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Introduction:
How to Use This Book

The creative industries is a metaphor, which implies that creative production has
been industrialized, set up in factory-like structures and managed along the same
principles as the manufacture of any other mass-market goods. This is a simpli-
fication, but a useful one because it calls attention to the fact that, like any other
industry, the creative industries are driven by the work of people. Therefore, while we
rely on an extensive range of published sources, we have gone out and interviewed a
wide range of creative practitioners, whose stories and insights inform most chapters
of this book.

We do not confine ourselves to a specific area of the creative industries, for example
audiovisual production, music, games, or publishing. Instead, we look at the creative
industries by asking what the different specialisms share. There are great differences
between the people we interview, in terms of expertise, skill sets, working conditions
and economic circumstances. However, they share certain key concerns that provide
us with the overarching themes of this book.

First, we look at the relationship between creativity and commerce. Legions of
people make their creativity their profession — generating creative products or
services — and they have been doing that for centuries. Artists, artisans, craftspeople,
writers, performers, entertainers, musicians — they have been around for some time,
and they are likely to continue to do so, but how (and whether) they make a living
off their words, images and sounds is an entirely different question.

Second, we consider the cultures and routines of work in the creative industries.
We look at what creative workers do, how they do it, and under what circumstances.
Again, we are interested in shared cultures, routines and practices across specialist
sectors, for example how freelancing makes networking necessary whether you work
in advertising, fine arts or media production.

Third, we introduce the business structures that creative workers inhabit —
commissioning, client-briefs, financing and entrepreneurship. While they may seem
rather abstract, business structures influence the everyday lives of creative practitioners.
For example, the ways in which content is commissioned (e.g., for radio, TV or a
magazine) makes its mark on income, work habits and the social relationships among
creative workers. How they find new business and perform their work imposes certain
strictures and opens up possibilities.




Introducing the Creative Industries

'The aim of this book is to expand our readers’ horizons by showing how the vari-
ous specialisms within the creative industries depend on one another for ideas, skills
and talent. Different sectors share many of the same characteristics, and the skills
and talents that apply to one apply in another. Someone starting out in the creative
industries might begin in one area and migrate to another because an opportunity
presented itself. The creative industries change very rapidly, new trends, products,
technologies and markets emerge, while others fade out of fashion or become eco-
nomically unviable. If there is one thing we would like to accomplish with this
book, it is to help our readers spot the opportunities when they come along and
take advantage of them.



