
European Digital Think Tank: Trusted & sharing 

cross-cultural industry ecosystem

oIndependent Affiliation of major European Creative Industry clusters from 

Amsterdam, Barcelona, Berlin, Helsinki, London, Paris and Rome since 2007

oStrategic goal to enhance each partner’s capability to serve their clients by 

sharing knowledge and best practices.

oEach partner - from whichever region - shares the same vision, goals and 

narrative, each trusts the other, each is committed and is pro-active, rather 

than just reacting to funding opportunities.

oPartners and their business members, recognise the complementary regional 

and cultural strengths of their partners, and work together for mutual benefit.

oKey “soft” benefits such as trust, openness, commitment, and flexibility are 

equally critical for effective cross-European collaboration, both for clusters and 

SMEs
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European Digital Think Tank: Achievements (1)

o New cross-European SME & Research partnerships

o New cross-European joint start-up projects and ventures

o New cross-European marketing and funding opportunities

o New policy proposals to the EC

o New trusted, open and flexible international networks
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European Digital Think Tank: Achievements (2)

oOngoing “open” contact point for cross-border clusters, research & SMEs

oCross border exchange of best practice

oCross border knowledge across the value chain > SME, investor, policies

oIn-depth cross-border profiling and match-making

oCross-border collaborative test beds: scaling and testing

oGateway to potential non EU partners (Brazil, India, Russia…)
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Opportunities going Forward

oKnow your partners, clients and partners – from largest to smallest

oBe creative,  flexible and non-bureaucratic – like your SMEs

oKnow and value your own strengths - look for international partners with 

complementary strengths

oLook for “quality” cross-border results, not just “formal” collaboration (names, 

meetings, databases…)

oBe the “pivotal” knowledge holders in the open innovation value chain:

Research>Practice>Application>Validation>Valorisation>Dissemination

oBe the “key” binding force in the innovation communication process:

SME>CLUSTER>Investor>Regional Policy Maker>EU

oWork VERY closely together with SMEs, Research, Industry Experts 

Investors/Finance, Policy Makers across borders on an ONGOING basis
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Why Regional Governments and EU should support 

Cross-Border Cluster Collaboration

o“Hard” economic growth in a global competitive, business landscape

o“Soft” collaborative values – social, cross-cultural - in a tough and often 

fragmented , political cross-border landscape
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Why SMEs should collaborate with Clusters on 

Cross-border Collaboration

oTargeted access to foreign markets – special advice to understand different 

business and cultural conditions – “soft landing”

oLocate trusted, proven and complementary international partners and 

expertise

oFind and recruit foreign talent

oDevelop marketing and PR in new international markets

oAccess to new cross-border networks/opportunities: Funding/cultural

oNew cross-border distribution channels / Shared technical resources

oPossibility to test and scale across borders and cultures

oShare cultural and content perspectives
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European Street Design Challenge: Cross-Cultural 

Social and Urban Innovation

oInternational teams of top young designer - from France, Netherlands, UK, 

Austria, Finland, Italy, Russia, India

oClose cooperation with local residents and policy makers

oCompete annually to create innovative, “smart” urban design solutions

o Use of open and collaborative methodologies, together with digital tools and 

prototyping

oDesign teams Challenge cuts across cultural, social and professional layers:

• Fusion of different cultural perspective

• Collaboration with local residents and policy makers gives local “roots”

• Ensures relevance, ownership, shared values and vision of a desirable, 

feasible, and sustainable future urban community
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Creative Cooperative

o Coordinating European Digital Think Tank and other Digital Creative 

Industries cross-border cooperation

o Running the European Street Design Challenge, global competition for 

digitally driven Urban Community Design

o Designing and running major international Digital Creative Industry festivals 

and events

o Designing and running international creative workshops on Energy Usage, 

Social and Economic welfare,  Healthcare,  etc. solutions

o Researching and Publishing on Creative Industry Methodology for 

Innovation and impact on other industry and cultural sectors

o Interaction Design, Design Thinking, Design Education, Design Solutions
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The Digital Creative & Cultural Industries:

The Sector, Best Practices, Challenges & Opportunities

Lebanon, 20
–
22  March 2014
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I. The Sector
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CCIs as High EU Growth Industry sector

o3.3% of GDP in EU

oEmploy 6.7 million people (3% of total employment)

oBetween 2008 and 2011, growth in employment in CCIs stronger than in EU 

economy as a whole

oHigher percentage of youth employment

oCCIs recognised as increasingly important by international partners and 

competitors – Public investment in cultural production in China has grown by 

23% annually since 2007 with aim of raising sector’s share of GDP from 2.5% to 

5-6% by 2015.
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What are the Cultural and Creative Industries?

o Creative production as an expression of culture, identity vision and 

aspiration

o New digital technologies challenge traditional assumptions of individual 

genius

o Digital technology has produced a pervasive, new, shared platform for 

creation, distribution and reception: open, collaborative, co-creative and 

cross-disciplinary production 

o Radical transformation for such Cultural and Creative Industry sectors as 

film, DVD and video, television and radio, video games, architecture and 

design, advertising, cultural heritage, digital archives and libraries, social 

media and lifestyle.
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Open & Cross-disciplinary platform in a World of 

Complex Causality 

oOpen, cross-disciplinary approach of the digital cultural and creative 

industries reflects the complex causality of the present,  highly connected 

world: interaction between multiple, underlying & inter-related factors 

oMaking the right social and business decisions,  creating the right innovative 

solutions demands a change from centralised to "connected" and disruptive 

thinking

oPut aside the linear, specialised and highly vertical approach of our 

education; rediscover “cross-thinking” ability

oThink like a child: 

• naturally interdisciplinary

• sees the world as a myriad of possibilities and connections

• not afraid not explore the unknown, make mistakes

• naturally trustful.
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Decline of Genius: Cross-Thinking Ability

o 3 - 5    years 98%

o 8 -10   years 32%

o 13 -15 years 10%

o 25+     years 2%

(With thanks to Sir Ken Robinson)
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Key Features of the Digital CCI ecosystem

o Cross-disciplinary: cuts across arts, business and technology

o Cross-cultural: cuts across physical and virtual borders

o Open: collaborative, co-creative and innovative

o Inclusive: involves all stakeholders, all players in the production process

o Empowering: gives individuals and groups across social layers access to 

encyclopedic, multi-disciplinary knowledge & skills 

o Sharing: captures shared visions, values and aspirations

o Demands and promotes trust and responsibility
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II. Best practices & 

experiences
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CCI Best Practices and Experiences

Strong “cross-over” catalyst effect of the CCIs for innovation, particularly with 

the social, cultural and human factor, in other industry sectors such as:

oEducation

oTourism

oHealth

oTransport / Sustainable Development

oSocial Gaming

oManufacturing

oUrban regeneration and empowerment
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European Street Design Challenge: Cross-Cultural 

Social and Urban Innovation

oInternational teams of top young designers - from France, Netherlands, UK, 

Austria, Italy, Finland, Russia, China , India…

oClose cooperation with local residents and policy makers

oCompete annually to create innovative, “smart” urban design solutions

o Use of open and collaborative methodologies, together with digital tools and 

prototyping

oDesign teams Challenge cuts across cultural, social and professional layers:

• Fusion of different cultural perspective

• Collaboration with local residents and policy makers gives local “roots”

• Ensures relevance, ownership, shared values and vision of a desirable, 

feasible, and sustainable future urban community
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III. CCI Challenges & Opportunities

Andrew Bullen, Creative Cooperative, Lebanon 20-22 March 2014



CCI Challenges and Opportunities:

Crossover

oCrossover catalyst effect between various industry sectors is key benefit of 

the CCIs

oHowever, traditional "vertical" industry organisational structure – silo effect  -

with inherent lack of flexibility, hinders potential synergies 

oNew cross-industry platforms must be created  to leverage the "crossover" 

potential 
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CCI Challenges and Opportunities:

Access to Finance

oMajority of CCI companies are very small SMEs (1-3): flexible, responsive to 

change

oBUT banks and Venture Capital do not always understand new business 

models and process, or notion of “intangible” assets

oTherefore access to finance is a major problem for start-up CCI companies

oAccess to finance must be promoted through

• Investment readiness training for SMEs and start-ups 

• improving awareness among financial institutions and venture capital as to the 

new business models and economic potential of the creative sector

• New, specialised CCI focused funds (e.g. FAME)

• New types of “collaborative” funding e.g. voucher schemes
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CCI Challenges and Opportunities:

Internationalisation

o Cultural and regional diversity is a major asset 

o BUT fragmentation along national and linguistic lines also leads to limited 

distribution and market access

o Therefore new policy should be geared towards providing suitable 

internationalisation support (e.g. cluster collaboration, pooled resources, tax 

and legal infrastructure) within the European and global markets
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Creative Cooperative: andrew.bullen@orange.fr
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Crossing over borders with your start-up
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Why cross borders?
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• Digital technology has produced a pervasive, new, shared platform for 

creation, distribution and reception: open, collaborative, co-creative and 

cross-disciplinary production 

o Making the right business decisions, creating the right innovative solutions 

demands a change from centralised to “connected” and disruptive thinking, 

across disciplines and cultures

o Put aside the linear, highly vertical approach of our “education”; rediscover 

“cross-thinking” ability

The CCIs are connected/collaborative
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Crossing boundaries like a child

o Think like a child

o Cross new borders and boundaries

o Across disciplines and cultures

o See world as myriad of possibilities & connections

o Not afraid to explore the unknown; Trust is key

o Decline of Genius: Cross-Thinking ability

o 3 - 5 years 98%

o 8 - 10 years 32%

o 13 - 15 years 10%

o 25+ years 2%

(With thanks to Sir Ken Robinson)
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oCreative Industry production is an expression of culture, identity, vision and aspiration

oWe trade on our expression of culture and identity in our products and services – and how that 

expression of culture and identity is received / perceived by others (In China, public investment 

in CCIs has grown by 23% annually since 2007)

oCulture defines the strategy, use and acceptance of a product

oWe need to understand and collaborate with other regions and cultures to get the most of our 

CCI work, products and services

Culture/Identity drives Creative Industries
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o Access to new markets

o Access to local partners and sector expertise 

o Access to local networks (cultural / finance)

o Access to local funding and investment opportunities

o New distribution channels

o Shared technical resources

o Shared cultural and content perspectives 

o Possibility to test and to scale

And some very practical reasons:

Andrew Bullen, Creative Cooperative, Lebanon 20-22 March 2014



How to cross borders



oFoster international sector contacts (Gaming, Animation etc.)

oEnter international competitions (ESDC, Green Challenge…)

oVisit international festivals (Futur en Seine, PICNIC…)

oUse matchmaking and investor events (FAME, SPb platform)

oLeverage international cluster collaboration (European Digital Think Tank, European Creative 

Industry Alliance)

oShare international incubator space (e.g. FOUNDED BY ALL, Eindhoven)

Develop collaboration, competition, space and 

TRUST across borders
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oInternational teams of top young designers – from France, UK, Netherlands, Austria, Finland, 

Russia, China…

oClose cooperation with local residents and policy makers

oCompete to create innovative “smart” urban design solutions for the host city

oUse of open and collaborative methodologies

oFusion of different cultural perspectives and regional creative strengths

Example: European Street Design Challenge
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o One size does not fit all!

o Listen to local partners

o Adapt to local conditions, local culture, local market

o Learn to understand your partners, investors and their environment

ADAPT to local market conditions!
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o A different market may need a different pitch

o Show your interest in the market

o Show that you understand the different market challenges and conditions!

ADAPT your pitch or presentation
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