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Creativity matters. It matters in art, science, 
culture and, not least, in the economy. In Italy th e 
macro sector of the cultural and creative 
industries in2004 accounted for just over 9% of 
the GDP and employed over 2.5 million people. 
The Italian culture macro sector is one of the 
most important in the world, and we can no 
longer overlook its overall unity and strategic 
value.

Culture, Creativity and Industry: an Italian model



A basic definition of creativity



A basic definition of creativity

Until neurobiology and psychology 
reveal the physical mechanisms (brain 
and body, mind and emotions) of the 
production of creativity, we cannot 
rely on a general theory of creativity. 
For practical purposes, therefore, we 
will refer to creativity as a process and 
to its dependence on emotions and 
the outside environment.



A basic definition of creativity

We will initially refer to a working 
definition made by the Nobel prize winner 
for economics Herbert Simon (1986) and to 
a specific feature of the relation between 
creativity and the outside environment .



capacity to solve problems



For Simon, creativity basically lies in the 
capacity to solve problems. 

"Acts are judged to be creative when they 
produce something that is novel and that 
is thought to be interesting or to have 
social value.

Interesting or valuable novelty is the 
touchstone of  the creative."



Drivers of the demand for cultural 
and creative industries

Technological Innovation Quality
New Economy Internet Traditional Knowledge 
Economy Industrial design
ICT symbolic value

World Demand

Growth in the demand for goods
of the Cultural and Creative Industries
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Creativity for Innovation



The first profile considers creativity and culture 
production as an input of the knowledge society
of communication technologies, of innovations 
and of the content industries. This vision deeply 

informs the British and Scandinavian 
approaches and the approach commissioned by 

the European Union. We will call this model: 
Creativity for innovation

Creativity is defined in relation to innovation 
and to an industrial model of producing cultural 
content. The focus in this approach is on 
scientific research, markets, business, and 
marketing products and creative services. 



In a variation to this approach – elaborated by 
the WIPO and widely present in the American 
experience – the production of culture and 
creativity are enlisted in the development of 
the production of intellectual property. 

The cultural and creative industries taken into 
consideration become a subclass of those 
based on the assigning of copyright: the 
audiovisual sector, film, music, software, the 
performing arts and publishing.



Creativity for social quality



The second profile conceives of creativity and 
cultural production as an input of social quality. 
We will describe this model as 

Creativity for social quality

It mainly refers to the products of culture and 
social life and the sectors expressing them. There 
is a special focus on the world of material culture , 
i.e. the set of goods and services which man has 
produced since the dawn of humanity to modify 
his relationship with nature and society as it 
developed. Today the notion of “material culture”
has been extended to sociological and economic 
analysis and embraces the enormous variety of 
markets of goods and services for people. 



Secondly, some important factors of 
progress in social quality include the 
growth of the content industries (film, radio 
and TV, publishing, software, and 
advertising) and the use and development 
of the cultural heritage (archives, libraries, 
museums, monuments, art, music and the 
performing arts).



Social quality

Social quality may be defined as the extent to 
which people can participate in social, economic 
and cultural life and in the development of their 
communities in conditions, which improve well-
being and individual potential. At the same time 
social quality may be defined as that which 
enables individuals to pursue variable 
combinations of actions both elementary (access 
culture and its various forms and the cultural 
heritage, access the fundamental goods of 
citizenship, enjoy good health and enhance 
human capital) and complex (participate in 
community life and increase capacity to realise 
life aims)



Dashanzi Art District 
Beijing



Creative cities



Some topics

Creativity as a means and not an end

Culture as history and local territory

Creative cities and creative spaces

Cultural districts



This approach enables us to identify an 
Italian model of creativity and of the cultural 
industries, characterised not only by the 
logical coherence between the sectors 
included in the analysis (for example, it 
explains the inclusion of the food industry) 
but also its capacity to go beyond 
considering the impact of the culture 
industries only in terms of markets and 
business in order to highlight their great 
importance for social quality



Made in Italy













The two models – creativity for innovation 
and creativity for social quality – are also an 
example of the North-South geographical 
divide of the creative issue which features 
on the international agenda. In fact, whereas 
the model of creativity for innovation and its 
insistence on technological aspects is 
typical of North European and North 
American countries, the model of creativity 
for social quality and its reference to culture, 
territory, society, cultural districts and 
creative cities seems to interpret better the 
trend of creative processes in 
Mediterranean, African, Latin American and 
Asian countries. 



In this division of the world according to 
models of creativity, Italy has an 
interesting bridging position between 
those who aspire to move the cutting edge 
of technological innovation towards even 
greater success and those who want the 
progress of creativity to be constantly 
informed by ethics, the aesthetic and 
social quality of collective life.

Lastly, both models acknowledge the 
potential of the creative economy to 
generate economic development, income, 
exports and jobs.



Strategies and actions



Creative Italy

Strategies and actions for the growth and 
international positioning of Italy in the 
economy of creativity and the cultural 
industries



The chapter is divided into:

• Ambitions and objectives outlining the 
picture of short-term strategic

expectations which emerged during the 
work of the Commission

• Decisions and actions which the various 
sectors can adopt in their own areas of

competence and governance.



Ambition 1. Greater co-ordination between 
institutions dealing with creativity and the 
cultural industries
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