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IntroducereIntroducere inin lumea ideilorlumea ideilor. . UneleUnele
principiiprincipii aleale universului creativuniversului creativ

CautareaCautarea excelentei excelentei este este posibila doar prin eliminarea posibila doar prin eliminarea 
mediocritatilormediocritatilor de orice felde orice fel si prin stimulareasi prin stimularea
TALENTULUITALENTULUI;;
Diversitatea este obligatorie, Diversitatea este obligatorie, alaturialaturi de includerea de includerea 
tuturor in sferele de interes (tuturor in sferele de interes (desidesi locuitorii locuitorii TerreiTerrei sunt sunt 
atatatat de de diferitidiferiti, acest lucru este , acest lucru este incurajatincurajat –– eliminandueliminandu--
se vechile se vechile conceptiiconceptii exclusiviste, ori exclusiviste, ori prejudecatileprejudecatile de orice de orice 
fel)fel) TOLERANTATOLERANTA;;
Se Se incearca incurajarea experimentarilorincearca incurajarea experimentarilor, a , a probariiprobarii
ideilorideilor apelandapeland lala cele mai modernecele mai moderne TEHNOLOGIITEHNOLOGII;;
ParteneriatulParteneriatul este o forma exemplificata de este o forma exemplificata de catrecatre toate toate 
aceste aceste agentiiagentii, iar , iar colaborarilecolaborarile vor fi posibilitatea de avor fi posibilitatea de a--si si 
extinde impactul asupra celor din jurextinde impactul asupra celor din jur ––PPPPPP--ACTIUNI ACTIUNI 
SINERGICE & PARTENERIATSINERGICE & PARTENERIAT..



““ClusterCluster””--ul creativ ul creativ (The Creative (The Creative 
Cluster)Cluster)

ExplicatiaExplicatia propriupropriu--zisa a termenului zisa a termenului definestedefineste
grupuri de grupuri de organizatiiorganizatii si indivizi : si indivizi : institutii nonprofitinstitutii nonprofit,,
firme comerciale sau firme comerciale sau artistiartisti -- > acei > acei indivizi si aceleindivizi si acele
firme care produc, direct sau indirect bunurifirme care produc, direct sau indirect bunuri
culturaleculturale, , aplicandaplicand artaarta..

Trei caracteristici principale le definescTrei caracteristici principale le definesc::
Produse similareProduse similare
PietePiete comunecomune
Nevoia comuna de talenteNevoia comuna de talente



TheThe CreativeCreative WorkforceWorkforce & Creative & Creative 
ClassClass

Pentru a ne putea adapta si a Pentru a ne putea adapta si a 
nene gasigasi locul nu numai in locul nu numai in 
prezent, ci si in viitor avem prezent, ci si in viitor avem 
nevoie nevoie de LIBERTATEde LIBERTATE... De ... De 
libertate libertate IN GANDIREIN GANDIRE... De... De
liberatateliberatate IN IDEIIN IDEI... ... IN IN 
MISCAREMISCARE......IN EXPRIMARE.IN EXPRIMARE.



Mituri puse sub “lupa” azi !

Creativitatea provine 
exclusiv de la 
persoanele creative

Banii alimenteaza in 
mod esential 
creativitatea

Presiunea timpului
alimenteaza
creativitatea



ComunitatileComunitatile creative creative 
((TheThe CreativeCreative CommunitiesCommunities))

Acest concept este adesea confundat cu celAcest concept este adesea confundat cu cel
dede ClusterCluster Creativ, datorita caracteruluiCreativ, datorita caracterului
geografic al ambelorgeografic al ambelor notiuninotiuni.. ComunitatileComunitatile
creative creative sunt acelesunt acele locatiilocatii geografice caregeografice care
incurajeaza inovatiileincurajeaza inovatiile si valorile culturale insi valorile culturale in
interiorul lor.interiorul lor.

EleEle concentreaza concentreaza resursele umane resursele umane sisi
clustercluster--ele creative,ele creative, influentandinfluentand puternicputernic
vietilevietile locuitorilor acestorlocuitorilor acestor comunitaticomunitati. . 

Putem spunePutem spune,, chiar, ca sechiar, ca se diferentiazadiferentiaza prinprin
celelalte doua verigi ale economiei creativecelelalte doua verigi ale economiei creative
tocmaitocmai fiindcafiindca-- fortaforta si competitivitateasi competitivitatea
uneiunei comunitaticomunitati este data de este data de promovarea sipromovarea si
apropierea apropierea sa sa de culturade cultura..



Calitatea vietii

SSe e pot pot calcula o serie de indicatoricalcula o serie de indicatori
privindprivind:: calitateacalitatea educatieieducatiei,, sanatatiisanatatii,,
mediuluimediului inconjuratorinconjurator, a drepturilor, a drepturilor
omului, aomului, a recreariirecrearii etc.etc.

SpecialistiiSpecialistii din Statele Unite aledin Statele Unite ale
AmericiiAmericii au ajuns la calcularea, deau ajuns la calcularea, de
exemplu, a indicatoruluiexemplu, a indicatorului recrearii recrearii 
ReRe--creationcreation IndicatorIndicator””, pe baza, pe baza
datelor culese cu privire la 13 tipuridatelor culese cu privire la 13 tipuri
principale deprincipale de recreererecreere, pe diferite, pe diferite
segmente sociale. segmente sociale. 
Exemplu:Exemplu: CalvertCalvert--HendersonHenderson
ReRe--CreationCreation Indicator.Indicator.
..



ECOSISTEMUL CREATIV – transferul 
de energie intre oameni

In preocuparea de aIn preocuparea de a intelegeintelege complexitateacomplexitatea
relatiilorrelatiilor cece leaga leaga 
INDIVIDUL INDIVIDUL –– TALENTUL SAU CREATIV TALENTUL SAU CREATIV ––

REGIUNEA UNDE  LUCREAZAREGIUNEA UNDE  LUCREAZA
ss--a ajuns laa ajuns la ideeaideea de de ecosistem creativecosistem creativ-- caca
retearetea de oameni, locuri si practicide oameni, locuri si practici..

Daca nu seDaca nu se intretineintretine ecosistemul creativ,ecosistemul creativ,
acesta se poate acesta se poate „„ imbolnaviimbolnavi”” sau chiar muri.sau chiar muri.
Cauzele, sau mai exact barierele careCauzele, sau mai exact barierele care
impiedicaimpiedica sistemul sa respire sunt de tipul :sistemul sa respire sunt de tipul :
rutinei,rutinei, rigiditatiirigiditatii, a rezistentei la, a rezistentei la ideeaideea dede
schimbare, imposibilitatea de a se integra,schimbare, imposibilitatea de a se integra,
de a colabora, de a investiga.de a colabora, de a investiga.





San Francisco SUA 228,7 – Locul 1
Austin – San Marcos – SUA 194,9 – Locul 2
Boston – SUA 183,0 – Locul 3
Rochester – SUA 181,0 – Locul 4
Minneapolis – St.Paul – SUA 176,4 – Locul 5
New York – SUA 158,7 – Locul 11
Tokyo – Japonia 149,8 – Locul 15
Portland – Salem – USA 147,3 – Locul 17
Sacramento – Suedia 147,0 – Locul 18
Chicago – SUA 146,7 – Locul 19
Washington – SUA 144,2 Locul 20
SURSA:2004 THE WORLD KNOWLEDGE COMPETITIVENESS  
INDEX







FINLAND



SWEDEN



ITALY



Suedia 1 12
Danemarca 2 9
UK 3 7
Olanda 4 6
Germania 9 3
Franţa 10 3
Italia 23 2

Sursa: CER's "Lisbon league table“

Slovenia 7
Estonia 12
Lituania 14
Letonia 15
Republica Cehă 16
Cipru 19
Ungaria 21
Slovacia 22
Polonia 24
Malta 27

•INOVARE-EROI: Danemarca, Estonia Slovenia; Codaşi: Bulgaria, 
Grecia, Romania
•CERCETARE & DEZVOLTARE-EROI: Finlanda, Slovenia, Suedia; 
Codaşi: Grecia, Polonia, Slovacia.

•START-UP-EROI: Irlanda, Spania; Codaşi: Grecia, Portugalia.



































Innovation Policy in Trend Chart 
Database for the CEEC (end of 2003)

Absorptive 
capacity and 
human capital

Generation of 
new knowledge 
(R&D)

Diffusion of 
knowledge and 
networking

Demand 
for 
innovation 

Total

Bulgaria 1 1 1 3
Czech R 4 4 3 11
Hungary 3 3 4 10
Estonia 1 3 5 1 10
Latvia 1 2 1 4
Lithuania 1 2 1 1 5
Poland 1 3 1 3 8
Romania 2 2 4 8

Slovakia 2 2 1 5
Slovenia 3 4 5 2 14
Total 6 25 26 21 78





Leadership
• Establish innovation

as a priority
• Provide strategic

direction
• Allocate resources

Establish an
Organizational
Structure that
Promotes Collaboration

Establish Managerial
Processes to Convert
Ideas into Innovations
and Measure Results

Recognize Creative
Behavior and Reward
Innovative Results

INNOVATIONKno
wled

ge Ideas

Educate Workforce
on Creativity Tools
and Techniques

Key Steps in Becoming an Innovative
Organization



EXAMPLES OF GOOD PRACTICES

New England’s Creative Economy Council, Massachusetts’ vibrant
new media community includes such innovators as:Boston Cyberart,
Art Interactive, Mobius 
Boston-strategic partnerships between Youth Design Boston and the 
have allowed the design network to link with national and international 
counterparts to train designers for the future



YOUTH: 
 
- Share the experience of the Youth Design Boston program more broadly (Youth 

Design Boston is a collaboration between AIGA and the Boston Redevelopment 
Authority that places inner-city high school students in internships with design
firms).  

 
- Build networking and referral base Medium-Term Goals:  
- expand Youth Design Boston in the coming year (30 students) - host 2 roundtable 

discussions (one will focus on a dialog between business leaders and designers) 
- develop a shared library of case studies that all can tap into Long-Term Goals:  
- promote change in thinking about creativity - educate the public about a shift in

thinking about creativity and desires of the employer of the future 



KEY RESULTS 
America’s nonprofit arts industry generates:  
- $134 billion in economic activity every year: $53.2 billion in spending by arts

organizations and $80.8 billion in event-related spending by audiences.  
• This activity translates into 4.85 million full-time equivalent jobs and $89.4 billion in
household income.  
• $6.6 billion in local tax revenues, $7.3 billion in state tax revenues, and $10.5 billion in
federal income tax revenues—a total of $24.4 billion—is raised.  
• Event-related spending by audiences reflects an average of $22.87 per person for hotels,
restaurants, parking, souvenirs, refreshments, and other similar costs, with tourists
spending nearly twice as much as local attendees ($38.05 compared to $21.75)  
• Travelers who include cultural events on their trip travel longer, are more likely to shop, 
and overall, spend more than other U.S. travelers ($631 per person for cultural tourists vs. 
$457 for all tourists)  



Visibility, Research, and Networking Are Critical 
 
• Strategies to enhance visibility-developing a clear messaging system, and increasing usage of

existing communication tools (the newsletter, webpage, etc.) 
• The Research, Communications and Communities Committees- develop research reports, publish 

marketing materials, and provide networks across the six New England states 
• creative clusters, support for technology-based culture and industry entails examination of the

cluster's need for financing, infrastructure, workforce development, marketing and other types of
support 

• networking as a way to harness the creative economy enthusiasm: 
 Short-Term Goals:  
 Boston Cyberarts (with NEA funding) is establishing an Artist In Residency program at

high technology corporations.  
 ATBoston (www.ATBoston.net), a consortium of small nonprofit new media

organizations, has started developing a database of all new media individuals and
organizations in New England 

 Medium-term goals-develop an self nominating awards program that acknowledges high-
technology companies that have innovative projects for working with artists.  
 Long-Term Goals- to advance the concepts developed at the May '03 Art and Technology 

Initiative convocation (www.bostoncyberarts.org/cec) including creating an art and 
technology  

 


