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A Parliamentary forum for Media and Marketing Debate 

 

 

Has a devalued creative industry led to a disengaged youth? 

 
“If we are to prevent youth disengagement from creative industries, we need an active, 

intelligent government supporting an industry strategy to foster good high-growth, high 

productivity companies that create great jobs which will drive creative competitive success in a 

global context”. These were the words of Lord Stevenson of Balmacara, Opposition Whip in the 

House of Lords, proposing the motion ‘A devalued creative industry has led to a disengaged youth’ 

at the Debating Group debate at the House of Commons on 14 May 2012. The debate was 

sponsored by the Marketing Agencies Association and chaired by Austin Mitchell, MP for Great 

Grimsby. 

 

Lord Stevenson began by questioning whether our creative industries are in fact ‘devalued’. He 

suggested that current policies are in danger of devaluing the industry in the sense that, now in 

particular, it needs special treatment which it is not getting. 

 

The term ‘creative industries’ was not around when he was working at the BFI in the ’80s and early 

’90s. But by any measure the UK creative industries grew considerably as a sector between 1997 and 

2010, growing at twice the rate of the national average. In London and several other major cities it has 

become a significant economic sector and is at the forefront of the UK’s international competiveness. 

Exports of services for radio and TV, advertising, architecture, video, film and photography, doubled 

between 1997 and 2007 and almost quadrupled in the case of publishing and software, computer 

games and electronic publishing. The sector as a whole saw an average GVA (Gross Value Added) 

growth of 5% per annum over that period, with computer games and electronic publishing rising 

annually at an average of 9% – representing an increase in GVA of nearly 200% over the ten year 

period. It is clear that the UK has an international lead in the production and export of creative goods 

and services: most recent figures have us second in the world, after the USA, as an exporter of cultural 

goods and services. Given all this growth and success why do we consider this an undervalued sector? 

 

Lord Stevenson argued that the UK’s current dominant position is under threat, with emerging 

economies in particular showing fast growth. Many of these sectors are highly mobile – films and TV 

production are a case in point. He sees no evidence of a willingness by Government to develop 

policies to cope with the new distribution mechanisms via the Internet which are affecting most of the 

creative industries. On policy the Coalition Government has said repeatedly that it views the creative 

industries as a key driver of jobs and growth. But on a number of very critical issues it has failed to 

respond to the challenges threatening the future strength of the creative sector. Examples are: 

 the delay in the roll-out of universal high speed broadband – latest figures show poor speeds 

compared with many other countries and particular problems in rural areas; 

 the non-arrival of the long-trailed Green Paper on Communications, which is expected inter 

alia to legislate for the recommendations of the Hargreaves review on Intellectual Property;  
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 the Government’s Higher Education plans are resulting in significant cuts to art and design 

education and the changes in the A level syllabus and the narrowness of the so-called English 

Bacc are denying many young people the chance to take education and training opportunities 

linked to the creative industries. 

 

Lord Stevenson contended that there must be some doubt about whether current Government policies 

will nurture talent, foster growth and widen opportunity in the cultural industries. And if we do not get 

this right, youth will indeed be disengaged. He questioned whether the government is taking account 

of the special needs of the creative industries. This sector is overwhelming made up of small and very 

small companies. Most of them employ only a handful of people, but this is where great content tends 

to be made. It is also where most future growth is likely to come from, if we ensure that these micro 

businesses can benefit from the ending of the constraints currently imposed by the need for physical 

distribution of content. In future there is no reason why these businesses cannot have direct 

relationships with their consumers. We need to recognise the different financing needs across the 

businesses that comprise the creative industries, because one size does not fit all. These distinctions 

are not primarily about genre – advertising, publishing, games or film. They are about business models 

– different business models reflecting very different risk profiles – from ‘demand-led companies’ to 

distribution and licensing companies; to companies which have no way of predicting accurately in 

advance the demand for their product – be it a song, a book or a film. Current fiscal and funding 

models do not adequately recognise these differences and so the policy and tax frameworks need to be 

adjusted. We need to work out what needs to happen so as to allow creative businesses to develop 

their businesses free from the grip of the distributors – the gatekeepers that have hitherto regulated 

their access to the consumer market. What this boils down to in policy terms is how can micro 

businesses control their Intellectual Property? It is vital for content companies to retain some 

ownership in the Intellectual Property they create so as to generate meaningful profits to fund future 

growth. For too long, creative enterprises have found themselves locked into a scenario in which they 

are forced to pre-sell pretty much of their content. Unless some Intellectual Property is retained in a 

content business it will always be small, project fee-based and commercially vulnerable. Lord 

Stevenson observed “So far I have seen nothing from the Coalition Government that convinces me 

that it has a plan for this…so I conclude that for the moment, the creative industries are indeed 

‘devalued’ ”. He concluded that they will continue to be devalued until the Government comes 

forward with a coherent strategy for them. They are a key sector for jobs and growth. British young 

people are desperate to work in the creative industries and we musty make it as easy as possible for 

them to flourish if we are to see growth in the economy. 

 

Creative Hubs 

 

Opposing the motion, Damian Collins, MP for Folkestone and Hythe, observed that he was doing 

so not only as a Conservative MP interested in the creative industries, but as someone who had spent 

10 years in the advertising industry.  

 

He drew attention to an emerging creative cluster in his constituency which he has found very 

exciting. If this motion had been run years ago when he was in advertising, the response would have 

been ‘make the work better’. He sees only enthusiasm from people from art colleges and universities 

who want to work in the industry. It is an industry that has been pushed and challenged by people of 

all ages and where people can run their own businesses. If you look at advertising expenditure there 

has been year on year growth right across the sector. It would be great if the economy grew at the rate 

of creative agencies. 

 

Damian Collins argued that the Government’s strategy for the industry aimed to encourage growth: 

 Film Tax Credit. This provides a huge boost to film production as well as video and TV. We 

are reliant on a heavy skill base in the UK and we are working in a competitive environment. 

We need to equalize this in a global environment. Production work should happen here not 

abroad. 



 3 

 The introduction of the Seed Investment Scheme, a tax incentive for individuals to invest in 

new young companies. This will provide a 50% tax break and is likely to be very popular. 

 

The Government is already doing a lot for this sector and it is also valued by people wanting to 

enter it.  There has been considerable investment in creative hubs and space. Damian Collins cited 

the Google campus in East London’s Tech City, a co-working space aimed at start-ups and 

MediaCity in Manchester which aims to become a leading international hub for the creative and 

digital sectors. He believes we should have these kinds of hubs in every city. He also referred to 

pop-up agencies in local towns outside London which are providing opportunities for young 

people to work in the creative industries. A recent report from Barclays Bank indicated that young 

people developing graphic design on computers in their own homes is one of the biggest current 

growth trends. He concluded with the observation that in the US, 40% of growth is from 

companies which did not exist 20 years ago. 

 

somewhereto_ 

 

Seconding the motion, Michelle Clothier, Managing Director of Livity, a marketing agency 

which works with young people to co-create campaigns, content and communities, described the 

company as having a youth club at its heart. She looked back to the ’80s when our creative 

industries were at their finest and at the peak of global domination. Energy and excellence drove 

our creative industries. It was a time when the worlds of our creative industries and British youth 

culture were publicly aligned, joined at the hip, at one with the other. Creative Britain in the ’80s 

was a vehicle and showcase for British youth culture and British youth culture was an inspiration 

and source of energy and new blood for creative Britain. She questioned if we could claim the 

same today. It might well be possible to demonstrate an increased financial value of the creative 

industries, and we hear about the various commitments, bodies and support in place to support the 

growth of the creative industries, but this overlooks a crucial point – at the centre of the creative 

industries the most important and consistent value should be creativity itself. Michelle Clothier 

believes that the devaluation of many areas of the creative industries in the form of diluted and 

compromised creativity can be sadly witnessed on a daily basis as we see more homogenisation 

and dumbing down of music, of TV programmes and their formats, of fashion, advertising and 

beyond. A creative world where one, or maybe two sizes fit all. This is most likely driven by the 

need for profit and hitting targets. Have the creative industries become a target-driven culture, 

failing to respect the intelligence of its younger audiences and consumers? Should we be surprised 

that young people are in some ways disengaged?  

 

Michelle Clothier suggested that the creative industries have, in part, devalued themselves and 

therefore disengaged themselves from young people – from bowing to the pressure of ‘maximised 

profits’ over creativity, to some areas of the sector failing to move with the times or diversify their 

business models and across the board still not succeeding at diversifying the make-up of the 

people working in the creative industries – they are still 94% white and 61% male-dominated. 

So, the sector is devalued and young people are disengaged from the creative industries. But this 

does not mean that young people are not creative or engaged in creativity. They are finding their 

own vehicles for creativity, creating their own platforms to showcase their talent and make their 

voices heard. The danger is that the gap between the creative industries and youth will widen. She 

cited many examples of creative young people who are “simply and brilliantly getting on with it”. 

These young people are the new generation of creatives and entrepreneurs that the industry could 

be nurturing and being inspired by, who have simply had to find their own way in. There are more 

of them, some just need a door opened to help them to get up and running.  somewhereto_ is a 

London 2012 legacy project that opens up spaces and places for young people to do the things 

they love doing in sports, culture and the arts. The games haven’t even started and somewhereto_ 

has matched nearly 3,000 young people across the UK to a space to be creative in, because they 

had no other route in, with a further 20K young people participating in those activities. Michelle 

Clothier gave examples of some of the talented and engaged young people who have used 

somewhereto_ as a jumping off point for their creativity. They represent the huge numbers of 
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young people who are not disengaged from life and who are not disengaged from creativity, but 

who are disengaged from an industry in which previous generations of youth felt a sense of their 

own stake and worth. 88% of businesses and organisations which invited young people through 

somewhereto_ into their space said they had felt a benefit to their business, that they had a good 

experience and would do it again. Michelle Clothier suggested that there is a clue in this. “It is 

time to take some risks. Trust and willingness to open doors – the real and the metaphorical can 

help to close the gap between the creative industries and our youth”. 

 

Michelle Clothier went on to point out that it is increasingly likely that, in the future, the ideas, 

imagination and creativity of counties like ours will be our greatest asset. It is therefore worrying 

that the relatively new English Baccalaureate – a metric for measuring the performance of schools 

– does not feature one creative or artistic subject within its core measurement. Last summer the 

Department of Education announced that the E-Bacc was “having an immediate impact – hugely 

increasing the proportion of pupils taking the core academic subjects most valued by universities 

and employers”. UCAS applications for art and design subjects are down -16% (compared with -

7% for all applications) for the 2012/13 academic year, compared with 2011-2012. This does not 

feel in the spirit of investing in the creative industries, an industry that might hold the answers to 

some of our future economic growth and success. With budget and resources tighter than ever, 

will schools really feel able to offer a rich arts and cultural education and engagement above and 

beyond the core academic performance metrics? 

 

The creative industries need to start by valuing themselves once again and fight to put the value 

back into creativity and the sector. They need to play an active, responsible and conscious part in 

lessening the gap between themselves and Britain’s youth. They need to invite and encourage 

young people back, sincerely and respectfully, into their world and find new ways to support the 

new generation of creators and creatives who are out there, now, innovating and creating. If the 

creative industries successfully reconnected and re-engaged with youth, they might discover the 

solutions to their industry challenges and put the value back into their sector much faster. 

 

Causality 

 

Seconding the opposition, Tom Schuller, Director of Longview, argued that to support the 

motion, one had to believe 1) that the creative industry is devalued 2) that youth is disengaged and 

3) that there is a causal link between 1) and 2). His company, Longview, specialises in 

longitudinal studies and has a grip on causality. He questioned whether we had heard enough 

reasons to be assured of the causality between a devaluation of the creative industry and a 

disengaged youth. 

 

“Is today’s youth disengaged?” Tom Schuller asked. Generation after generation panics about 

youth – it is a routine pattern. But surely some youth are engaged and some are not. Tom Schuller 

acknowledged that there is a decrease in sporting activity among today’s youth and less use of 

libraries. But he suggested that the latter might be because the information young people need can 

be accessed via the Internet. Numbers visiting museums and galleries has in fact gone up as have 

voluntary activities. So there is a mixed message as to how much youth are disengaged and on 

balance it seems to be positive. 

 

Tom Schuller does see a decline in the area of trust in institutions. There is a long-term trend in 

the decline of interest in politics, though it is questionable whether or not this signals a general 

cultural decline. There is also mixed evidence of whether or not children are engaged at school.  

He believes that the lumping together of all youth is a mistake. He acknowledged the long-term 

scarring effect of youth unemployment and that some young people are disengaged from 

economically and socially useful activity. The difficulties of people who get off to a bad start are 

undeniable. 

 



 5 

Tom Schuller pointed to the great contribution of music to cultural engagement. He also quoted 

his daughter who pointed out that anything forced on young people does not work. 

 

Discussion from the floor 

  

Contributors made the following points: 

 

For the motion: 

 A huge chunk of youth is disengaged because of confusion in schools about creativity and 

craft. True creativity does not conform. The web industry is formulaic. The education 

system must allow for failure. At the moment it is too defined and too focused on league 

tables. Creativity does not fit into the constraints of the current examination system. 

 There are two streams of youth: those in employment and successful and huge numbers 

who are not. In the field of electronics the contributor pointed out that in the ’80s there 

were more opportunities and less competition than today. Competition from India and 

China means there are less and less opportunities for young entrepreneurs today. There is 

also a lack of vision about how electronics can be used. The contributor cited the NHS as 

an example. He argued that the educational system is not dealing with the innovation we 

need to meet competition from other countries. 

 The contributor distinguished three elements of the creative industry: content, value and 

image and looked at how these relate to young people. We need to understand the creative 

industry in terms of its content as well as considering it as an industry. 

 As an author of marketing textbooks, the contributor has found that clients adapt case 

studies to their own needs. These are creative people belonging to an older generation.  He 

believes that creative agencies are disengaged. But if young people are disengaged they 

are more creative. Being out of work makes people more creative. 

 We all believe that the creative industry is important, but it is not as well valued as the 

services industries. Clients now choose the agencies they work with on price. The creative 

industries do not flourish as they might because they have not got the funds to offer 

opportunities to young people. The contributor believes in a top down, bottom up 

approach to the problem of devaluation in the creative industry. 

 There has been an amazing tapestry of technical improvements over the last decade. The 

speed of change is so great that policy makers become disengaged. The industry changes 

too fast for them. The new EU Privacy Data laws greatly inhibit Internet and web support. 

The contributor believes that youth is not disengaged but policy makers are. They should 

talk more to young people. 

 

Against the motion: 

 The devaluation of creative industries such as advertising predates Simon Cowell. 

We live in a wet inhospitable climate and this is a good environment for creativity. 

What changes is the landscape, not the creativity. 

 The contributor referred to the early days of creativity in advertising, collected in the 

archives of the History of Advertising Trust (HAT). He had not realised how much 

was going on in the creative industries today. 

 Young people have always been disengaged. There is no drop in the number of young 

people wanting to get into the creative industries – on the contrary three times more 

people want to get into them.  

 A disengaged youth creates creativity. In music particularly creativity comes out of 

disengagement. 

 The contributor cited the fashion industry as an example of success. There has been a 

huge increase in the number of fashion graduates and fashion designers in this 

country. There are a huge number of young people graduating this year who are the 

future of a massive, successful industry. 
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 You cannot take terms like ‘creativity’ and ‘youth’ and put them into boxes. Music, 

film, advertising, etc., are all different industries in their own right. Segmentation is 

the basis of all good advertising and you can’t put all youth in one box. There are 

great instance of creativity in what is seen as a ‘lost generation’. 

 

Neutral; abstention; undecided: 

 

 The young generation are part of the problem because they think that content should 

be available for free. There is also a risk that the culture industry is being run by 

people with more affluent backgrounds. This is an issue for the more traditional 

creative industries. 

 The contributor was concerned with what was meant by ‘the creative industry’. Is 

labelling it as such devaluing creativity itself? For instance engineering is creative. 

 The contributor believes that the motion is too broad. He referred to his headmaster 

who had banned the wearing of suede shoes because this led to drug abuse! 

 

Summing up 

 

Summing up for the opposition Damian Collins observed that it was tempting to think there is a 

problem, but he saw no evidence that creativity is devalued. He cited highly popular art 

exhibitions such as David Hockney, great advertising; London Fashion Week and hubs such as 

Tech City with its outpouring of people creating their own businesses. Hubs such as these are one 

of the country’s flagship areas. He questioned whether creativity is devalued in schools. We need 

education in maths and English to provide the building blocks for creativity. But people are not 

limited to these areas. You need passion and craft to succeed. Everybody with a passion will hawk 

their work around agencies. Our highly valued creative industry is not the result of 

disenchantment. There is hope of re-engagement of youth in this fantastic sector. Damian Collins 

concluded by urging the audience to ‘fly the flag for the creative industries’. 

 

Summing up for the motion Lord Stevenson suggested that the industry we all love is not as good 

as it could be. The Chancellor did a bit for the industry but it is not enough to do bits.  The 

industry has got to the stage of maturation where it needs supportive policies. Is the industry doing 

enough to bring young people forward? It is very difficult to break into the creative industry. 

Internships are only available to those with parents who can support them. Apprentice support is 

necessary so that there is no discrimination. Lord Stevenson asked, “Does the industry do enough 

to support young people? Do policies support the industry? There is a high bar to enter this 

industry. But is it fair?” 

 

The result 

 

The motion was defeated. 

 

Next debate 

 

The next debate will take place on Monday 9
th

 July sponsored by the Outdoor Media Centre with 

the motion: “Sexual imagery in advertising needs to be controlled by statutory regulation”. For 

more details contact Doreen Blythe, Debating Group Secretary, on 020 8202 5854, e-mail: 

doreen.blythe22@btinternet.com  www.debatinggroup.org.uk 

 

 

 


