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Executive Summary

Argyll and Bute Council, with Highlands and Islands Enterprise’s support, want to identify how
culture, heritage and arts can take their rightful position as an economic and tourism generator.
Interlaced within this goal is the role of Gaelic in contributing to tourism and helping sustain and
articulate the area’s identity.

BTS was appointed to research and articulate the strategic action plan for culture, heritage and the
arts, which it has done after widespread consultation with people and organisations in the sector
through October 2013 to February 2014. The report identifies the current situation in the sector(s),
cataloguing strengths and weaknesses, opportunities for the future and their potential contribution
to Argyll and Bute’s success, visibility and stand-out.

Argyll and Bute’s geographical characteristics pose significant policy and service delivery challenges,
in terms of communication, accessibility, economic development, retaining population and
generating and delivering consistent and integrated standards of service delivery. The relevance of
population loss to culture, heritage and arts policy and intervention is demonstrated by the OECD’s
view that creative industries (which includes heritage) contribute to economic development,
regeneration, the competitiveness and attractiveness of an area. Yet, while the economic and place
competitiveness values of the sector are important, we also need to reflect on the social,
educational, regeneration and life enhancing features of culture, heritage and arts.

Current Position

For the Argyll and Bute local authority area, the estimate of those working in the sector is 1% of the
Scottish total, or 844 people — this is very likely an underestimate, with many people in the sector
“hidden”. Even so, this is almost 2% of the estimated 43,000 economically active people in Argyll.
Our electronic survey, sampling 140 relevant people and organisations in the arts and creative
industries in Argyll and Bute, identified 924 people employed by them and 2,741 volunteers, which
even accounting for many people with multiple volunteering roles, is a highly significant
“unrecorded” resource. From published data we estimate an annual turnover of between £63m and
£120m p.a.

The Argyll and the Isles Strategic Tourism Partnership (AISTP) and its delivery body, Argyll and the
Isles Tourism Co-operative Ltd (AITC) have established a highly effective partnership model that
focuses on the strategic, communicates with the regional and sub-regional (through the local
tourism groups) and develops and delivers new product development and marketing to customers.
The structure has been highlighted as a potential model for the organisation, management and
delivery of the strategic action plan for culture, heritage and arts and to help develop and position
Argyll and Bute’s cultural tourism offer.

Consultations

These comprised an electronic survey where 140 enthusiastic and creative responses were
generated, plus meetings, face to face and telephone consultations with national and local
stakeholders and bodies. A series of 4 workshops were held in Colintraive, Tarbert, Oban and
Helensburgh. The results of the consultative processes feed into our evaluation of the way forward
for the sector in the area.

The largest groups of respondents in the survey were individual artists, representatives of museums
and heritage organisations, craftmakers and arts organisations. Respondents in the survey identified
what they thought were major opportunities, weaknesses and their priorities to be addressed.
Workshops meanwhile reviewed how to resolve local needs with an Argyll-wide approach to
developing the sector, together with management and delivery challenges for the strategy.
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Policy Context

The policy context for cultural and heritage development is complex. The main report explores the
links with Scottish Government Economic Strategy, Argyll and Bute’s Single Outcome Agreement and
Community Plan and the policies of Creative Scotland, Historic Scotland, Museums Galleries
Scotland, VisitScotland and Highlands and Islands Enterprise.

Vision and Strategic Priorities

The culture, heritage and arts sector has considerable presence but is not well understood in its
totality in Argyll and Bute. Its fragmented nature, ubiquitous spread across Argyll but lack of focus
give limited visibility for the people working in the sector and the absence of a voice to articulate
and advocate their needs. So many people in the sector are artists or craftmakers, absorbed in their
own creative processes and outputs, or are volunteers working under pressure and unpaid. So, as
one consultee suggested:

“We live in a vibrant area, but joining the dots is difficult.”

Our vision, supported by the views of our consultees, is that the sector has to organise itself, in order
to promote its virtues, its contribution to Argyll's self-belief and market profile and to address
shortfalls and barriers - market failures — that inhibit success, growth and satisfaction. Doing nothing
isn’t a viable proposition.

The vision for the creative industries is:

To establish the whole of Argyll and Bute as an area of cultural and artistic excellence, in
order to release their full economic and social value.

The strategic priorities for the culture, heritage and arts across Argyll and Bute focus on:

1. A limited number of actions, that while maybe ambitious in nature, are considered achievable
within a 3 to 5 year period (the detailed actions are spelt out in the plan at section 10);

2. A higher profile and visibility for the sector, giving it voice and the opportunity to advocate
resources to meet needs across the sector;

3. The recognition that the creative industries are an important economic driver and contribute to
tourism’s cultural offer;

4. To promote co-operation across the sector in the development and delivery of projects;

5. A structure and delivery mechanism that encourages local engagement and supports local
development of the creative industries while mobilising local people to take a pan-Argyll
approach to priorities and actions.

Delivery Structures: the Cultural Assembly

There is so much enthusiasm and creative ability amongst people working across culture, heritage
and arts in Argyll and Bute. Yet the area’s visibility and the internal connectedness of people working
in the sector are weak, despite some well-developed networks. The strategy’s importance lies in
providing a rationale for the sector, to help galvanise resources and help people working around
these themes to find a voice. This process will strengthen Argyll and Bute’s competitive advantage
and provide a stronger incentive, and encouragement, for creative people to make their art and for
vulnerable organisations to be strengthened.

The Council initiated a Cultural Assembly gathering in 2013; BTS’s remit has included testing whether
and how this might play a delivery role. Our view is that it serves as the foundation for building local
and Argyll and Bute-wide delivery structures. This will take time to develop and needs energy and
commitment.
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A membership organisation is favoured with a “hub and spokes” model of local groupings in 8 areas
(mirroring AITC's areas), interwoven with an art form/thematic representation on the (current)
steering group. Developing a company or co-operative structure will allow the cultural assembly to
develop projects and attract or bid for funds, with the steering group transforming into the board.
The Council would participate in, but not chair, the assembly. A high profile chair who is passionate
about the sector, but has no personal interest, needs to be found.

Cultural Assembly hub and spokes model representatives on the steering group/board

Geography Art form/themes
e Mull, lona, Tiree & Coll * Dance and Drama
* Oban & Lorn * Film, Digital and Literature
¢ Inveraray, Kilmartin Glen & Knapdale (Heart * Music
of Argyll/ Mid Argyll) e Visual Arts and Crafts
* Cowal * Gaelic
e Kintyre & Gigha * Heritage
* Bute
¢ (West) Loch Lomond & Clyde Sea Lochs * Argyll and Bute Council
¢ Islay, Jura & Colonsay ¢ Argyll and the Isles Tourism Co-operative

The role and remit of the assembly would be:

1. Leadership and advocacy: mobilise key people to represent the needs of the sector;

2. Strategic Development: to encourage local development of the sector and prioritise ideas
from geographic and sectoral groupings that have Argyll and Bute-wide application;

3. Sharing knowledge and expertise: helping collaboration through the exchange and share of
knowledge and expertise;

4. Networking: finding ways for those in the sector to work with each other;

5. Internal communications: using the Internet and meetings, create mechanisms that
encourage people to talk to and work with each other;

6. Funds and Funding: identify resources can be found to deliver key priorities, including
support staff.

Next Steps

The next steps comprise finalising the plan and testing and generating support for the development
of the assembly, along the lines outlined.

BTS, March 2014
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1. Introduction

The importance of culture, heritage and the arts lies in their contribution to wealth creation and jobs
and as a means of expressing and promoting cultural identity and pride. They support the dispersal
of economic activity and create opportunities for self-expression, cooperation and collaboration in
rural and remote areas, while also helping to create new and sustain existing facilities for residents.

In Argyll and Bute, there is both a major imperative and a major opportunity for the combined
attributes of culture, heritage and arts to be used to attract visitors and to help sustain population. It
is crucial that Argyll and Bute adopts and promotes drivers that will generate revenue and radically
address the trend of projected population loss. It is our contention that the area’s cultural offer can
contribute to these strategically critical tasks.

Argyll and Bute Council, with Highlands and Islands Enterprise’s support, want to identify how
culture, heritage and arts can take their rightful position as an economic and tourism generator.
Interlaced within this goal is the role of Gaelic in Argyll and Bute, as a community resource, arguably
as the crucible for the language’s development® and as an indigenous attractor or driver for tourism.

In September 2013, The Council appointed BTS to research and articulate this strategic action plan
for culture, heritage and the arts. A number of tasks were defined by the Council in the commission
to look at the breadth and depth of the sector in Argyll and Bute, including:

e An audit of heritage, arts, culture, and Gaelic organisations and sites within Argyll and Bute;

e Articulate their relationships to and interdependency with the regional visitor economy;

e |dentify best practice models from other comparable geographic areas addressing cultural
and creative opportunities;

e |dentify how culture, heritage and arts can generate stronger collaborative working with
stakeholders in Argyll and partners at a national level;

e Develop an action plan translating the strategy into priorities and investment needs;

e Articulate the economic contribution of culture, heritage, arts and creative industries in
Argyll and Bute including the potential increase in cultural tourism;

e Suggest a model of governance for a sustainable umbrella organisation for the sector and
establish how it will work with other partners’.

Our approach to the tasks has been to conduct face-to-face and telephone interviews with national
and local institutions, organisations and key players; invite contributions and expression of views in
an electronic survey; conduct desk research and hold series of interactive, facilitated workshops.

This report is the outcome of this research and analysis. The role of the report is to articulate the
current situation of the sector(s), identifying their strengths and weaknesses, opportunities for the
future and their potential contribution to Argyll and Bute’s success, visibility and stand-out. We
address priorities, delivery and organisation and management.

Many people and organisations have contributed enthusiastically to our work, prompted by their
commitment to see positive change (Appendix 1). We thank everyone who has aided our thinking.

! Through the Kingdom of the Scots
2 Including and in particular the Argyll and the Isles Strategic Tourism Partnership and Tourism Co-operative
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2. Background: the Importance of Cultural and Creative Industries

The geographical characteristics of Argyll and Bute pose significant policy and service delivery
challenges, in terms of communication, accessibility, economic development, retaining population
and generating and delivering consistent and integrated standards of service delivery. Argyll and
Bute is the second largest Scottish local authority by area, the third sparsest by population density,
with 25 inhabited islands. One of the most significant challenges that faces the region is population
loss.

The population of Argyll and Bute was 88,166, in the 2011 census. This is a reduction of 3.4% on
2001, and projections are, that by 2035, the population will have reduced by a further 7.2% to
82,754. This is against projections of 10% growth in the overall Scottish population. The projected
drop is the 4th largest in Scotland and masks demographic changes, with growth in the number of
people of pensionable age (an ageing, and by implication, dependent population segment) and
overall growth in the Oban and Lorn area of 4.3%’. The key issue for the authorities is how to build
on Oban and Lorn’s success while also turning round the position in areas where decline is
projected, all the while maintaining service delivery standards.

The relevance of population loss to culture, heritage and arts policy and intervention is
demonstrated by the OECD’s view that creative industries contribute to economic development,
regeneration, the competitiveness and attractiveness of an area”.

The importance of culture, heritage and arts, or creative industries, is further highlighted by many
bodies’:

« UNCTAD (the UN’s trade and development body) says: “The creative economy has become a
topical issue of the international economic and development agenda, calling for informed
policy responses in both developed and developing countries.” In 2005 the creative
industries accounted for 3.4% of world trade, $424 billion of exports and an annual growth
rate of 8.7% between 2000 and 2005°.

+ UNESCO meanwhile positions culture at the heart of development policy, exemplified by the
focus on capitals of culture and world heritage sites’.

e The European Commission has been encouraging national governments, the cultural sector
and EU institutions to jointly promote culture as a catalyst for creativity and innovation
which are key drivers to regeneration, competitiveness and economic growth®.

e DCMS estimates that creative employment provides around two million jobs in the UK and
employment in the sector has grown at double the rate of the economy as a whole®.

3 Source: National Records of Scotland (formerly General Register Office for Scotland)

4 Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy , Hendrik van
der Pol, Director, UNESCO Institute for Statistics, Canada;

5 Sources are catalogued in Appendix 2

6 UN’s Creative Economy Report, 2008

7 www.unesco.org/new/en/culture/themes/culture-and-development

8 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural
infrastructure,  cultural  heritage and cultural services. Source: http://ec.europa.eu/culture/our-policy-
development/european-agenda en.htm

9 http://old.culture.gov.uk/what we do/creative industries/default.aspx#Creative
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» Creative Scotland and Scottish Enterprise assessed the value and contribution of the arts and
creative industries to the Scottish economy — assessed to be £7.2billion p.a. and 84,400 jobs;
these figures including the heritage sector’s contribution™ .

* In the 2011 Scottish Government’s Scottish Household Survey, 87% of survey respondents
indicated that they had engaged in culture in 2011, either through attending or visiting a
cultural event or place or participating in a cultural activity. The most popular forms of
cultural attendance for Scottish people are the cinema (54%) and live music events (31%),
but there is also a high level of satisfaction accorded to libraries, the theatre and museums

and galleries™.

In terms of the impact of culture, heritage and arts on the visitor economy, The Heritage Lottery
Fund sought an evaluation of the impact of heritage tourism (both built and natural and each
separately) and in 2013 judged that the heritage-based tourism economy directly accounts for at
least £5 billion in GDP and 134,000 jobs across the UK™.

VisitBritain assessed the competitive dimensions of the overall UK nation brand, the UK ranked 4th
out of 50 nations in terms of a 'Tourism' brand and also for 'Culture', while our 'rich in historic
buildings and monuments', ranked 5th™*.

In studies as far afield as Cornwall, Ontario and Australia, cultural tourism impacts are positive on
locations, in terms of visitation, economic value, reputation and motivation or support for local
people to develop cultural tourism product. Equally, the Local Government Association has a
number of studies that reinforce the benefits and positive impacts of cultural tourism™.

Defining the Cultural and Creative Industries

The definition of what constitutes the cultural or creative industries falls into a long standing debate
and reflections on methodology. Suffice it to say that the creative industries don’t actually get their
own section in the Office of National Statistics’ listings of economic outputs for the UK. So, over the
years, the UK DCMS™ has identified appropriate data and Creative Scotland, Scottish Enterprise and
Highlands and Islands Enterprise have largely taken their analyses from these and adapted them.
The growth (and convergence) in recent years of digital, broadcast, animation and other
contemporary media highlight the need for redefinition of the sector.

We've used the now-accepted Creative Scotland definition (Appendix 3), but more importantly for
Argyll and Bute our audit of cultural assets (Appendix 5) and electronic survey responses (Section 4)
below) highlight the make-up of the creative and cultural industries in Argyll and Bute.

Tourism Intelligence Scotland has a useful and accessible definition of Cultural Tourism®’: In broad
terms, it includes:

10 Economic Contribution Study: an Approach to the Economic Assessment of the Arts and Creative Industries, June 2012
11 These figures rise to just short of £12.5billion and 129,700 jobs when including indirect and induced impacts
12Source: TIS

13 Source: HLF: The Economic Impact of the UK Heritage Tourism Economy, Oxford Economics, 2013

14 http://www.visitbritain.org/insightsandstatistics/visitoreconomyfacts/

15 http://www.local.gov.uk/culture-tourism-and-sport/-/journal_content/56/10180/3517058/ARTICLE

16 The UK Government’s Department of Culture Media and Sport

17 Tourism Intelligence Scotland, Events, Festivals & Cultural Tourism in Scotland, 2012
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« e Built, natural and historical heritage (buildings, gardens, castles, stately homes)
« e Cultural heritage (museumes, galleries, traditional arts, culinary culture)
« e Contemporary culture (music, film/TV, fashion, performing arts)

Cultural providers include museums and galleries, arts centres, artists’ studios, theatres and visitor
centres.

While the economic and place competitiveness values of the sector are important, we also need to
reflect on the social, educational and life enhancing features of culture, heritage and arts. Indeed, if
they are to contribute to Argyll and Bute’s attractiveness and competitiveness, addressing these
dimensions is crucial. As the UN and UNESCO say:

“..unlocking the potential of the creative economy also means promoting the overall
creativity of societies, affirming the distinctive identity of the places where it flourishes and
clusters, improving the quality of life there, enhancing local image and prestige and
strengthening the resources for the imagining of diverse new futures.”*®

While maybe not a popular theme with policy makers and administrative organisations — not least
because it is difficult to measure — cultural development is a means of achieving and contributing to
spiritual, moral, emotional and intellectual progress, while facilitating self-expression, what we
should call quality of life factors. We subscribe to the view that a major challenge is to convince
political and policy decision-makers in Argyll and Bute to prioritise cultural development, especially
since the sustainability and viability of the region is jeopardised by threats of population loss.

These are views that are reinforced and supported by those we consulted in the process of this study
(of which more below).

18 United Nations Creative Economy Report 2013 Special Edition
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3. Baseline — Where Are We Now?

The creative and heritage industries in Argyll and Bute have gone through several attempts to
galvanise, organise and promote them: there is an underlying recognition that the sector contributes
something really important to Argyll, but this has been inadequately articulated and addressed in
the past. The sector is intuitively acknowledged as being an integral part of the community and
visitor economy and offers real opportunities at both local and pan-Argyll levels. It's easier to
articulate these within a local community (indeed several respondents to the survey and
consultation articulate their local attributes), but it is patently harder to identify and mobilise these
strengths across the region. We think that this is because of the geographically fragmented nature of
the area (making it harder to generate a pan-Argyll perspective) and the disaggregated definition of
what constitutes the creative industries or cultural offer in the area.

It’s important first of all to restate what makes up the culture, heritage and arts assets of the area.
As we state above, we adopt the Creative Scotland and Scottish Enterprise definition, now generally
accepted across government in Scotland (see Appendix 3): this includes all aspects of the visual arts,
performing arts, audio-visual and digital, writing and publishing, heritage and cultural education.

Because of the fragmented nature of the sector(s), its visibility in Argyll and Bute has not been as
great as other (better organised) sectors — farming, forestry, manufacturing etc. The 2012 analysis of
the economic contribution of the arts and creative industries (which includes heritage)*® used
published statistical data” to estimate employment and value of the sector for Scotland and by local
authority area. Total employment in 2010 across Scotland was estimated at 84,400, of which 6,500
were self-employed (“working proprietors”). For the Argyll and Bute local authority area, the
estimate of those working in the sector is 1% of the Scottish total, or 844 people, although this is
almost certainly an underestimate®. This is still almost 2% of the estimated 43,000 economically
active people in Argyll*>.

In 2008 (the latest date for available data) there were an estimated 12,000 business units in the arts
and creative industries across Scotland, of which Argyll and Bute held 1.9% or 228 business units.

There are obviously methodological issues associated with this analysis and as a Creative Scotland
(and partners) economic impact case study of Eilean Siar”® suggested, with direct application to
Argyll and Bute:

“...official employment data is subject to limitations in the context of the Arts and Creative
Industries, with elements of activity and employment remaining “under the radar”. In
particular, the capture of the self-employed, portfolio lifestyle employment.....remain
problematic.”

19 Creative Scotland (in partnership with Scottish Enterprise): an Approach to the Economic Assessment of the Arts and
Creative Industries, June 2012

20 SIC codes, DCMS Creative Industry mapping project 1998, DCMS Creative Industries economic estimates 2011, ONS
Annual Business Survey, Business Register Employment Survey

*! Because of “hidden” characteristics of the sector — people working on their own, in multiple jobs, as volunteers etc.
22 www.argyll-bute.gov.uk/info/economy
23 Creative Scotland (in partnership with Scottish Enterprise): economic impact case study in Eilean Siar, June 2012
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5% of jobs in the Western Isles (390), £24m annual turnover and £11m GVA (or 3% of total) were
ascribed to the creative industries in the area. But here, we should add that the focus of many
community based organisations with heritage interests are likely to also be “under the radar” and as
our survey shows, the number of volunteers working across the sector suggests significant
commitments that are unrecorded in official statistics.

Our electronic survey, sampling 140 relevant people and organisations in the arts and creative
industries in Argyll and Bute, identified 924 people employed by them and 2,741 volunteers, which
even accounting for many people with multiple volunteering roles, is a highly significant
“unrecorded” resource.

What’s the estimated value of the arts and creative industries in Argyll and Bute? In terms of
monetary value, across Scotland, the arts and creative industries are estimated to provide “gross
value added®” of £3.2billion in Scottish output (or ¢3.2% of the economy) in 2010. In terms of
turnover (a more readily understood terminology) the arts and creative industries were valued at an
estimated £6.3billion p.a.

With Argyll and Bute’s proportion of employment in the arts and creative industries being estimated
at 1% of the Scottish total and the proportion of business units being 1.9%, we might hazard a GVA
value of between £32m and £60m and a turnover value of £63m and £120m p.a. This assumes a
directly proportionate allocation of value without any analysis of the size of business units or sectors
they are in, which would require significantly more detailed survey work beyond the scope of this
commission.

We emphasise the inherent methodological and statistical weaknesses of the estimates of
employment and value, emerging from these studies. The data from our survey is reliable, with
caveats being that this is what people told us and the size of the sample who volunteered to
contribute to the survey.

Cultural Assembly

The acknowledged, but uncatalogued strengths of the culture, heritage and arts sector in Argyll and
Bute, referred to above, led the Council in 2013 to facilitate a meeting and initiate a dialogue about
the way forward for the sector. The establishment of collaborative working models, the economic
development and tourism growth of the sector and attracting customers or audience development
have become agenda items. A steering group was established as a precursor to a potential umbrella
body to carry forward development work and oversee the Council’s commission, with Highlands and
Islands Enterprise support, of this assessment.

The brief for this assessment includes the definition about the best delivery mechanisms and
potentially, the membership, role and focus of an assembly body. Our findings and
recommendations are detailed below.

Tourism

24 GVA is the standard measure used in official statistics to measure the economic value or contribution of industries to the
economy. It is defined by turnover minus the value of bought-in services and goods needed to produce their outputs

March 2014 Page 6



btseee

thinking planning doing

Strategic Action Plan for Culture, Heritage and Arts in Argyll and Bute

Partly because the origins of this assessment include the economic value of the culture, heritage and
arts to Argyll and to the visitor economy, we want to explore tourism performance in the area. In
terms of consumer interest, VisitScotland’s regional analysis for Argyll and the Isles extends some
distance beyond the boundaries of the local authority area to include Stirling, Loch Lomond and
Forth Valley (this being the smallest regional dimension such data is collected.). The data for 2010
(the latest year data is available for) provides a useful insight into tourism demand and
characteristics for the Argyll and Bute area.

The wider area attracted 1.8 million visitors in 2010, spending £392 million, with 52% of visitors
originating from Scotland, 32% from the rest of the UK and 16% from overseas. 44% of visitors are
touring Scotland; 66% visit an island, most notably Mull. 66% of visitors are staying one or more
nights (i.e. not on a day trip), with the average stay amongst these visitors being 4.8 nights®.

94% of visitors were satisfied and 96% will definitely/probably recommend Argyll & the Isles based
on their experiences in the area. While 70% of all visitors will definitely/probably revisit Argyll & Isles
in the next 5 years, this proportion varies from 73% of UK residents to 54% of international visitors.
Negative comments from visitors relate to travel and cost of accommodation.

VisitScotland estimate that the economic value of tourism in 2010 to the local authority area was
£184m, of which £143m was from domestic visits and £41m from international. 79% of visitors were
thought to be repeat visitors compared to 21% being new visitors. While history was cited as a
motivator for visiting Argyll and Bute (by 14% of visitors in the survey®), there are no other
mentions of culture or the arts®’. Across Scotland, once visitors are here, 48% visit historic houses or
castles. In Orkney 51% of visitors are motivated to visit by the area’s history and archaeology®.

VisitScotland estimated 5,200 jobs in tourism in Argyll and Bute in 2008.

Visitors’ interest in Gaelic, researched by VisitScotland, found that 13% of visitors interviewed stated
they were very interested in Gaelic language and culture and would like to learn more. A further 38%
were fairly interested. 32% stated they were not very interested and 14% not interested at all.

The Argyll and the Isles Strategic Tourism Partnership (AISTP) and its delivery body the Argyll & the
Isles Tourism Co-operative Ltd (AITC) have established a highly effective partnership model that
focuses on the strategic, communicates with the regional and sub-regional (through the local
tourism groups) and develops and delivers new product development and marketing. These latter
components of the tourism picture necessitate the engagement and commitment of stakeholders
who effectively “own” the product. The structure and vitality associated with the AITC have resulted
in focus and significant elevation of Argyll and Bute’s visibility. The structure has been highlighted as
a potential model for the organisation, management and delivery of the strategic action plan for
culture, heritage and arts.

The intersection between and interaction of tourism and creative industries lies at four levels:

25 This data is from summer visitors, the survey on which the data is based taking place between July and October
26 2011

27 This data from VisitScotland’s Chief Executive’s presentation to the AISTP 2012 meeting

28 Source: 2012/13 VisitScotland survey
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1. The engagement, involvement and often leadership of the sector in the development and

promotion of locally-based products and services, relevant to visitors;

Engagement of individual artists and craftspeople in events, festivals and community based
activity;

Museums and galleries and other organisations and individuals in the sector operating
within the tourism market;

Development of pan-Argyll cultural tourism product offer to the visitor with significant
benefits to the visibility and perceptions of Argyll and Bute and subsequently to the area’s

brand and marketing presence.

In the last of these, the specification of Argyll and Bute’s cultural tourism offer still needs defined.

AITC is currently (March 2014) looking at the theme and we anticipate that the outcome of our

work, reviewing the sector and planning for its way forward, will integrate with AITC's to give a

stronger cultural tourism product offer.

Direct links between a successful tourism industry, or successful cultural community, and stemming

population loss are hard to establish quantitatively, but intuitively, strengthening of communities,

economic activity, employment and caring and positive promotion of heritage and culture add value

to communities. As the UNESCO states:

“Its (creative industries) diverse manifestations — from our cherished historic monuments
and museums to traditional practices and contemporary art forms — enrich our everyday
lives in countless ways. Heritage constitutes a source of identity and cohesion for
communities disrupted by bewildering change and economic instability. Creativity
contributes to building open, inclusive and pluralistic societies. Both heritage and creativity

lay the foundations for vibrant, innovative and prosperous knowledge societies.”*

29 http://en.unesco.org/themes/protecting-our-heritage-and-fostering-creativity#sthash.bapebtXe.dpuf
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4. Report of Consultations

We summarise here the outcomes of our online survey of individuals and representatives engaged in
culture, heritage and arts in Argyll and Bute; the full survey results are available separately.. Here
we want to pick up on key issues and responses which have implications and repercussions on the
way forward for the cultural offer and the management and delivery of added value for the creative
industries in the region. Desk research, face to face and wider consultative meetings (at Colintraive,
Tarbert, Oban and Helensburgh) add to the analysis.

The survey was designed to ask opinion and the quality of responses and 140 completed responses
make this a robust dataset. The largest groups of respondents were individual artists,
representatives of museums and heritage organisations, craftmakers and arts organisations. We also
asked respondents to amplify or qualify what they did and whether they are volunteers. At least 30
people are volunteers or work for volunteer bodies (e.g. museum). Many others play multiple roles —
being members (or volunteers) with e.g. arts organisations or in community development.

We asked how many people work within their organisations — 89 respondents said they employed
924 people between them, including seasonal and part time staff, averaging just over 10 people
each. We would estimate that many sole traders did not respond, while voluntary organisations
won’t have paid staff.

We also asked how many volunteers work with respondents: of the 88 respondents who answered
this question, they have 2,741 volunteers, including those on boards or management committees
(we excluded the national organisation that said “hundreds”).

Major Opportunities

One of the core objectives of the survey was to find out what those engaged in culture, heritage, arts
and Gaelic communities think are the major opportunities in these areas for Argyll and Bute. 133
responded to this question.

What cannot be doubted is the enthusiasm and commitment of respondents. There are some
unifying themes for the whole of Argyll and Bute, yet people reflected on the role of their own
organisation, or themselves as sole traders/individuals, as well as focusing on their local area, with a
passion and imagination that leaves no doubt about their commitment and connection to the area,
and to their own contribution to it.

We offer a summary of comments here.

“...increasing visitor numbers and also increasing pride in local history and heritage.”

“One of the other major assets of the area is the massive amount of voluntary time everyone
(gives), from artists, to museum managers, curators, and volunteers.”

“To develop a stronger sense of place....”

“The potential to seriously enhance the tourism experience by better presenting and making
the arts heritage and culture resources available and accessible.”
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“There is a lot of talent out there, and this can be locally harnessed if funded properly and
supported in a structured way.”

These aspirations are complemented by compelling views about opportunities - at a local level and
across Argyll and Bute - for building on the culture, heritage and art attributes of Argyll. The specific
assets of, amongst others, Dunoon, Kintyre, Colonsay, Kilmartin, Tarbert, Campbeltown,
Helensburgh and Oban were expressed in the survey as was the opportunity to build on existing
events, on the Gaelic roots of the region, on pilgrimage tourism, the area’s beauty, prehistoric
landscapes, pre and Christian assets and archaeology and the need to bolster broadband and
internet services. Other demands/opportunities are for exhibition spaces, creative hubs and quality
arts venues with experienced staff, building on open studios events and e.g. the existing ArtMap.
There was a strong sense of commitment and ambition for the development and use of local
buildings, many already the focus of e.g. Heritage Lottery Fund or Council programmes (through
CHORD).

Other pertinent comments include:

“Argyll has a unique and extraordinary natural environment of national importance. It is
home to a prehistoric cultural heritage of national and international importance. The arts
and the Gaelic language are an extension of visual descriptions inspired by this place. There
is huge potential to develop the arts further but it needs support and vision. The arts could
play a key role in marketing Argyll ......many artists working in Argyll .... are not regularly used
in tourism marketing.”

“Our cultural Heritage abounds with significant buildings, monuments, artefacts, traditions,
language and interest in genealogy. The natural heritage is second to none with significant
landscape, seascape and biodiversity.

“The historic and natural environment has so much potential in Argyll and Bute and there is
enormous scope for it to contribute significantly more than it already does in terms of using it
as resource to help attract people and businesses to the area.”

Barriers and Threats

We also asked what respondents thought are the major barriers and threats facing culture, heritage,
the arts and Gaelic in Argyll and Bute.

The transport system and infrastructure figured greatly in people’s views of barriers, with the
limitations of the geography of the mainland and islands of Argyll and Bute, further degeneration in
the A83, the costs and timetabling of ferries, lack of availability of evening and night time public
transport systems limiting access to events for residents. Some people mentioned fuel prices being a
constraint.

A number of respondents in our survey perceived the local authority’s failure to take a leadership,
strategic or policy role in culture, heritage and the arts. This stems from the local authority’s
perceived lack of appreciation of the importance of culture, heritage and arts in the economy or as
an economic regeneration tool and its inconsistent approach to investing in the sector. Other
barriers were cogently and sometimes succinctly expressed:
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“Many of the organisations delivering cultural services to the area work on a voluntary basis.
Strategic planning and getting access to expert advice can be a barrier to developing projects
with a feeling of real quality and sustainability.”

“Partnership working between the voluntary sector the council and tourist agencies may be
go some way to improving the quality of the town scape and visitor experience, but it will
only work if there is an ambition to use the local cultural heritage and arts to achieve this.”

“Abysmal lack of Internet connections or poor supply of Internet speed.”
“Lack of joint working; lack of imagination; low horizons.”
“Apathy and lack of cooperation...”

“Running costs, maintenance costs, accommodation costs, travelling costs and limited
income opportunities for a large number of organisations, clubs and events all supported by
a relatively small static population which grows slightly in the summer but shrinks back in the

winter months.”

The Importance of Culture, Heritage and Arts in Argyll and Bute

We asked a question about respondents’ views on the importance of culture, heritage and the arts.

The following table gives an overwhelming endorsement of our survey participants’ attitudes

towards the sector (in our experience these are very high “Rating Averages”):

- & . o
g £ g 5 &
) 8 o
s | E 5 2 2
> 2 £ E =
g 3 S & &

Their importance to the area’s identity, character | 84.5% | 15.5% | 0.0% | 0.0% | 0.0% 485

and appeal? (120) | (22) (0) (0) (0) ’
82.9% | 12.9% | 2.9% | 0.7% | 0.7%

L . . . 5

Their importance in attracting visitors to the area- (116) (18) (a) (1) (1) 4.76

A strategic approach to culture, heritage & the arts | 78.9% | 14.8% | 4.2% | 1.4% | 0.7% 4.70

in Argyll and Bute? (112) (21) (6) (2) (1) ’

Their importance at a social level and their | 70.4% | 27.5% | 2.1% | 0.0% | 0.0% 468

contribution to education, well-being and health? | (100) (39) (3) (0) (0) '
53.2% | 39.0% | 6.4% | 1.4% | 0.0%

. . 5

Their importance to residents of Argyll and Bute? (75) (55) (9) 2) (0) 4.44

How important is tourism & the attraction of | 65.5% | 20.9% | 6.5% | 5.8% | 1.4% 443

visitors to your own activity/ organisation? (91) (29) (9) (8) (2) '

Are Gaelic traditions, culture & organisations | 39.4% | 31.0% | 23.2% | 2.8% | 3.5% 4.00

important to the area’s identity & character? (56) (44) (33) (4) (5) '

How the Strategy could help Respondents
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We wanted to introduce survey participant to the concept of a strategy for the sector(s) and asked
what they thought the strategy could do for them, as individuals or organisations. The table
catalogues the responses of those who answered this question:

Table 2 How do you think the strategy could help to support you, your business or organisation?

(Tick all that apply.)

Help communication and networking 84.8%
Support regeneration 80.4%
Make the area more attractive for tourists 76.1%
Offer more marketing opportunities 73.2%
Raise the agenda with government and funding bodies 72.5%
Help sustain communities 71.7%
Encourage more talent 69.6%
Contribute to educational objectives 67.4%
Encourage "new" activities in the area 67.4%
Give more choices to residents 54.3%
Promote volunteering 44.9%

What the Strategy should Include

We wanted to find out what people thought should be in the strategy and what their “bid idea”
might be, to advise how the strategy is developed and what its role and remit should be.

Mentioned by several respondents is the need for leadership and effective coordination:

“The ability to think big, to fund raise effectively into Europe to recognise the Arts as a
generator not a drain...we primarily seek funding rather than skills development.”

“We could benefit from an overall leader or mentor, with hands on experience in the culture
and heritage sector, who is energetic and resourceful.”

“A Festivals Edinburgh approach for the Arts in Argyll - that is strategic, visionary,
aspirational, mutual.”

High amongst the brief from respondents is the focus on buildings within local areas, resources from
which cultural activity can flow — public gallery space, a print studio, exhibition space, flexible
display/exhibition space, space for crafts, well-resourced performing venues. As one respondent put
it:

“Improving the provision of cultural spaces in the area, both in terms of producing dedicated
provision, but also examining ways of using existing spaces better and facilitating more
creative ways of using other locations such as historic sites, empty business premises and
public spaces in towns for cultural activity.”

Although one participant in the survey said:
“We simply don't need more buildings!”

Other proposed components for the strategy are:
“Marketing, networking, funding, gallery space.”

“Technology - for us this is FAST broadband.”

March 2014 Page 12




Strategic Action Plan for Culture, Heritage and Arts in Argyll and Bute

“..a database of local arts practitioners...

”

bts)

thinking planning doing

“More joined up collecting policy for the area. A fit for purpose repository for archaeology.”

“Need more support (funding and advice/skills) to community organisations to help them

become visitor attractions.”
“Funding is primary.”

“Audience development.”

“Any marketing, training or funding could only benefit the existing community arts
organisations, bands and music clubs in the area.”

And almost inevitably:

“That the local authority actually invests in supporting the development of the sector.”

“To have an ABC committee entirely dedicated to culture and heritage would be a big step

forward.”

Collaboration

We wanted to see what experience people had in collaborating, as well as their ambition or desire

for more.

Have you ever worked with your local tourism
marketing organisation?

52.6% (72)

39.4% (54)

3.6% (5)

4.4% (6)

Have you ever worked with local tourism
providers (e.g. hotels, visitor attractions)?

71.5% (98)

23.4% (32)

1.5% (2)

3.6% (5)

If you have worked with either, was it a
satisfactory/successful experience?

58.8% (77)

11.5% (15)

10.7% (14)

19.1% (25)

Do vyou plan to work with tourism

organisations/providers in the future?

70.8% (97)

8.0% (11)

16.8% (23)

4.4% (6)

We explored attitudes to collaboration and partnership further, with strong endorsement from

respondents of the principle.

YES NO UNSURE
We need more collaboration across culture, heritage and arts | 90.5% (124) | 2.2% (3) 7.3% (10)
We need more leadership in culture, heritage and arts 83.7% (113) | 5.2% (7) 11.1% (15)
We need more c.oIIaboratlor.l between the culture, heritage 93.2% (124) | 2.3% (3) 4.5% (6)
and arts community and tourism?
Would yo.u be interested in becoming part of a new cultural 66.2% (90) 8.8% (12) | 25.0% (34)
partnership for Argyll?

Cultural Partnership or Assembly
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In the survey, we received strong endorsement of the need for and role of a cultural partnership,
including:

“Innovating and internationalising our various traditions.”

“Finding and enveloping audience locally (coordination, better facilities, better business
models) and globally -accelerated broadband connectivity for the creation and distribution of
culture, heritage and arts.”

“Supporting the artists in marketing and exhibiting their work in prime tourist locations.”

“Joint working, a voice in tourism.... county wide collecting policy, training, and skills
development....”

“Networking and coordination...”
This was tempered by the incisive comment:

“I am not sure that such a wide remit for one organisation is useful - I’'d be worried that the
quality of the focus/development on any one element might be lost? | feel a community
development approach to the issues would be more useful e.g. looking at cultural heritage,
natural heritage, arts etc., with an overarching ‘assembly’ ensuring cross fertilisation and
joint working??”

The workshops particularly explored the representation on, role and remit of a Cultural Assembly*°
and the positioning of the local authority in relation to the assembly. A small number of delegates
didn’t like the terminology or name of the Cultural Assembly itself, but most saw the opportunity to
build up an influential body, representative of the wide interests in culture, heritage and the arts
from across Argyll and Bute. The workshops thought that the assembly must be focussed and driven
by the strategy, but concerns were expressed about:

e Whether there was enough commitment to make the assembly self-sustaining;

e Whether the larger (public) bodies could help set it up and share responsibility for sustaining
it;

* The extent to which the local authority needed to be or must be involved — so for instance
whether elected members sat on the assembly or not;

e Making sure the assembly didn’t deteriorate into a talking shop and what its role might be;

*  How it communicates with members.

There was a strong consensus that the assembly should be open to all and needs to be both
geographically and sectorally representative in its membership, with the “hub and spokes” model
qguoted several times in different workshops. A steering group (“to do the work”!) is also needed.
Quite whether the assembly then helps facilitate each area or sector to focus on its own
needs/priorities was left in abeyance and requires the resourcing to be defined first.

Respondents saw the outcome of the work currently underway (the preparation of the strategic
action plan) as providing the strategy and vision for the assembly and help define its role and
functions. There was a strong emphasis given to the need for clarity in its role and function and
concerns expressed about the assembly being too broad in its approach — it needs to focus on some

* The term adopted by the Council in the preliminary stages of the project
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key achievable priorities. It therefore needs a clear brief and defined outcomes. There was
consensus that it needed to be a properly constituted organisation able to receive money and make
contracts.

The assembly’s work programme would emerge from the strategy, but be agreed against agreed
timescales and resources. A minority thought the assembly might be a pilot for a year. One
workshop definitely saw the need for the assembly to contribute to the appointment of an Argyll
and Bute Marketing Officer for heritage, employed by the local authority. Functions identified by
one workshop comprised:

e To lobby for support for the sector(s)

* Torun projects

e Coordinating function

e To identify needs for each project

e Acentralised resource — not a talking shop

While some thought that the assembly needed to be led (chaired) by an elected member from the
Council, there was a stronger view about the need for a knowledgeable independent sector chair for
the assembly.

Local Needs v Argyll Wide Approach

Another crucial topic addressed by the workshops lies in the challenge of the strategy to be able to
support individuals and groups achieve their local ambitions regarding investment and services in
contrast to an Argyll-wide approach. Local ambitions often include plans to save or use redundant
buildings. The balance between endorsing and motivating local action to meet local priorities and
delivering an Argyll wide range of actions has to be found. The risk about the strategy specifying
local priorities is that the strategic action plan for the whole of Argyll and Bute could become
unwieldy and fail to address pan-Argyll issues and needs.

Part of the solution was seen as feeding in area based priorities, strengths and needs into the
regional strategy, although this was tempered in the discussions by a recognition that the Argyll-
wide approach shouldn’t be held up by local areas having to define their requirements.

A useful analogy quoted at one meeting is the Argyll and the Isles Strategic Tourism Partnership and
Co-op which have a coherent vision for all of Argyll and Bute and delivery/engagement mechanisms
operating locally through the local tourism groups. This structure works, with local groups
committed to local actions and initiatives and communication working well too.
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5. Policy Context

Here we review the policy context for culture, heritage and the arts, from the point of view of
Scottish Government and Argyll and Bute’s own Single Outcome Agreement and Community Plan.
We also explore the importance of the views of Creative Scotland, Historic Scotland, Museums and
Galleries Scotland, VisitScotland and Highlands and Islands Enterprise.

The Scottish Government Economic Strategy aims to achieve sustainable growth, with one of its
drivers being to stimulate population growth. For Argyll and Bute, this means slowing down and
addressing population loss. Equally the Scottish Government’s Strategy for the Creative Industries®"
highlights the requirement for partnership working and the role of local authorities to contribute to
the delivery of shared agendas and value. The alignment of the development of Argyll and Bute’s
culture, heritage and arts with the Scottish Government’s National Outcomes®” is demonstrated by
links to several of the 16 outcomes — doing business, more and better employment opportunities,
living in sustainable places, self-reliant communities, young people as successful learners, the best
start in life for children, value and enjoyment of the built and natural environment and pride in a
strong national identity. Arguably, culture, heritage and arts integrate with and reflect many facets
of communities and lives across Argyll and Bute.

Community Plan/ Single Outcome Agreement: translating these national (i.e. Scottish Government)
outcomes to targets for Argyll and Bute has been the task of the Community Planning Partnership
and its stakeholders, through the Community Plan/ Single Outcome Agreement for 2013-2023%. At
the centre of the Single Outcome Agreement is the objective of:

Argyll and Bute’s economic success is built on a growing population.

Alignment of culture, heritage and arts with the Community Plan/ Single Outcome Agreement for
2013-2023* is demonstrated below. The 6 long term outcomes of the Single Outcome Agreement
are as follows, along with our interpretation of how they link with the future focus on culture,
heritage and arts in Argyll and Bute.

Table 5 Contribution of cultural industries to achieving the Single Outcome Agreement

Outcomes Contribution of Cultural Sector®

1. The economy is diverse | ¢ Cultural tourism offer strengthens what Argyll and Bute has to
and thriving offer

e Cultural contribution and focus to regeneration priorities in e.g.
Helensburgh, Rothesay, Dunoon, Campbeltown

e Business opportunities within the sector

e Contribution to sustainable incomes and employment

2. We have infrastructure | « Supports economic development and community resilience,
that supports sustainable through employment, income and added value to the visitor
growth economy

* Enhanced town centre activities

31 published before the Creative Scotland’s Economic Contribution study

32 National Performance Framework - www.scotland.gov.uk/About/Performance/scotPerforms/outcome
33 www.argyll-bute.gov.uk/council-and-government/community-plan-and-single-outcome-agreement

34 www.argyll-bute.gov.uk/council-and-government/community-plan-and-single-outcome-agreement

35 Throughout this report except where specified, cultural and creative industries refer also to heritage
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Table 5 Contribution of cultural industries to achieving the Single Outcome Agreement

Outcomes

Education, skills and
training maximises
opportunities for all

Contribution of Cultural Sector®

Opportunities for young people to learn, understand and
experience Argyll and Bute’s history, heritage and culture
Lifelong learning opportunities for adults

Children and young
people have the best
possible start

Enrich children’s lives through experiential engagement in
cultural activities

Help keep children and families within their communities —
supporting community resilience

People live active,
healthier and
independent lives

Contribute to healthier lifestyles and wellbeing through
interaction with cultural activities
Encourage volunteering

People live in safer and
stronger communities

Add value to communities, strengthening their sustainability
Support for viable and vibrant town centres

Argyll and Bute Council’s Economic Development action plan, 2013-18 highlights that there are
sustainable economic development opportunities to be realised through the growth of a higher
value tourism base, particularly through exploiting the strong linkages with other key sectors such as
high quality food and drink (food tourism), forestry (recreational eco—tourism) and cultural activity
(creative industries, festivals, heritage centres, museums, visual arts, music and genealogy).

Creative Scotland: this national agency plays an active role in the region, having invested almost
£3.4m over the three years 2010- 13 in projects in Argyll and Bute. This was 80 separate awards
across the region. An additional £1.6m was announced in January 2014 for St Peter’s Seminary in
Cardross, the Burgh Hall in Dunoon and further development of Cove Park Studios. Creative Scotland
has one Foundation organisation in Argyll and Bute — COMAR®™ — and one flexibly funded
organisation — Cove Park Studios. The importance of Creative Scotland’s support to these lies in the
sustainability and continuity of funding for what are considered vitally important infrastructural

organisations in the region.

COMAR’s status and continuity of funding from Creative Scotland, offer an opportunity to think of it
as an important building block in the future development of the arts and culture in Argyll and Bute.
Its own plans are to provide an outreached service beyond the geographical boundaries of its home
on Mull and it may therefore have the infrastructure to provide the executive support to the Cultural
Assembly, of which more below, in section 8.

Creative Scotland has embarked on a programme of Place Partnerships, recognising the contribution
that places make to a creative Scotland. Place Partnerships provide a strategic context for close
working with local authorities and others to realise shared priorities, support leverage and continued
investment in culture. Creative Scotland has made an offer to Argyll and Bute Council for a Place
Partnership. It is anticipated that some of the outcomes of this strategic plan for culture, heritage
and arts will identify some of the priorities for the Place Partnership.

% COMAR is the merger of An Tobar and Mull Theatre
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Historic Scotland is an executive agency of Scottish Government, charged with safeguarding the
nation’s historic environment and promoting its understanding and enjoyment. The agency
acknowledges that heritage is at the heart of what Scotland offers visitors and has combined with
the National Trust for Scotland, VisitScotland and the Historic Houses Association in Scotland to
conserve Scotland’s buildings and assets and educate and inspire residents and visitors alike.

Historic Scotland’s role in Argyll and Bute revolves around financially supporting efforts to enhance
townscape, resolve and safeguard historic buildings and sites and manage and care for its portfolio
of properties. Kilmartin Museum is core funded by Historic Scotland for instance — to provide
interpretation, access and education. Major Historic Scotland partnerships have been in the
Rothesay Townscape Heritage Initiative (and efforts to safeguard the future of the Pavilion) and in
Campbeltown’s THI. Historic Scotland is therefore an important player in Argyll and Bute’s heritage
policy arena.

Historic Scotland’s designated “A” listings reflect "buildings of national or international importance,
either architectural or historic, or fine little-altered examples of some particular period, style or
building type.” There are 2,031 listed buildings in Argyll and Bute, of which 150 are Category A (or
3.9% of the Scottish total of 3,800 “A” listings). Our Appendix 5 catalogues the “A” listed buildings
and structures in the region.

Museums and Galleries Scotland is the membership body for all museums and galleries in Scotland,
also being the National Development Body for the museum sector in Scotland. The organisation’s
strategy is to work collaboratively to invest in and develop a sustainable museum and galleries
sector for Scotland, as articulated in its strategy®’. The strategy and action plan however don’t drill
down to the subregional or local authority area.

However, the organisation plays an important role in skills development and assisting museums and
heritage bodies. This is particularly important for Argyll and Bute because of the dependence of the
sector on volunteer effort and the need to both develop capacity (to manage and run collections)
and maintain standards. Museums and Galleries Scotland’s role in maintaining and developing sector
standards (through its Accreditation and the Recognition Scheme) is therefore pivotal to Argyll and
Bute.

VisitScotland’s role is to promote the country for tourists and help inform them when they are here
and distribute them across Scotland. VisitScotland has a presence in Argyll and Bute through its
tourist visitor centres and information points in Oban, Tyndrum, Arrochar, Inveraray, Tarbert,
Craignure, Tobermory, Dunoon, Rothesay, Bowmore, Jura and Campbeltown.

VisitScotland’s partnership activities allow for policy and product development to be focussed on.
They set priorities and define what actions are required for the development and marketing of
tourism. The key partnership for Argyll and Bute is the Argyll and the Isles Strategic Tourism
Partnership. Although covering the entire geography of the region, this partnership integrates the
diverse range of local marketing groups and associations across Argyll, providing a strategic vision for
the brand, the visitor proposition and leading on local marketing activity. With its complementary
co-operative helping implementation, the AISTP is a model for other areas to copy.

7 Going Further: The National Strategy for Scotland's Museums and Galleries (2012) and From Strategy To Action, A
Delivery Plan for Scotland’s Museums and Galleries 2013-2015, 2013
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Highlands and Islands Enterprise is the economic development agency for most of Argyll and Bute
(the Helensburgh area falls within the remit of Scottish Enterprise). HIE works within the framework
established by Scottish Government (see above), focussing on a number of priority sectors including
tourism and creative industries. It concentrates on supporting social and economic growth delivered
through business, social enterprise and community activity.

HIE is an active stakeholder in the Argyll and Bute Community Planning Partnership, established to
coordinate the delivery of services and improve the quality of life and physical environment for
residents and visitors to the area. HIE is engaged in 4 of the themes: economy, environment, social
affairs and third sector and communities.

HIE also partners Argyll and Bute Council in funding the development of this strategic plan for
culture, heritage and arts in Argyll and Bute; the agency has a focus on the economic development
rationale for the sector and wants to see how the sector can add value to Argyll and Bute’s
economy.
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6. Strengths, Weaknesses, Opportunities and Threats

We want to catalogue the characteristics and features of the culture, heritage and arts sector in

Argyll and Bute, in order to understand what opportunities can be capitalised upon and which

weaknesses and threats need to be addressed. The SWOT analysis is the baseline for identifying

what actions should be included in the strategic action plan for the creative industries in Argyll.

Table 6 SWOT analysis of Argyll and Bute s creative industries

Strengths

e Articulate and committed people and
organisations in the sector

e Working networks of community based
organisations, especially focused on heritage

* Landscape and environment are an
inspiration in many creative media

e Potent volunteer networks and numbers,
committed to local action and service delivery

e Attractive environment for lifestyle decisions
to move to - and stay in - Argyll and Bute
Distinctly compelling and strong heritage,
archaeology and cultural assets and facilities
across the region

e Argyllis the cradle of Scottish history and
culture

e Diverse tourism offer pan-Argyll, giving choice
and appeal to visitor markets

e Castles and clans appeal

e Communities with strong identities, heritage
and attractive environments

e Robust and resilient local groups focused on
local problems and opportunities

e The areais accessible to and from Scotland’s
major urban centres and airports

* Appetite for collaboration and breaking
through impasse

e Atmosphere of collaboration amongst
stakeholders

* Programme of cultural events and festivals
that expose Argyll and Bute’s
attributes/strengths

Weaknesses

Continuous population decline and ageing
population

Comparatively poor public transport network
Access and connectivity impeded by costs of
fuel, weak infrastructure and weather
dependence

Remote and fragile island-based
communities

Weak broadband and technology
infrastructure

Tourist season of limited duration

Cultural tourism offer not yet articulated
Local authority threatened by financial
stringencies

“Portfolio” employment required to sustain
revenue amongst artists/craftspeople
Dependence on unpaid volunteers within
many organisations

Inadequate revenue for community based,
heritage and other attractions

Lack of scale of organisations and businesses
to generate activity, visibility and investment
Difficult access to markets and limited
international competitiveness

Limited joined up approach to the growth of
the sector

Skills deficit — for business planning,
marketing and sales, social media

Absence of a single “centre” for Argyll/
diffuse focus on 5 subregional centres
Weaknesses of the sector - especially limited
digital media resources

No coherent network across the whole of
culture, heritage and arts

Limited leadership

Opportunities Threats

* Argyll-wide partnership to address key
issues/topics and join up people and
organisations

¢ Develop the economic development focus

The plan seeking to deliver too large of list of
priorities (so the eye is “off the ball”!)
Finding, mobilising and sustaining leadership
across the sector
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Table 6 SWOT analysis of Argyll and Bute s creative industries

and rationale for the creative industries
Better integrate heritage and culture in the
tourism offer

Promote Argyll and Bute as the place to
see/participate in and experience the
birthplace of Scotland

Promote Argyll and Bute’s pre Christian and
Christian heritage and artefacts

Build on the AITC role in tourism
development and promotion

Build on the strengths and support the
volunteer base, including skills transfer to
them

Further development of Kilmartin Glen as a
centre of excellence and visitor attraction for
prehistoric landscapes

Integrate the cultural and creative sector with
the Council’s CHORD projects

Support the Argyll and Bute Museums and
Heritage Forum to extend it role to support
volunteer organisations in the heritage sector
Build on the networks and capabilities of
ArtMap, Isle of Bute’s Artists’ Collective/ Bute
Studio Trail, Hidden Shed, Covepark and
Cowal Open Studios to offer help and
encouragement to artists and craftspeople
Develop network of experienced staff to
support community based initiatives to
access funds, prepare business plans and
market themselves

Creative Scotland Place Partnership offer
includes funds

Integrate cultural tourism opportunities
within LEADER strategy/priorities

Sustained audience or market development
programmes to enhance visibility, number of
visitors and revenue

Build up the leadership of the sector

Reducing public sector (including European)
financial commitments

Inability to address continuing population
decline and ageing population

International and national economies
threaten tourism

Increasing costs of travel and deteriorating
transport infrastructure

Apathy or lack of interest in making changes
happen

Pan-Argyll initiative, strategy and visibility lost
in favour of local action and priorities (within
local communities)
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7. Vision and Strategic Priorities

The culture, heritage and arts sector has considerable presence but is not well understood in its
totality in Argyll and Bute. Its fragmented nature, ubiquitous spread across Argyll, but lack of focus
give limited visibility for the people working in the sector and the absence of a voice to articulate
and advocate their needs. So many people in the sector are artists or craftmakers, absorbed in their
own creative processes and outputs, or are volunteers working under pressure and unpaid. Many of
the organisations rightly concentrate on achieving outputs and services for themselves and their
customers, with a local bias.

So, as one consultee suggested:
“We live in a vibrant area, but joining the dots is difficult.”

And yet, the sector, in totality has a turnover of £63m plus p.a., with at least 2% of employment of
Argyll and Bute. As we highlighted above, methodological problems result in the underestimation of
jobs and value. And yet, these attempts to monetize the sector overlook the contribution creativity,
arts and heritage make to the spiritual, moral, emotional and intellectual assets of the area, and also
overlook the ability of Argyll and Bute to express itself.

So, moving forward, our vision, supported by the views of our consultees, is that the sector has to
organise itself, in order to extoll its virtues, its contribution to Argyll’s self-belief and market profile
and to address shortfalls and barriers - what we call market failures — that inhibit success, growth
and satisfaction.

We don’t consider that it is a viable proposition to do nothing, but our risk analysis in section 9
below explores the outcome of this option.

The vision for the creative industries is:

To establish the whole of Argyll and Bute as an area of cultural and artistic excellence, in
order to release their full economic and social value.

The strategic priorities for the culture, heritage and arts across Argyll and Bute focus on:

1. A limited number of actions, that while maybe ambitious in nature, are considered achievable
within a 3 to 5 year period;

2. A higher profile and visibility for the sector, giving it voice and the opportunity to advocate
resources to meet needs across the sector;

3. The recognition that the creative industries are an important economic driver and contribute to
tourism’s culture offer;

4. To promote co-operation across the sector in the development and delivery of projects;
5. A structure and delivery mechanism that encourages local engagement and supports local

development of the creative industries while mobilising local people to take and support a pan-
Argyll approach (thus achieving a balance between local and Argyll-wide priorities and action).
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8. Strategic Themes and Actions

We identify five strategic priorities above. Here we explore them in more detail to give the focus and
direction of the strategic action plan.

Actions and Priorities

The strategic action plan should focus on a limited number of pan-Argyll actions; the risk of a long
list of priorities is that they are harder to deliver (see section below on delivery) because they
dissipate focus and energy and it is preferable to act and achieve the most important opportunities
for the sector, achievable and deliverable within a 3 to 5 year period. The strategic action plan
should also not seek to deliver local priorities that are the focus of local groups. The actions are
interrelated and mutually reinforce each other:

1. To support audience development by building on the work of the Argyll and the Isles
Strategic Tourism Partnership to package and place the Argyll and Bute cultural tourism
offer in the marketplace. At the same time, the importance of the culture heritage and arts
to Argyll and Bute and to the visitor experience should be promoted, encouraging local as
well as visitor audiences.

2. The delivery of the strategy is in part dependent on the sustainability and effort of others,
particularly AITC in marketing Argyll and Bute. Enhanced marketing is necessary and the
positive start of the AITC needs to be built upon to better market Argyll and enhance its
visibility. Particularly, efforts must be made to promote the region’s cultural and heritage
attributes, and to encourage more visits. Part of this is a focus on Argyll and Bute’s brand —
what it is known for — and build on the very real role Argyll had in being the birthplace of
Scotland and having pre-Christian and Christian artefacts and landscapes. Further actions
below contribute to this priority.

3. Gaelic: there’s an ambiguity about the interest and role Gaelic has in perceptions of Argyll
and Bute. The culture, heritage and arts strategy must focus on the growth and further
development of Gaelic, especially though the educational and school system but also by
highlighting the range of organisations involved, the integration throughout Argyll society
and the opportunity to experience the language and its roots so close to the urban centres
of Scotland.

4. Individual artists and craftmakers need further business and marketing support and the
strategy should seek to engage Business Gateway and others to support them acquire these
skills, essential for maintaining income and extending marketing reach.

5. The visibility and competitive strengths of Argyll and Bute in presenting pre-Christian and
Christian artefacts, sites and landscapes should be highlighted and promoted vigorously with
all stakeholders — Historic Scotland, Argyll and Bute Museums and Heritage Forum,
individual sites, heritage bodies and institutions - collaborating to present the region’s
strengths and appeal. An opportunity exists to raise the profile of the strategically important
Kilmartin Glen as a UNESCO world heritage site and this proposition should be tested and
planned for.

6. Ways of supporting and building on the excellent work of organisations that pull people
together in the creative industries need to be found. The level of support might be quite
modest and would include bringing specialist staff in to help volunteer management
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committees to offer support and encouragement to help their membership and stakeholder
groups. Organisations that need this support include the Argyll and Bute Museums and
Heritage Forum, ArtMap, Hidden Shed, Isle of Bute’s Artists’ Collective/ Bute Studio Trail,
Covepark and Cowal Open Studios. These additional resources would help community based
initiatives to access funds, prepare business plans and market themselves.

7. The dependence of so many community cultural and heritage organisations on volunteers
needs to be acknowledged. Volunteers also need support and encouragement and this
might be found by bringing professional staff with expertise into networks (potentially
through the organisations above, BAH, ArtMap etc.) and developing training and skills
programmes for volunteers.

Profile and Advocacy

A higher profile and visibility is needed for the culture, heritage and arts community across Argyll
and Bute. While external promotion requires the positive actions of existing groups to be built on,
and the role of the AITC to be reinforced in developing and promoting the cultural tourism offer, this
has to be complemented by developing a stronger “voice” for the sector. This entails the
development of an advocacy role, through the Cultural Assembly described below, and ensuring that
stakeholders understand the importance of the creative industries to Argyll, to external and internal
perceptions and their importance to the livelihood of the region.

Lobbying and advocating the importance of Argyll and Bute’s cultural assets and the need to sustain
these necessitates a “spokesperson” or people who can talk knowledgably about the sector, a base
from which to operate (the Cultural Assembly referred to below) and the communication skills
necessary to persuade others to the importance of the sector and the policy and practical support it
needs.

Practical short term advocacy targets include:

e Articulating the Place Partnership priorities for Creative Scotland and other stakeholders’
funds, including the role and commitment of the local authority;

* Ensuring that the LEADER 2014 — 2020 strategy and priorities includes cultural tourism and
support for and the work of the organisations involved in the growth of the sector.

Economic Driver

We highlighted the ambivalence with which the creative industries are viewed in Argyll and Bute to
date. This partly results from the absence of a coherent network of organisations and people, the
geographically fragmented nature of the sector, with no natural centre or focus, and the absence of
a strong voice for the sector. We know that it is harder for public authorities to respond positively
when the business case, or importance of a sector or industry, is not adequately articulated.

During the course of our research we’ve been encouraged by the CHORD projects in respectively
Campbeltown, Helensburgh, Oban, Rothesay and Dunoon and by the strong commitment of other
stakeholders (HIE, SNH, LEADER, Heritage Lottery Fund, Creative Scotland etc.) for projects that have
strong cultural and heritage foundations — Burgh Hall in Dunoon, St Peters’ in Cardross, The
Rothesay Pavilion, the Campbeltown Picture House. The rationale for all of these initiatives includes
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the economic case. We've highlighted®® the value and jobs associated with the creative industries
and consider the articulation of culture, heritage and arts as economic drivers for Argyll and Bute as
being an important precursor to generating continuous commitment to meet their needs, and build
on opportunities presented by them.

These opportunities include their contribution to the visitor economy — Argyll and Bute’s cultural
tourism offer — and the successful delivery of anchor projects for the region, which include those
projects listed above.

Promoting Co-operation

This strategic objective is about cohering the arts, culture and heritage sector across Argyll and Bute
in order both to strengthen engagement and communication across Argyll while also contributing to
creating a stronger voice and better visibility.

The planned cultural assembly is a core component for the action to meet this objective and its
structure, which we detail below, will reinforce and support geographical and art form or topic
groups (i.e. in dance, visual art, heritage) working together to achieve common objectives and tasks.
We're dependent on these groups identifying their own agendas — for local or art form projects and
priorities -and the task of this strategic action plan is to help se the context, and offer
encouragement to people working together.

At a pragmatic level, co-operation and collaboration can be promoted through effective forms of
engagement and communication and these become crucial roles for the cultural assembly.

Delivery Structures

It’s crucial to get the delivery structure right, to be able to successfully deliver the strategic action
plan, and to generate support and capitalise on the creative and heritage attributes and competitive
advantage of Argyll and Bute. The delivery structure’s importance lies in the way we engage the
sector and the people working in it. It's also important because it has to find the balance between
pan-Argyll engagement and interest and supporting local initiative and priorities. It also has to
engage and motivate public authorities for them to acknowledge the importance of the sector and
the people with in and find ways to support their efforts to invest in and promote Argyll and Bute.
We need to determine through agreement amongst all stakeholders, including public bodies, how
the creative community will support itself.

This last issue is crucial: there are significant numbers of people and organisations who feel that the
local authority should lead in the delivery of the strategic action plan. While these people and
organisations are not in the majority, they are a significant minority. Their perception of leadership
by the local authority includes, to varying degrees:

e recognition of the importance of culture, heritage and arts to Argyll and Bute;
¢ endorsement of the way forward for the sector;

* the appointment of an arts and/or heritage marketing officer;

* higher levels of resource commitment to projects and programmes.

While the engagement of the local authority in the culture, heritage and arts environment is
patently a desirable thing, and resources would be good, many of our consultees acknowledged that

38 Despite methodological problems
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boosting the sector, promoting Argyll and Bute on the back of it and addressing its needs, requires
leadership to come from within the sector itself. The corollary of this view is that dependence on
the local authority to initiate and sustain action would be misplaced, because of the risk of not
paying enough attention to the sector’s own determination of its priorities.

That said, it was the Council that initiated the Cultural Assembly gathering in 2013. Building this up
as a credible organisation that delivers value will take some time. (The terminology of the Cultural
Assembly was challenged by a small number of our respondents, but we consider that for the
moment it is worth retaining this term, since it has common parlance.)

Here we outline the recommended role and remit and the way the assembly should be structured
and membership attracted. Key roles and functions of the assembly would be:

1. Leadership and advocacy: mobilising key people to represent the needs of the sector and
people working within it, to voice its needs and priorities to public authorities and other
stakeholders;

2. Strategic Development: to encourage local development of the sector and prioritise ideas
from geographic and sectoral groupings that have Argyll and Bute-wide application;

3. Sharing knowledge and expertise: helping organisations, individuals and businesses in the
sector (and volunteers working with them) to exchange and share knowledge and expertise,
to help them learn from each other and raise opportunities for collaboration;

4. Networking: finding ways for those in the sector to work with each other — building on the
collaborative activities of existing organisations e.g. Argyll and Bute Museums and Heritage
Forum, and creating new networks;

5. Internal communications: using the Internet and meetings, create mechanisms that
encourage people to talk to each other and work with each other;

6. Funds and Funding: identify how existing cultural and heritage agencies and organisations
can be resourced to help them fulfil a more sustainable and long term role, including helping
assembly members to get their external funding applications right.

The structure of the assembly would build on a “hub” and “spokes” model, capitalising on local
clusters and focusing on Argyll-wide priorities and actions. This model was favoured by many who
participated in the consultation. Some wanted a precise, defined structure with membership drawn
proportionately at local level from all strands of the creative and heritage community. While this
might be desirable, it might take some time to achieve; our view is that at local level, membership
should be drawn from all sections of the creative, cultural and heritage community.

The hub and spokes model for the assembly would comprise:

e Local creative industry groups made up of individuals and organisations interested in
stimulating and supporting the culture, heritage and arts industries. They might be called
upon to represent views or provide support for projects in their local area (as well as some
leading on some of these projects). Geographically, it makes sense to mirror the 8
geographical areas that comprise the Argyll and the Isles Tourism Co-operative, as follows:

o Mull, lona, Tiree & Coll

o Oban & Lorn

o Inveraray, Kilmartin Glen & Knapdale (Heart of Argyll/ Mid Argyll)
o Cowal

March 2014 Page 26



btseee

thinking planning doing

Strategic Action Plan for Culture, Heritage and Arts in Argyll and Bute

Kintyre & Gigha

Bute

(West) Loch Lomond & Clyde Sea Lochs

Islay, Jura & Colonsay

e Arts form or topic groupings should be encouraged to be formed across Argyll and Bute as

O
O
O
O

well. From these would be selected representatives to sit on the steering group (or putative
Board) of the cultural assembly. These topic groups are recommended as:

Dance and Drama

Film, Digital and Literature

Music

Visual Arts and Crafts

Gaelic

Heritage

* An Argyll-wide assembly, made up of representatives/participants from the local

O O O O O O

geographical areas. This might meet twice annually and allow all-comers in to a structured
agenda and social networking event.

e A steering group that will become the putative board of the cultural assembly, once
decisions to incorporate are agreed (by the wider creative community). its role is to execute
the delivery plan and oversee projects and initiatives under the strategic action plan.
Membership would be drawn from:

o Geographical groupings, with each electing a representative to the steering group
o From art form or topic groupings across Argyll (as detailed above)
o 2 representatives, one each from the Council and the tourism community

Some flexibility might need to facilitate membership outwith this structure to motivate enthusiastic
or particular skills or perspectives to be drawn into the steering group. The steering group would
provide a strong ambassadorial and advocacy role for the sector across the area, supporting the
chair or convenor (see below).

We recommend that a senior local authority officer and representatives from e.g. VisitScotland,
Creative Scotland etc. be encouraged to sit on the steering group, but not have a vote, if
debate/decisions ever come to that (described as having “observer status”).

e Executive group: a smaller group of steering group members might meet more regularly to
conduct the affairs of the assembly, if and when it progresses to the management of
projects or staff.

e Chair or convenor: leadership and the spokesperson role would be imbued in this person
and they are therefore a hugely important appointment. This person must be authoritative
and be passionate about the sector, although may not have a personal interest from it; they
must be both recognised and endorsed by the sector.

e Staff, or an executive team: the voluntary efforts of cultural assembly participants must be
complemented and supported by professional staff to deliver the key objectives and tasks
identified in this plan. The funding for this team might come from funding applications to
major stakeholders and we acknowledge that it may take a little while to attract these funds.

We illustrate further below the structure for the assembly.
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The Cultural Assembly needs to be a properly constituted legal body, because it should have the
capacity to be able to apply for and manage project funds. While this might be a process that takes a
little time to orchestrate (as people become used to the proposition), our experience is that setting
the assembly up from the start as a legal entity gives certainty to potential members/participants
and allows for immediate funding submission to facilitate it achieving its objectives.

The precise form of legal structure requires professional legal advice , however it may be best as a
company limited by guarantee, a co-operative consortium® (with the financial obligation of
members in both cases being limited to say £1) or a Community Interest Company (useful for social
enterprises). Setting it up as a charity takes longer and requires the approval of the Office of the
Scottish Charity Regulator and it would have to meet defined legal/charity obligations. We do not
recommend this route as it is more complex and takes more time, in order to satisfy charity criteria.

The assembly should be established as a membership organisation. While this has advantages of
generating commitment from those who participate, it might take some time to attract a sufficiently
broad membership from all segments and all areas. It is crucial that while the assembly seeks funds
from membership, this is not at a level that dissuades people from participating.. Equally, there
should not be any discrimination in information or networking provided for members and non-
members — the objective is to boost the whole sector not just members!

The Cultural Assembly Structure

* Like the Tourism Co-op
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9. Risk Analysis

We've conducted a risk analysis to identify what would happen if the strategic action plan were not
adhered to, implemented or accepted.

The risks are:

* Risk of doing nothing

e Risk of LA not accepting the plan

e Risk of wider culture, heritage and arts community not accepting plan
e Cultural Assembly structure not agreed

e Risk of failure of hub and spokes Cultural Assembly model

e Actions and priorities not agreed

We identify the following risks that may impact the targets and achievements and how to address
them.

Table 7 Risks

Actions to Address Risks

Risk of doing nothing * Revise strategic plan to meet concerns/issues
* Argyll and Bute eminence in * Major “high level” public/private/voluntary debate about
culture, heritage and arts not moving forward
promoted * Enlist public agencies’ commitment and support to identify
* Failure to generate cohesion way forward
across sector ¢ Develop cultural tourism offer
Risk of LA not accepting the plan | ¢+ Review and promote the economic development rationale
e Other public funding bodies for culture, heritage and arts and the business case for
uneasy about funding intervention
projects/programmes ¢ Generate the support of other public agencies’ to the way
e Reputation of LA jeopardised forward
Risk of wider culture, heritage ¢ ldentify endemic weaknesses within the sector and how they
and arts community not might be addressed
accepting plan * Identify potential leaders and influencers to talk to peers in
* Region’s eminence in sector the sector
jeopardised * Identify benefits and funding opportunities to encourage
* Structural weaknesses of engagement

sector(s) not addressed

Cultural Assembly structure not * Opportunity for continuing local action and focus on local

agreed initiatives and priorities
e Vacuum remains and e Alternative management and delivery structures need to be
challenges unresolved designed and agreed
Risk of failure to accept area * Revise geographical basis of membership
based hub and spokes cultural * Review alternative structures e.g. cultural assembly made up
assembly model of representatives of art forms/cultural
¢ Limited equitable o “Self-selected” leadership of cultural assembly
engagement and membership
in local areas
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10. Action Plan

The following actions are required to deliver the strategic action plan:

Table 8 Strategic Action Plan for Culture, Heritage and Arts
Actions and Tasks
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Timescale and

Responsibility

1. To agree the vision for culture, heritage and arts in Argyll: Council: May 2014
To establish the whole of Argyll and Bute as an area of | Wider creative and heritage
cultural and artistic excellence, in order to release their full | community: June 2014
economic and social value.

2. To agree the strategic priorities of the plan - key actions, | Council: May 2014
advocacy role, economic development driver, promote co- | Wider creative and heritage
operation and engagement across the creative and heritage | community: June 2014
community

3. To agree the “hubs and spokes” model for the cultural assembly Council: May 2014

Wider creative and heritage
community: June 2014

4. Develop model constitution for the cultural assembly and brief | Consultant: May 2014
for the assembly and steering group members

5. Engage with the wider creative and heritage community to report | Consultant / Council:
back on the plan and way forward May/June 2014

6. Establish meeting of the cultural assembly to generate | Consultant/ Council: June
endorsement of: 2014
e The company structure
e The role and remit of the assembly and steering group
e The priorities and actions for taking the sector forward

7. Develop proposals for medium term administrative support from | Council / Assembly Steering
COMAR to help the assembly establish, by helping | Group / Comar: June 2014
communication and engagement

8. To identify and recruit an independent convenor for the cultural | Assembly/ Assembly
assembly Steering Group: July —

September 2014

9. To develop and implement an advocacy programme to promote | Assembly / Assembly
the sector, the assembly, priorities and resources to support | Steering Group / Comar:
delivery. Targets to include Creative Scotland, LEADER, Museums | July — December 2014
Galleries Scotland etc.

10. To refine the culture and heritage tourism offer for Argyll and | Assembly / Assembly
Bute for delivery of marketing by AITC, for the 2015 season Steering Group / Comar:

Summer 2014

11. Identify how existing bodies in Argyll in culture and heritage can | Assembly Steering Group /
be funded to sustain their long term role Comar: Summer 2014

12. To develop and cost a generic programme and associated funding | Assembly Steering Group /
submissions to support the sector. These to include: Comar: September 2014
e Business and training support to organisations and individuals

to support their growth
e Marketing support to organisations and individuals to support
sales
e Training and networking support to help volunteers acquire
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Table 8 Strategic Action Plan for Culture, Heritage and Arts
Actions and Tasks Timescale and

Responsibility

more skills to run voluntary facilities
13. To identify and bid for resources to provide long term support for | Assembly Steering Group /

the assembly and implementation of it programme of work Comar: September —
December 2014
14. Subject to funds, prepare the business plan for the assembly, | Assembly Steering Group /
identify sources of funds and make funding submissions. Comar: Autumn 2014

15. Create a cultural and heritage web based resource to support | Winter 2014/15
communications and engagement across the sector(s) and the
area and to aid networking, sharing and collaboration

16. Link the cultural strategy to the community planning process, | Winter 2014/15
through representation on the community planning partnership,
influencing successive generations of the community plan and
single outcome agreement

17. Deliver annual advocacy programme (see 9 above) Annually

18. Deliver and develop cultural and heritage tourism offer through | Annually
AISTP and Co-op (see 10 above)

19. Maintain funding support and help to cultural and heritage bodies | Annually
in Argyll to sustain viability (see 11 above)

20. Implementation of generic support (see 12 above) including | Annually
attracting funds

Short term administrative support is required to assist with the setup of the assembly. COMAR is
considering whether and how it provides this role in the short to medium term, on an Argyll wide
basis. The brief for this support comprises:

* To help communication across the creative, cultural and heritage community across Argyll;

e To support the development of networks, exchange of information and sharing of good
practice;

e Support in the establishment of the cultural assembly and local groups/art forms that
contribute to it;

e Assist in the development of priority projects that help generate funds and credibility for the
assembly;

e Help launch the assembly.

In the longer term the assembly (led by the steering group) will need to define the specific staff
resource required and plan funding bids to finance this resource.

Measuring Success

We need to be able to answer the question about how success will be measured with the strategic
action plan.

The two key components are:
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1. The establishment of effective and successful networks of people working in heritage, culture

and the arts across Argyll, helping them share good practice, exchange information, enhance

their success as artists, craftspeople, their involvement in culture and in heritage; and

2. Enhance the recognition of the sector at a number of levels — amongst the resident population,

for visitors and with funding stakeholders, to support allocation of resources to assist delivery of

strategic priorities.

We believe that enhancement of the sector will contribute to the quality of life, but this sector alone

cannot be tasked with e.g. stemming population loss, although as we have shown, it can contribute

The baseline from which success can be judged will relate to the following:

Table 9 Success Factors How to Measure Success

Baseline Now

Future Success Measures

Cultural assembly currently embryonic

Cultural assembly established and constituted

Steering group has informal status

Geographical and thematic/topic representation
on Board

No funds currently committed to
implementation of the plan

Successful funding applications, including for
long term support for the assembly to deliver its
priorities

Culture and heritage not seen as economic
drivers of Argyll and Bute

Sector acknowledged as economically important
to the region

Tourism offer for culture, arts and heritage
diffuse

Coherent offer from culture, heritage and arts to
the visitor

Volunteer resource in the sector uncoordinated
and unrecognised

Training programmes in place to support
volunteers

Advocacy for the sector is currently ad hoc

Sustainable advocacy programme in place

Limited business and marketing support for
institutions and organisations as well as
individual artists/ craftspeople

Sustained business development and marketing
support programmes in place

No Creative Scotland Place Marketing project

Place Marketing project in place and
contributing to cultural priorities

Proportion of visitors surveyed by VisitScotland
who are motivated to visit by the area’s history
from 14% (2011)

Increase to 20% (2015)

No mention of arts/ culture or archaeology as
reasons to visit Argyll and Bute in VisitScotland
visitor surveys

Increase to 5% each by 2015 and 8% by 2016

Some statistical research needs to be undertaken to update national statistics:

*  Number of people employed in the sector;

¢ The value of the sector;

e Number of visitors motivated to visit Argyll and Bute because of the culture, heritage and

arts tourism offer.

BTS, March 2014
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Appendices

Consultees

Sources

Creative Scotland definition of Scottish Arts and Creative Industries

Learning from others —case studies of successful creative industry intervention

g e wNR

Audit of Argyll and Bute’s Culture, Heritage and Arts Assets (separate volume)
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Appendix 1
Consultees

Name

Eleanor Duchess of Argyll*
Kevin Baker

Bob Clark*

Rebecca Coggins*
Arlene Cullum*

C'llr Robin Currie
Caroline Docherty
Lorna Elliott*
Robert Ferguson*
Julian Forrester
Barbara Foulkes*
Clare Gee*
Catherine Gillies**
C'llr Louise Glen-Lee
Nina Graham*
Kerrien Grant
Stuart Green*
Alison Hay*

Elaine Jamieson*
Sheena Kitchen*
Ross Lilley*

Fiona Lochhead
Connie Lovell*

Pat McCann

C'llr lain Angus MacDonald
Peter McDonald
David Adams McGilp
Christine Macintyre*
Margaret McKay*
Stephen MclLean*
Sian McQueen
Aileen Maclennan
DonaldM acVicarM
Jane Mayo

Richard Millar*
Alison Palmer

Mike Rowell*
Wendy Scott*

Trish Shorthouse*
Mike Story*

Carron Tobin*

Liz Walker*

Sharon Webb

March 2014
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Organisation

Inveraray Castle & Historic Houses association

Library and Culture Development, Argyll and Bute Council
Director, Auchindrain Museum

Dumfries and Galloway Council

Film Locations and development, Argyll and Bute Council
Argyll and Bute Council

Creative Scotland

Argyll and the Isles LEADER

National Trust for Scotland

Cove Park

Orkney Island Manager, VisitScotland

Arts Museums and Heritage Service Manager, Orkney Islands Council
Formerly of Argyll & Bute Museum and Heritage Forum,
Argyll and Bute Council

VisitBute

HIE

Tourism development, Argyll and Bute Council
Auchindrain Museum, Chair

Forestry Commission Scotland

Craft Scotland

SNH

Argyll Mausoleum/Historic Kilmun

Mount Stuart

Culture and Libraries Manager, Argyll and Bute Council
Argyll and Bute Council

Rothesay Pavilion, Argyll and Bute Council

VisitScotland

Ex Feisean(and Columba’s Trails)

Auchindrain board member

EventScotland

Artist and Argyll ArtMap

Culture and Heritage Support, Argyll and Bute Council
Community and Culture Head of Service, Argyll and Bute Council
Campbeltown Picture House

Scottish Canals

Argyll & Bute Museum and Heritage Forum

Bid 4 Oban

Design & Arts Dev. Manager, Northumberland County Council
Highlands of Scotland Film Commission

Argyll and the Isles Strategic Tourism Partnership

Argyll and the Isles Tourism co-op

Forest Enterprise

Kilmartin Museum
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Name
Caroline Winn*
Julie Young

*phone ** mail contact
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Organisation
COMAR
Argyll and the Isles Coast and Countryside Trust

Consultative Meetings: Attendees

Cairnbaan, Lochgilphead, 22™ October 2013
e Campbeltown, 23" October 2013
 Rothesay 24" October 2013

«  Dunoon 24" October 2013

Name
LOCHGILPHEAD
Karen Beauchamp
Melanie Chmielewska
Alexander Hamilton
Lucinda Hopkinson
Wilma MacKenzie
Sian MacQueen

Carol Olsen

Carron Tobin

CAMPBELTOWN
Maureen Johnson
lain Johnston
Elizabeth Kelly
Anne Martin
David McEwan
Jane Mayo

Alan Milstead
Kate Singleton

ROTHESAY

Paul Duffy

Nina Graham

Fiona Lochhead
Peter McDonald
Lesley-Anne Morrison
Tim Saul

Viv Shelly

DUNOON

Jean Bell

Ann Campbell
Catriona Craig
Catriona Darroch
Fiona Lochhead

March 2014

Organisation

Artist, ArtMap

Sculptor, ArtMap

Artist/craftmaker, ArtMap

Glass and craftmaker, ArtMap

Glass engraver, Mad As A Fish, ArtMap

Artist, ArtMap

Carol O Design, hand painted silks, ArtMap

Rural Dimensions and Argyll and the Isles Tourism Co-operative

Kintyre Cultural Forum

Kintyre Cultural Forum

Friends of Campbeltown Museum

Kintyre Way

Musician, Gaelic short courses, architectural walks
The Picture House

Kintyre Amenity Trust

THI Heritage tours

Brandanii Archaeology and Heritage

VisitBute

Argyll Mausoleum/ Historic Kilmun

Pavilion Development Officer, Argyll and Bute Council
IBAC — Isle of Bute’s Artists’ Collective

Isle of Bute Jazz Festival

Bute Museum

Cowal Music Club

Burgh Hall, Dunoon

Visit Cowal — Cowal Marketing Group
Cowal Open Studios

Argyll Mausoleum/ Historic Kilmun
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Name

Dinah McDonald
Dorothy McLennan
Jean Maskell

Don McNeil

Karen Scotland

btseee

thinking planning doing

Organisation

Argyll Mausoleum/ Historic Kilmun, Dunoon Literary Festival
Cowal Music club

Ardkinglas Estate, Cowalfest and Argyll Mausoleum

Cowal Music Club

Caol Ruadh Sculpture Park

ARGYLL & BUTE MUSEUM & HERITAGE FORUM, AGM, HELENSBURGH 29" OCTOBER 2013

Kevin Baker

Jill Bowis

Olive Brown
Kenneth Crawford
Gavin Dick

Jackie Davenport
Elizabeth Fairbairn
Zoe Fleming

Mary Haggarty
Elaine McChesney
Ishbel Mackinnon
Aileen MacLennan
Margaret McVicar
Sharon Martin
Maureen Mitchell

Catherine Montgomery

Stewart Noble
Alison Palmer
Sharon Webb

Argyll & Bute Council

Ardchattan Parish Archive/Local Origins Rural Network
Mull Museum

Helensburgh Heritage Trust

Inveraray Jail

Argyll & Bute Council Archives

Strachur Smiddy Museum

Luing History Group

Arrochar Tarbet & Ardlui Heritage Group
Dunollie/Campbeltown Museum

Argyll Estates

Argyll & Bute Council

Dunoon Museum

Auchindrain

Lismore Heritage Centre

Strachur Smiddy Museum

Helensburgh Heritage Trust

Oban War & Peace Museum

Kilmartin Museum/Campbeltown Museum

Consultative workshops: Attendees

¢ Colintraive, Coal Ruadh Sculpture Park, 28" November 2013
e Tarbert, Templar Art and Leisure Centre, 29" November 2013

e Oban, The Scottish Association for Marine Science, Dunstaffnage, 5" December 2013
* Helensburgh, Victoria Halls, 7th February 2014

Name
COLINTRAIVE
Anne Bissell

Ann Campbell
Eileen Connon
lain Connon
Catriona Darroch
Dave Dewar
Sadie Dixon-Spain
Elizabeth Fairbairn
Jan Ferguson

Liz Gaffney

Nina Graham

March 2014

Organisation

Artist, Bute Studio Trail

Burgh Hall, Dunoon

Coal Ruadh Sculpture Park, Colintraive
Colintraive Heritage Centre

Artist, Cowal Open Studios

Cultural Connections, Kilmun

The Walking Theatre Company
Trustee of the Strachur Smiddy Museum
Wildlife artist, Cowal Open Studios
Heartfelt By Liz, Dalmally

VisitBute
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Name

Sheena Kitchin
Fiona Lochhead
Ann Mattick

Andy Mcclintock
Dinah McDonald
Peter McDonald
Rosalyn Mckenna
Dorothy McLennan
Sybell Peters
Sheila Rodger
Karen Scotland
Susan Sumsion
Frances Sutton
Roy Taylor

Marij Van Helmond
Patricia Watt
Graham Whaite

TARBERT

Karen Beauchamp
Lesley Burr

Suse Coon
Maureen Johnson
lain Johnston
Margaret Ker
Karen Liversedge
Wilma MacKenzie
Sian MacQueen
Jane Mayo

Carron Tobin

Lisa Tuttle

Janet West

Aileen MaclLennan

OBAN
Norman Bissell
Jill Bowis

Bob Clark
Lorna Elliott
Erica Kerr

Bill Leech
Carol Olsen
Alison Palmer
Dave Price
Vivien Price
Mike Rowell
Caroline Winn

March 2014
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Organisation

Craft Scotland

Argyll Mausoleum/Historic Kilmun
Kyleside Painting Club

Sculptor and artist, Kilmun Art

Historic Kilmun

Rothesay Pavilion, Argyll and Bute Council
Museum curator, attending in individual capacity
Cowal Music Club

Coal Ruadh Sculpture Park, Colintraive
Artists, Cowal Open Studios

Coal Ruadh Sculpture Park, Colintraive
Ardkinglas Estate

Artist, Cowal Open Studios

Kilmun Art

Artist, Cowal Open Studios

Colintraive Hotel

Heartfelt By Liz, Dalmally

Artist, ArtMap

Artist, ArtMap

Publisher, Tarbert

Kintyre Cultural Forum

Kintyre Cultural Forum

Artist, ArtMap

Glass artist, designer, ArtMap

Glass engraver, Mad As A Fish, ArtMap
Artist, ArtMap

Campbeltown Picture House

Rural Dimensions and Argyll and the Isles Tourism Co-op
Author, Tarbert Book Festival

Pure West Media

Argyll and Bute Council

Poet and writer, Lismore

Local Origins Rural Network (Lorn)

Auchindrain Museum

Argyll and the Islands LEADER

The Old House, Glen Orchy

Oban War And Peace Museum

Carol O Design, hand painted silks, ArtMap
Argyll and Bute Museums and Heritage Forum
Three Wee Crows Theatre Company, Kilchrenan
Three Wee Crows Theatre Company, Kilchrenan
Bid 4 Oban

COMAR
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Name
HELENSBURGH
Morag Bain
Morag Bain
Fiona Baker

Marjory Barrington
Louise Burnet
Michael Calder
Eleanor Campbell
Eleanor Carlingford
Kenneth N.Crawford
Jean Cook
Caroline Docherty
Julian Forrester
James Fraser

Sue Furness

John Grant

Mary Gray

Fiona Jackson
Anne Laird

Mairi MacDonald
Murdo MacDonald
Morovain Martin
Patsy Millar

Ali Mills

C'llr Aileen Morton
Stewart Noble
Alison Rutherford
John Saich

Sarah Selman

lan Smith
Jonathan Smithers
Chris Terris

Berit Vogt

Tash Watson

Susie Will

Attending all meetings:

Kevin Baker
Ivan Broussine

March 2014
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Organisation

TV producer, community columnist, Cornerstone

NVA

Firat Archaeological Services Ltd, Friends of Hermitage Park, North
Clyde Archaeological Society and Helensburgh Theatre Arts Club
Vice Chairman of Helensburgh Music Club

Musician and Secret Shed Society

Lomond Clyde Community Orchestra

Helensburgh Music Society

Visual artist and Secret Shed Society

Helensburgh Heritage Trust

Rhu and Shandon Community Council & Love Loch Lomond
Creative Scotland

Cove Park

Love Loch Lomond, Chair Friends of Loch Lomond and The Trossachs
Hidden Heritage Project, 3 Villages Hall, Arrochar
Artistic Director & CEO, ArtsQwest

Gibson Community Centre, Garelochhead

Hidden Heritage Project

Committee member of Helensburgh Art Club

Writer and Secret Shed Society

Rosneath Peninsula East Community Development Trust
Argyll Voluntary Action

Membership sec., Helensburgh Music Society

TV Set Designer and Community Singing Leader

Argyll and Bute Council

Chairman Helensburgh Heritage Trust

East Esplanade Protection Group

Membership Officer (Argyll), The Touring Network

Artist maker and Secret Shed Society

Creative Scotland

President, Helensburgh Orchestral Society
URTV/Helensburgh TV, VisitHelensburgh, Schools TV
Helensburgh Art Club

VisitHelensburgh

Film and theatre costume and Secret Shed Society

Argyll and Bute Council
BTS
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Appendix 2

Sources

10.
11.
12.
13.
14.

15.
16.

17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.

28.
29.

30.

31.

32.

Argyll and Bute Community Planning Partnership: Argyll and Bute Community Plan and
Single Outcome Agreement 2013 - 2023

Argyll and Bute Council: Economic Development Action Plan, 2010 — 2013

Argyll and Bute Council: Economic Development Action Plan, 2013 to 2018

Argyll and Bute Council: Quick Facts and Figures about Argyll and Bute, www.argyll-
bute.gov.uk/info/statistics/quick-facts-and-figures-about-argyll-and-bute

Argyll and Bute Council: Cultural strategy, 2005

Argyll and the Islands LEADER: Local Development Strategy & Business Plan 2007 — 2013,
revised 2009

Argyll and the Islands LEADER: www.argyllandtheislandsleader.org.uk/?page id=2

Argyll and the Isles Strategic Tourism Partnership: Stronger Together; the Journey so Far,
Tourism Summit, March 2012

Argyll and the Isles Strategic Tourism Partnership: Nature’s Paradise

ArtMap: 2013 Evaluation Figures and feedback (unpublished)

ArtMap: FAQs

Auchindrain Trust: Auchindrain Description and Significance, 2013

British Council: Mapping the Creative Industries: a Toolkit, 2010

Creative City Network of Canada: Developing and Revitalizing Rural Communities Through
Arts and Creativity, Australia, Kim Dunphy Cultural Development Network, 2009

Craft Council: Craft and Rural Development, Dr Karen Yair, 2011

Creative Scotland (in partnership with Scottish Enterprise): Economic Contribution Study: an
Approach to the Economic Assessment of the Arts and Creative Industries, June 2012
Creative Scotland (in partnership with Scottish Enterprise): Economic Impact Case Study in
Eilean Siar, June 2012

Department for Environment, Food and Rural Affairs: National Rural Proofing Guidelines,
2013

Dumfries and Galloway, Single Outcome Agreement, 2013-16

Highlands and Island Enterprise: Area profile for Argyll and the Islands, 2011

Highlands and Islands Enterprise, Stories & Fables: Reflections on culture development in
Orkney, Frangois Matarasso, December 2011

Historic Properties Group: Visiting the Future, Scotland’s Historic Properties, 2008
Historic Scotland: Assessment of Significance, Auchindrain Township, 2012

Historic Scotland: World Heritage in Scotland Fact Sheet

Moray Council, We Make Moray, draft cultural strategy, Dec 2013

Museums Galleries Scotland: From Strategy To Action, A Delivery Plan for Scotland’s
Museums and Galleries 2013-2015, 2013

Museums Galleries Scotland: Going Further: The National Strategy for Scotland’s Museums
and Galleries, 2012

Museums Galleries Scotland: Report by the Museums Think Tank, 2010

Museums Galleries Scotland: Economic Data for the Museums Galleries Scotland National
Strategy, 2012

National Records of Scotland (formerly General Register Office for Scotland): Population
Projections for Scottish Areas, (2010-based), February 2012

National Records of Scotland: Argyll & Bute Council Area - Demographic Factsheet, updated
December 2013

OECD: Culture and Local Development, 2005
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33.

34.

35.
36.

37.

38.

39.

40.
41.

42.
43.
44,

45.
46.

47.
48.

49.

50.
51.
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Parliament - Culture, Media and Sport Committee: Written evidence submitted by Creative
Scotland, Nov 2012
(www.publications.parliament.uk/pa/cm201314/cmselect/cmcumeds/674/674vw16.htm)
Orkney Arts Forum, Orkney’s Creative Landscape - An Arts Development Plan for Orkney
2012-2015

Rural Cultural Forum - www.ruralculture.org.uk

Rural Cultural Strategy Independent Study Report, jointly with Creative Rural Communities,
2012

Scottish Borders Council, A Cultural Strategy (2nd draft for consultation), Noble Openshaw
Ltd, December 2013

Scottish Government: Growth, Talent, Ambition — the Government’s Strategy for the
Creative Industries, 2011

Scottish Government: Employee jobs by industry and LA, 2008-10 - Business Register
Employment Survey

Scottish Index of Multiple Deprivation: Local Authority Summary, Argyll & Bute, 2012
Scottish Government: Speak Up For Rural Scotland, Response of the Rural Development
Council, 2010

Skillset: Sector Skills Assessment for the Creative Industries of the UK, 2011

Skillset: Classifying and measuring the Creative Industries, 2013

The Touring Network: Single outcome agreements and The Touring Network (Highlands &
Islands) Argyll and Bute

The Touring Network: What Do We Do?

Tourism Intelligence Scotland: Ancestral Tourism in Scotland, Opportunities for Growth,
2013

Tourism Intelligence Scotland: Events, Festivals & Cultural Tourism in Scotland, 2012
VisitScotland: Scotland Visitor Survey 2011 & 2012, Consumer Interest in Gaelic Language &
Culture, 2013

VisitScotland: Scotland Visitor Survey 2011 & 2012, Consumer Interest in Gaelic Language &
Culture — Extract, 2013

VisitScotland: Scotland Visitor Survey 2011, Regional Results: Argyll & The Isles, 2011
VisitScotland: Tourism in Western Scotland 2011, Glasgow & Clyde Valley, Ayrshire & Arran,
Argyll, Loch Lomond & Stirling Factsheet, 2012
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Appendix 3

Definition of Arts and Creative industries

Cultural Domain

Scottish Arts and Creative Industries

Scottish Arts and Creative Industries
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Direct Scottish Employment and Gross Value Added

Direct Gross Value

Employment® Added (£m)
Visual Art Advertising 3,600 230
Architecture 6,100 250
Visual art 800 30
Crafts 2,300 80
Fashion and Textiles 7,000 280
Design 4,700 160
Performance Performing Arts 4,700 90
Music 400 10
Photography 900 30
Audio Visual Film and Video 3,500 120
Computer Games™ 200 0
Radio and TV 3,500 50
Books and Press Writing and publishing 16,400 810
Heritage Heritage 10,700 120
Digital Industries Software/ electronic publishing 19,100 940
Cultural Education | Cultural education 400 10
Total for Arts & Creative Industries in Scotland 84,400 £3,220

Source: Creative Scotland (in partnership with Scottish Enterprise): Economic Contribution Study: an
Approach to the Economic Assessment of the Arts and Creative Industries, June 2012

“°Rounded figures

“ Computer Games GVA is rounded down because it is less than £10m
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Appendix 4

Learning from others — case studies of successful creative industry intervention

This appendix summarises the experiences of other places that have developed successful
approaches to culture and heritage. Some were mentioned in consultations as places to compare
and from which Argyll and Bute can learn. Two locations are currently developing cultural strategies,
the Scottish Border and Moray, and we include a resume of how they are progressing and their
approach.

The areas reviewed are:

Dumfries and Galloway
Edinburgh (Festivals Edinburgh)
Moray

Northumberland

Orkney

Scottish Borders

ok wnNE

Dumfries and Galloway

There has been a long tradition of support for the arts and culture in the Dumfries and Galloway
area, spanning more than two decades. What is special for Argyll and Bute is the process and
restructure that the area has gone through recently, that is analogous to the emerging proposals for
the cultural assembly in Argyll.

The long standing Dumfries and Galloway Arts Association, around which most of the performing
arts, theatre, community and other art forms cohered, went into decline in the mid-2000s, in part
because of loss of core and project funding. The Council had sustained officer engagement in arts
and cultural activity over many years and the challenge was to see how the arts could be sustained
and further developed, once the central organisation (the Arts Association) withered. National
agencies too were concerned to ensure that a sustainable framework and structure could be
substituted.

Creative Scotland and the LA together were responsible for filling the vacuum by initiating a review
process that led to strong engagement and communication across the area (2011-2013). LEADER
support for the “Fresh Start for Art” helped fund the process. It is worth noting that the process
focused on the arts, creative industries and culture, to the exclusion of the heritage community.

The evaluation of the needs of the arts community was accompanied by local and region-wide
meetings and the interim step of establishing a Chamber of Arts, part funded for 20-24 months, with
4 local convenors paid to develop engagement, communication and projects at a local level,
together with a region-wide convenor to draw out strategic components. Area based Arts Hubs are
also being established and the Council’s Community and Customer Services Department and the
Chamber of Arts are exploring how to achieve joint working and commissioning of services.
Thus, potentially the Chamber of Arts may deliver services on behalf of the LA.

The LA also matched financially the offer of £200,000 from Creative Scotland for a Place
Partnership for the area, which may help address the next challenge to sustain the energy and
time commitment of paid local convenors once the interim funding period is completed.

What are the lessons for Argyll and Bute?
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e The approach to the Chamber of Arts excluded the heritage community and institutions;

e Role of Creative Scotland and LEADER in supporting the arts community and the Council to
move forward;

* Once evidence of a sustainable structure that engages the creative community is
demonstrated, Creative Scotland offered Place Partnership funds (which were matched by
the LA);

e Arts and cultural development are linked to the community planning single outcome
agreement;

e Part of the substantiation of the engagement and support of the LA is the need to make
savings and find innovative ways to maintain services;

e The Chamber of Arts structure, with local convenors, is analogous to the hub and spokes
model proposed for the Argyll and Bute cultural assembly.

Edinburgh

The Festivals Edinburgh model was mentioned a few times in our consultations in Argyll and Bute as
an example of good collaborative practice and strategic leadership. Festivals Edinburgh is the high-
level organisation created in 2007 by the directors of Edinburgh’s 12 major festivals to lead on their
joint strategic development and maintain their global competitive edge®. The view of the public
authorities (Scottish Arts Council, Scottish Enterprise, the City of Edinburgh Council) and of the
festivals was that Edinburgh was losing its competitive place, and a revitalization of the marketing,
promotion, ticketing and programming of the existing festivals was needed.

Festivals Edinburgh is thus the strategic umbrella organisation focussed on over-arching areas of
mutual interest. Its sole focus is to maintain the festivals’ and the Festival City’s global competitive
edge, through major collaborative projects and strategic initiatives.

The collaborative working of the Edinburgh festivals had to be strategic, without interfering in the
aims and operations of the individual festivals — thus the programming objective was left in
abeyance, for each festival to self-determine. At the same time, the collective strengths of the
festivals strengthened their ability to advocate on festivals’ behalf — for resources, tourism links,
joint ticketing — and allowed joint projects which support growth, product development, leadership
and audiences to be addressed.

Funded by subscriptions from its members and significant public sector support, the organisation
now employs 8 full time staff with others brought in on a project by project basis, as funds are won.

The festivals, arts, culture and heritage do not figure within the Edinburgh Partnership Community
Plan, 2013 - 16.

What are the lessons for Argyll and Bute?

e Astrong commitment to collaborative working;

e Ashared ambition and responsibility taken across all 12 member festivals;

e Starting from a modest base (one person working 2 days a week), funds were attracted
within the context of a strategic framework;

e Collaborative working groups comprising of staff members from the Festivals themselves.

2 |n fact BTS was commissioned to review the opportunity and then prepare the business plan and governance
arrangements for the establishment of Festivals Edinburgh
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Moray

Moray is one of the areas which has a cultural strategy being developed, concurrent with Argyll and
Bute (see also Scottish Borders below).

The Council has included arts and culture within its economic strategy, namely under the title
Developing Moray’s Cultural Heritage and Arts Assets. Further, the Elgin city strategy in the
economic development plan also has as one of its aims the promotion and development of the arts —
“Arts, Culture and Heritage: — activities, festivals and events, creative and cultural activity”. The
objective was to use arts to enhance the city’s quality of place, shaping its identity in the face of
increasing competition, and using the arts as a powerful vehicle for community development and
engagement. Interestingly the arts and culture, heritage and creative industries are not included
anywhere in the Moray Community Planning Partnership Single Outcome Agreement.

The genesis of the development of a cultural strategy was the ambition to articulate these priorities
and in 2013 consultants were appointed to engage and research opportunities, leading in December
2013 to a draft plan. While still work in progress, the draft strategy outlined the following objectives
for the strategy:

Recognise the positive impact of creativity for everyone

Encourage new ways to encounter creativity in the everyday
Empower communities to establish sustainable cultural activities
Develop tools to connect and communicate about cultural activity
Grow quality cultural activities, festivals and events

Making effective use of our built environment and natural heritage
Ensure access to creative learning for all who seek it

Help creative businesses to start, grow and develop

NV R WN PR

Critically, the role of the cultural strategy in economic or tourism development appears, at this
stage, to be understated.

What are the lessons for Argyll and Bute®?

e A dedicated web site has been created to support communication (but note the stronger
web site for the Scottish Borders cultural strategy preparation);

* The economic development and tourism role of the strategy is not great, nor is there a
compelling interweave;

e Articulation of the objectives includes grass roots ideas and proposals emanating from the
consultative process.

Northumberland

Northumberland County Council has been active in the culture and arts for a number of decades,
with a focus on engaging local artists and craftspeople, and generating active communication
networks across the county. The Council claims that arts and culture make a real difference to
communities and that they help achieve leverage, through high levels of engagement, boosting local
resilience and supporting economic growth.

s Acknowledging that this is work still in progress
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The Council’s economic strategy says:

“Less tangible than direct economic benefit but of key importance is the Creative Industries
sector's contribution to Northumberland's sense of distinctiveness and 'place' and to the
tourism offer in particular.”

The fragmented nature of the sector is acknowledged and despite growth in arts and crafts — in part
because of the many projects developed to support them — the ambition is to attract some of
metropolitan Tyneside’s’ creative, design and media community to relocate in Northumberland.

The many projects across the County designed to support the creative industries have also been long
sustained, thus, film location, public art, cultural links to education have been in existence (in
different guises) for many years. Projects include:

e The South East Northumberland Public Art and Design Initiative (Inspire), set up in 2003 to
improve the built and natural environment in South East Northumberland through the
involvement of artists and better design;

e 5 for art where the Council requires all developers, through the planning process, to ensure
that artist commissioning is part of all major new developments. For residential
developments, this will include developments of 10 houses or more;

e Northern Cultural Ambassadors Network is an online resource aimed at building links
between the educational sector and the cultural sector. (The Network currently spans
Newcastle, Gateshead and Northumberland);

e The County Council runs its own Morpeth Chantry Craft Centre.

What are the lessons for Argyll and Bute?

e The sustainability of investment and support for the creative community;

* Innovative projects and schemes that maintain and sustain the agenda of support;

e Acknowledgment of the role of the creative industries in generating a “sense of place”;
e Integration of the sector in the economic strategy for the area;

Orkney

Orkney has had a long history of arts, heritage and cultural development. In part this stems from the
richness of the assets and facilities across the area but one characteristic lies inevitably in the
outward facing approach of many in this community.

With a population of less than % of Argyll and Bute’s (20,000 people), there are a small number of
significant manufacturers and exporters of craft (Ortak, Sheila Fleet, Aurora) and a significant
number of major heritage and historical facilities that have high visibility and prominence.

Three distinctive aspects to Orkney’s cultural situation emanates from:

* The percentage of employment in the crafts and arts, especially in large businesses;

e The extent to which Orkney is promoted internationally through its arts and crafts;

e The central influence of two international standard arts organisations (Pier Arts Centre and
St Magnus Festival) for over a generation within one island community.

While much of this activity predated the Foot and Mouth outbreak in early 2000s, the impact on
tourism visitation was significant, leading to a call for action to strengthen the product offer and
heighten profile even further. Action by Highlands and Islands Enterprise, VisitScotland and the
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Council, led to modest investment in staff resource, collaborative marketing and e.g. leaflet
production, resulting in the arts becoming incorporated into the tourism offer for the islands.

The key to the further development of the sector has been the partnership of the Council with the
Orkney Arts Forum, and the integration of arts into the community planning framework.
Interestingly, the arts and cultural community’s role in this process has not yet been replicated by
heritage and visitor attractions. The Arts Forum includes elected representation from different art
forms.

In 2011, HIE commissioned Francois Matarasso to review the cultural community and its strengths
on Orkney and while acknowledging their strengths and the self-sustaining nature of the sector, the
key conclusion was not to be complacent and ensure that collaborative planning was undertaken to
help sustain future competitiveness.

What are the lessons for Argyll and Bute?

e Art form representation on the Art Forum;

e The processes and maturity of structures to support arts and culture is not matched by those
for heritage community (and visitor attractions);

¢ Role of major craft manufacturers in generating an outward looking ethos;

e Partnership of the cultural community with public agencies.

Scottish Borders

Scottish Borders is one of the areas which has a cultural strategy being developed, concurrent with
Argyll and Bute (see also Moray above).

Amongst the Council’s key economic development priorities (in its economic development strategy
to 2023) is continuing support for the Borders creative arts industries. The Borders has a
comparatively strong infrastructure for culture and creative industries despite its geographical
dispersed character - Creative Arts Business Network, communication across the sector, artists
workspaces etc.

Despite some parts of the Borders being commutable to Edinburgh and the Lothians, the area
suffers from many of the same characteristics as Argyll and Bute — population loss, an ageing
population, a weaker financial base etc. The current review of Scottish Borders’ priorities in culture
and creativity is partly stimulated by how culture and creativity can ameliorate these endemic
characteristics.

The brief from Scottish Borders Council for the cultural strategy included:

“...will establish shared priorities that drive collaborative work across organisations and
sectors and make it possible for us to contribute successfully to wider regional agendas and
key national strategies.”

Widespread consultation and a well-developed web site for stimulating debate and responses were
developed. Six thematic headings were identified early in the consultation process:

e Visibility

* Connectedness

e Sustainability

* Traditions

*  Ambition and Quality
e Unity and Diversity
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Strategic Action Plan for Culture, Heritage and Arts in Argyll and Bute

These helped lead to the vision:

By 2019 the Scottish Borders will be recognised and celebrated for what it is — one of the
richest, most distinctive and diverse cultural regions in Scotland.

The Strategy is followed by an Action Plan which outlines how the Strategy’s recommendations can
be implemented. Its core elements are:

e A region-wide Cultural Forum, to be convened for the five-year period of the Cultural
Strategy

* A regular cycle of Cultural Gatherings to bring together the cultural sector and relevant
stakeholders

e A small, lightweight Support Unit to act as an executive on behalf of those working together
to deliver the Strategy’s recommendations

* A Concord of national, regional and local agencies, in support of the Strategy’s aims.

What are the lessons for Argyll and Bute?

e The time limited (5 year) period for the cultural forum; the proposition for cultural
gatherings, the integration of an executive team and national, regional and local
stakeholders being brought together;

* The cultural sector integrated into the economic strategy for the area;

¢ The layering over of a number of thematic headings (above) within the strategy;

e The apparent distance of the cultural strategy from tourism (although the project is still
work in progress).
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	Consultations 
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	The largest groups of respondents in the survey were individual artists, representatives of museums and heritage organisations, craftmakers and arts organisations. Respondents in the survey identified what they thought were major opportunities, weaknesses and their priorities to be addressed. Workshops meanwhile reviewed how to resolve local needs with an Argyll-wide approach to developingthesector,together with management anddelivery challenges for thestrategy. 
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	PolicyContext 
	PolicyContext 
	The policy context for cultural and heritage development is complex. The main report explores the links withScottishGovernmentEconomic Strategy, Argyll andBute’s Single Outcome Agreement and Community Plan and the policies of Creative Scotland, Historic Scotland, Museums Galleries Scotland, VisitScotland andHighlands andIslands Enterprise. 

	VisionandStrategic Priorities 
	VisionandStrategic Priorities 
	The culture, heritage and arts sector has considerable presence but is not well understood in its totality in Argyll and Bute. Its fragmented nature, ubiquitous spread across Argyll but lack of focus give limited visibility for the people working in the sector and the absence of a voice to articulate and advocate their needs. So many people in the sector are artists or craftmakers, absorbed in their own creative processes and outputs, or are volunteers working under pressure and unpaid. So, as one consultee
	“Welive in avibrant area,butjoiningthe dots is difficult.” 
	Our vision, supportedbythe viewsofour consultees, is thatthesector has to organise itself,in order to promote its virtues, its contribution to Argyll’s self-belief and market profile and to address shortfalls andbarriers -marketfailures –thatinhibitsuccess, growth and satisfaction.Doingnothing isn’t aviable proposition. 
	The vision forthe creative industries is: 
	To establish the whole of Argyll and Bute as an area of cultural and artistic excellence, in order to releasetheirfulleconomic and socialvalue. 
	To establish the whole of Argyll and Bute as an area of cultural and artistic excellence, in order to releasetheirfulleconomic and socialvalue. 
	The strategic priorities for the culture, heritageand arts across ArgyllandButefocus on: 
	1. 
	1. 
	1. 
	A limited number of actions, that while maybe ambitious in nature, are considered achievable within a3to 5year period(the detailed actionsare speltoutin the plan atsection 10); 

	2. 
	2. 
	A higher profile and visibility for the sector, giving it voice and the opportunity to advocate resources tomeet needs acrossthe sector; 

	3. 
	3. 
	The recognition that the creative industries are an important economic driver and contribute to tourism’s cultural offer; 

	4. 
	4. 
	To promote co-operation acrossthe sector inthe development anddeliveryofprojects; 

	5. 
	5. 
	A structure and delivery mechanism that encourages local engagement and supports local development of the creative industries while mobilising local people to take a pan-Argyll approachto prioritiesandactions. 




	DeliveryStructures:theCulturalAssembly 
	DeliveryStructures:theCulturalAssembly 
	There is so much enthusiasm and creative ability amongst people working across culture, heritage and arts in Argyll andBute. Yetthe area’svisibility andthe internal connectedness ofpeople working in the sector are weak, despite some well-developed networks. The strategy’s importance lies in providing a rationale for the sector, to help galvanise resources and help people working around these themes to find a voice. This process will strengthen Argyll and Bute’s competitive advantage and provide a stronger i
	The Councilinitiated aCulturalAssemblygatheringin 2013;BTS’s remithas includedtesting whether and how this might play adelivery role. Our view is that it serves as the foundation for buildinglocal and Argyll and Bute-wide delivery structures. This will take time to develop and needs energy and commitment. 
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	A membership organisation is favoured with a “hub and spokes” model of local groupings in 8 areas (mirroring AITC’s areas), interwoven with an art form/thematic representation on the (current) steering group. Developing a company or co-operative structure will allow the cultural assembly to develop projects and attract or bid for funds, with the steering group transforming into the board. The Council would participate in, but not chair, the assembly. A high profile chair who is passionate aboutthesector, bu
	CulturalAssembly hubandspokes model representativesonthe steeringgroup/board 
	CulturalAssembly hubandspokes model representativesonthe steeringgroup/board 
	CulturalAssembly hubandspokes model representativesonthe steeringgroup/board 
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	• Mull, Iona,Tiree& Coll • Oban &Lorn • Inveraray, KilmartinGlen&Knapdale (Heart of Argyll/ Mid Argyll) • Cowal • Kintyre&Gigha • Bute • (West) LochLomond & Clyde SeaLochs • Islay, Jura &Colonsay 
	• Danceand Drama • Film,Digital and Literature • Music • Visual Arts and Crafts • Gaelic • Heritage • Argyll and ButeCouncil • Argyll and the IslesTourism Co-operative 


	The role and remitoftheassembly wouldbe: 
	1. 
	1. 
	1. 
	Leadership and advocacy:mobilise keypeople to representthe needsofthe sector; 

	2. 
	2. 
	Strategic Development:to encouragelocaldevelopment ofthe sectorandprioritise ideas from geographic and sectoralgroupings thathave Argyll andBute-wide application; 

	3. 
	3. 
	Sharing knowledge and expertise: helping collaboration through the exchange and share of knowledge and expertise; 

	4. 
	4. 
	Networking:finding ways for those in the sectorto work witheachother; 

	5. 
	5. 
	Internal communications: using the Internet and meetings, create mechanisms that encouragepeople to talkto and workwitheachother; 

	6. 
	6. 
	Funds and Funding: identify resources can be found to deliver key priorities, including support staff. 



	NextSteps 
	NextSteps 
	The next steps comprise finalising the plan and testing and generating support for the development oftheassembly, alongthe lines outlined. 
	BTS,March2014 
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	1. Introduction 
	1. Introduction 
	The importanceof culture,heritage andthe arts lies in their contribution to wealth creation andjobs and as a means of expressing and promoting cultural identity and pride. They support the dispersal of economic activity and create opportunities for self-expression, cooperation and collaboration in rural and remote areas,while also helpingto createnew and sustain existingfacilities for residents. 
	In Argyll and Bute, there is both a major imperative and a major opportunity for the combined attributesof culture, heritage and arts to be usedto attractvisitors andto help sustain population. It is crucial that Argyll and Bute adopts and promotes drivers that will generate revenue and radically address the trend of projected population loss. It is our contention that the area’s cultural offer can contributeto these strategically criticaltasks. 
	Argyll and Bute Council, with Highlands and Islands Enterprise’s support, want to identify how culture, heritage and arts can take their rightful position as an economic and tourism generator. Interlaced within this goal is the role of Gaelic in Argyll and Bute, as acommunity resource, arguably as thecrucible for the language’s developmentand as an indigenous attractorordriver for tourism. 
	1

	In September 2013, The Council appointed BTS to research and articulate this strategic action plan for culture, heritage and the arts. A number of tasks were defined by the Council in the commission to look atthebreadth anddepth ofthe sector in Argyll andBute, including: 
	• 
	• 
	• 
	An audit ofheritage,arts,culture, andGaelicorganisations and sites within ArgyllandBute; 

	• 
	• 
	Articulatetheir relationships to andinterdependencywiththeregional visitoreconomy; 

	• 
	• 
	Identify best practice models from other comparable geographic areas addressing cultural and creativeopportunities; 

	• 
	• 
	Identify how culture, heritage and arts can generate stronger collaborative working with stakeholders in Argyll andpartners atanationallevel; 

	• 
	• 
	Develop an action plantranslatingthe strategyinto prioritiesandinvestment needs; 

	• 
	• 
	Articulate the economic contribution of culture, heritage, arts and creative industries in Argyll andButeincludingthe potentialincrease inculturaltourism; 

	• 
	• 
	Suggest a model of governance for a sustainable umbrella organisation for the sector and establishhow it willwork with other partners. 
	2



	Our approach to the tasks has been to conduct face-to-face and telephone interviews with national and local institutions, organisations and key players; invite contributions and expression of views in an electronicsurvey;conductdeskresearch andholdseriesofinteractive,facilitated workshops. 
	This report is the outcome of this research and analysis. The role of the report is to articulate the current situation of the sector(s), identifying their strengths and weaknesses, opportunities for the future and their potential contribution to Argyll and Bute’s success, visibility and stand-out. We address priorities, deliveryand organisation andmanagement. 
	Many people and organisations have contributed enthusiastically to our work, prompted by their commitmentto seepositive change (Appendix1).Wethank everyonewho has aided our thinking. 
	Throughthe Kingdom ofthe Scots Including andin particular the Argyll andthe Isles Strategic Tourism Partnership andTourism Co-operative 
	1
	2
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	2. Background:theImportanceofCulturalandCreativeIndustries 
	2. Background:theImportanceofCulturalandCreativeIndustries 
	The geographical characteristics of Argyll and Bute pose significant policy and service delivery challenges, in terms of communication, accessibility, economic development, retaining population and generating and delivering consistent and integrated standards of service delivery. Argyll and Bute is the second largest Scottish local authority by area, the third sparsest by population density, with 25 inhabited islands. One of the most significant challenges that faces the region is population loss. 
	The population of Argyll and Bute was 88,166, in the 2011 census. This is a reduction of 3.4% on 2001, and projections are, that by 2035, the population will have reduced by a further 7.2% to 82,754. This is against projections of 10% growth in the overall Scottish population. The projected drop is the 4th largest in Scotland and masks demographic changes, with growth in the number of people of pensionable age (an ageing, and by implication, dependent population segment) and overall growth in the Oban and L
	3

	The relevance of population loss to culture, heritage and arts policy and intervention is demonstrated by the OECD’s view that creative industries contribute to economic development, regeneration, the competitivenessand attractivenessof an area . 
	4

	The importance of culture, heritage and arts, or creative industries, is further highlighted by many bodies: 
	5

	• 
	• 
	• 
	UNCTAD(the UN’s trade anddevelopmentbody) says: “The creative economyhas become a topical issue of the international economic and development agenda, calling for informed policy responses in both developed and developing countries.” In 2005 the creative industries accounted for 3.4% of world trade, $424 billion of exports and an annual growth rateof8.7%between2000and2005. 
	6


	• 
	• 
	UNESCO meanwhile positions culture at the heart ofdevelopmentpolicy, exemplifiedby the focuson capitals of cultureand worldheritage sites. 
	7


	• 
	• 
	The European Commission has been encouraging national governments, the cultural sector and EU institutions to jointly promote culture as a catalyst for creativity and innovation which arekeydrivers to regeneration,competitiveness and economicgrowth. 
	8


	• 
	• 
	DCMS estimates that creative employment provides around two million jobs in the UK and employmentin thesectorhas grownatdouble therateoftheeconomy asawhole. 
	9


	Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy ,Hendrik van der Pol, Director, UNESCOInstitute for Statistics, Canada; Sources are cataloguedin Appendix 2 UN’s Creative EconomyReport,2008 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural 
	Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy ,Hendrik van der Pol, Director, UNESCOInstitute for Statistics, Canada; Sources are cataloguedin Appendix 2 UN’s Creative EconomyReport,2008 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural 
	Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy ,Hendrik van der Pol, Director, UNESCOInstitute for Statistics, Canada; Sources are cataloguedin Appendix 2 UN’s Creative EconomyReport,2008 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural 
	Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy ,Hendrik van der Pol, Director, UNESCOInstitute for Statistics, Canada; Sources are cataloguedin Appendix 2 UN’s Creative EconomyReport,2008 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural 
	Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy ,Hendrik van der Pol, Director, UNESCOInstitute for Statistics, Canada; Sources are cataloguedin Appendix 2 UN’s Creative EconomyReport,2008 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural 
	Sources: Culture and Local Development, OECD; Key role of cultural and creative industries in the economy ,Hendrik van der Pol, Director, UNESCOInstitute for Statistics, Canada; Sources are cataloguedin Appendix 2 UN’s Creative EconomyReport,2008 For 2007-2013, it is estimated that more than 6 billion Euros have been earmarked by European regions for cultural 
	4 
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	www.unesco.org/new/en/culture/themes/culture-and-development 
	8 






	infrastructure, cultural heritage and cultural services. Source: 
	infrastructure, cultural heritage and cultural services. Source: 
	development/european-agenda_en.htm 
	http://ec.europa.eu/culture/our-policy
	-

	9 
	http://old.culture.gov.uk/what_we_do/creative_industries/default.aspx#Creative 
	http://old.culture.gov.uk/what_we_do/creative_industries/default.aspx#Creative 
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	• 
	• 
	• 
	Creative Scotland andScottishEnterprise assessedthe value and contribution ofthe arts and creative industries to the Scottish economy –assessedto be £7.2billion p.a. and84,400 jobs; these figures includingtheheritage sector’scontribution. 
	10 11 


	• 
	• 
	In the 2011 Scottish Government’s Scottish Household Survey, 87% of survey respondents indicated that they had engaged in culture in 2011, either through attending or visiting a cultural event or place or participating in a cultural activity. The most popular forms of cultural attendance for Scottish people are the cinema (54%) and live music events (31%), but there is also a high level of satisfaction accorded to libraries, the theatre and museums andgalleries. 
	12 



	In terms of the impact of culture, heritage and arts on the visitor economy, The Heritage Lottery Fund sought an evaluation of the impact of heritage tourism (both built and natural and each separately) and in 2013 judged that the heritage-based tourism economy directly accounts for at least£5billion in GDP and134,000jobsacross the UK. 
	13 

	VisitBritain assessed the competitive dimensions of the overall UK nation brand, the UK ranked 4th out of 50 nations in terms of a 'Tourism' brand and also for 'Culture', while our 'rich in historic buildings and monuments',ranked5th. 
	14 

	In studies as far afield as Cornwall, Ontario and Australia, cultural tourism impacts are positive on locations, in terms of visitation, economic value, reputation and motivation or support for local people to develop cultural tourism product. Equally, the Local Government Association has a numberof studies thatreinforcethe benefitsandpositiveimpactsof culturaltourism. 
	15 

	Definingthe CulturalandCreativeIndustries 
	The definition of what constitutes the cultural or creative industries falls into a long standingdebate and reflections on methodology. Suffice it to say that the creative industries don’t actually get their own section in the Office of National Statistics’ listings of economic outputs for the UK. So, over the years, the UK DCMShas identified appropriate data and Creative Scotland, Scottish Enterprise and Highlands and Islands Enterprise have largely taken their analyses from these and adapted them. The gro
	16 

	We’ve used the now-accepted Creative Scotland definition (Appendix 3), but more importantly for Argyll and Bute our audit of cultural assets (Appendix 5) and electronic survey responses (Section 4) below)highlightthemake-up ofthe creative and culturalindustries in ArgyllandBute. 
	Tourism Intelligence Scotland has a useful and accessible definition of Cultural Tourism: In broad terms, itincludes: 
	17

	Economic Contribution Study: an Approachto the Economic Assessment ofthe Arts andCreative Industries, June 2012 These figures rise to just short of£12.5billion and129,700jobs when includingindirect andinducedimpacts Source:TIS Source:HLF:The Economic Impact ofthe UKHeritage Tourism Economy, OxfordEconomics, 2013 / The UKGovernment’s Department ofCulture Media andSport Tourism Intelligence Scotland, Events, Festivals &CulturalTourism in Scotland, 2012 
	10 
	11 
	12 
	13 
	14 
	http://www.visitbritain.org/insightsandstatistics/visitoreconomyfacts
	15 
	http://www.local.gov.uk/culture-tourism-and-sport/-/journal_content/56/10180/3517058/ARTICLE 
	16 
	17 
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	• •Built, naturalandhistoricalheritage (buildings, gardens, castles,statelyhomes) 
	• •Culturalheritage (museums, galleries,traditional arts, culinaryculture) 
	• •Contemporary culture (music, film/TV,fashion,performing arts) 
	Cultural providers include museums and galleries, arts centres, artists’ studios, theatres and visitor centres. 
	While the economic and place competitiveness values of the sector are important, we also need to reflect on the social, educational and life enhancing features of culture, heritage and arts. Indeed, if they are to contribute to Argyll and Bute’s attractiveness and competitiveness, addressing these dimensions is crucial. As the UN andUNESCO say: 
	“…unlocking the potential of the creative economy also means promoting the overall creativity of societies, affirming the distinctive identity of the places where it flourishes and clusters, improving the quality of life there, enhancing local image and prestige and strengtheningtheresources forthe imagining ofdiverse newfutures.”
	18 

	While maybe not a popular theme with policy makers and administrative organisations – not least because it is difficult to measure – cultural development is a means of achieving and contributing to spiritual, moral, emotional and intellectual progress, while facilitating self-expression, what we should call quality of life factors. We subscribe to the view that a major challenge is to convince political and policy decision-makers in Argyll and Bute to prioritise cultural development, especially since thesus
	These areviews thatare reinforced and supportedbythoseweconsultedin the processofthis study (ofwhichmore below). 
	Source:NationalRecords ofScotland(formerlyGeneralRegister Office for Scotland) 
	Source:NationalRecords ofScotland(formerlyGeneralRegister Office for Scotland) 
	3 


	Figure

	3. Baseline –Where Are We Now? 
	3. Baseline –Where Are We Now? 
	The creative and heritage industries in Argyll and Bute have gone through several attempts to galvanise, organise andpromote them:there is an underlying recognition thatthesector contributes something really important to Argyll, but this has been inadequately articulated and addressed in the past. The sector is intuitively acknowledged as being an integral part of the community and visitor economy and offers real opportunities at both local and pan-Argyll levels. It’s easier to articulate these within a loc
	It’s important first of all to restate what makes up the culture, heritage and arts assets of the area. As we state above, we adopt the Creative Scotland and Scottish Enterprise definition, now generally accepted across government in Scotland (see Appendix 3): this includes all aspects of the visual arts, performing arts,audio-visual anddigital, writing andpublishing, heritage and cultural education. 
	Because of the fragmented nature of the sector(s), its visibility in Argyll and Bute has not been as great as other (better organised) sectors –farming, forestry, manufacturing etc. The 2012 analysis of the economic contribution of the arts and creative industries (which includes heritage)used published statisticaldatato estimate employment and value ofthe sector for Scotland andby local authority area. Total employment in 2010 across Scotland was estimated at 84,400, of which 6,500 were self-employed (“wor
	19 
	20 
	21 
	22 

	In 2008 (the latest date for available data)there were an estimated12,000 business units in the arts and creative industries across Scotland,ofwhichArgyll andBute held1.9%or228business units. 
	There are obviously methodological issues associated with this analysis and as a Creative Scotland (and partners) economic impact case study of Eilean Siarsuggested, with direct application to Argyll andBute: 
	23 

	“…official employment data is subject to limitations in the context of the Arts and Creative Industries, with elements of activity and employment remaining “under the radar”. In particular, the capture of the self-employed, portfolio lifestyle employment.….remain problematic.” 
	Creative Scotland (in partnership with Scottish Enterprise): an Approach to the Economic Assessment of the Arts and 
	19 

	Creative Industries, June 2012 SIC codes, DCMS Creative Industry mapping project 1998, DCMS Creative Industries economic estimates 2011, ONS AnnualBusiness Survey, Business Register EmploymentSurvey 
	20 

	Because of “hidden” characteristics ofthe sector –people working on their own, in multiple jobs, as volunteers etc. Creative Scotland(in partnership withScottishEnterprise): economic impact case studyin Eilean Siar, June 2012 
	21 
	22 
	www.argyll-bute.gov.uk/info/economy 
	23 
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	5% of jobs in the Western Isles (390), £24m annual turnover and £11m GVA (or 3% of total) were ascribed to the creative industries in the area. But here, we should add that the focus of many communitybased organisations withheritage interests are likelyto also be “under the radar” and as our survey shows, the number of volunteers working across the sector suggests significant commitmentsthat are unrecordedin official statistics. 
	Our electronic survey, sampling 140 relevant people and organisations in the arts and creative industries in Argyll and Bute, identified 924 people employed by them and 2,741 volunteers, which even accounting for many people with multiple volunteering roles, is a highly significant “unrecorded” resource. 
	What’s the estimated value of the arts and creative industries in Argyll and Bute? In terms of monetary value, across Scotland, the arts and creative industries are estimated to provide “gross value added” of £3.2billion in Scottish output (or c3.2% of the economy) in 2010. In terms of turnover (a more readily understood terminology) the arts and creative industries were valued at an estimated£6.3billion p.a. 
	24

	WithArgyll andBute’s proportion of employment in the arts and creative industries being estimated at 1% of the Scottish total and the proportion of business units being 1.9%, we might hazard a GVA value of between £32m and £60m and a turnover value of £63m and £120m p.a. This assumes a directlyproportionate allocation of value without any analysis ofthe size ofbusiness units or sectors they are in, which would require significantly more detailed survey work beyond the scope of this commission. 
	We emphasise the inherent methodological and statistical weaknesses of the estimates of employment and value, emerging from these studies. The data from our survey is reliable, with caveats being that this is what people told us and the size of the sample who volunteered to contributeto thesurvey. 

	CulturalAssembly 
	CulturalAssembly 
	The acknowledged, but uncatalogued strengths of the culture, heritage and arts sector in Argyll and Bute, referred to above, led the Council in 2013 to facilitate a meeting and initiate a dialogue about the way forward for the sector. The establishment of collaborative working models, the economic development and tourism growth of the sector and attracting customers or audience development have become agenda items. A steering group was established as a precursor to a potential umbrella body to carryforward 
	The brief for this assessment includes the definition about the best delivery mechanisms and potentially, the membership, role and focus of an assembly body. Our findings and recommendations are detailedbelow. 

	Tourism 
	Tourism 
	GVAis the standard measure usedin official statistics to measure the economic value or contribution ofindustries to the economy. Itis definedbyturnover minus the value ofbought-in services andgoods neededto produce their outputs 
	24 
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	Partlybecause the origins ofthis assessmentincludethe economic value ofthe culture, heritage and arts to Argyll and to the visitor economy, we want to explore tourism performance in the area. In terms of consumer interest, VisitScotland’s regional analysis for Argyll and the Isles extends some distance beyond the boundaries of the local authority area to include Stirling, Loch Lomond and Forth Valley (this being the smallest regional dimension such data is collected.). The data for 2010 (the latest year dat
	The wider area attracted 1.8 million visitors in 2010, spending £392 million, with 52% of visitors originating from Scotland, 32% from the rest of the UK and 16% from overseas. 44% of visitors are touring Scotland; 66% visit an island, most notably Mull. 66% of visitors are staying one or more nights (i.e. not onadaytrip), withthe average stay amongstthesevisitors being4.8 nights. 
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	94% of visitors were satisfied and 96% will definitely/probably recommend Argyll & the Isles based on their experiences in the area. While 70%of all visitors willdefinitely/probably revisit Argyll&Isles in the next 5 years, this proportion varies from 73% of UK residents to 54% of international visitors. Negativecomments from visitorsrelate to travel and costof accommodation. 
	VisitScotland estimate that the economic value of tourism in 2010 to the local authority area was £184m, of which£143m was from domestic visits and£41m from international. 79% of visitors were thought to be repeat visitors compared to 21% being new visitors. While history was cited as a motivator for visiting Argyll and Bute (by 14% of visitors in the survey ), there are no other mentions of culture or the arts. Across Scotland, once visitors are here, 48% visithistoric houses or castles. In Orkney51%ofvisi
	26
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	VisitScotlandestimated5,200jobs intourism inArgyllandBute in2008. 
	Visitors’ interestin Gaelic, researchedbyVisitScotland, foundthat13% of visitors interviewed stated theywereveryinterestedinGaelic language and culture and wouldlike to learnmore. Afurther38% werefairlyinterested.32%statedthey were notveryinterested and14%notinterested at all. 
	The Argyll and the Isles Strategic Tourism Partnership (AISTP) and its delivery body the Argyll & the Isles Tourism Co-operative Ltd (AITC) have established a highly effective partnership model that focuses on the strategic, communicates with the regional and sub-regional (through the local tourism groups) and develops and delivers new product development and marketing. These latter components of the tourism picture necessitate the engagement and commitment of stakeholders who effectively“own” theproduct. T
	The intersection between andinteraction oftourism and creative industries liesatfour levels: 
	This data is from summer visitors, the survey on whichthe data is basedtakingplace between July andOctober 2011 This data from VisitScotland’s ChiefExecutive’s presentation to the AISTP2012 meeting Source:2012/13VisitScotland survey 
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	1. 
	1. 
	1. 
	The engagement, involvement and often leadership of the sector in the development and promotionoflocally-basedproducts andservices,relevantto visitors; 

	2. 
	2. 
	Engagement of individual artists and craftspeople in events, festivals and community based activity; 

	3. 
	3. 
	Museums and galleries and other organisations and individuals in the sector operating within thetourism market; 

	4. 
	4. 
	Development of pan-Argyll cultural tourism product offer to the visitor with significant benefits to the visibility and perceptions of Argyll and Bute and subsequently to the area’s brand and marketingpresence. 


	In the last of these, the specification of Argyll and Bute’s cultural tourism offer still needs defined. AITC is currently (March 2014) looking at the theme and we anticipate that the outcome of our work, reviewing the sector and planning for its way forward, will integrate with AITC’s to give a strongerculturaltourism productoffer. 
	Directlinks between asuccessfultourism industry,orsuccessful cultural community, and stemming population lossare hardtoestablishquantitatively, butintuitively,strengthening of communities, economic activity,employmentand caring andpositive promotionofheritage and culture add value to communities. AstheUNESCO states: 
	“Its (creative industries) diverse manifestations – from our cherished historic monuments and museums to traditional practices and contemporary art forms – enrich our everyday lives in countless ways. Heritage constitutes a source of identity and cohesion for communities disrupted by bewildering change and economic instability. Creativity contributes to building open, inclusive and pluralistic societies. Both heritage and creativity laythefoundations forvibrant, innovative andprosperous knowledge societies.
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	http://en.unesco.org/themes/protecting-our-heritage-and-fostering-creativity#sthash.bapebtXe.dpuf 

	Figure

	4. Report ofConsultations 
	4. Report ofConsultations 
	We summarise heretheoutcomesofour online survey ofindividuals and representatives engagedin culture, heritage and arts in Argyll and Bute; the full survey results are available separately.. Here we want to pick up on key issues and responses which have implications and repercussions on the way forward for the cultural offer and the management and delivery of added value for the creative industries in the region. Desk research, face to face and wider consultative meetings (at Colintraive, Tarbert,Oban andHel
	The survey was designed to ask opinion and the quality of responses and 140 completed responses make this a robust dataset. The largest groups of respondents were individual artists, representatives of museums andheritage organisations, craftmakers and arts organisations. We also asked respondents to amplify or qualify what they did and whether they are volunteers. At least 30 people arevolunteersor workforvolunteer bodies (e.g. museum).Many othersplay multiple roles – being members(orvolunteers)with e.g. a
	We asked how many people work within their organisations – 89 respondents said they employed 924 people between them, including seasonal and part time staff, averaging just over 10 people each. We would estimate that many sole traders did not respond, while voluntary organisations won’thave paid staff. 
	We also asked how many volunteers work with respondents: of the 88 respondents who answered this question, they have 2,741 volunteers, including those on boards or management committees (weexcludedthe nationalorganisation that said“hundreds”). 

	Major Opportunities 
	Major Opportunities 
	One ofthe core objectivesofthesurveywas to findout whatthoseengagedin culture, heritage, arts and Gaelic communities think are the major opportunities in these areas for Argyll and Bute. 133 respondedto this question. 
	What cannot be doubted is the enthusiasm and commitment of respondents. There are some unifying themes for the whole of Argyll and Bute, yet people reflected on the role of their own organisation, or themselves as sole traders/individuals, as well as focusing on their local area, with a passion and imagination that leaves no doubt about their commitment and connection to the area, andto theirowncontribution to it. 
	Weofferasummaryof comments here. 
	“…increasing visitor numbers and alsoincreasingpride in localhistoryandheritage.” 
	“One ofthe other major assets ofthe area is themassive amount of voluntarytime everyone (gives), fromartists,tomuseum managers, curators, and volunteers.” 
	“To develop astronger sense ofplace….” 
	“The potential to seriously enhance the tourism experience by better presenting and making the arts heritage and culture resourcesavailable and accessible.” 
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	Figure
	“There is a lot of talent out there, and this can be locally harnessed if funded properly and supportedin astructuredway.” 
	These aspirations are complemented by compelling views about opportunities -at a local level and across Argyll and Bute -for building on the culture, heritage and art attributes of Argyll. The specific assets of, amongst others, Dunoon, Kintyre, Colonsay, Kilmartin, Tarbert, Campbeltown, Helensburgh and Oban were expressed in the survey as was the opportunity to build on existing events, on the Gaelic roots of the region, on pilgrimage tourism, the area’s beauty, prehistoric landscapes, pre and Christian as
	Other pertinentcommentsinclude: 
	“Argyll has a unique and extraordinary natural environment of national importance. It is home to a prehistoric cultural heritage of national and international importance. The arts and the Gaelic language are an extension of visual descriptions inspired by this place. There is huge potential to develop the arts further but it needs support and vision. The arts could play akey role inmarketingArgyll ……many artists workingin Argyll …. are notregularly used in tourism marketing.” 
	“Our cultural Heritage abounds with significant buildings, monuments, artefacts, traditions, language and interest in genealogy. The natural heritage is second to none with significant landscape, seascape andbiodiversity. 
	“The historic and natural environment has so much potential in Argyll and Bute and there is enormousscope for itto contribute significantlymorethan it alreadydoesin terms of usingit as resourceto help attractpeople andbusinesses tothe area.” 

	BarriersandThreats 
	BarriersandThreats 
	We also asked what respondents thought are the major barriers andthreats facing culture, heritage, the artsandGaelicin ArgyllandBute. 
	The transport system and infrastructure figured greatly in people’s views of barriers, with the limitations of the geography of the mainland and islands of Argyll and Bute, further degeneration in the A83, the costs and timetabling of ferries, lack of availability of evening and night time public transport systems limiting access to events for residents. Some people mentionedfuelprices being a constraint. 
	A number of respondents in our survey perceived the local authority’s failure to take a leadership, strategic or policy role in culture, heritage and the arts. This stems from the local authority’s perceived lack of appreciation of the importance of culture, heritage and arts in the economy or as an economic regeneration tool and its inconsistent approach to investing in the sector. Other barriers werecogently andsometimes succinctlyexpressed: 
	Figure
	“Many of the organisations delivering cultural services to the area work on avoluntarybasis. Strategic planning andgetting access to expert advice can be abarrier to developingprojects with afeeling ofrealquality and sustainability.” 
	“Partnership working between the voluntary sector the council and tourist agencies may be go some way to improving the quality of the town scape and visitor experience, but it will only workifthere is an ambition to usethe local culturalheritage and arts toachieve this.” 
	“Abysmallack ofInternetconnections or poor supplyofInternetspeed.” 
	“Lackofjointworking;lack ofimagination;low horizons.” 
	“Apathy andlack of cooperation…” 
	“Running costs, maintenance costs, accommodation costs, travelling costs and limited income opportunities for a large number of organisations, clubs and events all supported by arelatively small static population whichgrows slightlyin the summer but shrinks backin the wintermonths.” 

	The ImportanceofCulture, Heritage andArtsinArgyll andBute 
	The ImportanceofCulture, Heritage andArtsinArgyll andBute 
	We asked a question about respondents’ views on the importance of culture, heritage and the arts. The following table gives an overwhelming endorsement of our survey participants’ attitudes towards thesector(inourexperience these areveryhigh “RatingAverages”): 
	Table
	TR
	TH
	Figure

	Very important
	Quite important
	Neutral
	Unimportant
	Not Important
	Rating Average 

	Their importance to the area’s identity, character and appeal? 
	Their importance to the area’s identity, character and appeal? 
	84.5% (120) 
	15.5% (22) 
	0.0% (0) 
	0.0% (0) 
	0.0% (0) 
	4.85 

	Their importance in attracting visitors to the area? 
	Their importance in attracting visitors to the area? 
	82.9% (116) 
	12.9% (18) 
	2.9% (4) 
	0.7% (1) 
	0.7% (1) 
	4.76 

	A strategic approach to culture, heritage & the arts in Argyll and Bute? 
	A strategic approach to culture, heritage & the arts in Argyll and Bute? 
	78.9% (112) 
	14.8% (21) 
	4.2% (6) 
	1.4% (2) 
	0.7% (1) 
	4.70 

	Their importance at a social level and their contribution to education,well-being and health? 
	Their importance at a social level and their contribution to education,well-being and health? 
	70.4% (100) 
	27.5% (39) 
	2.1% (3) 
	0.0% (0) 
	0.0% (0) 
	4.68 

	Their importance to residents ofArgyll and Bute? 
	Their importance to residents ofArgyll and Bute? 
	53.2% (75) 
	39.0% (55) 
	6.4% (9) 
	1.4% (2) 
	0.0% (0) 
	4.44 

	How important is tourism & the attraction of visitors to yourown activity/ organisation? 
	How important is tourism & the attraction of visitors to yourown activity/ organisation? 
	65.5% (91) 
	20.9% (29) 
	6.5% (9) 
	5.8% (8) 
	1.4% (2) 
	4.43 

	Are Gaelic traditions, culture & organisations important to the area’s identity& character? 
	Are Gaelic traditions, culture & organisations important to the area’s identity& character? 
	39.4% (56) 
	31.0% (44) 
	23.2% (33) 
	2.8% (4) 
	3.5% (5) 
	4.00 


	How the Strategy couldhelpRespondents 
	Figure
	We wanted to introduce survey participant to the concept of a strategy for the sector(s) and asked what they thought the strategy could do for them, as individuals or organisations. The table catalogues theresponsesofthose who answeredthisquestion: 
	Table 2 How do you think the strategy could help to (Tick allthat apply.) 
	Table 2 How do you think the strategy could help to (Tick allthat apply.) 
	Table 2 How do you think the strategy could help to (Tick allthat apply.) 
	support you, your business or organisation? 

	Help communication and networking 
	Help communication and networking 
	84.8% 

	Support regeneration 
	Support regeneration 
	80.4% 

	Maketheareamoreattractivefortourists 
	Maketheareamoreattractivefortourists 
	76.1% 

	Offermoremarketingopportunities 
	Offermoremarketingopportunities 
	73.2% 

	Raise the agendawith governmentand funding bodies 
	Raise the agendawith governmentand funding bodies 
	72.5% 

	Help sustain communities 
	Help sustain communities 
	71.7% 

	Encouragemoretalent 
	Encouragemoretalent 
	69.6% 

	Contributeto educationalobjectives 
	Contributeto educationalobjectives 
	67.4% 

	Encourage"new" activitiesin the area 
	Encourage"new" activitiesin the area 
	67.4% 

	Givemorechoicestoresidents 
	Givemorechoicestoresidents 
	54.3% 

	Promotevolunteering 
	Promotevolunteering 
	44.9% 



	Whatthe Strategy shouldInclude 
	Whatthe Strategy shouldInclude 
	We wanted to find out what people thought should be in the strategy and what their “bid idea” mightbe,to advise howthe strategyis developed andwhatits role and remit shouldbe. 
	Mentionedbyseveralrespondents isthe needfor leadership and effective coordination: 
	“The ability to think big, to fund raise effectively into Europe to recognise the Arts as a generatornot adrain...weprimarilyseekfunding rather thanskills development.” 
	“We could benefit from an overall leader or mentor, with hands on experience in the culture andheritage sector,who isenergetic andresourceful.” 
	“A Festivals Edinburgh approach for the Arts in Argyll -that is strategic, visionary, aspirational, mutual.” 
	High amongstthe brieffrom respondents is the focus on buildings within local areas, resources from which cultural activity can flow – public gallery space, a print studio, exhibition space, flexible display/exhibition space, space for crafts, well-resourced performing venues. As one respondent put it: 
	“Improving the provision of cultural spaces in the area, both in terms of producing dedicated provision, but also examining ways of using existing spaces better and facilitating more creative ways of using other locations such as historic sites, empty business premises and public spaces in townsfor cultural activity.” 
	Although oneparticipantinthe survey said: 
	“Wesimplydon't need more buildings!” 
	Other proposed components forthestrategy are: 
	“Marketing, networking, funding, gallery space.” 
	“Technology -for usthis isFASTbroadband.” 
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	Figure
	“…a database oflocal artspractitioners….” “More joined upcollectingpolicyfor the area. Afitfor purposerepositoryfor archaeology.” “Need more support (funding and advice/skills) to community organisations to help them 
	become visitor attractions.” “Fundingis primary.” “Audience development.” “Any marketing, training or funding could only benefit the existing community arts 
	organisations, bands andmusic clubs inthearea.” 
	And almostinevitably: 
	“Thatthe local authorityactuallyinvestsinsupportingthe development ofthe sector.” 
	“To have an ABC committee entirely dedicated to culture and heritage would be a big step forward.” 

	Collaboration 
	Collaboration 
	We wanted to see what experience people had in collaborating, as well as their ambition or desire formore. 
	Table
	TR
	TH
	Figure

	TD
	Figure

	TD
	Figure

	TD
	Figure

	TD
	Figure


	Have you ever worked with your local tourism marketing organisation? 
	Have you ever worked with your local tourism marketing organisation? 
	52.6% (72) 
	39.4% (54) 
	3.6% (5) 
	4.4% (6) 

	Have you ever worked with local tourism providers(e.g. hotels, visitor attractions)? 
	Have you ever worked with local tourism providers(e.g. hotels, visitor attractions)? 
	71.5% (98) 
	23.4% (32) 
	1.5% (2) 
	3.6% (5) 

	If you have worked with either, was it a satisfactory/successfulexperience? 
	If you have worked with either, was it a satisfactory/successfulexperience? 
	58.8% (77) 
	11.5% (15) 
	10.7% (14) 
	19.1% (25) 

	Do you plan to work with tourism organisations/providers inthe future? 
	Do you plan to work with tourism organisations/providers inthe future? 
	70.8% (97) 
	8.0% (11) 
	16.8% (23) 
	4.4% (6) 


	We explored attitudes to collaboration and partnership further, with strong endorsement from respondentsofthe principle. 
	Table
	TR
	TH
	Figure

	YES 
	NO 
	UNSURE 

	We needmore collaboration acrossculture,heritage and arts 
	We needmore collaboration acrossculture,heritage and arts 
	90.5% (124) 
	2.2% (3) 
	7.3% (10) 

	We needmore leadership in culture, heritage and arts 
	We needmore leadership in culture, heritage and arts 
	83.7% (113) 
	5.2% (7) 
	11.1% (15) 

	We need more collaboration between the culture, heritage and arts community and tourism? 
	We need more collaboration between the culture, heritage and arts community and tourism? 
	93.2% (124) 
	2.3% (3) 
	4.5% (6) 

	Would you be interested in becoming part of a new cultural partnership forArgyll? 
	Would you be interested in becoming part of a new cultural partnership forArgyll? 
	66.2% (90) 
	8.8% (12) 
	25.0% (34) 


	CulturalPartnershiporAssembly 
	Figure
	In the survey, we received strong endorsement of the need for and role of a cultural partnership, including: 
	“Innovating andinternationalising our varioustraditions.” 
	“Finding and enveloping audience locally (coordination, better facilities, better business models) andglobally -acceleratedbroadband connectivityfor the creation anddistribution of culture, heritage and arts.” 
	“Supportingtheartists inmarketing and exhibitingtheir workinprime touristlocations.” 
	“Joint working, a voice in tourism.... county wide collecting policy, training, and skills development....” 
	“Networking and coordination…” 
	This wastemperedbythe incisivecomment: 
	“I am not sure that such a wide remit for one organisation is useful -I’d be worried that the quality of the focus/development on any one element might be lost? I feel a community development approach to the issues would be more useful e.g. looking at cultural heritage, natural heritage, arts etc., with an overarching 'assembly' ensuring cross fertilisation and joint working??” 
	The workshops particularly explored the representation on, role and remit of a Cultural Assemblyand the positioning of the local authority in relation to the assembly. A small number of delegates didn’t like the terminology or name of the Cultural Assembly itself, but most saw the opportunity to build up an influential body, representative of the wide interests in culture, heritage and the arts from across Argyll and Bute. The workshops thought that the assembly must be focussed and driven bythestrategy, bu
	30 

	• 
	• 
	• 
	Whethertherewasenough commitmenttomaketheassembly self-sustaining; 

	• 
	• 
	Whether the larger (public)bodies couldhelp set it up and share responsibility for sustaining it; 

	• 
	• 
	The extent to which the local authority needed to be or must be involved – so for instance whetherelectedmemberssat onthe assemblyor not; 

	• 
	• 
	Making suretheassemblydidn’tdeteriorate into atalking shop and whatitsrole mightbe; 

	• 
	• 
	How it communicateswithmembers. 


	There was a strong consensus that the assembly should be open to all and needs to be both geographically and sectorally representative in its membership, with the “hub and spokes” model quoted several times in different workshops. A steering group (“to do the work”!) is also needed. Quite whether the assembly then helps facilitate each area or sector to focus on its own needs/prioritieswasleftinabeyance and requirestheresourcingto be definedfirst. 
	Respondents saw the outcome of the work currently underway (the preparation of the strategic action plan) as providing the strategy and vision for the assembly and help define its role and functions. There was a strong emphasis given to the need for clarity in its role and function and concerns expressed about the assembly being too broad in its approach – it needs to focus on some 
	The term adoptedbythe Councilin the preliminary stages ofthe project 
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	key achievable priorities. It therefore needs a clear brief and defined outcomes. There was consensus that it needed to be a properly constituted organisation able to receive money and make contracts. 
	The assembly’s work programme would emerge from the strategy, but be agreed against agreed timescales and resources. A minority thought the assembly might be a pilot for a year. One workshop definitely saw the need for the assembly to contribute to the appointment of an Argyll and Bute Marketing Officer for heritage, employed by the local authority. Functions identified by oneworkshopcomprised: 
	• 
	• 
	• 
	To lobbyfor supportforthe sector(s) 

	• 
	• 
	To run projects 

	• 
	• 
	Coordinatingfunction 

	• 
	• 
	To identify needs foreachproject 

	• 
	• 
	Acentralised resource–not atalking shop 


	While some thought that the assembly needed to be led (chaired) by an elected member from the Council, there was astronger view aboutthe needfor aknowledgeable independent sector chair for the assembly. 

	LocalNeeds vArgyllWide Approach 
	LocalNeeds vArgyllWide Approach 
	Another crucial topic addressed by the workshops lies in the challenge of the strategy to be able to support individuals and groups achieve their local ambitions regarding investment and services in contrast to an Argyll–wide approach. Local ambitions often include plans to save or use redundant buildings. The balance between endorsing and motivating local action to meet local priorities and delivering an Argyll wide range of actions has to be found. The risk about the strategy specifying local priorities i
	Part of the solution was seen as feeding in area based priorities, strengths and needs into the regional strategy, although this was tempered in the discussions by a recognition that the Argyllwide approach shouldn’tbe held upbylocalareashavingto definetheir requirements. 
	-

	A useful analogy quoted at one meeting is the Argyll and the Isles Strategic Tourism Partnership and Co-op which have a coherent vision for all of Argyll and Bute and delivery/engagement mechanisms operating locally through the local tourism groups. This structure works, with local groups committedto local actionsandinitiatives andcommunicationworking welltoo. 
	Figure

	5. PolicyContext 
	5. PolicyContext 
	Here we review the policy context for culture, heritage and the arts, from the point of view of Scottish Government and Argyll and Bute’s own Single Outcome Agreement and Community Plan. We also explore the importance of the views of Creative Scotland, Historic Scotland, Museums and Galleries Scotland,VisitScotland andHighlands andIslands Enterprise. 
	The Scottish Government Economic Strategy aims to achieve sustainable growth, with one of its drivers being to stimulate population growth. For Argyll and Bute, this means slowing down and addressing population loss. Equally the Scottish Government’s Strategy for the Creative Industrieshighlights the requirement for partnership working and the role of local authorities to contribute to the delivery of shared agendas and value. The alignment of the development of Argyll and Bute‘s culture, heritage and arts 
	31 
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	Community Plan/ Single Outcome Agreement: translating these national (i.e. Scottish Government) outcomes to targets for Argyll and Bute has been the task of the Community Planning Partnership and its stakeholders, through the Community Plan/ Single Outcome Agreement for 2013-2023. At the centreofthe Single OutcomeAgreementis theobjectiveof: 
	33 

	Argyll andBute’s economic successisbuiltonagrowingpopulation. 
	Alignment of culture, heritage and arts with the Community Plan/ Single Outcome Agreement for 2013-2023is demonstrated below. The 6 long term outcomes of the Single Outcome Agreement are as follows, along with our interpretation of how they link with the future focus on culture, heritage and arts in ArgyllandBute. 
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	Table 5 Contributionofculturalindustries to achieving the Single OutcomeAgreement 
	Table 5 Contributionofculturalindustries to achieving the Single OutcomeAgreement 
	Table 5 Contributionofculturalindustries to achieving the Single OutcomeAgreement 

	Outcomes 
	Outcomes 
	ContributionofCultural Sector35 

	1. The economy is diverse and thriving 
	1. The economy is diverse and thriving 
	• Cultural tourism offer strengthens what Argyll and Bute has to offer • Cultural contribution and focus to regeneration priorities in e.g. Helensburgh, Rothesay,Dunoon,Campbeltown • Businessopportunities within the sector • Contributionto sustainable incomesandemployment 

	2. We have infrastructure that supports sustainable growth 
	2. We have infrastructure that supports sustainable growth 
	• Supports economic development and community resilience, through employment, income and added value to the visitor economy • Enhanced town centreactivities 


	Publishedbefore the Creative Scotland’s Economic Contribution study NationalPerformance Framework -Throughoutthis report except where specified, cultural and creative industries refer also to heritage 
	31 
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	www.scotland.gov.uk/About/Performance/scotPerforms/outcome 
	33 
	www.argyll-bute.gov.uk/council-and-government/community-plan-and-single-outcome-agreement 
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	www.argyll-bute.gov.uk/council-and-government/community-plan-and-single-outcome-agreement 
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	Table 5 Contributionofculturalindustries to achieving the Single OutcomeAgreement 
	Table 5 Contributionofculturalindustries to achieving the Single OutcomeAgreement 
	Table 5 Contributionofculturalindustries to achieving the Single OutcomeAgreement 

	Outcomes 
	Outcomes 
	ContributionofCultural Sector35 

	3. Education, skills and training maximises opportunities for all 
	3. Education, skills and training maximises opportunities for all 
	• Opportunities for young people to learn, understand and experience Argylland Bute’s history, heritage andculture • Lifelong learning opportunities for adults 

	4. Children and young people have the best possible start 
	4. Children and young people have the best possible start 
	• Enrich children’s lives through experiential engagement in cultural activities • Help keep children and families within their communities – supporting community resilience 

	5. People live active, healthier and independent lives 
	5. People live active, healthier and independent lives 
	• Contribute to healthier lifestyles and wellbeing through interaction with cultural activities • Encouragevolunteering 

	6. People live in safer and strongercommunities 
	6. People live in safer and strongercommunities 
	• Add value to communities,strengthening theirsustainability • Support forviableand vibrant town centres 


	Argyll and Bute Council’s Economic Development action plan, 2013-18 highlights that there are sustainable economic development opportunities to be realised through the growth of a higher value tourism base, particularly through exploitingthe stronglinkages with other key sectors such as high quality food and drink (food tourism), forestry (recreational eco–tourism) and cultural activity (creative industries, festivals, heritagecentres,museums,visual arts,music andgenealogy). 
	Creative Scotland: this national agency plays an active role in the region, having invested almost £3.4m over the three years 2010-13 in projects in Argyll and Bute. This was 80 separate awards across the region. An additional £1.6m was announced in January 2014 for St Peter’s Seminary in Cardross, the BurghHallin Dunoon andfurther development ofCove ParkStudios. Creative Scotland has one Foundation organisation in Argyll and Bute – COMAR– and one flexibly funded organisation – Cove Park Studios. The import
	36 

	COMAR’s status and continuity of funding from Creative Scotland, offer an opportunity to think of it as an important building block in the future development of the arts and culture in Argyll and Bute. Its own plans are to provide an outreached service beyond the geographical boundaries of its home on Mull andit maytherefore have the infrastructure to provide theexecutive supportto the Cultural Assembly,ofwhich more below, in section 8. 
	Creative Scotlandhas embarked on aprogramme ofPlace Partnerships, recognisingthe contribution that places make to a creative Scotland. Place Partnerships provide a strategic context for close workingwithlocal authorities and others to realise sharedpriorities, supportleverage and continued investment in culture. Creative Scotland has made an offer to Argyll and Bute Council for a Place Partnership. It is anticipated that some of the outcomes of this strategic plan for culture, heritage and arts willidentify
	COMARis the merger ofAn Tobar andMullTheatre 
	Figure
	Historic Scotland is an executive agency of Scottish Government, charged with safeguarding the nation’s historic environment and promoting its understanding and enjoyment. The agency acknowledges that heritage is at the heart of what Scotland offers visitors and has combined with the National Trust for Scotland, VisitScotland and the Historic Houses Association in Scotland to conserveScotland’s buildings and assets and educateandinspire residents and visitorsalike. 
	Historic Scotland’s role in Argyll and Bute revolves around financially supporting efforts to enhance townscape, resolve and safeguard historic buildings and sites and manage and care for its portfolio of properties. Kilmartin Museum is core funded by Historic Scotland for instance – to provide interpretation, access and education. Major Historic Scotland partnerships have been in the Rothesay Townscape Heritage Initiative (and efforts to safeguard the future of the Pavilion) and in Campbeltown’s THI. Histo
	Historic Scotland’s designated “A” listings reflect "buildings of national or international importance, either architectural or historic, or fine little-altered examples of some particular period, style or building type.” There are 2,031 listed buildings in Argyll and Bute, of which 150 are Category A (or 3.9% of the Scottish total of 3,800 “A” listings). Our Appendix 5 catalogues the “A” listed buildings and structuresin the region. 
	Museums andGalleries Scotland is the membership body for all museums andgalleries in Scotland, also being the National Development Body for the museum sector in Scotland. The organisation’s strategy is to work collaboratively to invest in and develop a sustainable museum and galleries sector for Scotland, as articulated in its strategy. The strategy and action plan however don’t drill down to the subregionalorlocalauthority area. 
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	However, the organisation plays an important role in skills development and assisting museums and heritage bodies. This is particularly important for Argyll and Bute because of the dependence of the sector on volunteer effort and the need to both develop capacity (to manage and run collections) and maintain standards.Museums andGalleries Scotland’s role inmaintaining anddevelopingsector standards (through its Accreditation and the Recognition Scheme) is therefore pivotal to Argyll and Bute. 
	VisitScotland’s role is to promote the country for tourists and help inform them when they are here and distribute them across Scotland. VisitScotland has a presence in Argyll and Bute through its tourist visitor centres and information points in Oban, Tyndrum, Arrochar, Inveraray, Tarbert, Craignure, Tobermory,Dunoon,Rothesay, Bowmore,Jura andCampbeltown. 
	VisitScotland’s partnership activities allow for policy and product development to be focussed on. They set priorities and define what actions are required for the development and marketing of tourism. The key partnership for Argyll and Bute is the Argyll and the Isles Strategic Tourism Partnership. Although covering the entire geography of the region, this partnership integrates the diverserangeoflocalmarketinggroups and associations acrossArgyll, providingastrategic vision for the brand, the visitor propo
	Going Further: The National Strategy for Scotland's Museums and Galleries (2012) and From Strategy To Action, A DeliveryPlan for Scotland’s Museums andGalleries 2013-2015, 2013 
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	Highlands and Islands Enterprise is the economic development agency for most of Argyll and Bute (the Helensburgh area falls within the remit of Scottish Enterprise). HIE works within the framework established by Scottish Government (see above), focussing on a number of priority sectors including tourism and creative industries. It concentrates on supporting social and economic growth delivered throughbusiness, socialenterprise andcommunity activity. 
	HIE is an active stakeholder in the Argyll and Bute Community Planning Partnership, established to coordinate the delivery of services and improve the quality of life and physical environment for residents and visitors to the area. HIE is engaged in 4 of the themes: economy, environment, social affairs andthird sector andcommunities. 
	HIE also partners Argyll and Bute Council in funding the development of this strategic plan for culture, heritage and arts in Argyll and Bute; the agency has a focus on the economic development rationale for the sector and wants to see how the sector can add value to Argyll and Bute’s economy. 
	Figure

	6. Strengths,Weaknesses,Opportunities andThreats 
	6. Strengths,Weaknesses,Opportunities andThreats 
	We want to catalogue the characteristics and features of the culture, heritage and arts sector in Argyll and Bute, in order to understand what opportunities can be capitalised upon and which weaknesses and threats need to be addressed. The SWOT analysis is the baseline for identifying what actionsshouldbe includedinthe strategicactionplan forthe creative industries in Argyll. 
	Table 6 SWOTanalysisof Argyll andBute screativeindustries 
	Table 6 SWOTanalysisof Argyll andBute screativeindustries 
	Table 6 SWOTanalysisof Argyll andBute screativeindustries 

	Strengths 
	Strengths 
	Weaknesses 

	• Articulate andcommittedpeople and organisations in thesector • Working networks ofcommunity based organisations, especially focused on heritage • Landscape andenvironment are an inspiration inmany creative media • Potentvolunteernetworksand numbers, committedto local action and service delivery • Attractiveenvironment forlifestyle decisions to move to -and stay in -Argyll and Bute Distinctly compelling and strong heritage, archaeologyand cultural assets and facilities acrossthe region • Argyll is thecradl
	• Articulate andcommittedpeople and organisations in thesector • Working networks ofcommunity based organisations, especially focused on heritage • Landscape andenvironment are an inspiration inmany creative media • Potentvolunteernetworksand numbers, committedto local action and service delivery • Attractiveenvironment forlifestyle decisions to move to -and stay in -Argyll and Bute Distinctly compelling and strong heritage, archaeologyand cultural assets and facilities acrossthe region • Argyll is thecradl
	• Continuous populationdecline andageing population • Comparativelypoor publictransport network • Access andconnectivity impeded by costsof fuel, weak infrastructureand weather dependence • Remote and fragileisland-based communities • Weakbroadband and technology infrastructure • Touristseasonof limited duration • Cultural tourism offer not yet articulated • Localauthority threatenedby financial stringencies • “Portfolio” employment required to sustain revenueamongstartists/craftspeople • Dependenceon unpai
	-


	Opportunities 
	Opportunities 
	Threats 

	• Argyll-wide partnership to address key 
	• Argyll-wide partnership to address key 
	• The plan seeking to delivertoo largeof listof 

	issues/topicsand join uppeopleand 
	issues/topicsand join uppeopleand 
	priorities(so theeye is“offthe ball”!) 

	organisations 
	organisations 
	• Finding, mobilising and sustainingleadership 

	• Develop theeconomic development focus 
	• Develop theeconomic development focus 
	acrossthesector 
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	Table 6 SWOTanalysisof Argyll andBute screativeindustries 
	Table 6 SWOTanalysisof Argyll andBute screativeindustries 
	Table 6 SWOTanalysisof Argyll andBute screativeindustries 

	and rationaleforthecreative industries 
	and rationaleforthecreative industries 
	• Reducing public sector(including European) 

	• Better integrate heritage andculture in the 
	• Better integrate heritage andculture in the 
	financial commitments 

	tourism offer 
	tourism offer 
	• Inability to addresscontinuing population 

	• PromoteArgyll and Bute asthe place to 
	• PromoteArgyll and Bute asthe place to 
	decline and ageing population 

	see/participate in and experience the 
	see/participate in and experience the 
	• Internationaland nationaleconomies 

	birthplace ofScotland 
	birthplace ofScotland 
	threatentourism 

	• PromoteArgyll and Bute’spre Christian and 
	• PromoteArgyll and Bute’spre Christian and 
	• Increasing costsoftravel and deteriorating 

	Christian heritageand artefacts 
	Christian heritageand artefacts 
	transport infrastructure 

	• Build on theAITC role intourism 
	• Build on theAITC role intourism 
	• Apathy orlackofinterest in making changes 

	development and promotion 
	development and promotion 
	happen 

	• Build on thestrengthsandsupport the 
	• Build on thestrengthsandsupport the 
	• Pan-Argyll initiative, strategy and visibility lost 

	volunteer base, including skills transferto 
	volunteer base, including skills transferto 
	in favouroflocalaction and priorities(within 

	them 
	them 
	local communities) 

	• Further development ofKilmartin Glen as a 
	• Further development ofKilmartin Glen as a 

	centreofexcellenceand visitor attraction for 
	centreofexcellenceand visitor attraction for 

	prehistoriclandscapes 
	prehistoriclandscapes 

	• Integratethe culturaland creative sectorwith 
	• Integratethe culturaland creative sectorwith 

	the Council’s CHORD projects 
	the Council’s CHORD projects 

	• Support the Argyll and Bute Museumsand 
	• Support the Argyll and Bute Museumsand 

	Heritage Forumto extend it role to support 
	Heritage Forumto extend it role to support 

	volunteerorganisations inthe heritage sector 
	volunteerorganisations inthe heritage sector 

	• Build on thenetworks andcapabilitiesof 
	• Build on thenetworks andcapabilitiesof 

	ArtMap, Isleof Bute’s Artists’ Collective/ Bute 
	ArtMap, Isleof Bute’s Artists’ Collective/ Bute 

	Studio Trail,Hidden Shed,Covepark and 
	Studio Trail,Hidden Shed,Covepark and 

	CowalOpen Studios to offer help and 
	CowalOpen Studios to offer help and 

	encouragement to artists and craftspeople 
	encouragement to artists and craftspeople 

	• Develop networkof experienced staff to 
	• Develop networkof experienced staff to 

	support community based initiatives to 
	support community based initiatives to 

	accessfunds, prepare business plans and 
	accessfunds, prepare business plans and 

	market themselves 
	market themselves 

	• Creative ScotlandPlace Partnership offer 
	• Creative ScotlandPlace Partnership offer 

	includes funds 
	includes funds 

	• Integratecultural tourism opportunities 
	• Integratecultural tourism opportunities 

	within LEADERstrategy/priorities 
	within LEADERstrategy/priorities 

	• Sustained audienceormarket development 
	• Sustained audienceormarket development 

	programmes to enhancevisibility, numberof 
	programmes to enhancevisibility, numberof 

	visitors and revenue 
	visitors and revenue 

	• Build up the leadership ofthe sector 
	• Build up the leadership ofthe sector 
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	7. VisionandStrategic Priorities 
	7. VisionandStrategic Priorities 
	The culture, heritage and arts sector has considerable presence but is not well understood in its totality in Argyll and Bute. Its fragmented nature, ubiquitous spread across Argyll, but lack of focus give limited visibility for the people working in the sector and the absence of a voice to articulate and advocate their needs. So many people in the sector are artists or craftmakers, absorbed in their own creative processes and outputs, or are volunteers working under pressure and unpaid. Many of the organis
	So, asoneconsulteesuggested: 
	“Welive in avibrant area,butjoiningthe dots is difficult.” 
	And yet, the sector, in totality has a turnover of £63m plus p.a., with at least 2% of employment of Argyll and Bute. As we highlighted above, methodological problems result in the underestimation of jobs and value. And yet, these attempts to monetize the sector overlook the contribution creativity, arts andheritage make to the spiritual, moral, emotional andintellectual assets ofthe area, and also overlookthe abilityofArgyll andBute to express itself. 
	So, moving forward, our vision, supported by the views of our consultees, is that the sector has to organise itself, in order to extoll its virtues, its contribution to Argyll’s self-belief and market profile and to address shortfalls and barriers -what we call market failures – that inhibit success, growth and satisfaction. 
	We don’t consider that it is a viable proposition to do nothing, but our risk analysis in section 9 belowexplorestheoutcome ofthisoption. 
	The vision forthe creative industries is: 
	To establish the whole of Argyll and Bute as an area of cultural and artistic excellence, in order to releasetheirfulleconomic and socialvalue. 
	The strategic priorities forthe culture, heritage and arts across Argyll andBute focus on: 
	1. 
	1. 
	1. 
	A limited number of actions, that while maybe ambitious in nature, are considered achievable within a3to 5year period; 

	2. 
	2. 
	A higher profile and visibility for the sector, giving it voice and the opportunity to advocate resources tomeet needs acrossthe sector; 

	3. 
	3. 
	3. 
	The recognition that the creative industries are an important economic driver and contribute to tourism’s cultureoffer; 

	4. 
	4. 
	4. 
	To promote co-operation acrossthe sector inthe development anddeliveryofprojects; 



	5. 
	5. 
	A structure and delivery mechanism that encourages local engagement and supports local development of the creative industries while mobilising local people to take and support a pan-Argyll approach(thus achieving abalance between local andArgyll-wide prioritiesand action). 


	Figure

	8. Strategic Themes andActions 
	8. Strategic Themes andActions 
	We identifyfive strategic priorities above. Here we explore them in more detailto give the focus and directionofthe strategic action plan. 

	Actions andPriorities 
	Actions andPriorities 
	The strategic action plan should focus on a limited number of pan-Argyll actions; the risk of a long list of priorities is that they are harder to deliver (see section below on delivery) because they dissipate focus and energy and it is preferable to act and achieve the most important opportunities for the sector, achievable and deliverable within a 3 to 5 year period. The strategic action plan should also not seek to deliver local priorities that are the focus of local groups. The actions are interrelated 
	1. 
	1. 
	1. 
	To support audience development by building on the work of the Argyll and the Isles Strategic Tourism Partnership to package and place the Argyll and Bute cultural tourism offer in the marketplace. At the same time, the importance of the culture heritage and arts to Argyll and Bute and to the visitor experience should be promoted, encouraging local as well asvisitoraudiences. 

	2. 
	2. 
	The delivery of the strategy is in part dependent on the sustainability and effort of others, particularly AITC in marketing Argyll and Bute. Enhanced marketing is necessary and the positive start of the AITC needs to be built upon to better market Argyll and enhance its visibility. Particularly, efforts must be made to promote the region’s cultural and heritage attributes, and to encourage more visits. Part of this is a focus on Argyll and Bute’s brand – what it is known for – and build on the very real ro

	3. 
	3. 
	Gaelic: there’s an ambiguity about the interest and role Gaelic has in perceptions of Argyll and Bute. The culture, heritage and arts strategy must focus on the growth and further development of Gaelic, especially though the educational and school system but also by highlighting the range of organisations involved, the integration throughout Argyll society and the opportunity to experience the language and its roots so close to the urban centres ofScotland. 

	4. 
	4. 
	Individual artists and craftmakers need further business and marketing support and the strategy should seek to engage Business Gateway and others to support them acquire these skills, essentialformaintainingincome andextendingmarketing reach. 

	5. 
	5. 
	The visibility and competitive strengths of Argyll and Bute in presenting pre-Christian and Christian artefacts, sites andlandscapes shouldbe highlighted andpromoted vigorously with all stakeholders – Historic Scotland, Argyll and Bute Museums and Heritage Forum, individual sites, heritage bodies and institutions -collaborating to present the region’s strengths and appeal. An opportunity exists to raise the profile ofthe strategically important Kilmartin Glen as a UNESCO world heritage site and this proposi

	6. 
	6. 
	6. 
	Ways of supporting and building on the excellent work of organisations that pull people together in the creative industries need to be found. The level of support might be quite modest and would include bringing specialist staff in to help volunteer management 

	committees to offer support and encouragement to help their membership and stakeholder groups. Organisations that need this support include the Argyll and Bute Museums and Heritage Forum, ArtMap, Hidden Shed, Isle of Bute’s Artists’ Collective/ Bute Studio Trail, Covepark andCowalOpen Studios. These additional resources wouldhelp community based initiativesto accessfunds,prepare business plans and marketthemselves. 

	7. 
	7. 
	The dependence of so many community cultural and heritage organisations on volunteers needs to be acknowledged. Volunteers also need support and encouragement and this might be found by bringing professional staff with expertise into networks (potentially through the organisations above, BAH, ArtMap etc.) and developing training and skills programmes for volunteers. 
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	Profile andAdvocacy 
	Profile andAdvocacy 
	A higher profile and visibility is needed for the culture, heritage and arts community across Argyll and Bute. While external promotion requires the positive actions of existing groups to be built on, andthe role ofthe AITCto be reinforcedin developing andpromotingthe culturaltourism offer, this has to be complemented by developing a stronger “voice” for the sector. This entails the development of an advocacy role, throughthe CulturalAssemblydescribedbelow, and ensuringthat stakeholders understand the impor
	Lobbying and advocating the importance of Argyll and Bute’s cultural assets and the need to sustain these necessitates a “spokesperson” or people who can talk knowledgably about the sector, a base from which to operate (the Cultural Assembly referred to below) and the communication skills necessary to persuade others to the importance of the sector and the policy and practical support it needs. 
	Practical shortterm advocacytargets include: 
	• 
	• 
	• 
	Articulating the Place Partnership priorities for Creative Scotland and other stakeholders’ funds, includingthe role and commitment ofthe localauthority; 

	• 
	• 
	EnsuringthattheLEADER2014 –2020 strategy andprioritiesincludes culturaltourism and supportfor andthe workofthe organisations involvedin the growthofthe sector. 



	EconomicDriver 
	EconomicDriver 
	We highlighted the ambivalence with which the creative industries are viewed in Argyll and Bute to date. This partly results from the absence of a coherent network of organisations and people, the geographically fragmented nature of the sector, with no natural centre or focus, and the absence of a strong voice for the sector. We know that it is harder for public authorities to respond positively when thebusiness case,orimportanceof asectororindustry, is not adequately articulated. 
	During the course of our research we’ve been encouraged by the CHORD projects in respectively Campbeltown, Helensburgh, Oban, Rothesay and Dunoon and by the strong commitment of other stakeholders (HIE, SNH, LEADER, Heritage LotteryFund, Creative Scotland etc.)for projects thathave strong cultural and heritage foundations – Burgh Hall in Dunoon, St Peters’ in Cardross, The Rothesay Pavilion, the Campbeltown Picture House. The rationale for all of these initiatives includes 
	March2014 Page 24 
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	the economic case. We’ve highlightedthe value and jobs associated with the creative industries and consider the articulation of culture, heritage and arts as economic drivers for Argyll and Bute as being an important precursor to generating continuous commitment to meet their needs, and build on opportunities presentedbythem. 
	38 

	These opportunities include their contribution to the visitor economy – Argyll and Bute’s cultural tourism offer – and the successful delivery of anchor projects for the region, which include those projects listed above. 

	PromotingCo-operation 
	PromotingCo-operation 
	This strategic objective is about cohering the arts, culture and heritage sector across Argyll and Bute in order bothto strengthen engagement and communication across Argyll while also contributing to creating astronger voice andbettervisibility. 
	The planned cultural assembly is a core component for the action to meet this objective and its structure, which we detail below, will reinforce and support geographical and art form or topic groups (i.e. in dance, visual art, heritage) working together to achieve common objectives and tasks. We’re dependent on these groups identifying their own agendas – for local or art form projects and priorities -and the task of this strategic action plan is to help se the context, and offer encouragementto peopleworki
	At a pragmatic level, co-operation and collaboration can be promoted through effective forms of engagement and communication andthesebecome crucial roles for theculturalassembly. 

	DeliveryStructures 
	DeliveryStructures 
	It’s crucial to get the delivery structure right, to be able to successfully deliver the strategic action plan, and to generate support and capitalise on the creative and heritage attributes and competitive advantage of Argyll and Bute. The delivery structure’s importance lies in the way we engage the sector and the people working in it. It’s also important because it has to find the balance between pan-Argyll engagement and interest and supporting local initiative and priorities. It also has to engage and 
	This last issue is crucial: there are significant numbers of people and organisations who feel that the local authority should lead in the delivery of the strategic action plan. While these people and organisations are not in the majority, they are a significant minority. Their perception of leadership bythe localauthorityincludes, to varyingdegrees: 
	• 
	• 
	• 
	recognitionoftheimportance ofculture,heritage and arts to Argyll andBute; 

	• 
	• 
	endorsementofthewayforwardforthesector; 

	• 
	• 
	the appointmentof an artsand/orheritage marketing officer; 

	• 
	• 
	higher levelsof resource commitmentto projectsandprogrammes. 


	While the engagement of the local authority in the culture, heritage and arts environment is patently adesirable thing, and resources wouldbe good, many of our consultees acknowledgedthat 
	Despite methodologicalproblems 
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	boosting the sector, promoting Argyll and Bute on the back of it and addressing its needs, requires leadership to come from within the sector itself. The corollary of this view is that dependence on the local authority to initiate and sustain action would be misplaced, because of the risk of not paying enough attention to the sector’sowndeterminationofitspriorities. 
	That said, it was the Council that initiated the Cultural Assembly gathering in 2013. Building this up as a credible organisation that delivers value will take some time. (The terminology of the Cultural Assembly was challenged by a small number of our respondents, but we consider that for the momentitis worthretainingthis term,since ithas common parlance.) 
	Here we outline the recommended role and remit and the way the assembly should be structured and membership attracted.Key roles andfunctionsofthe assembly wouldbe: 
	1. 
	1. 
	1. 
	Leadership and advocacy: mobilising key people to represent the needs of the sector and people working within it, to voice its needs and priorities to public authorities and other stakeholders; 

	2. 
	2. 
	Strategic Development: to encourage local development of the sector and prioritise ideas from geographic and sectoralgroupings thathave Argyll andBute-wide application; 

	3. 
	3. 
	Sharing knowledge and expertise: helping organisations, individuals and businesses in the sector (and volunteers working with them) to exchange and share knowledge and expertise, to helpthem learn from each other and raiseopportunities for collaboration; 

	4. 
	4. 
	Networking: finding ways for those in the sector to work with each other – building on the collaborative activities of existing organisations e.g. Argyll and Bute Museums and Heritage Forum,and creating newnetworks; 

	5. 
	5. 
	Internal communications: using the Internet and meetings, create mechanisms that encouragepeople to talkto each other andworkwith eachother; 

	6. 
	6. 
	Funds and Funding: identify how existing cultural and heritage agencies and organisations can be resourcedto helpthem fulfil amore sustainable andlongterm role, includinghelping assemblymembersto gettheir externalfunding applications right. 


	The structure of the assembly would build on a “hub” and “spokes” model, capitalising on local clusters and focusing on Argyll-wide priorities and actions. This model was favoured by many who participated in the consultation. Some wanted a precise, defined structure with membership drawn proportionately at local level from all strands of the creative and heritage community. While this might be desirable, it might take some time to achieve; our view is that at local level, membership shouldbe drawnfrom allse
	The hub and spokesmodelfor the assembly would comprise: 
	• 
	• 
	• 
	• 
	Local creative industry groups made up of individuals and organisations interested in stimulating and supporting the culture, heritage and arts industries. They might be called upon to represent views or provide support for projects in their local area (as well as some leading on some of these projects). Geographically, it makes sense to mirror the 8 geographical areas that comprisethe Argyll andthe Isles Tourism Co-operative, as follows: 

	o 
	o 
	o 
	Mull, Iona,Tiree &Coll 

	o 
	o 
	Oban &Lorn 

	o 
	o 
	Inveraray, KilmartinGlen&Knapdale (HeartofArgyll/MidArgyll) 

	o 
	o 
	Cowal 

	o 
	o 
	Kintyre&Gigha 

	o 
	o 
	Bute 

	o 
	o 
	(West)LochLomond&Clyde SeaLochs 

	o 
	o 
	Islay, Jura &Colonsay 



	• 
	• 
	• 
	Arts form or topic groupings should be encouraged to be formed across Argyll and Bute as well. From these would be selected representatives to sit on the steering group (or putative Board)ofthe culturalassembly.These topic groups are recommended as: 

	o 
	o 
	o 
	DanceandDrama 

	o 
	o 
	Film,Digital andLiterature 

	o 
	o 
	Music 

	o 
	o 
	VisualArts andCrafts 

	o 
	o 
	Gaelic 

	o 
	o 
	Heritage 



	• 
	• 
	An Argyll-wide assembly, made up of representatives/participants from the local geographical areas. This might meet twice annually and allow all-comers in to a structured agenda and socialnetworking event. 

	• 
	• 
	• 
	A steering group that will become the putative board of the cultural assembly, once decisions to incorporate are agreed (by the wider creative community). its role is to execute the delivery plan and oversee projects and initiatives under the strategic action plan. Membershipwouldbe drawn from: 

	o 
	o 
	o 
	Geographicalgroupings, with eachelecting arepresentative to the steeringgroup 

	o 
	o 
	From artform or topic groupings across Argyll(as detailed above) 

	o 
	o 
	2representatives,oneeachfrom theCouncilandthetourism community 
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	Some flexibility might need to facilitate membership outwith this structure to motivate enthusiastic or particular skills or perspectives to be drawn into the steering group. The steering group would provide a strong ambassadorial and advocacy role for the sector across the area, supporting the chair orconvenor (see below). 
	We recommend that a senior local authority officer and representatives from e.g. VisitScotland, Creative Scotland etc. be encouraged to sit on the steering group, but not have a vote, if debate/decisions evercome to that(described as having “observer status”). 
	• 
	• 
	• 
	Executive group: a smaller group of steering group members might meet more regularly to conduct the affairs of the assembly, if and when it progresses to the management of projectsor staff. 

	• 
	• 
	Chair or convenor: leadership and the spokesperson role would be imbued in this person and they are therefore a hugely important appointment. This person must be authoritative and be passionate about the sector, although may not have a personal interest from it; they mustbe both recognised and endorsedbythesector. 

	• 
	• 
	Staff, or an executive team: the voluntary efforts of cultural assembly participants must be complemented and supported by professional staff to deliver the key objectives and tasks identified in this plan. The funding for this team might come from funding applications to major stakeholders andwe acknowledge thatit maytake alittle while to attractthese funds. 


	We illustrate further below the structure forthe assembly. 
	Figure
	The Cultural Assembly needs to be a properly constituted legal body, because it should have the capacityto be able to apply for and manage projectfunds. While this mightbe aprocess that takesa little time to orchestrate (as people become used to the proposition), our experience is that setting the assembly up from the start as a legal entity gives certainty to potential members/participants and allowsforimmediate funding submissionto facilitate itachievingitsobjectives. 
	The precise form of legal structure requires professional legal advice , however it may be best as a company limited by guarantee, a co-operative consortium(with the financial obligation of members in both cases being limited to say £1) or a Community Interest Company (useful for social enterprises). Setting it up as a charity takes longer and requires the approval of the Office of the Scottish Charity Regulator and it would have to meet defined legal/charity obligations. We do not recommendthisroute asitis
	39 

	The assembly should be established as a membership organisation. While this has advantages of generating commitmentfrom those who participate, it mighttake some time to attract asufficiently broad membership from all segments and all areas. It is crucial that while the assembly seeks funds from membership, this is not at a level that dissuades people from participating.. Equally, there should not be any discrimination in information or networking provided for members and nonmembers–theobjectiveisto boostthe
	-

	The CulturalAssemblyStructure 
	Figure
	Figure
	Figure
	Figure
	Figure
	Figure
	Figure

	9. Risk Analysis 
	9. Risk Analysis 
	We’ve conducted a risk analysis to identify what would happen if the strategic action plan were not adheredto, implementedor accepted. 
	The risksare: 
	• 
	• 
	• 
	Riskofdoing nothing 

	• 
	• 
	RiskofLAnotacceptingthe plan 

	• 
	• 
	Riskof wider culture, heritage and artscommunity not acceptingplan 

	• 
	• 
	CulturalAssemblystructure notagreed 

	• 
	• 
	Riskoffailure ofhub and spokesCulturalAssembly model 

	• 
	• 
	Actions andpriorities not agreed 


	We identify the following risks that may impact the targets and achievements and how to address them. 
	Table 7 Risks Risks Actions toAddressRisks 
	Riskof doing nothing 
	Riskof doing nothing 
	• Revise strategicplan tomeet concerns/issues 

	• Argyll and Buteeminencein 
	• Argyll and Buteeminencein 
	• Major“high level” public/private/voluntary debate about 

	culture, heritage and arts not 
	moving forward 
	promoted 
	promoted 
	• Enlist public agencies’ commitmentand support toidentify 

	• Failure to generate cohesion 
	• Failure to generate cohesion 
	way forward 

	acrosssector 
	• 
	• 
	• 
	• 
	Develop culturaltourism offer Riskof LAnotaccepting the plan 

	• Review and promotethe economicdevelopment rationale 

	• 
	• 
	Other public funding bodies 


	for culture, heritage and arts and thebusiness case for uneasy about funding 
	intervention projects/programmes 
	• Generate the supportofother public agencies’to theway 
	• Reputation ofLA jeopardised 
	forward Riskof wider culture, heritage 
	• Identify endemicweaknesses within the sector and how they 
	and arts community not 
	might beaddressed 
	accepting plan 
	accepting plan 
	• Identify potentialleadersand influencers to talk to peers in 

	• Region’seminence in sector 
	• Region’seminence in sector 
	the sector 

	jeopardised 
	jeopardised 
	• Identify benefits and funding opportunities toencourage 

	• Structural weaknessesof 
	• Structural weaknessesof 
	engagement 

	sector(s)not addressed Cultural Assemblystructure not 
	sector(s)not addressed Cultural Assemblystructure not 
	• Opportunity forcontinuing localactionandfocuson local 

	agreed 
	initiativesand priorities 
	• Vacuum remainsand 
	• Vacuum remainsand 
	• Alternativemanagementand delivery structures needto be 

	challenges unresolved 
	designed and agreed Riskof failure to accept area 
	• Revise geographical basisof membership 
	based hub and spokes cultural 
	based hub and spokes cultural 
	• Review alternativestructures e.g. culturalassemblymade up 

	assemblymodel 
	assemblymodel 
	of representativesof art forms/cultural 

	• Limited equitable 
	• Limited equitable 
	• “Self-selected” leadershipof culturalassembly 

	engagement andmembership in local areas 
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	10.Action Plan 
	10.Action Plan 
	The following actions are requiredto deliverthe strategic action plan: 
	Table 8 StrategicActionPlanfor Culture, Heritage and Arts Actions andTasks Timescale and Responsibility 
	1. To agreethevisionforculture, heritage and artsin Argyll: Council: May 2014 
	To establish the whole of Argyll and Bute as an area of 
	Wider creative and heritage 
	cultural and artistic excellence, in order to release their full 
	community:June 2014 
	economic and social value. 
	2. To agree the strategic priorities of the plan -key actions, Council: May 2014 advocacy role, economic development driver, promote co-
	Wider creative and heritage operation and engagement across the creative and heritage 
	community:June 2014 community 
	3. To agreethe“hubs and spokes”modelforthe culturalassembly Council: May 2014 Wider creative and heritage community:June 2014 
	4. Develop model constitution for the cultural assembly and brief Consultant: May2014 for the assembly and steering group members 
	5. Engage with the wider creative and heritage community to report Consultant/ Council: back onthe plan andway forward 
	May/June 2014 
	6. Establish meeting of the cultural assembly to generate Consultant/ Council: June endorsementof: 
	2014 
	• 
	• 
	• 
	The company structure 

	• 
	• 
	The role and remitof theassembly and steering group 

	• 
	• 
	The priorities andactions for taking the sector forward 


	7. Develop proposals for medium term administrative support from Council / Assembly Steering COMAR to help the assembly establish, by helping 
	Group / Comar: June2014 communication andengagement 
	8. To identify and recruit an independent convenor for the cultural Assembly/Assembly assembly 
	Steering Group: July– September2014 
	Assembly/ Assembly the sector, the assembly, priorities and resources to support 
	9. To develop and implement an advocacy programme to promote Steering Group / Comar: delivery. Targets to include Creative Scotland, LEADER, Museums 
	July –December 2014 Galleries Scotlandetc. 
	10. To refine the culture and heritage tourism offer for Argyll and Assembly/ Assembly Bute for deliveryofmarketing by AITC, forthe2015season 
	Steering Group / Comar: Summer 2014 
	11. Identify how existing bodies in Argyll in culture and heritage can Assembly Steering Group / be funded to sustaintheir long term role 
	Comar: Summer2014 
	12. To develop and cost a generic programme and associated funding Assembly Steering Group / submissionsto support the sector. These to include: 
	Comar: September2014 
	• 
	• 
	• 
	Business and training support to organisations and individuals to support their growth 

	• 
	• 
	Marketing support to organisations and individuals to support sales 

	• 
	• 
	Training and networking support to help volunteers acquire 
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	Table 8 StrategicActionPlanfor Culture, Heritage and Arts Actions andTasks Timescale and Responsibility 
	more skills to runvoluntary facilities 
	more skills to runvoluntary facilities 
	more skills to runvoluntary facilities 

	13. To identify and bid for resources to provide long term support for 
	13. To identify and bid for resources to provide long term support for 
	Assembly Steering Group / 

	the assembly and implementationof it programme ofwork 
	the assembly and implementationof it programme ofwork 
	Comar: September– 

	TR
	December 2014 

	14. Subject to funds, prepare the business plan for the assembly, 
	14. Subject to funds, prepare the business plan for the assembly, 
	Assembly Steering Group / 

	identify sources offunds and make funding submissions. 
	identify sources offunds and make funding submissions. 
	Comar: Autumn2014 

	15. Create a cultural and heritage web based resource to support 
	15. Create a cultural and heritage web based resource to support 
	Winter2014/15 

	communications and engagement across the sector(s) and the 
	communications and engagement across the sector(s) and the 

	area and to aid networking, sharing and collaboration 
	area and to aid networking, sharing and collaboration 

	16. Link the cultural strategy to the community planning process, 
	16. Link the cultural strategy to the community planning process, 
	Winter2014/15 

	through representation on the community planning partnership, 
	through representation on the community planning partnership, 

	influencing successive generations of the community plan and 
	influencing successive generations of the community plan and 

	single outcomeagreement 
	single outcomeagreement 

	17. Deliver annual advocacy programme (see9 above) 
	17. Deliver annual advocacy programme (see9 above) 
	Annually 

	18. Deliver and develop cultural and heritage tourism offer through 
	18. Deliver and develop cultural and heritage tourism offer through 
	Annually 

	AISTP and Co-op(see 10 above) 
	AISTP and Co-op(see 10 above) 

	19. Maintain funding support andhelpto cultural and heritage bodies 
	19. Maintain funding support andhelpto cultural and heritage bodies 
	Annually 

	in Argyll to sustainviability (see 11 above) 
	in Argyll to sustainviability (see 11 above) 

	20. Implementation of generic support (see 12 above) including 
	20. Implementation of generic support (see 12 above) including 
	Annually 

	attracting funds 
	attracting funds 


	Short term administrative support is required to assist with the setup of the assembly. COMAR is considering whether and how it provides this role in the short to medium term, on an Argyll wide basis. The briefforthis support comprises: 
	• 
	• 
	• 
	To helpcommunication acrossthe creative,cultural andheritage community across Argyll; 

	• 
	• 
	To support the development of networks, exchange of information and sharing of good practice; 

	• 
	• 
	Support in the establishment of the cultural assembly and local groups/art forms that contributeto it; 

	• 
	• 
	Assistin the development ofpriority projects that helpgenerate funds and credibility for the assembly; 

	• 
	• 
	Helplaunchthe assembly. 


	In the longer term the assembly (led by the steering group) will need to define the specific staff resource requiredandplan fundingbids to finance this resource. 

	MeasuringSuccess 
	MeasuringSuccess 
	We need to be able to answer the question about how success will be measured with the strategic action plan. 
	The two key components are: 
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	1. 
	1. 
	1. 
	The establishment of effective and successful networks of people working in heritage, culture and the arts across Argyll, helping them share good practice, exchange information, enhance their success asartists, craftspeople, theirinvolvementin cultureandin heritage; and 

	2. 
	2. 
	Enhance the recognition of the sector at a number of levels – amongst the resident population, for visitors and with funding stakeholders, to support allocation of resources to assist delivery of strategicpriorities. 


	We believe that enhancement ofthe sector will contribute to the quality oflife, but this sector alone cannotbetaskedwith e.g.stemmingpopulationloss,although aswe haveshown, it can contribute 
	The baseline from which success can be judgedwill relate to the following: 
	Table 9 Success Factors How toMeasure Success 
	Table 9 Success Factors How toMeasure Success 
	Table 9 Success Factors How toMeasure Success 

	Baseline Now 
	Baseline Now 
	Future Success Measures 

	Cultural assembly currently embryonic 
	Cultural assembly currently embryonic 
	Cultural assemblyestablished and constituted 

	Steering group hasinformal status 
	Steering group hasinformal status 
	Geographical andthematic/topic representation on Board 

	No funds currently committed to implementationofthe plan 
	No funds currently committed to implementationofthe plan 
	Successful funding applications, including for long term support forthe assembly to deliverits priorities 

	Culture and heritage not seen as economic driversof Argyll and Bute 
	Culture and heritage not seen as economic driversof Argyll and Bute 
	Sectoracknowledged aseconomically important to the region 

	Tourism offer forculture, arts and heritage diffuse 
	Tourism offer forculture, arts and heritage diffuse 
	Coherent offer from culture, heritage and arts to the visitor 

	Volunteerresourcein thesector uncoordinated and unrecognised 
	Volunteerresourcein thesector uncoordinated and unrecognised 
	Training programmes in place to support volunteers 

	Advocacy forthe sector iscurrently ad hoc 
	Advocacy forthe sector iscurrently ad hoc 
	Sustainable advocacy programme in place 

	Limited businessand marketing support for institutionsand organisations as well as individual artists/ craftspeople 
	Limited businessand marketing support for institutionsand organisations as well as individual artists/ craftspeople 
	Sustained business development and marketing support programmesin place 

	No Creative ScotlandPlaceMarketing project 
	No Creative ScotlandPlaceMarketing project 
	PlaceMarketing project inplace and contributing to culturalpriorities 

	Proportionof visitors surveyed by VisitScotland who aremotivated to visitby the area’shistory from 14%(2011) 
	Proportionof visitors surveyed by VisitScotland who aremotivated to visitby the area’shistory from 14%(2011) 
	Increaseto20%(2015) 

	Nomention ofarts/ culture orarchaeology as reasonsto visit ArgyllandBute in VisitScotland visitor surveys 
	Nomention ofarts/ culture orarchaeology as reasonsto visit ArgyllandBute in VisitScotland visitor surveys 
	Increaseto5% each by2015 and 8% by2016 


	Some statisticalresearch needs to beundertaken to update national statistics: 
	• 
	• 
	• 
	Numberofpeopleemployedin thesector; 

	• 
	• 
	The valueofthesector; 

	• 
	• 
	Number of visitors motivated to visit Argyll and Bute because of the culture, heritage and arts tourism offer. 


	BTS,March2014 
	BTS,March2014 
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	Figure
	Appendix 1 
	Consultees 
	Name 
	EleanorDuchessofArgyll* KevinBaker BobClark* RebeccaCoggins* Arlene Cullum* C’llr Robin Currie CarolineDocherty LornaElliott* RobertFerguson* Julian Forrester Barbara Foulkes* Clare Gee* Catherine Gillies** C’llr Louise Glen-Lee Nina Graham* Kerrien Grant StuartGreen* Alison Hay* Elaine Jamieson* Sheena Kitchen* RossLilley* Fiona Lochhead ConnieLovell* PatMcCann C’llr Iain Angus MacDonald PeterMcDonald DavidAdamsMcGilp Christine Macintyre* MargaretMcKay* Stephen McLean* Sian McQueen Aileen Maclennan 
	Donald acVicar 
	Jane Mayo RichardMillar* Alison Palmer MikeRowell* WendyScott* TrishShorthouse* MikeStory* Carron Tobin* Liz Walker* Sharon Webb 
	Organisation 
	InverarayCastle &HistoricHouses association Library andCultureDevelopment,Argyll andBute Council Director,Auchindrain Museum Dumfries andGallowayCouncil Film Locationsanddevelopment, ArgyllandButeCouncil 
	Argyll and Bute Council 
	Creative Scotland Argyll andthe IslesLEADER NationalTrustfor Scotland CovePark OrkneyIslandManager, VisitScotland Arts MuseumsandHeritage ServiceManager,OrkneyIslands Council FormerlyofArgyll&ButeMuseum andHeritage Forum, 
	Argyll and Bute Council 
	VisitBute HIE Tourism development, Argyll andButeCouncil Auchindrain Museum,Chair ForestryCommissionScotland CraftScotland SNH ArgyllMausoleum/Historic Kilmun MountStuart Culture andLibrariesManager, Argyll andBute Council 
	Argyll and Bute Council 
	RothesayPavilion,Argyll andBute Council VisitScotland Ex Feisean(andColumba’sTrails) Auchindrain board member EventScotland Artist andArgyllArtMap Culture andHeritage Support, Argyll andBute Council Community andCulture Head ofService, ArgyllandBute Council CampbeltownPicture House ScottishCanals Argyll&ButeMuseum andHeritage Forum Bid4Oban Design&ArtsDev.Manager, NorthumberlandCountyCouncil Highlands ofScotlandFilmCommission Argyll andthe Isles Strategic Tourism Partnership Argyll andthe IslesTourism co-op
	Figure
	Name Organisation 
	CarolineWinn* COMAR 
	Julie Young Argyll andthe Isles Coast andCountryside Trust *phone**mail contact 
	ConsultativeMeetings:Attendees 
	nd 
	22

	• 
	• 
	• 
	Cairnbaan, Lochgilphead, October2013 rd 
	23


	• 
	• 
	Campbeltown, October 2013 • Rothesay24October2013 
	th 



	• Dunoon 24October2013 
	th 

	Name LOCHGILPHEAD 
	Karen Beauchamp MelanieChmielewska Alexander Hamilton Lucinda Hopkinson WilmaMacKenzie Sian MacQueen CarolOlsen Carron Tobin 
	CAMPBELTOWN 
	Maureen Johnson Iain Johnston ElizabethKelly Anne Martin DavidMcEwan Jane Mayo Alan Milstead Kate Singleton 
	ROTHESAY 
	ROTHESAY 

	PaulDuffy Nina Graham Fiona Lochhead PeterMcDonald Lesley-AnneMorrison Tim Saul Viv Shelly 
	DUNOON 
	DUNOON 

	Jean Bell Ann Campbell Catriona Craig CatrionaDarroch Fiona Lochhead 
	March2014 
	Organisation 
	Artist, ArtMap Sculptor, ArtMap Artist/craftmaker, ArtMap Glass andcraftmaker,ArtMap Glass engraver,MadAsAFish, ArtMap Artist, ArtMap CarolODesign, handpainted silks, ArtMap RuralDimensions andArgyll andthe Isles Tourism Co-operative 
	KintyreCulturalForum KintyreCulturalForum Friends ofCampbeltown Museum KintyreWay Musician, Gaelic short courses, architecturalwalks The Picture House KintyreAmenityTrust THIHeritagetours 
	BrandaniiArchaeology andHeritage VisitBute ArgyllMausoleum/Historic Kilmun PavilionDevelopmentOfficer, Argyll andBute Council IBAC –IsleofBute’s Artists’Collective Isle ofButeJazz Festival ButeMuseum 
	CowalMusicClub BurghHall, Dunoon VisitCowal–CowalMarketingGroup CowalOpen Studios ArgyllMausoleum/Historic Kilmun 
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	Name 
	Name 
	Name 
	Organisation 

	Dinah McDonald 
	Dinah McDonald 
	Argyll Mausoleum/ Historic Kilmun,DunoonLiterary Festival 

	Dorothy McLennan 
	Dorothy McLennan 
	CowalMusicclub 

	Jean Maskell 
	Jean Maskell 
	Ardkinglas Estate, Cowalfest and ArgyllMausoleum 

	DonMcNeil 
	DonMcNeil 
	CowalMusicClub 

	Karen Scotland 
	Karen Scotland 
	Caol Ruadh Sculpture Park 


	,AGM, HELENSBURGH29OCTOBER2013 
	ARGYLL&BUTEMUSEUM&HERITAGEFORUM
	th 

	KevinBaker 
	KevinBaker 
	KevinBaker 
	Argyll & Bute Council 

	Jill Bowis 
	Jill Bowis 
	Ardchattan Parish Archive/LocalOrigins Rural Network 

	OliveBrown 
	OliveBrown 
	Mull Museum 

	Kenneth Crawford 
	Kenneth Crawford 
	Helensburgh HeritageTrust 

	GavinDick 
	GavinDick 
	InverarayJail 

	JackieDavenport 
	JackieDavenport 
	Argyll & Bute Council Archives 

	Elizabeth Fairbairn 
	Elizabeth Fairbairn 
	Strachur Smiddy Museum 

	Zoe Fleming 
	Zoe Fleming 
	Luing History Group 

	MaryHaggarty 
	MaryHaggarty 
	Arrochar Tarbet& Ardlui Heritage Group 

	Elaine McChesney 
	Elaine McChesney 
	Dunollie/CampbeltownMuseum 

	Ishbel Mackinnon 
	Ishbel Mackinnon 
	Argyll Estates 

	Aileen MacLennan 
	Aileen MacLennan 
	Argyll & Bute Council 

	MargaretMcVicar 
	MargaretMcVicar 
	Dunoon Museum 

	Sharon Martin 
	Sharon Martin 
	Auchindrain 

	MaureenMitchell 
	MaureenMitchell 
	LismoreHeritage Centre 

	CatherineMontgomery 
	CatherineMontgomery 
	Strachur Smiddy Museum 

	StewartNoble 
	StewartNoble 
	Helensburgh HeritageTrust 

	Alison Palmer 
	Alison Palmer 
	Oban War&PeaceMuseum 

	Sharon Webb 
	Sharon Webb 
	KilmartinMuseum/Campbeltown Museum 


	Consultativeworkshops:Attendees 
	• 
	• 
	• 
	Colintraive, CoalRuadhSculpture Park, 28November 2013 
	th 


	• 
	• 
	Tarbert,Templar Art andLeisure Centre,29November 2013 
	th 


	• 
	• 
	Oban, The ScottishAssociation forMarine Science,Dunstaffnage,5December2013 
	th 


	• 
	• 
	Helensburgh,Victoria Halls, 7thFebruary2014 


	Name Organisation COLINTRAIVE 
	Anne Bissell Artist, Bute Studio Trail Ann Campbell BurghHall, Dunoon Eileen Connon CoalRuadhSculpturePark,Colintraive Iain Connon Colintraive Heritage Centre CatrionaDarroch Artist, CowalOpen Studios DaveDewar CulturalConnections,Kilmun Sadie Dixon-Spain The WalkingTheatre Company ElizabethFairbairn Trustee ofthe Strachur SmiddyMuseum Jan Ferguson Wildlife artist, CowalOpenStudios Liz Gaffney HeartfeltByLiz,Dalmally Nina Graham VisitBute 
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	Name 
	Name 
	Name 
	Organisation 

	Sheena Kitchin 
	Sheena Kitchin 
	Craft Scotland 

	Fiona Lochhead 
	Fiona Lochhead 
	Argyll Mausoleum/Historic Kilmun 

	Ann Mattick 
	Ann Mattick 
	Kyleside Painting Club 

	Andy Mcclintock 
	Andy Mcclintock 
	Sculptor and artist,KilmunArt 

	Dinah McDonald 
	Dinah McDonald 
	HistoricKilmun 

	PeterMcDonald 
	PeterMcDonald 
	RothesayPavilion,Argyll and Bute Council 

	Rosalyn Mckenna 
	Rosalyn Mckenna 
	Museum curator,attending in individual capacity 

	Dorothy McLennan 
	Dorothy McLennan 
	CowalMusicClub 

	Sybell Peters 
	Sybell Peters 
	Coal Ruadh Sculpture Park,Colintraive 

	Sheila Rodger 
	Sheila Rodger 
	Artists, Cowal Open Studios 

	Karen Scotland 
	Karen Scotland 
	Coal Ruadh Sculpture Park,Colintraive 

	Susan Sumsion 
	Susan Sumsion 
	Ardkinglas Estate 

	Frances Sutton 
	Frances Sutton 
	Artist, CowalOpen Studios 

	RoyTaylor 
	RoyTaylor 
	Kilmun Art 

	Marij Van Helmond 
	Marij Van Helmond 
	Artist, CowalOpen Studios 

	PatriciaWatt 
	PatriciaWatt 
	Colintraive Hotel 

	GrahamWhaite 
	GrahamWhaite 
	HeartfeltByLiz,Dalmally 

	TARBERT 
	TARBERT 

	Karen Beauchamp 
	Karen Beauchamp 
	Artist, ArtMap 

	Lesley Burr 
	Lesley Burr 
	Artist, ArtMap 

	Suse Coon 
	Suse Coon 
	Publisher, Tarbert 

	Maureen Johnson 
	Maureen Johnson 
	KintyreCultural Forum 

	Iain Johnston 
	Iain Johnston 
	KintyreCultural Forum 

	MargaretKer 
	MargaretKer 
	Artist, ArtMap 

	Karen Liversedge 
	Karen Liversedge 
	Glass artist, designer, ArtMap 

	WilmaMacKenzie 
	WilmaMacKenzie 
	Glass engraver,Mad AsA Fish, ArtMap 

	Sian MacQueen 
	Sian MacQueen 
	Artist, ArtMap 

	Jane Mayo 
	Jane Mayo 
	CampbeltownPicture House 

	Carron Tobin 
	Carron Tobin 
	Rural Dimensions andArgyll andthe Isles Tourism Co-op 

	Lisa Tuttle 
	Lisa Tuttle 
	Author, Tarbert Book Festival 

	Janet West 
	Janet West 
	PureWestMedia 

	Aileen MacLennan 
	Aileen MacLennan 
	Argyll and ButeCouncil 

	OBAN 
	OBAN 

	NormanBissell 
	NormanBissell 
	Poet andwriter, Lismore 

	Jill Bowis 
	Jill Bowis 
	LocalOrigins Rural Network (Lorn) 

	Bob Clark 
	Bob Clark 
	Auchindrain Museum 

	LornaElliott 
	LornaElliott 
	Argyll and the IslandsLEADER 

	Erica Kerr 
	Erica Kerr 
	The Old House,Glen Orchy 

	Bill Leech 
	Bill Leech 
	Oban War AndPeaceMuseum 

	Carol Olsen 
	Carol Olsen 
	Carol ODesign, hand painted silks, ArtMap 

	Alison Palmer 
	Alison Palmer 
	Argyll and ButeMuseumsand Heritage Forum 

	DavePrice 
	DavePrice 
	ThreeWeeCrowsTheatreCompany,Kilchrenan 

	VivienPrice 
	VivienPrice 
	ThreeWeeCrowsTheatreCompany,Kilchrenan 

	MikeRowell 
	MikeRowell 
	Bid 4 Oban 

	CarolineWinn 
	CarolineWinn 
	COMAR 


	Figure
	Name HELENSBURGH 
	MoragBain MoragBain Fiona Baker 
	Marjory Barrington LouiseBurnet Michael Calder EleanorCampbell EleanorCarlingford Kenneth N.Crawford Jean Cook CarolineDocherty Julian Forrester James Fraser Sue Furness John Grant MaryGray Fiona Jackson Anne Laird MairiMacDonald Murdo MacDonald Morovain Martin PatsyMillar Ali Mills C’llr AileenMorton StewartNoble Alison Rutherford John Saich Sarah Selman Ian Smith Jonathan Smithers Chris Terris Berit Vogt Tash Watson Susie Will 
	: KevinBaker Ivan Broussine 
	Attending allmeetings

	Organisation 
	TV producer, community columnist, Cornerstone NVA Firat ArchaeologicalServices Ltd, Friendsof Hermitage Park, North Clyde Archaeological Society and Helensburgh TheatreArts Club Vice Chairmanof Helensburgh Music Club Musician and Secret Shed Society Lomond Clyde CommunityOrchestra Helensburgh Music Society Visual artist and Secret Shed Society Helensburgh HeritageTrust Rhu and Shandon Community Council &Love LochLomond Creative Scotland CovePark LoveLoch Lomond,Chair Friends ofLoch Lomond andThe Trossachs 
	Hidden Heritage Project, 3 Villages Hall, Arrochar 
	ArtisticDirector&CEO, ArtsQwest Gibson Community Centre,Garelochhead 
	Hidden Heritage Project 
	Committeememberof Helensburgh Art Club Writerand Secret Shed Society Rosneath Peninsula East Community Development Trust Argyll Voluntary Action Membership sec., Helensburgh Music Society TV SetDesigner and Community SingingLeader Argyll and ButeCouncil Chairman Helensburgh Heritage Trust East Esplanade ProtectionGroup Membership Officer(Argyll), TheTouring Network Artistmaker and Secret Shed Society Creative Scotland President, Helensburgh Orchestral Society URTV/Helensburgh TV, VisitHelensburgh, SchoolsTV
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	Figure
	Appendix 3 Definition ofArts andCreativeindustries 
	ScottishArts andCreativeIndustries Direct ScottishEmployment andGrossValueAdded CulturalDomain 
	ScottishArts andCreativeIndustries 
	ScottishArts andCreativeIndustries 
	Direct 

	Gross Value Employment
	40 

	Added (£m) 
	Visual Art 
	Visual Art 
	Advertising 
	3,600 

	230 Architecture 6,100 
	250 Visual art 
	800 
	30 Crafts 2,300 
	80 Fashion and Textiles 7,000 
	280 Design 4,700 
	160 Performance Performing Arts 
	4,700 
	90 Music 
	400 
	10 Photography 900 
	30 Audio Visual Film and Video 
	3,500 
	120 Computer Games200 
	41 

	0 Radio and TV 3,500 
	50 Books andPress Writing and publishing 
	16,400 
	810 Heritage Heritage 
	10,700 
	120 Digital Industries Software/ electronic publishing 
	19,100 
	940 Cultural Education Culturaleducation 
	400 
	10 TotalforArts& Creative Industries in Scotland 84,400 
	£3,220 
	:Creative Scotland(in partnership withScottishEnterprise):Economic Contribution Study: an Approachto theEconomicAssessment ofthe Arts andCreative Industries, June2012 
	Source

	Roundedfigures Computer Games GVAis roundeddown because itis less than £10m 
	40 
	41 
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	Appendix 4 
	Learningfrom others–case studies ofsuccessfulcreativeindustryintervention 
	This appendix summarises the experiences of other places that have developed successful approaches to culture and heritage. Some were mentioned in consultations as places to compare andfrom whichArgyll andBute can learn. Two locations are currentlydeveloping cultural strategies, the Scottish Border and Moray, and we include a resume of how they are progressing and their approach. 
	The areas reviewed are: 
	1. 
	1. 
	1. 
	Dumfries andGalloway 

	2. 
	2. 
	Edinburgh(FestivalsEdinburgh) 

	3. 
	3. 
	Moray 

	4. 
	4. 
	Northumberland 

	5. 
	5. 
	Orkney 

	6. 
	6. 
	ScottishBorders 


	Dumfries andGalloway 
	There has been a long tradition of support for the arts and culture in the Dumfries and Galloway area, spanning more than two decades. What is special for Argyll and Bute is the process and restructure thatthe area has gone through recently, that is analogous to the emerging proposals for the cultural assemblyin Argyll. 
	The long standing Dumfries and Galloway Arts Association, around which most of the performing arts, theatre, community and other art forms cohered, went into decline in the mid-2000s, in part because of loss of core and project funding. The Council had sustained officer engagement in arts and cultural activity over many years and the challenge was to see how the arts could be sustained and further developed, once the central organisation (the Arts Association) withered. National agencies too were concerned 
	Creative Scotland and the LA together were responsible for filling the vacuum by initiating a review process that led to strong engagement and communication across the area (2011-2013). LEADER support for the “Fresh Start for Art” helped fund the process. It is worth noting that the process focusedon the arts, creative industries andculture,tothe exclusionofthe heritage community. 
	The evaluation of the needs of the arts community was accompanied by local and region-wide meetings andthe interim step of establishing aChamber ofArts, partfundedfor 20-24 months, with 4 local convenors paid to develop engagement, communication and projects at a local level, together with a region-wide convenor to draw out strategic components. Area based Arts Hubs are also being established and the Council’s Community and Customer Services Department and the Chamber of Arts are exploring how to achieve jo
	The LA also matched financially the offer of £200,000 from Creative Scotland for a Place Partnership for the area, which may help address the next challenge to sustain the energy and timecommitmentofpaidlocal convenorsonce the interimfundingperiodiscompleted. 
	What arethelessons for Argyll andBute? 
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	• 
	• 
	• 
	The approachto theChamber ofArtsexcludedthe heritage community andinstitutions; 

	• 
	• 
	Role of Creative Scotland and LEADER in supporting the arts community and the Council to moveforward; 

	• 
	• 
	Once evidence of a sustainable structure that engages the creative community is demonstrated, Creative Scotland offered Place Partnership funds (which were matched by the LA); 

	• 
	• 
	Arts and cultural development are linked to the community planning single outcome agreement; 

	• 
	• 
	Part of the substantiation of the engagement and support of the LA is the need to make savings andfindinnovative waysto maintainservices; 

	• 
	• 
	The Chamber of Arts structure, with local convenors, is analogous to the hub and spokes modelproposedforthe Argyll andBute cultural assembly. 


	Edinburgh 
	The Festivals Edinburgh model was mentioned a few times in our consultations in Argyll andBute as an example of good collaborative practice and strategic leadership. Festivals Edinburgh is the highlevel organisation created in 2007 by the directors of Edinburgh’s 12 major festivals to lead on their joint strategic development and maintain their global competitive edge. The view of the public authorities (Scottish Arts Council, Scottish Enterprise, the City of Edinburgh Council) and of the festivals was that
	-
	42 

	Festivals Edinburgh is thus the strategic umbrella organisation focussed on over-arching areas of mutual interest. Its sole focus is to maintain the festivals’ and the Festival City’s global competitive edge, through majorcollaborative projects and strategic initiatives. 
	The collaborative working of the Edinburgh festivals had to be strategic, without interfering in the aims and operations of the individual festivals – thus the programming objective was left in abeyance, for each festival to self-determine. At the same time, the collective strengths of the festivals strengthened their ability to advocate on festivals’ behalf – for resources, tourism links, joint ticketing – and allowed joint projects which support growth, product development, leadership and audiences to bea
	Funded by subscriptions from its members and significant public sector support, the organisation nowemploys8fulltime staff withothers broughtinon aprojectbyprojectbasis, as funds are won. 
	The festivals, arts, culture and heritage do not figure within the Edinburgh Partnership Community Plan, 2013–16. 
	What arethelessons for Argyll andBute? 
	• 
	• 
	• 
	Astrongcommitmentto collaborative working; 

	• 
	• 
	Ashared ambitionand responsibilitytakenacross all12 member festivals; 

	• 
	• 
	Starting from a modest base (one person working 2 days a week), funds were attracted within thecontextofastrategic framework; 

	• 
	• 
	Collaborative workinggroups comprising ofstaffmembers from the Festivals themselves. 


	In fact BTS was commissioned to review the opportunity and then prepare the business plan and governance arrangements for the establishment ofFestivals Edinburgh 
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	Moray 
	Moray is one of the areas which has a cultural strategy being developed, concurrent with Argyll and Bute (see also ScottishBorders below). 
	The Council has included arts and culture within its economic strategy, namely under the title Developing Moray’s Cultural Heritage and Arts Assets. Further, the Elgin city strategy in the economic developmentplan also has asone ofits aims the promotion anddevelopment ofthe arts – “Arts, Culture and Heritage: – activities, festivals and events, creative and cultural activity”. The objective was to use arts to enhance the city’s quality of place, shaping its identity in the face of increasing competition, an
	The genesis of the development of a cultural strategy was the ambition to articulate these priorities and in 2013 consultants were appointed to engage and research opportunities, leading in December 2013 to a draft plan. While still work in progress, the draft strategy outlined the following objectives for the strategy: 
	1. 
	1. 
	1. 
	Recognise thepositive impactof creativityforeveryone 

	2. 
	2. 
	Encourage newways to encountercreativityinthe everyday 

	3. 
	3. 
	Empowercommunities to establish sustainable cultural activities 

	4. 
	4. 
	Developtoolsto connectand communicate about cultural activity 

	5. 
	5. 
	Growquality cultural activities, festivals and events 

	6. 
	6. 
	Making effectiveuseofourbuilt environment and naturalheritage 

	7. 
	7. 
	Ensure accessto creativelearningfor allwho seekit 

	8. 
	8. 
	Help creativebusinessesto start,grow anddevelop 


	Critically, the role of the cultural strategy in economic or tourism development appears, at this stage, to be understated. 
	What arethelessons for Argyll andBute? 
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	• 
	• 
	• 
	A dedicated web site has been created to support communication (but note the stronger web site for the ScottishBorders cultural strategypreparation); 

	• 
	• 
	The economic development and tourism role of the strategy is not great, nor is there a compellinginterweave; 

	• 
	• 
	Articulation of the objectives includes grass roots ideas and proposals emanating from the consultativeprocess. 


	Northumberland 
	Northumberland County Council has been active in the culture and arts for a number of decades, with a focus on engaging local artists and craftspeople, and generating active communication networks across the county. The Council claims that arts and culture make a real difference to communities and that they help achieve leverage, through high levels of engagement, boosting local resilienceand supportingeconomic growth. 
	Acknowledgingthatthis is work stillin progress 
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	The Council’s economic strategy says: 
	“Less tangible than direct economic benefit but of key importance is the Creative Industries sector's contribution to Northumberland's sense of distinctiveness and 'place' and to the tourism offer in particular.” 
	The fragmented nature of the sector is acknowledged and despite growth in arts and crafts – in part because of the many projects developed to support them – the ambition is to attract some of metropolitan Tyneside’s’ creative, design andmedia communityto relocate inNorthumberland. 
	The manyprojects acrossthe Countydesignedto supportthe creative industrieshave also been long sustained, thus, film location, public art, cultural links to education have been in existence (in differentguises)formanyyears.Projects include: 
	• 
	• 
	• 
	The South East Northumberland Public Art and Design Initiative (Inspire), set up in 2003 to improve the built and natural environment in South East Northumberland through the involvementofartistsandbetterdesign; 

	• 
	• 
	5 for art where the Council requires all developers, through the planning process, to ensure that artist commissioning is part of all major new developments. For residential developments,this willinclude developments of10houses ormore; 

	• 
	• 
	Northern Cultural Ambassadors Network is an online resource aimed at building links between the educational sector and the cultural sector. (The Network currently spans Newcastle, Gateshead andNorthumberland); 

	• 
	• 
	The CountyCouncil runs itsownMorpethChantryCraftCentre. 


	What arethelessons for Argyll andBute? 
	• 
	• 
	• 
	The sustainability ofinvestment and supportforthecreative community; 

	• 
	• 
	Innovative projects andschemes thatmaintain and sustain the agenda ofsupport; 

	• 
	• 
	Acknowledgmentofthe role ofthecreativeindustriesin generating a“sense ofplace”; 

	• 
	• 
	Integrationofthe sector inthe economic strategyforthe area; 


	Orkney 
	Orkneyhas had alonghistory of arts, heritage and culturaldevelopment. In part this stems from the richness of the assets and facilities across the area but one characteristic lies inevitably in the outwardfacing approach of manyin thiscommunity. 
	With a population of less than ¼ of Argyll and Bute’s (20,000 people), there are a small number of significant manufacturers and exporters of craft (Ortak, Sheila Fleet, Aurora) and a significant numberofmajor heritageandhistoricalfacilities thathave highvisibility andprominence. 
	Three distinctive aspectsto Orkney’s cultural situationemanates from: 
	• 
	• 
	• 
	The percentageofemploymentin the craftsand arts,especiallyin large businesses; 

	• 
	• 
	The extentto whichOrkneyis promotedinternationallythroughits arts and crafts; 

	• 
	• 
	The central influence of two international standard arts organisations (Pier Arts Centre and StMagnus Festival)forover agenerationwithinone island community. 


	While much of this activity predated the Foot and Mouth outbreak in early 2000s, the impact on tourism visitation was significant, leading to a call for action to strengthen the product offer and heighten profile even further. Action by Highlands and Islands Enterprise, VisitScotland and the 
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	Council, led to modest investment in staff resource, collaborative marketing and e.g. leaflet production,resultinginthe arts becomingincorporatedinto the tourism offer forthe islands. 
	The key to the further development of the sector has been the partnership of the Council with the Orkney Arts Forum, and the integration of arts into the community planning framework. Interestingly, the arts and cultural community’s role in this process has not yet been replicated by heritage and visitor attractions. The Arts Forum includes elected representation from different art forms. 
	In 2011, HIE commissioned François Matarasso to review the cultural community and its strengths on Orkney and while acknowledging their strengths and the self-sustaining nature of the sector, the key conclusion was not to be complacent and ensure that collaborative planning was undertaken to help sustain futurecompetitiveness. 
	What arethelessons for Argyll andBute? 
	• 
	• 
	• 
	Artform representation onthe ArtForum; 

	• 
	• 
	The processes andmaturity ofstructures to support arts and culture isnot matchedbythose for heritage community(and visitor attractions); 

	• 
	• 
	Roleofmajorcraftmanufacturers in generating anoutwardlooking ethos; 

	• 
	• 
	Partnershipofthe culturalcommunity withpublic agencies. 


	ScottishBorders 
	Scottish Borders is one of the areas which has a cultural strategy being developed, concurrent with Argyll andBute(see also Moray above). 
	Amongst the Council’s key economic development priorities (in its economic development strategy to 2023) is continuing support for the Borders creative arts industries. The Borders has a comparatively strong infrastructure for culture and creative industries despite its geographical dispersed character -Creative Arts Business Network, communication across the sector, artists workspacesetc. 
	Despite some parts of the Borders being commutable to Edinburgh and the Lothians, the area suffers from many of the same characteristics as Argyll and Bute – population loss, an ageing population, a weaker financial base etc. The current review of Scottish Borders’ priorities in culture and creativity is partly stimulated by how culture and creativity can ameliorate these endemic characteristics. 
	The brieffrom ScottishBorders Councilforthe cultural strategyincluded: 
	“…will establish shared priorities that drive collaborative work across organisations and sectors and make it possible for us to contribute successfully to wider regional agendas and key nationalstrategies.” 
	Widespread consultation and a well-developed web site for stimulating debate and responses were developed. Sixthematicheadings wereidentifiedearlyin theconsultation process: 
	• 
	• 
	• 
	Visibility 

	• 
	• 
	Connectedness 

	• 
	• 
	Sustainability 

	• 
	• 
	Traditions 

	• 
	• 
	AmbitionandQuality 

	• 
	• 
	Unity andDiversity 
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	These helpedleadto thevision: 
	By 2019 the Scottish Borders will be recognised and celebrated for what it is – one of the richest,mostdistinctive anddiverseculturalregionsinScotland. 
	The Strategy is followed by an Action Plan which outlines how the Strategy’s recommendations can be implemented. Itscoreelements are: 
	• 
	• 
	• 
	A region-wide Cultural Forum, to be convened for the five-year period of the Cultural Strategy 

	• 
	• 
	A regular cycle of Cultural Gatherings to bring together the cultural sector and relevant stakeholders 

	• 
	• 
	A small, lightweight Support Unit to act as an executive on behalf of those working together to deliverthe Strategy’s recommendations 

	• 
	• 
	AConcordof national, regional andlocal agencies, insupport ofthe Strategy’saims. 


	What arethelessons for Argyll andBute? 
	• 
	• 
	• 
	The timelimited(5year)periodfor the culturalforum;the proposition forcultural gatherings, the integrationof anexecutive team and national, regional andlocal stakeholders beingbroughttogether; 

	• 
	• 
	The cultural sector integratedinto the economic strategyfor the area; 

	• 
	• 
	The layering overofanumber ofthematicheadings (above) within the strategy; 

	• 
	• 
	The apparentdistance ofthe cultural strategyfrom tourism (althoughthe projectis still workin progress). 







