2,#)$',11$!",)#$;$,-+1&3,-.$2:%)#$)##-$
!)$9#,-.$9!)#3$I,-$2:#$+1%&36?

1'2%.'#"%*0%(0%03*"%*++'4/0*'+%
)/+."5/&#6

Community inventory management and the 
+1%&3$2%%19%7$9%2:$),2$%-$2:#$I-#+#)),2(6$#-3$
%*$2:#$)+!1#/$!-3$!"#$!9%&2$3#),.-$*%"$I&)6$
;$3#),.-#"$!-3$&)#"$!1,5#?

Opportunity: community inventory 
management

J%44&-,2!",!-$!88"%!+:#)$!"#-62$-#'$; 
2:#$,--%<!2,%-$,)$,-$&),-.$3!2!$2%$4!5#$2:,-.)$
),481#"/$4%"#$2,4#C#*0+,#-2$!-3$#!),#"$*%"$
smaller communities.

73/$*+,%&3H"*5/)%/""#0"%

Many enterprises need expensive specialist 
items that stay unused for large amounts of time. 
T#,-.$!91#$2%$I)'#!26$4%"#$<!1&#$%&2$%*$2:#)#$
+!8,2!1$!))#2)$4!5#)$9&),-#))$)#-)#$*%"$2:#$
%'-#")$;$!-3$!1)%$*%"$)4!11#"$9&),-#))#)$2:!2$
may only need occasional access.

Innovation area: on-demand availability

What does it look like?

73/$*+,%&$'.<50*'+%#K<*&=#+0: This isn’t 
new to the creative sector. Production 
+%48!-,#)$!1"#!3($"#-2$%&2$#A&,84#-2$2:#($
!"#-62$&),-.$%-$!$*!+,1,2,#)$9!),)/$!-3$#<#-$
:,"#$%&2$1#*2C%<#"$8"%8)?$=),-.$3!2!$4!5#)$
,2$#!),#"$!-3$4%"#$#*0+,#-2?$

Ask yourself

;'<$%><"*+#""%/""#0": What assets do 
(%&$:!<#$2:!2$!"#-62$!1'!()$,-$3#4!-3i 
G*$8#%81#$5-#'$!9%&2$2:#4$!-3$+%&13$
9%%5/$8!($!-3$"#2&"-$2:#4$#!),1(/$':!2$
'%&13$(%&$#781%,2$0")2i
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Time-banking

IB,4#C9!-5,-.6$,)-62$!$-#'$+%-+#82$;$,26)$!9%&2 
exchanging your time for something you 
want. On an &*/1"3$9!),)/$,26)$!$*%"4$%*$9!"2#"$
#+%-%4($;$!-3$,26)$9##-$:!88#-,-.$,-$!$4%"#$
managed way in the third sector for a while.

[!2!C3",<#-$2#+:-%1%.,#)$#-!91#$+"#!2,<#$
enterprises to share expertise in a way that 
:!)-62$9##-$8%)),91#$9#*%"#?$d%&$+!-$"#!+:$
2:#$8#%81#$,-2#"#)2#3$,-$(%&"$)5,11)$!-3$)#11$
small pieces of expertise and time that 
:!<#-62$9##-$8%)),91#$9#*%"#?

Brokerage services

V:!",-.$8:(),+!1$!))#2)$!-3$2,4#C9!-5,-.$
9%2:$"#1($%-$9"%5#"!.#$)#"<,+#)?$B:#($-##3$2%$
9#$#*0+,#-2$!-3$2"&)2'%"2:($#-%&.:$2%$!14%)2$
feel transparent to the end user.

=),-.$3!2!$#*0+,#-21($:#18)$4!-!.#$)4!11#"$
items in this way, for shorter periods, and 
9#2'##-$4%"#$8#%81#?$O.."#.!2,-.$3#4!-3$
!1)%$"#3&+#)$2:#$9&"3#-$%*$4!"5#2,-.$2:,)$
,48%"2!-2$;$9&2$-%-C+%"#$;$9&),-#))$!+2,<,2(?

Creative enterprises are good at engagement 
and trust, especially around ‘issues’. We’re 
8#"*#+21($81!+#3$2%$'#!<#$9"%5#"!.# 
functionality into our inspiring communications. 
O-3$4!-!.,-.$2:#$)%+,!1$!-3$9&),-#))$8"%+#)) 
!)8#+2)$;$':,+:$4!($:!<#$9##-$!$9!"",#"$#<#- 
&-2,1$"#+#-21($;$,)$.#22,-.$#!),#"$',2:$+%-0.&"!91# 
!-3$4%3&1!"$'#9$!881,+!2,%-)$81!2*%"4)?

?3/0%/$#%03#%53/))#+,#"6

M  In the UK and many western societies, 
8#%81#$1,5#$2%$%'-$2:,-.)?$d%&611$-##3$2%$
overcome the reluctance of individuals 
!-3$+%48!-,#)$2%$):!"#$;$!-3$",),-.$
8",+#)/$*!11,-.$3,)8%)!91#$,-+%4#)$!-3$
green concerns may help you do that. 

M  [#8#-3,-.$%-$2:#$)5,11)$%"$!))#2)$9#,-.$
exchanged, you’ll need to offer different 
5,-3)$%*$4%-#2!"($!-3$)%+,!1$,-+#-2,<#)?

M  You’ll need to assure asset donors that 
8#%81#$',11$9#$+!"#*&1$',2:$2:#,"$8"%8#"2(?

M  X%)2$%*$!11/$2:#$)#"<,+#$-##3)$2%$9#$#!)($
2%$&)#$!-3$"#1,!91#?$

What does it look like?

9$/.*+,%"-*))"%A'$%0<*0*'+: Tradeschool 
,-$U#'$d%"5$#-!91#)$8#%81#$2%$2#!+:$
)8#+,!1,)2$+1!))#)$;$*"%4$A&#)2,%--!,"#$
3#),.-$2%$+"#!2,-.$9!11%%-$!-,4!1)$; 
for tuition from other experts.

O1)%/$)##$B!5#$%&2?

Ask yourself 

L$'-#$*+,%"#$4*5#": If your enterprise 
+%&13$9#$!$3%-%"/$+%&13$(%&$!1)%$9#$!$
9"%5#"i$G*$(%&$8&2$2:#$2%%1)$,-$81!+#/$:%'$
#!),1($+%&13$(%&$9&,13$!$-#2'%"5$2%$):!"#$
#,2:#"$!))#2)$%"$)5,11)i$@:%$+%&13$(%&$
!88"%!+:$2%$#781%"#$2:#$8%)),9,1,2(i$O-3$
:%'$'%&13$!11$2:#$8!"2,+,8!-2)$.!,-$<!1&#i

M#/.H8=/.#%&)/0A'$=": You don’t have to 
9&,13$2:,-.)$*"%4$)+"!2+:?$D%%5$*%"$#7,)2,-.$
81!2*%"4)$(%&$+%&13$&)#$;$4!(9#$2%$+"#!2# 
!-$!88$%"$'#9$)#"<,+#/$%"$N&)2$&)#$)%4#%-#6) 
#7,)2,-.$9"!-3,-.$2%$#-.!.#$8!"2,+,8!-2)?

Ask yourself 

7-*))%"2/&&*+,:$E%'$+%&13$(%&"$
9&),-#))$;$%"$)#+2%"$;$&)#$2:#)#$)5,11)$2%$
#7+:!-.#$)5,11)$',2:$%2:#"$+%48!-,#)$!-3$
*"##1!-+#")i$@:!2$!"#$(%&"$&-3#"&)#3$
)5,11)$!-3$+!8!9,1,2,#)i
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L88%"2&-,2(_$2:#$+1%&3$2%%19%7

Software- and IT-as-a-service

D,5#$4!-($%2:#"$)#+2%")/$+"#!2,<#$9&),-#))#)$
should seriously consider renting their software 
!-3$GB$!)$):!"#3$)#"<,+#$"!2:#"$2:!-$9&(,-.$,2$
%&2",.:2?$G26)$!-$#)2!91,):#3$4%3#1/$+%<#",-.$
#<#"(2:,-.$*"%4$#4!,1$4!"5#2,-.$2%$+&)2%4#"$
relationship management to server space to 
processing time:

J1%&3$)#"<,+#)$+!-$9#$+:#!8#"$!-3$),481#" 
to manage, especially if you don’t use them 
very often.

d%&$+!-$9&($2:#$8"%+#)),-.$2,4#/$)2%"!.#$
)8!+#$%"$9!-3',32:$(%&$-##3$!2$2:#$2,4#/$
whether that’s to process graphics or 
!-,4!2,%-$'%"5$%"$:!-31#$!$'#9$2"!*0+$)8,5#?

You can outsource your data security, 
4!,-2#-!-+#$!-3$;$%*2#-$;$9!+5&8?

Asynchronous working and 
distributed production 

As more tools move into the cloud, 
new opportunities arise:

M  X&12,81#$8#%81#$+!-$'%"5$%-$2:#$)!4# 
01#$%"$8"%N#+2$!2$2:#$)!4#$2,4#?

M  K#%81#$,-$3,**#"#-2$2,4#$W%-#)$+!- 
2%.#2:#"$.,<#$Yh$:%&"$+%<#"!.#?

M  You can spread your team across different 
2#"",2%",#)/$+&12&"#)$!-3$4!"5#2)?

M  Q1#7,91#$'%"5,-.$\1,5#$N%9$):!",-.$!-3$
:%4#C'%"5,-.^$+!-$!++%44%3!2#$
8!"#-2)/$"#2&"-,-.$4%2:#")/$3,)!91#3$
people and older staff.

M  You can extend your enterprise through 
partners and associates.

 
?3/0%/$#%03#%53/))#+,#"6

M  d%&$-##3$2%$9#$%-1,-#$YhHm/$',2:$!$*!)2$
connection. This a particular challenge in 
rural locations, or if you don’t have any 
9!+5&8$+%--#+2,%-$4#2:%3)?

M  d%&$-##3$2%$!3!82$2:#$'!($(%&$;$!-3$(%&"$
8#%81#$;$'%"5?$B:,)$4,.:2$4#!-$0-3,-.$
'!()$2%$5##8$(%&"$2#!4$2,.:2/$#<#-$,*$2:#(6"# 
'%"5,-.$,-$4&12,81#$1%+!2,%-)$%"$2,4#W%-#)?

What does it look like?

I*$0</)%53'*$: Eric Whitacre’s virtual choir 
started with the composer and conductor 
!)5,-.$),-.#")$2%$&81%!3$<,3#%)$%*$
themselves performing a part from his piece 
nD&7$!"&4A&#o$2%$d%&B&9#?$kpq$8#%81#$
responded, which he edited into !$.1%9!1$
choral performance. 

N'',)#%O'5":$`%%.1#6)$+1%&3C9!)#3$
document editing is a simple and intuitive 
way to edit documents with multiple 
+%-2",9&2%")/$!-3$,26)$8"%<,-.$8%8&1!"$',2:$
+"#!2,<#$,-3&)2",#)$*"%4$8&91,):,-. 
to production.
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What are the trends?

The UK and many other societies are 
&-3#".%,-.$),.-,0+!-2$3#4%."!8:,+$+:!-.#?$
Better health services and lifestyle changes 
mean &#'&)#%)*4#%)'+,#$?$B:,)$;$+%49,-#3$
',2:$1%'#"$9,"2:$"!2#)$;$,)$,-+"#!),-.$2:#$
proportion of older people. 

O++%"3,-.$2%$2:#$=>6)$L*0+#$*%"$U!2,%-!1$
V2!2,)2,+)/$,-$YZZr$kst$%*$2:#$8%8&1!2,%-$'!)$
sq$(#!")$%13$%"$%13#"?$B:#($8"%N#+2$9($YZbh$
2:!2$Ybt$%*$2:#$8%8&1!2,%-$',11$9#$sq$%"$%13#"?$
Also, they predict particular growth in the 
%<#"Cpq$+!2#.%"($+%48!"#3$2%$N&)2$kpt$%*$
2:#$8%8&1!2,%-$':%$',11$9#$&-3#"$ks?$B:#)#$
%13#"$+%-)&4#")$;$4#-2!11($$!-3$8:(),+!11($
022#"$;$',11$'!-2$2%$9#$4%"#$!+2,<#$!-3$
#-.!.#3$2:!-$#<#"$9#*%"#?$

D%%5,-.$*&"2:#"$!0#13/$'#611$)##$+:!-.#)$2%$
the ,)'>/)%#5'+'=*5%>/)/+5#?$B:#$91%+5$
%*$T]GJ$\T"!W,1/$]&)),!/$G-3,!$!-3$J:,-!^$
countries and territories in South East Asia 
!"#$9#+%4,-.$,-+"#!),-.1($,48%"2!-2$%-$2:#$
.1%9!1$#+%-%4,+$;$!-3$+&12&"!1$;$)2!.#?$

Opinions differ over the impact of this. 
Could Mandarin challenge the dominance of 
F-.1,):i$@%&13$!$V%&2:$O4#",+!-$+&""#-+($
&-,%-$"#3&+#$2:#$,-S&#-+#$%*$9%2:$2:#$=V$
3%11!"$!-3$2:#$#&"%i$@:!2$',11$2:#$",),-.$
middle class in these ‘developing countries’ 
'!-2$2%$)8#-3$2:#,"$4%-#($%-i

1'2%.'#"%*0%(0%03*"%*++'4/0*'+%
)/+."5/&#6

B:#)#$%88%"2&-,2,#)$+%<#"$2:#$"!-.#$9#2'##-$
‘necessity’ and ‘luxury’. We have focused 
the opportunity of ‘co-design with an ageing 
population’ towards necessity, whilst ‘foreign 
4!"5#2)$!-3$-%-C4!,-)2"#!4$+&12&"#)6$),2)$
towards the luxury end. ‘Co-design of policy 
!-3$8&91,+$)#"<,+#)6$*##1)$1,5#$,26)$0"41($!$
necessity.

Both co-design with an ageing population 
!-3$*%"#,.-$4!"5#2)$!-3$-%-C4!,-)2"#!4$
opportunities involve designing for ‘others 
;$&)#")$2:!2$2:#$3#),.-#"$4,.:2$*##1$)#2 
apart from. 

On the other hand, ‘co-design of policy and 
8&91,+$)#"<,+#)6$+!-$#,2:#"$9#$*%"$I%2:#")6$
\*%"$#7!481#/$%*0+,!1)$!-3$3,.,2!1$#78#"2)$
developing services for hard-to-reach 
families out of their day-to-day experience) 
%"$*%"$I&)6$\1,5#$2"!-)!+2,%-!1$)#"<,+#)$*%"$2!7$
)#1*C!))#))4#-2$%"$"&99,):$+%11#+2,%-$2:!2$
everyone uses). 

This last opportunity straddles this innovation 
!"#!$!-3$2:#$I+%C3#),.-$%*$8%1,+($!-3$8&91,+$
services’ area. See this last innovation area 
for details.

Innovation area: design beyond your experience

P$XaG$%-$Q1,+5"R
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Opportunity: co-design with an 
ageing population

Tech that works for me

D,5#$!11$+%-)&4#")/$%13#"$8#%81#$'!-2$
entertainment and information in a form 
2:!2$'%"5)$*%"$2:#4? 

93*"%=/H%*+5)<.#:% 

 
P).%0#53 

Not everyone wants to upgrade or learn 
how to use new technology. If content and 
)#"<,+#)$'%"5$%-$%13#"$3#<,+#)$2:!2$8#%81#$
)2,11$&)#/$(%&611$"#!+:$!$9,..#"$4!"5#2? 

 

 

7*=&)*(#.%0#53 

B:#"#6)$!1"#!3($!$4!"5#2$,-$1!".#C9&22%-$8:%-#) 
!-3$),481,0#3$+#11$8:%-#)$',2:$!$),-.1#$
*&-+2,%-_$4!5,-.$+!11)?$B:,)$,)$!$4!"5#2$*%"$
8"%3&+2)$2:!2$%-1($3%$%-#$2:,-./$9&2$3%$,2$'#11?$ 

C+5)<"*4#%0#53 

Older people can face limitations that mean 
they just can’t use most products straight 
%&2$%*$2:#$9%7/$':#2:#"$,26)$1%'$3#72#",2($2:!2$
4#!-)$2:#($+!-62$&)#$9&22%-)$%"$)',2+:#)/$%"$
poor eyesight that means they can’t read a 
manual or screen. 

J%-),3#"$3#),.-,-.$)8#+,0+!11($2%$2:#)#$
1,4,2!2,%-)?$B:!2$4,.:2$4#!-$1%%5,-.$!2$<%,+#$
"#+%.-,2,%-/$%"$2!+2,1#$*##39!+5/$%"$),481($
&)!9,1,2($2#)2,-.$',2:$3,**#"#-2$."%&8)?$d%&611$
!1)%$-##3$2%$1%%5$!2$(%&"$4!"5#2,-.?

What does it look like?

N/=*+,%A'$%03#%>)*+.: In the gaming arena, 
Terry Garret’s risen to fame recently. Terry, 
':%6)$91,-3/$+!-$81!($2:"%&.:$.!4#)$&),-.$
%-1($2:#$.!4#6)$)%&-3$3#),.-?$E%'$+%&13$
co-designing with the visually impaired 
8"%3&+#$4%"#$!++#)),91#$.!4#)i

Ask yourself 

7-*))%"2/&&*+,: Try to forget your traditional 
+%-+#82,%-$%*$':!2$.!4,-.$1%%5)$1,5#?$
E%'$I):%&136$<,3#%$!-3$)2"##2$.!4#)/$
participatory activities and live events 
'%"5$2%$!33"#))$2:#$-##3)$%*$!-$!.#,-.$
8%8&1!2,%-i

Ask yourself 

L/5-2/$.%5'=&/0*>*)*0H: Keep hold of some 
%13#"$3#<,+#)$,-$(%&"$'%"5$#-<,"%-4#-2/$
not just up-to-the-minute tech.

Ask yourself 

7*+,)#%A<+50*'+%&$'.<50":$B:,-5$!9%&2$
8"%3&+2)$2:!2$+%&13$9#$)1,44#3$3%'-$2%$
their core function, and which don’t need 
!-($%2:#"$8"%3&+2)$\9!22#",#)/$+%48&2#")/$
3!2!$+%--#+2,%-)^$2%$4!5#$2:#4$'%"5?

Ask yourself 

7*+,)#%A<+50*'+%&$'.<50":$E%'$+%&13$(%&$
+:!-.#$3#),.-)$2%$)8#+,0+!11($!33"#))$2:#)# 
1,4,2!2,%-)i$@%&13$(%&$+%-),3#"$<%,+#$
"#+%.-,2,%-/$%"$2!+2,1#$*##39!+5/$%"$),481($
&)!9,1,2($2#)2,-.$',2:$3,**#"#-2$."%&8)i$
And how would you have to change your 
4!"5#2,-.i
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Just make it work

Poor design infuriates any user, no matter 
what their age. Whoever you’re designing 
*%"/$2:#(611$'!-2$2%$4!)2#"$2:#$9!),+)$',2:%&2$
&),-.$2:#$4!-&!1$%"$8&):,-.$!$9#-2$8!8#"+1,8$
into a tiny hole. 

T&2$%13#"$&)#")$+!-$9#$1#))$+#"2!,-$%*$
technology, or less interested in it for its own 
)!5#?$B:#($81!+#$"#!1$,48%"2!-+#$%-$.%%3/$
"#1,!91#$!-3$#!)(C2%C!++#))$)&88%"2?$

 

?3/0%/$#%03#%53/))#+,#"6

M  K"%3&+2)$!-3$)#"<,+#)$*%"$%<#"CsZ)$4!($
-##3$)8#+,!1$3#),.-/$9&2$2:#($-##3$2%$
9#$!2$2:#$",.:2$8",+#$8%,-2?$d%&$-##3$2%$
clearly understand how sensitive your 
representative users are to price.

M  d%&$-##3$2%$!33"#))$!++#)),9,1,2($-##3)$
;$*"%4$8%%"$"#!+2,%-$2,4#)$!-3$,48#"*#+2$
:#!",-.$2%$,48#"*#+2$<,),%-$!-3$4%9,1,2($
1,4,2!2,%-)$;$',2:%&2$,48!,",-.$2:#$
fundamentals of the product. 

M  d%&$+!-62$!))&4#$2:!2$&)#")$',11$9#$
familiar with the interface paradigms 
of digital products.

M  You need to design your product 
communications with your users. 
V2%8$2:,-5,-.$%*$2:#$+%44&-,+!2,%-) 
as separate to the product, and try to 
2:,-5$%*$8#%81#6)$9"!-3$#78#",#-+# 
with each touchpoint.

M  There’s plenty of guidance on inclusive 
3#),.-$,-$2:#$9&,12$#-<,"%-4#-2/$8:(),+!1$
products and digital experiences. 
d%&611$-##3$2%$9#$*!4,1,!"$',2:$,2?

M  Test prototypes and pre-launch products 
and services with real customers. 

Ask yourself 

D$#=*<=%"<&&'$0: Some users will pay 
4%"#$*%"$8"%3&+2)$2:!2$N&)2$'%"5?$
L2:#"',)#/$2:#($4!($9#$',11,-.$2%$8!($
separately for support services to get 
2:,-.)$&8$!-3$"&--,-.$A&,+51(?$@:!2$
8"%3&+2)$%"$)#"<,+#)$+%&13$2:,)$!881($2%i
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L88%"2&-,2(_$*%"#,.-$4!"5#2) 
and non-mainstream cultures

Products and services for 
foreign markets

B%$.#2$8"%3&+2)$2%$'%"5$,-$*%"#,.-$4!"5#2)/$
you need to engage with the culture. 
d%&$4,.:2$1,5#$2%$+%-),3#"_

@%"5,-.$',2:$,-2#"-!2,%-!1$)2&3#-2)/ 
whether as interns or as employees.

@%"5,-.$',2:$1%+!1$8!"2-#")$,-$%2:#"$2#"",2%",#)$
to co-develop or customise your products 
*%"$2:!2$4!"5#2?

=-3#"2!5,-.$+%11!9%"!2,<#$]j[$',2:$+%48!-,#) 
in other European territories. EU funding is 
!<!,1!91#/$,-+1&3,-.$2:#$QKm$8"%."!44#.

Running insight and co-design programmes 
with representative users.

Nearby but different to me  

Minority cultures in the UK are often 
&-3#")#"<#3$9($#-2#"2!,-4#-2$!-3$+&12&"!1$
products. This is a missed opportunity. 

K!"21(/$,26)$9#+!&)#$%*$2:#$1!+5$%*$3,<#"),2( 
%*$8#%81#$'%"5,-.$,-$)%4#$8!"2)$%*$2:#$
+"#!2,<#$,-3&)2",#)?$G26)$!1)%$3,*0+&12$2%$N&3.#$
':!2$',11$'%"5$+"#!2,<#1(/$!#)2:#2,+!11($!-3$
culturally for people who are different to you. 

 

?3/0%/$#%03#%53/))#+,#"6

M  G2$2!5#)$!$':,1#$2%$3#<#1%8$+"%))C+&12&"!1$
'%"5,-.$:!9,2)$!-3$)5,11)/$)%$4!-!.#")$
!-3$1#!3#")$-##3$2%$1#!3$9($#7!481#?

M  d%&$4!($-##3$2%$)2!"2$1#!"-,-.$-#'$)5,11)/$
and you’ll need advice and training from 
the right people.

M  d%&$4!($-##3$)8#+,0+$1!-.&!.#$)5,11)$*%"$
"#)#!"+:/$,-),.:2$!-3$+%C3#),.-$'%"5$',2:$
8%2#-2,!1$+&)2%4#")$!9"%!3?$B:!2$4,.:2$
4#!-$'%"5,-.$',2:$-#'$)2!**?$

What does it look like?

C+0#$+/0*'+/)%"-*))"%"2/&": New Zealand 
9!)#3$014$8"%3&+2,%-$)#"<,+#)$!-3$)8#+,!1$
#**#+2)$:%&)#/$@#2!/$:!<#$"&-$)5,11)$)'!8)$
',2:$-#,.:9%&",-.$O),!-$+%48!-,#)?$B:#($
*%&-3$2:!2$)%4#$%*$2:#$9#)2$,3#!)$*%"$-#'$
animations or games come from teams 
)%+,!1,),-.$,-$2:#$8&9$!-3$&-3#")2!-3,-. 
each other’s sense of humour.

Ask yourself 

FG&)'$*+,%+#2%=/$-#0": If you were 
1%%5,-.$!2$2:,)$4!"5#2$1,5#$(%&$'%&13$!$
territory you don’t operate in, how would 
(%&$81!-$,2i$E%'$'%&13$(%&$+%C3#<#1%8$
!-3$2#)2$-#'$,3#!)$',2:$8%2#-2,!1$9&(#")i 
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What are the trends?

B:#$4%"#$8#%81#$&)#$2:#$'#9/$2:#$4%"#$
3,.,2!1$8#")%-!1$3!2!$2:#(6"#$5##8,-.$%-1,-#$
;$!-3$2:#$4%"#$%*$!$+%-+#"-$information 

security$9#+%4#)?$G*$8#%81#$'%-62$8!($*%"$!$
)#"<,+#/$8"%<,3#")$',11$5##8$:&-2,-.$*%"$%2:#"$
ways to monetise their service. 

M#,<)/0*'+ around personal data and 
8",<!+($',11$)2"#-.2:#-/$9%2:$!2$!$-!2,%-!1 
and European level. Private corporations may 
9#$1#))$"#),)2!-2$2:!-$9#*%"#$!)$!$8#")%-!1$
3!2!$,-+,3#-2$%*$@,5,1#!5$8"%8%"2,%-)$+%&13$
*&-3!4#-2!11($2&"-$2:#$+1%+5$9!+5$%-$2:#$
levels of trust people place in corporations’ 
control of their data.

People are consuming information, 
entertainment and culture across multiple 
platforms and devices. The familiar formats 
*"%4$9%%5)/$-#')8!8#")/$2#1#<,),%-$!-3$014$!"# 
.,<,-.$'!($2%$:(9",3)$':#"#$#3,2%",!1$)2!-3!"3) 
are less policed and opinion less clearly 
differentiated from fact. We are producers 
as well as consumers. Our )*0#$/5H in all 
2:#)#$*%"4)$%*$4#3,!$;$%-$':,+:$'#$9!)# 
our opinions, world view and self-identity 
;$,)$)2"&..1,-.$2%$5##8$&8?

At the same time, government and the 
',3#"$8&91,+$)#+2%"$,)$+:!-.,-.$2:#$'!($,2$
,-2#"!+2)$',2:$+,2,W#-)$!-3$9&),-#))#)?$G26)$!$
move towards digital, whether it’s online via 
!$+%48&2#"/$%"$4%9,1#$%"$2:"%&.:$+%--#+2#3$
Ba?$G2$4!5#)$#+%-%4,+$)#-)#$C$2:#$+%)2$
per interaction is far lower than dealing 
',2:$8#%81#$,-$8#")%-$%"$9($8:%-#/$!-3$,26)$
YhC:%&")C!C3!($!)$'#11?$

J,2,W#-)$!1)%$#78#+2$2%$9#$8!"2$%*$2:#$3#9!2#$
!9%&2$':!2$+#-2"!1$!-3$1%+!1$.%<#"-4#-2$3%#) 
!-3$2:#$)#"<,+#)$2:#($8"%<,3#?$Q,<#C(#!"1($
81#9,)+,2#)$!"#$.,<,-.$'!($2%$!$4%"#$
&/$0*5*&/0'$H%"0H)#%'A%,'4#$+=#+0 and 
8&91,+$)#"<,+#$3#1,<#"(?$@#6"#$)2!"2,-.$2% 
)##$8!"!."!8:C9(C8!"!."!8:$+%44#-2,-.$
;$',5,$)2(1#$;$%-$3"!*2$8%1,+(/$%-1,-#$8#2,2,%-)$
and more and more use of social media 
9($.%<#"-4#-2?$

G)$2:#$1%.,+!1$#-3$8%,-2$%*$2:,)$):,*2$9#,-.$
I+,2,W#-)$4!5,-.$8%1,+,#)$':,1#$2:#$8%1,2,+,!-)$
!"#$,-$+:!".#$%*$,481#4#-2,-.$2:#46i

1'2%.'#"%*0%(0%03*"%*++'4/0*'+%
)/+."5/&#6

‘Privacy and anonymity online’ are a necessity, 
!-3$',11$9#+%4#$4%"#$)%?$IX#3,!$1,2#"!+($
)#"<,+#)6$!"#$4%"#$)&9N#+2,<#?$G)$!$4#3,!C$
1,2#"!2#$)%+,#2($!)$,48%"2!-2$2%$!$1,9#"!1$
democracy as a free press and the right to 
<%2#i$L"$,)$,2$!9%&2$!-$,-2#11#+2&!1$1&7&"($
to deconstruct the way that content is 
+%-)2"&+2#3$!-3$4#3,!2#3i$

Most aspects of services providing ‘privacy and 
anonymity online’ will apply to designer and 
&)#"$!1,5#/$':,1)2$I4#3,!$1,2#"!+($)#"<,+#)6$!"#$
!14%)2$9($3#0-,2,%-$3#),.-#3$9($:,.:1($4#3,!$
literate people for ‘others’ who are less so.

B:#$I+%C3#),.-$%*$8%1,+($!-3$8&91,+$)#"<,+#)6$
+!-$#,2:#"$9#$*%"$I%2:#")6$\*%"$#7!481#/$%*0+,!1) 
and digital experts developing services for 
hard-to-reach families out of their day-to-
3!($#78#",#-+#^$%"$*%"$I&)6$\1,5#$2"!-)!+2,%-!1$
)#"<,+#)$*%"$2!7$)#1*C!))#))4#-2$%"$"&99,):$
collection that everyone uses). Similarly, 
it straddles this innovation area and that of 
I3#),.-$9#(%-3$(%&"$#78#",#-+#6?

Innovation area: living in the information age
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Opportunity: privacy and 
anonymity online

Privacy and anonymity services

Q%&"$+!2#.%",#)$%*$)#"<,+#$:!<#$)2"%-.$
potential for growth:

Privacy brokerage services: When a customer 
signs their information over to this sort of service, 
2:#(611$9#$!91#$2%$)#1#+2$':!2$2:#(6"#$8"#8!"#3$
to release. They don’t need to do anything 
!*2#"$)#2&8$;$2:#($+!-$N&)2$)#2$!-3$*%".#2?

D$*4/5H8,</$/+0##.%"'5*/)%+#02'$-*+,: 
V%+,!1$-#2'%"5)$',2:$(%&"$8#")%-!1$,-*%"4!2,%- 
)#+&"#$,-$!$'!11#3$.!"3#-?$J%&13$2:,)$9#$8!(C
*%"C#-2"($-#2'%"5,-.$),2#)i$G26)$-%2$*!"$*"%4$
current dating sites in terms of functionality and 
9"!-3$8"%8%),2,%-?$L"$4!(9#$%8#-$)%&"+#$
)%+,!1$-#2'%"5)$1,5#$Diasporai$@#6"#$!1)%$
)##,-.$),2#)$1,5#$Q!+#9%%5$.,<,-.$4%"#$
+%-2"%1$%<#"$8",<!+($9!+5$2%$&)#")?

Removing unwanted information: We’re 
starting to see Internet PR companies develop 
2%$4%-,2%"$8#%81#6)$%-1,-#$8"%01#)$!-3$"#4%<# 
&-'!-2#3$,-*%"4!2,%-$*"%4$2:#$'#9?$J%&13$
we see a more extreme service that could 
2%2!11($#"!)#$(%&"$%-C1,-#$*%%28",-2$*%"$!$*##i

Anonymity services: Will we see more tools 
2%$1#2$8#%81#$4!,-2!,-$2:#,"$8",<!+(i$J%44%-$
9"%')#")$!11$:!<#$!-$I!-%-(4%&)$9"%'),-.6$
*&-+2,%-$9&,12$,-/$9&2$':!2$!"#$2:#$%82,%-)$
9#2'##-$:#"#$!-3$!-$%**C.",3$1,*#)2(1#i

?3/0%/$#%03#%53/))#+,#"6

M   Given the choice, people often choose 
2%$4!5#$2:#,"$3!2!$*"##$2%$*",#-3)/$9&2$-%2$
2%$9&),-#))#)?$V%$:%'$+!-$'#$<#",*($!-$
anonymised user, or use their data to fund 
"&--,-.$+%)2)i$@#$-##3$2%$0-3$'!()$2%$
add value to this relationship so people 
will open up their information.

M  B:#$9"!-3$#78#",#-+#$!-3$+&)2%4#"$
N%&"-#($-##3)$2%$9!1!-+#$&),-.$2:,)$3!2!$
',2:$9#,-.$#!)($!-3$*##1,-.$)!*#?

M  Services that offer to ‘remove’ unwanted 
information face huge technical challenges 
;$':#-$)%4#2:,-.6)$9##-$8&91,):#3/$,2$
',11$!14%)2$+#"2!,-1($:!<#$9##-$!"+:,<#3$
)%4#':#"#/$9($)%4#%-#?

Opportunity: media literary 
services

7&/++*+,%03#%.*,*0/)%.*4*.#

Some people aren’t online or digitally savvy, 
%"$:!<#$3,)!9,1,2,#)$2:!2$8"#<#-2$2:#,"$#**#+2,<#$
&)#$%*$2:#)#$+:!--#1)?$B:#"#6)$!$",)5$%*$+&22,-. 
these people out, and leaving them 
disenfranchised with local and national politics. 

There are various government-supporting 
initiatives to address this, including 
]!+#$L-1,-#$YZkY.

Ask yourself 

Money or data?$Q%"$#-2#"2!,-4#-2/$+&12&"# 
%"$,-*%"4!2,%-$)#"<,+#$8"%8%),2,%-)/$!)5$:%' 
much you’ll need to rely on personal and 
%2:#"$3!2!$2%$4!5#$2:#$)#"<,+#$'%"5$;$!-3$
2:#-$4!5#$4%-#(?$O-3$:%'$3%#)$2:,)$02$
as part of the value proposition, especially 
against other ways of personalisation or 
8!(4#-2i$G-$)%4#$+!)#)/$(%&$4!($3#+,3#$
that the data you gather is worth more than 
charging the user.
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O#4#)'&*+,%&$*4/5H8/2/$#%5*0*Q#+"

B%$&-3#")2!-3$2:#$2"!3#C%**)$2:#(6"#$4!5,-.$
9#2'##-$8",<!+($!-3$!++#))$2%$2:#,"$3!2!$,-$
"#2&"-$*%"$)#"<,+#)/$=>$!-3$F&"%8#!-$+,2,W#-)$
need educating.

As more people communicate and organise 
2:#,"$)%+,!1$1,<#)$2:"%&.:$)%+,!1$-#2'%"5)/$
!"#$2:#($!'!"#$%*$:%'$4&+:$2:#(6"#$4!5,-.$
!<!,1!91#i$L<#"$2,4#/$2:#)#$3#2!,1)$5-,2$
together into a full life history, including 
4,)9#:!<,%&")$!-3$3"&-5#-$!-2,+)?$G26)$-%'$
+%44%-$E]$8"!+2,+#$2%$+:#+5$%&2$)%4#%-#6)$
)%+,!1$4#3,!$8"%01#)$9#*%"#$:,",-.?

Similarly, less timid ‘silver surfers’ may 
&-',22,-.1($8&2$4%"#$3#2!,1)$!9%&2$!-3$8:%2%)$
%*$2:#,"$."!-3+:,13"#-$2:!-$4!($9#$8"&3#-2/$
not realising who they’re granting access to. 
F<#-$)%4#$2#!+:#")$!"#$4!5,-.$+%44#-2)$
!9%&2$,-3,<,3&!1$8&8,1)$,-$2:#,"$%-1,-#$8%)2)$
;$'%&13$2:,)$9#:!<,%&"$9#$!++#82!91#$,-$!-($
%2:#"$4#3,&4i

To help educate people, informal learning needs 
2%$9#$!$9,.$8!"2$%*$2:#$4,7?$K#%81#$'%-62$1#!"-$
9#+!&)#$2:#$4#3,!$!-3$8&91,):,-.$9"!-3)$
tell them they should: instead, we need to 
engage people through their passions and 
.,<#$2:#4$!$"#!)%-$2%$+:!-.#$2:#,"$:!9,2)?

?3/0%/$#%03#%53/))#+,#"6

M  Media literacy means more than just 
.#22,-.$%-1,-#?$B%$+:!-.#$2:#,"$9#:!<,%&")/$
8#%81#$-##3$2%$9#$+%-03#-2$!-3$2"&)2,-. 
(to an extent), as well as connected.

M  Some segments of society don’t have a 
compelling reason to get online, and so 
won’t spend the money or time they need 
to get there.

M  J1%),-.$8&91,+$1,9"!",#)$',11$4!5#$,2 
harder for lower-income users to get 
%-1,-#/$!)$1,9"!",#)$:!<#$9##-$!$2"!3,2,%-!1$
free access point for the Internet and 
informal learning.

What does it look like?

N#00*+,%&#'&)#%'+)*+#:%F-#".($#*0+,#-+($
promotion and support is largely carried 
%&2$9($#-#".($+%48!-,#)?$B:,)$):,*2$+%4#)$
*"%4$!$+%49,-!2,%-$%*$2:#,"$%'-$+%"8%"!2#$
)%+,!1$"#)8%-),9,1,2($,-,2,!2,<#)$\2%$):%'$
2:#(6"#$#-<,"%-4#-2!11($"#)8%-),91#^/$
!-3$+!"9%-C"#3&+2,%-$3#4!-3)$,-$2:#,"$
operating licenses. There’s a parallel with 
%".!-,)!2,%-)$1,5#$OLD$!-3$2:#$TTJ$2%$
)&88%"2$2:#$1#))$3,.,2!11($+%-03#-2$2%$.#2$
%-1,-#?$B:,)$4#!-)$3#1,<#",-.$!$8&91,+$
9#-#02$)&88%"2#3$9($2:#,"$2"&)2#3$9"!-3/$
9&2$!1)%$#78!-3)$2:#$&)#"$9!)#$!-3$*&2&"#$
4!"5#2$*%"$3,.,2!1$4#3,!$8"%3&+2)?

Ask yourself 

J#/$+*+,%"<&&'$0%*+%#.<5/0*'+:%B:,-5$
!9%&2$"#)%&"+#)$*%"$1#!"-#")/$2#!+:#")$
and lecturers around media literacy in its 
9"%!3#)2$)#-)#?$B:,)$4,.:2$,-+1&3#$9%%5)$
!-3$#C1#!"-,-.$8!+5!.#)?$@:!2$)%"2$%*$
+%-2#-2$'%&13$9#$,48%"2!-2$2%$,-+1&3#i

Ask yourself 

Who cares most about privacy? What 
opportunities do we have in the creative 
industries to engage particular segments  
%*$2:#$=>$%"$,-2#"-!2,%-!1$4!"5#2$',2:$
8",<!+($+%-+#"-)i$@:,+:$9"!-3)$+%&13 
we support with creative services and 
+%-2#-2$2%$3%$2:,)i
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Opportunity: co-design of policy 
!-3$8&91,+$)#"<,+#)

D)/0A'$="%/+.%53/++#)"%A'$%&')*5H%.#>/0#

K#%81#$'!-2$2%$9#$!$8!"2$%*$3#<#1%8,-.$
.%<#"-4#-2$8%1,+($;$#)8#+,!11($':#-$,2$:!) 
!$3,"#+2$,-S&#-+#$%-$2:#4?$B:,)$+%-<#")!2,%-$
-##3)$2%$2!5#$81!+#$,-$2:#$",.:2$+:!--#1)$!-3 
on the right platforms to serve the third sector, 
9&),-#))#)$!-3$,-3,<,3&!1)$!)$'#11$!)$
government, its advisors and delivery partners. 

B:#$.%<#"-4#-2$!-3$8&91,+$9%3,#)$-##3$
guidance in this process, whether it’s on the 
channels to use or how to use them. They need 
2%$#-.!.#$!)$'#11$;$"#)8%-)#)$-##3$2%$9#$2,4#1(/ 
on the right platforms and in the right tone.

9'')"%A'$%5'8.#)*4#$#.%&<>)*5%"#$4*5#"

`%<#"-4#-2$,)$+%-)2!-21($1%%5,-.$*%"$-#'$
ways to achieve policy outcomes and deliver 
8&91,+$)#"<,+#)?$@#6<#$)##-$!$2"#-3$2%'!"3)$
+%C3#1,<#"#3$8&91,+$)#"<,+#)$9($2:#$2:,"3$
and private sectors, and also with local 
communities themselves. 

This type of co-delivery demands a solid 
4!2",7$%*$+%44&-,+!2,%-$!-3$+%11!9%"!2,%-$
9#2'##-$.%<#"-4#-2/$,2)$3#1,<#"($8!"2-#")$
!-3$)#"<,+#$&)#")$;$#<#-$,*$2:#($3%-62$):!"#$
the same priorities. Successful delivery 
3#8#-3)$%-$2:#,"$'%"5,-.$2%.#2:#"$'#11?$

Creating these tools is a creative, 
communications and technical challenge. 
They need to handle the complexity, deal with 
all the different viewpoints and messages, 
4!-!.#$,-*%"4!2,%-$S%')$!-3$+%-<#")!2,%-)/$
#-!91#$3#9!2#$4&12,81#$4#3,!? 

?3/0%/$#%03#%53/))#+,#"6

M  V#"<,+#)$-##3$2%$9#$!++#)),91#$2%$#<#"(%-# 
;$#<#-$,*$2:#($+!-62$%"$'%-62$&)#$3,.,2!1$
media and the Internet.

M  Not everyone wants to engage in politics 
!-3$8&91,+$)#"<,+#)?

M  There are stringent UK and EU 
regulations on privacy, data protection 
and distance selling.

M$ $̀ %<#"-4#-2$!-3$8&91,+$9%3,#)$-##3$2%$
respond if they have invited comment, 
%2:#"',)#$8#%81#$':%$:!<#$2",#3$2%$9#$
!+2,<#$+,2,W#-)$!-3$*##1$2:#($:!<#$-%2$9##-$
!+5-%'1#3.#3$',11$"#N#+2$2:#$+%-+#82?

Ask yourself 

@$#/0*4#%/""*"0/+5#: What solutions do we 
have in the creative industries to address 
2:#)#$+:!11#-.#)i$@:,+:$)5,11)/$+%-2#-2$!-3 
81!2*%"4)$+%&13$'%"5i$O-3$':,+:$+%C3#),.- 
8",-+,81#)$!-3$4#2:%3)$+%&13$'#$&)#i

Ask yourself 

@3/+,#%03#%53/++#):%E%'$'%&13$(%&$81!-$
+:!--#1)$*%"$8%1,+($3#9!2#$2%$"#!+:$9#(%-3$
digital- and policy- enthusiasts to the man 
%"$'%4!-$,-$2:#$)2"##2i$
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What next for creative 
businesses? 

Creative people and creative organisations 
!"#$."#!2$!2$:#18,-.$%2:#"$8#%81#$2%$8"%91#4$
)%1<#$!-3$,4!.,-#$2:#$&-,4!.,-!91#?$B%$2!5#$
advantage of the opportunities outlined in this 
"#8%"2$;$!-3$2%$):,*2$(%&"$,--%<!2,%-$&8$!$.#!"$
2:"%&.:$2:#$&)#$%*$3!2!$!-3$+%C3#),.-$;$(%&$
',11$-##3$2%$2&"-$2:#)#$!9,1,2,#)$,-$%-$(%&")#1*?$
O-3$;$5-%',-.$:%'$3,*0+&12$2:!2$,)$;$)%1,+,2$
the help of colleagues and friends.

There is nothing that will happen in the 
next 5-7 years in the realm of data-driven 
innovation and co-design in the UK’s creative 
,-3&)2",#)$2:!2$,)-62$!1"#!3($:!88#-,-.$;$,-$
!$"#)#!"+:$1!9/$,-$!-%2:#"$+"#!2,<#$)#+2%"/$,-$
!$9&),-#))$"%&-3$2:#$+%"-#"$%"$2:!2$!$*",#-3$
"&-)/$%"$,-$2:#$4,-3$!-3$0-.#")$%*$2:#$A&,#2$
#481%(##$':%$,)-62$9"!<#$#-%&.:$2%$1%%5$(%&$
,-$2:#$#(#?$G2$,)$!$A&#)2,%-$%*$1%%5,-.$,-$2:#$
right places.

Invention out of thin air is not a necessity 
9&2$!$+&",%),2($2%$2!15$2%$8#%81#$(%&$3%-62$
-%"4!11($4##2/$'%"5$',2:$+%48#2,2%")/$
+%11!9%"!2#$',2:$!"2,)2)$;$)2#8$%&2$%*$(%&"$
+%4*%"2$W%-#$,-$)%4#$'!($;$,)?$X!3-#))$
,)$;$!)$2:#($)!($;$3%,-.$2:#$)!4#$2:,-.)$
and expecting a different result. So consider 
2:"%',-.$%&2$T"%!3+!)2$;$!-3$9&(,-.$,-$
Museums Today and pitching your next 
project to the cleaner.

You can encourage all your staff to do 
4!"5#2$!-3$+%48#2,2%"$"#)#!"+:$!-3$
involve everyone in the development of new 
products and services. Try to recognise and 
reward ideas and experience from outside 
your sector, even from outside the creative 
industries. Search out the opportunities 
2%$0-3$-#'$8!"2-#")$!-3$4!5#$!$8%,-2$%*$
partnering with organisations and individuals 
from a different part of the country, or with a 
3,**#"#-2$#2:-%."!8:($4,7$%"$*"%4$!9"%!3?

In your project planning, it is important to 
4!8$%&2$2:#$3,**#"#-2$+"#!2,<#/$9&),-#))$
and technical disciplines used. You should 
:!<#$)#8!"!2#$)2"!-3)$%*$'%"5$*%"$2:,-.)$
1,5#$81!2*%"4/$+%-2#-2/$4!"5#2,-.$!-3$
+%44#"+,!1$;$9&2$4!5#$)&"#$2:!2$2:#"#$,)$
"#.&1!"$+%11!9%"!2,%-$9#2'##-$2:#$3,**#"#-2$
8#%81#$"#)8%-),91#$*%"$#!+:$)2"!-3?$J"#!2#$
+"%))C+&22,-.$2#!4)$':,+:$:!<#$4#49#")$
*"%4$#<#"($8!"2$%*$(%&"$9&),-#))$2%$5##8$2:#$
2:,-5,-.$!-3$!88"%!+:$*"#):?

d%&$-##3$2%$5-%'$2:!2$!$8"%3&+2$,)-62$N&)2$
)%4#$2#+:-%1%.($%"$+%-2#-2$;$9&2$!$':%1#$
8!+5!.#$%*$+%44#"+,!1$!-3$1#.!1$4%3#1)$!-3$
3%+&4#-2!2,%-/$4!"5#2,-.$!-3$)!1#)$4!2#",!1)$
and support services. You should understand 
that the experience of a service is the sum of 
the interactions that a user has across all its 
different physical and digital touchpoints. You 
will need to develop a commonly understood 
lifecycle of developing products and services 
and then decide when are where in the model 
to use data and co-design.

G-$):%"2$;$:!<#$*&-/$4!5#$4%-#($!-3$+"#!2#$
great experiences.

Conclusion and recommendations
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What next for those investing in, 
funding or supporting creative 
businesses? 

Policy and strategy across the arts, 
entertainment, information and technology 
)#+2%")$-##3)$2%$9#$+%C%"3,-!2#3? 
The opportunities for and challenges to 
these sectors arising from issues such as 
4&12,C+:!--#1$4!"5#2,-./$+"%))C81!2*%"4$
consumption and different licensing regimes 
!"#$<#"($),4,1!"?$O2$2:#$<#"($1#!)2/$9#)2/$-#72$
!-3$#4#".,-.$8"!+2,+#$-##3)$2%$9#$):!"#3/ 
!)$,-$"#+#-2$+%C%"3,-!2,%-$9#2'##-$!$-&49#"$
%*$-!2,%-!1$9%3,#)$,-$014$!"+:,<#$8%1,+(?

G-$)%4#$+!)#)$;$*%"$#7!481#/$3,.,2!1$3#1,<#"($
%*$+&12&"!1$+%-2#-2$;$),-.1#C)#+2%"$)%1&2,%-)$
!"#$&-1,5#1($2%$9#$<,!91#$&-1#))$2:#($!1,.-$',2:$
!-3$2!5#$!3<!-2!.#$%*$%8#"!2,%-!1$#*0+,#-+($
*"%4$2:#$:%",W%-2!1$,-2#."!2,%-$%*$)#"<,+#)$
across other entertainment and informational 
+%-2#-2?$G2$',11$9#$#))#-2,!1$2%$!+2,<#1($4!-!.# 
8%"2*%1,%)$%*$+%44#"+,!1$%"$8&91,+$,-<#)24#-2) 
)%$2:!2$)(-#".,#)$!"#$"#!1,)#3$9#2'##-$
previously unconnected types of enterprise.

J%11!9%"!2,%-$!+"%))$3,**#"#-2$8!"2)$%*$2:#$
+"#!2,<#$,-3&)2",#)$;$!-3$9#(%-3$2%$%2:#"$
9"!-3C1#3/$I:#!<(6$2#+:-%1%.($%"$2"!-)!+2,%-!1$
,-3&)2",#)$;$-##3)$2%$9#$8#"4,22#3$!-3$
':#"#$!88"%8",!2#$,-+#-2,<,)#3$9($*&-3,-./$
%2:#"$0)+!1$,-+#-2,<#)$!-3$9&),-#))$)&88%"2?$
The Technology Strategy Board’s own 
IJ%11!9%"!2,%-$O+"%))$[,.,2!1$G-3&)2",#)6$
calls are a good example of this approach 
9&2$!88#!"$+%481#7$*%"$+"#!2,<#$,-3&)2",#)$
81!(#")$2%$9,3$2%?

Q&-3,-.$+!11)$':,+:$8"#C3#2#"4,-#$2:#$"!-.#$
%*$)%1&2,%-)$%**#"#3$9($-!""%',-.$2:#$5,-3)$
of organisations that can apply according 
2%$2:#$2"!3,2,%-!1$4%3#1$%*$3#1,<#"($;$*%"$
#7!481#/$-%2C*%"C8"%02$9%3,#)$%-1($;$):%&13$
9#$!<%,3#3?$Q%"$#7!481#/$2:#$8"%+&"#4#-2$
!88"%!+:$!3%82#3$9($2:#$[#8!"24#-2$*%"$
Education for innovative services for families 
and parents encouraged mixed models of 
private and third sector providers.

Q,-!11(/$8",<!2#$!-3$8&91,+$*&-3#")$-##3$2%$
!)5$8%2#-2,!1$,-<#)2##$%".!-,)!2,%-)$!9%&2$
their use of data to drive innovation and 
of co-design approaches. If they are not 
ahead on data usage, how will they retain 
2:#,"$+%48#2,2,<#$!3<!-2!.#i$G*$2:#($!"#$-%2$
designing with their users, how can they 
guarantee their products and services as 
9#,-.$02$*%"$8&"8%)#i
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V:!99,"$E&))!,-/$()J%1+2+/N0*

V,4%-$K#"5,-)/$X"00,.-1&9/<2+.0/O.,8+2$,0=

Sinead McGovern, M2&*7&0+/T2"$%+30$

V2#8:#-$E!..!"3/$ba+./M2"7%/N,9,0+*

Steve Balshaw, J&64"2*/I,69/I+$0,8&6

Steve Redmond, 
W*-+/C.8+$09+.0/K&.&-+9+.0

Steven Moffat, 01+);72-1F3"F75

Stuart Curran, RE/X+0#"25

Tom Ashworth

Tom Bishop, Y8+26&=/K+*,&

a!1#",#$`"!<#)/$E2&-".!=/J07*,"\I,./<&#

a#"%-,+!$X!))%&3/$E+0,3&

a,+2%",!$B:%4!)/$T"65&/E"0/I&30"2=

Will Buchanan, GTT<^

William Dale, Q;"70,9+-2"7%

William Longden, <1+/H"=/"4/J"7.*

7&#5*/)%03/+-"

(CP<X/0+&9/

Louise Benson, WKQT\K+*,&/I+$0,8&6 

]%9#"2$G-."!4$V4,2:L/M7&2*,&./
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Strategy delivered.

'''?+"#!2,<#,-3&)2",#)52-?%". www.golantmediaventures.com '''?9#2"!-)*%"4!2,<#?+%4

http://www.golantmediaventures.com
http://www.betransformative.com
http://www.creativeindustriesktn.org
file://localhost/Users/amandaberry/Documents/Microsoft%20User%20Data/Saved%20Attachments/www.creativeindustriesktn.org

