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Executive Summary
Creative practitioners in London face significant challenges. Rents for
workspaces are high and rising, while turnover and earnings are low.
Technological change brings both opportunities and threats to traditional
business models. Professional development and enterprise support for midcareer practitioners is limited and fragmented and fewer creative businesses are
accessing support than ten years ago.
London Creative Network (LCN) is a professional development programme for
mid-career creative practitioners from across London. Aiming to support microbusinesses from the visual arts, craft and photography sub-sectors to build
resilience and sustainability. The programme is delivered by a partnership, led
by SPACE and including Cockpit Arts, Photofusion and Four Corners. Since
Spring 2016, it has worked with over 440 creative practitioners from across the
city.
The programme plugs a clear gap in business support provision, both because
it is tailored to the needs of the sector, but also because it focuses specifically
on mid-career practitioners who have been out of education for some time.
LCN is well managed and, in the main it has delivered its target outputs. It has
over performed on a number of measures but it continues to face a challenge in
meeting its stretching engagement targets for enterprises who are led by people
with a disability and those from BAME community.
LCN has led to improved business performance. There is strong evidence
that the programme has improved practitioners’ ability to plan for the future,
promote their work and manage the financial side of their business. It has
helped build resilience through enabling people to develop new ways of earning
a living through their practice. Participants on the programme experienced an
average turnover uplift of 15% and earnings for self-employed participants rose
by an average of 40%. However, even after LCN, average earnings were only
£10,100 meaning that most still need to supplement their income with other
activities.

LCN has stimulated innovation. Nearly 90 participants introduced new
processes, products or services during LCN, averaging 0.7 new processes,
products or services per enterprise. Some firms are already seeing sales from
these new products/services. These headline figures are only part of the story.
Participants valued being able to experiment with new ideas and new
technology as well as learning new skills to enable this. While some of
experimentation may lead to new work or approaches at a later day, creative
practitioners see worth in experimentation even if it leads to a dead-end.
LCN has helped many develop a new creative direction for their work. The
supportive peer network plays a role in this; it enables people to build their
confidence and test their ideas in a safe environment. Overall the programme
has led to some pivotal changes in direction for participants and raised the
aspirations of others. There are many stories, some of which are captured in the
case studies, that show how LCN has led to new exhibitions, markets and
funding opportunities for practitioners.
The programme has led to an estimate Gross Value Added (GVA) uplift of
£310,000 a year (net). On this narrow measure of value and using a cost-benefit
approach, this indicates relatively low value for money. However, it is important
to put this in the context of the participants of the programme who are
overwhelmingly sole traders operating in precarious conditions with very low
turnover and wages. It is difficult for these enterprises to grow. LCN is not
targeted where we would expect to see the biggest growth; it is targeted
to where it is most needed.
Through the partnership’s experience of successfully delivering New Creative
Markets and LCN, they have developed a tested delivery model for tailored
support across three creative sub-sectors. The programme’s commitment to
evaluation and confidence to reflect and learn, gives partners a unique
understanding of what works to support creative practitioners. As the sector
faces the challenges of Brexit and the end of European Funding for business
support, the partners are uniquely positioned to influence what the future
landscape for creative business support will look like.
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Participant stories
Four practitioner stories illustrate the programme’s impact. Full case studies can
be found in section 11.
Jan Klos, freelance photographer. Jan enrolled on the LCN programme to learn
more about black and white printing. The workshops, as well as access to
Photofusion's dark room refreshed and developed his expertise in these
techniques. During this time, he developed his Queens at Home series and
found the programme built his confidence in being able to speak about his work.
David Marques, ceramic artist and designer. David joined the LCN programme
to help promote his work and improve his commercial approach. David was able
to improve his cash flow by offering scaled down versions of his work. He is now
able to work with clients who have smaller budgets and with shorter production
times; feeding directly into his new Jewellery for the Home range.

Crystal Beth by Jan Klos

Jewellery for the Home
by David Marques

Laura Moreton-Griffiths, visual artist. Laura combines her visual arts practice
with curation and writing. During the LCN programme, Laura developed new
work, most notably her characters for an immersive history painting that people
can walk around. This exhibition Truth Lies Within was shown at Phytology,
Bethnal Green Nature Reserve.
It's a Salford thing (Vanessa Short), photographer. Building on seven years of
previous re-touching experience, Vanessa enrolled on LCN to develop her work.
Time on the programme allowed her to develop a portfolio of client work and
she now works full time in her business. One of the most memorable things for
Vanessa was the talk on Arts Council England (ACE) funding, which led to a
pivotal meeting with the local Arts Council officer. Vanessa successfully applied
for £13,000 of funding for her exhibition Women Against Pit Closures, looking at
the women’s involvement the 1984-1985 miners’ strike.

Truth Lies Within by Laura Moreton-Griffiths

Women Against Pit Closures
by Vanessa Short
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1. Introduction and context

2. Project overview

London Creative Network (LCN) is a professional development programme for
creative practitioners from across London. It is delivered by four creative
industry support agencies: Cockpit Arts, Four Corners, Photofusion and
SPACE, which is also the lead partner. It offers professional development for
mid-career practitioners over a period of six months or more and particularly
focuses on supporting these practitioners to innovate through exploring new
technologies and processes. It provides support to visual artists, craft
practitioners and photographers.

2.1 Rationale for intervention

LCN builds on the success of its predecessor, the New Creative Markets (NCM)
programme, which ran between 2012 and 2015. The NCM programme
supported almost 600 freelancers and businesses and led to significant
business impacts. The NCM evaluation found that the support led to an average
of £5,000 uplift in turnover and profits of £3,500 a year.
LCN received £1 million of funding from the European Regional Development
Fund and this was matched by £1 million from the delivery partners. The
programme began delivery in Spring 2016 and the original programme was due
to finish in Autumn 2018, although extension funding has now been agreed,
allowing for delivery to continue for a further 18 months.
In Autumn 2016, BOP were commissioned to become evaluation partners to
LCN. The aim of the evaluation work was two fold. Firstly, to produce an
evaluation which meets the specific requirements of ERDF. Secondly, to
articulate the success and impact of LCN, giving a clear story of the
programme.

London’s creative sector is an important and growing sector. London’s creative
industries account for 11% of the capital’s economic output (GVA) and 12% of
jobs1 and London’s sector accounts for nearly half of the UK’s creative
industries. The sector has been experiencing significant growth (38% growth
between 2009 and 2015), outperforming the economy as a whole during this
period. Although these headline statistics include the IT sector, which is
responsible for around half of the growth of the sector in this period. Moreover,
nationwide a growing percentage of the creative workforce is self-employed:
47% compared with 15% across the workforce as whole. Despite this high
proportion, recent research found that creative freelancers feel invisible to
policy-makers2.
LCN focuses on craft, visual art and photography sub-sectors. Micro-businesses
in these sectors face significant challenges. Pay in the sector is low, with fine
artists and photographers earning a median wage as a little as £10,000 and
£15,000 a year from their practice3, respectively. The cost of workspace is high
and increasing; recent research by the Greater London Authority has found that
79% of artist studio spaces cost more than £11 per square foot in 2017,
compared to 56% in 2014. Technological change is also putting pressure on
traditional business models, although many see opportunities as well as
challenges with technological change. Sector support agencies, like the Crafts
Council, are seeing a demand, particularly from mid-career practitioners, who
have been out of education for a long time, needing support to help them adapt
their approach to new operating conditions.

This report presents the findings from all the evaluation activity to date which
includes interviews, focus groups, case studies and analysis of programme
information, enrolment data and feedback and review forms.

1
2

GLA, working paper 89
Creative Industries Federation, Creative Freelancers, July 2017
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DACS (2013)
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“

[We are seeing a] need to reconnect with a trusted
organisation that can support them and help navigate them in
this fast changing market place

The vast majority of target businesses for the programme are sole traders and
most have very low turnovers. In precarious operating conditions, it is difficult for
practitioners to develop strategies to growth and research shows that managers
capacity, as well as the managers vision is one of the key barriers to growth in
micro-enterprises4.

“

Artists often note that once they have left college or training,
they lose a professional and critical network… All too often,
artists encourage isolation and lack income. They feel they
cannot continue to be productive

precarious sector. Finally, if they grow, they are likely to grow externally, rather
than internally (i.e. they take on freelancers rather than employees).
It is this unique operating context, as well as the special characteristics of the
sector itself that supports the argument for the provision for specialist, sector
specific support programmes such as LCN.
The original rationale for investment remains, and there would be a gap if the
programme stopped. Stakeholders identify that the pressures on artists and
creative practitioners are as acute as they were at the start of the programme.
Artists are still facing rising rents in London and mid-career artists are still
experiencing isolation. LCN still has a role in connecting people and enabling
people to develop and sustain a living from their practice.

“

[LCN] has been fantastic in developing my business. It would
be a real loss to the sector if it was not to continue, as so
many more could benefit from its support

There is a recognised gap in business support provision for micro-creative
businesses. Few creatives are accessing support from ‘mainstream’ including
Growth Hubs nationally and the number of creative businesses accessing
business support has fallen (from 68% in 2010 to 45% 5). In addition, much of
the sector support that is available focuses on recent graduates, leaving an
important gap for mid-career practitioners.

In addition to this, stakeholders identify that business support provision is
fragmented and often working in isolation. There is a strategic opportunity for
LCN partners to work to overcome this fragmentation and provide leadership in
voicing what the sector needs.

Businesses within the sector have specific and unique characteristics. As
founders or entrepreneurs, they have different ambitions and goals to those in
other sectors, such as pursuing work life balance or creative passion. Many are
in a precarious position which may not be evident to them initially. First, they are
in a sector where the opportunities for business growth are not at all clear (for
example, creative workers may perceive them as needing access to
hidden networks). Second, they are typically risk averse but in a highly risky,

London Creative Network aimed to work with 400 London based visual arts,
craft, design and photography small and medium enterprises (SMEs). It aimed
to help micro businesses get to the next level of their business by developing
their strategic vision, management proficiency, systems and products.

4

BIS (2013) Understanding Growth in Micro-businesses

2.2 Objectives

Included in this activity target were specific numbers for working with certain
groups such as female led enterprises (60%), led by someone with a disability
(10%) and led by someone from the Black and Minority Ethnic community
(35%).
5

BEIS Small Business Survey 2016
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Within the project funding application and project plans, the purpose of the
programme is articulated as “creation of a successful group of creative
industries across London able to share in the growth possibilities of the sector”.
This includes improved sustainability, competitiveness and diversification
through the development of new products and services. Although there is a
common sense of the project objectives across the delivery team, the
overarching objectives are articulated in different ways in programme
documentation and by different people. Often the objectives are focused on
delivery (e.g. number of businesses to be worked with) rather than the change
that the programme aims to affect.
Given this, the evaluation framework developed in 2016, presented the key
areas against which the programme performance could be assessed. The three
agreed areas are:
— Improved business performance which includes sustainability and resilience
— Innovation uplift
— Realising creative ambition
In sections 3-5, the success of the programme is tracked against each of these
themes.

— Seminars, workshops, talks and a conference
— Networking events
— Showcases
In addition to direct delivery, the four delivery partners met quarterly throughout
the programme. These meetings were the main conduit for sharing knowledge
and overcoming common challenges. Ongoing engagement with partners
happened through marketing activities and cross-partners events. LCN
marketing includes the production of a shared identity, a short film about the
programme6, monthly participant’s ‘stories’, a newsletter, as well as regular
social media promotion. These activities are led by the programme
management team at SPACE in collaboration with delivery partners.
As for the cross-partners events, these included networking sessions open to all
LCN participants, which took place at a different partner each time. The event
management of these was led by the hosting partner and coordinated by the
management team at SPACE.
A typical journey for two participants as part of their LCN support is shown
overleaf.

2.3 Activities
The London Creative Network programme is delivered by four organisations
Cockpit Arts, Photofusion, Four Corners and SPACE. Each partner brings its
own expertise working with particular sub-sector and delivery model. Although
the exact delivery model varied across the partners (see Figure 1), the LCN
programme tended to include the following activities:
— Needs assessment/enterprise diagnostic
— One-to-one support and advice
— One-to-one coaching

6

https://vimeo.com/295185093
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Client journey – Participant 1

Client journey – Participant 2

— 1h Needs Assessment: diagnostic 1-2-1 with delivery team

— 1h Needs Assessment: diagnostic 1-2-1 with delivery team

— 3h Workshop → P13

— 1h 1-2-1 industry specialist or in-house mentor

— 1h 1-2-1 with industry specialist or in-house mentor

— 2h Workshop → P13

— 5h Workshop

— 5h Workshop pt.1

— 3.5h Workshop offsite → C1/C4

— 5h Workshop pt.2 → C1/C4

— 3h Workshop

— 1.5h 1-2-1 industry specialist or in-house mentor

— 3h Networking event

— Launch of new service/product on website → C29

— 1.5h 1-2-1 with industry specialist or in-house mentor

Total hours: 15.5

— 3h Showcase – launch of prototype + new process → C29
Total hours: 25
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2.4 Project achievements
Figure 1 Programme design across partners
Cockpit Arts

Photofusion

SPACE

Four Corners

Sub-sector focus

Craft

Photography

Visual arts

Photography

Recruitment and
selection

4x rounds of open calls,
A rolling recruitment for two modules,
approximately 35% of applicants which applicants can apply for one, or
accepted
both. Also selected some participants
from the open calls. High proportion of
applicants accepted

5x rounds of open calls,
approximately 50% of
applicants accepted

3x rounds of open calls,
with a high proportion of
applicants accepted

Project based
programme

No

All applicants apply with a Yes
specific project

Yes

Defined programme end Yes - though offered second
refusal if they wish to sit in on a
particular session again,
alongside the subsequent cohort

No – although participants typically reach Yes - 6 month programme
their allocation time over the first or
with final exhibition
second day, the majority remain involved
for longer. Typically, this is to attend
follow up one to ones, or attend other
shorter workshops, cross-partner events

No – each recruitment
cohort are added to a
shared network of alumni
and current participants.
However, current and
new participants are
prioritised to some
sessions

One to one session

Yes

Yes

Yes

Yes

Workshops

Yes

Yes

Yes

Yes

Regular meetings with
peers

No

No

Weekly during
programme

No

Tailored support

One to one initial needs
assessment. Semi-structured
provision, where a fixed core
provision is complimented by the
needs of each cohort

One to one initial needs assessment
Semi-structured provision, where a fixed
core provision is complimented by the
needs of each cohort

One to one initial needs
assessment. Five one to
ones

One to one initial needs
assessment. Semistructured provision,
where a fixed core
provision is complimented
by the needs of each
cohort
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Engagement targets

Output targets

Proportion of participating firms which are:

Target

Achieved

Output

Target

Achieved

% Achieved

Female led

60%

67%

440

445

101%

Led by someone with a disability

10%

8%

Number of enterprises receiving
information, diagnostic and brokerage
support (ERDF code P13)

366

92%

35%

16%

Number of enterprises receiving
support (ERDF code C1)

400

Led by someone from the BAME community

Number of enterprises receiving nonfinancial support (ERDF code C4)

400

366

92%

Number of enterprises supported to
introduce new to firm products (ERDF
code C29)

100

125

125%

Source: LCN programme management information, enrolment information (n=327, 327, 328, respectively)

The project performed well engaging female led SMEs, although it did not meet
its targets for disability-led and missed the BAME-led participants targets by a
margin.7
There is systematic issue in the sector, which LCN echoes, that the creative
industries do not reflect the wider population.8
It is not clear how the programme sought to target communication, recruitment,
selection or delivery to meet these targets and we would suggest that this is
prioritised by LCN in the extension.

Source: LCN programme management information

Outputs by partners
Partner

Total number
of
enterprises
worked with
(P13)

Number of
enterprises
receiving
support
(C1)

Number of
enterprises
receiving
nonfinancial
support (C4)

Number of
enterprises
supported to
introduce new
to firm
products (C29)

SPACE

118

108

108

46

Cockpit Arts

112

96

96

29

Four Corners 130

98

98

28

Overall the programme has delivered well on its contractual outputs, making up
for a slight under-delivery on the number of enterprises receiving support (12
hours or more) with an over-delivery of the number engaged with the
programme (445) and the number of enterprises introducing new products.

7

It is worth noting that the ERDF definition of BAME changed post submission but the target was not amended

8

Although over 40% of the population in London identifies as being from a Black, Asian, Mixed and Other
backgrounds, only 15% of employees in the creative industries are from these communities (nationally).
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Photofusion

85

64

64

22

Source: LCN programme management information

Who takes part in the LCN programme?

Financial overview
The overall project budget for the LCN programme was £2 million. 50% of this
was from ERDF and the partners made the following match funding
contributions: Overall, the project spent £1.8 million.
Partner

Match funding contribution

SPACE

£326,500

Cockpit Arts

£257,000

Four Corners

£265,000

Photofusion

£151,000

The vast majority of the LCN programme participants were soletraders (91%), with the highest proportion (44%) working in the
photography and visual arts (33%). Figure 19 provides a full
breakdown of sector.
On enrolment, the highest proportions of respondents were midcareer artists (42%), who had run their businesses for between 6 and
20 years. The next highest was emerging artists (39%), who had run
their businesses for less than 6 years. Just 5% of respondents had
been running their businesses for over 20 years.

Source: LCN programme management data, figures rounded to nearest thousand

Overall project budget
Year

Budget

Actual

Underspend

2016

615,000

480,000

136,000

2017

692,000

631,000

61,000

2018

729,000

704,000

25,000

Source: BOP analysis of LCN programme management data, figures rounded to nearest thousand

The underspend in the project budget, was largely caused by a delay in the
early stages of the project. By 2018, activity and spend had largely caught up.
Total

1,816,000

SPACE

645,000

Cockpit Arts Four
Corners
469,000

467,000

Photofusion

235,000
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3. Improved business performance
Through focusing on business planning, goal setting and building networks, the
programme helped participants to improve the way they manage their business.
This has boosted turnover and in wages for many participating enterprises.

3.1 Business planning and goal setting
The LCN programme aims to enhance competitiveness and productivity through
focusing on individual business growth plans. Participants largely see
themselves as artists/designer makers/creative practitioners and they can find it
hard to engage sufficiently with the business aspects of their work.

As a result of LCN, many have become clearer about their overall business
objectives and how to reach them. On completion of the programme, half of
respondents (50%) felt the LCN programme has had a very large positive
impact on their ability to plan for the future of your business/practice (n=191).
Furthermore, a quarter (26%) felt the LCN programme has had a very large
positive impact on their ability to better manage the financial side of their
business/practice (n=192), while 44% scoring the same for their ability to
promote their work. As shown in Figure 3.
Figure 3 LCN had a positive impact (some or large impact) on...

Nonetheless focusing on the business side is a hugely valuable part of the LCN
programme for many participants, with 49% of respondents reporting that no
other organisation provides access to the same level and quality of support
(n=187).

Your ability to plan for the future of
your business/practice

When starting the programme (Figure 2), the key needs of participants focused
around marketing and communications (including social media), planning,
financial management and sales.

Your ability to promote your work

Figure 2 Top support needs on enrolment

Your ability to better manage the
financial side of your
business/practice

Sample
size

Average scoring

Presenting & promoting your work

321

8.4

Planning & Goal setting

309

7.9

Web presence and social media

325

7.6

Sales & negotiation

318

7.6

Financial management

328

7.1

Outsourcing – developing
production externally

317

5.5

Some positive impact

35%

30%

32%

50%

44%

26%

A large positive impact

Source: LCN completion survey (n=191, 190, 192)

The discipline of setting specific action points and having regular reviews with
peers or mentors helped participants to stay on track.

Source: LCN enrolment data
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“

I’ve got a greater professionalism to attract businesses and
funding – I’m now a serious business

A key finding from the focus groups was the key ways that LCN is affecting
business practice is by encouraging realistic pricing, based on an analysis of all
costs rather than ‘gut’ feelings. One participant now has confidence to stand by
her quoted prices under pressure from clients to lower them. She better
understands what the impact of discounting her rates would be to her business
and has turned down work because of this.

“

Figure 4 Impact LCN had on participants’ turnover

A large positive impact
Some positive impact

31%

A little positive impact

19%

No impact
Negative impact

I have increased my prices by 150% which I would have not
have had the confidence to do before

14%

Not part of my plan
Don't know

22%
1%
4%
9%

Source: LCN completion survey (n=188)

3.2 Turnover
Overall 64% of respondents felt that LCN had a positive impact on their
turnover, with 14% reporting this as having a large positive impact. Just 22% felt
there was no impact (Figure 4).

This ranged very little between each delivery partner, with each partner having
63% and 67% of their participants reporting their support having a positive
impact on their turnover. Full breakdown can be found in the Appendix.
When firms enrolled on LCN, participants had an average annual turnover of
£18,800, which was above the national average (Figure 5). After the
programme, the annual average turnover rose to £21,700. This 15% turnover
uplift, translates into a total turnover uplift for all of those enrolled of £1.3 million
between the start and the end of the programme. Although, not all of this can
be attributed to the programme itself (see Appendix for a full assessment), the
average uplift of £2,900 is significant for participants.

14

Figure 5 Impact LCN had on participants’ turnover – financials
Before

After

Total turnover

£2.7m

£3.1m

No. respondents

144

144

Average turnover £18,800
per respondent

£21,700

Difference (£) Difference
(%)

Figure 6 Impact LCN had on participants’ profits (all participants)

A large positive impact
Some positive impact

£3,200

15%

On completion of the LCN programme, half of participants (50%) expected that
their turnover will be higher when comparing to the previous year. Only 11% felt
that it would be lower. This supports the assessment that it takes time for the
full impact of the programme to become apparent on the business bottom line.

3.3 Profits and earnings
Profits describe the amount of value created by the business once all the costs
associated with operating have been accounted for. It is a key measure of
health of a business.

20%

No impact
Negative impact

While it’s early days, the new work I’ve created
reassures me that my turnover is going to be bigger
next year

28%

A little positive impact

Source: LCN enrolment and completion surveys, averages from those that completed both enrolment and
completion

“

14%

Not part of my plan
Don't know

24%
1%
4%
9%

Source: LCN completion survey (n=187)

It takes time for the full financial impact of business support to develop. Some of
the focus group participants indicate they anticipate or hope to see future
growth driven by LCN support.

“

Hopefully it will bring profit in the future, but I don’t think it is a
quick process

Addressing low earning and precarious position of creative practitioners is one
of the key aspects of improving resilience of practitioners in the sector.

As shown in Figure 6, 42% of respondents felt that the LCN programme had
either a large or some positive impact on their profit. A quarter (24%) felt it had
no impact on their profit.
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Sole traders make up 91% of LCN participants. When calculating their earnings
from their practice, we included profit as well as anything they describe as being
taken out of their businesses as ‘wages’9.
The average earnings for sole-traders across all participants increased by
nearly 40% when comparing before and after the LCN programme from £7,300
to £10,100 (Figure 7).
Figure 7 Change in participants’ earnings before and after the LCN
programme10

Average earnings
per respondent

Before

After

Difference (£) Difference
(%)

£7,300

£10,100

£2,800

39%

Source: LCN enrolment and completion surveys, average calculated from those participants with complete
enrolment and review information (n=116)

A quarter of respondents (25%) felt LCN has had a large positive impact on
their ability to develop new ways of earning a living through their
business/practice. Despite this, at the end of the programme, participants still
lack confidence in their ability to earn their desired level of income from their
practice (average score of 5.9 out of 10).

their annual earnings, work outside their studio time can inform their artistic
practice and play an important part of their business model (e.g. teaching).

3.4 Employment
Employment growth was never expected to be a key outcome of the
programme. The vast majority (92%) of the businesses enrolled on the
programme are single-person enterprises and it is a big jump for most of these
businesses to raise their turnover to a point where they can employ another
person through a full-time or part-time contract.
At the start of the programme, the average full-time equivalent worker in each
enterprise was 0.9 FTE. Following the LCN programme this rose to 1.0 FTE.
Interestingly this overall growth was as a result of the number of part-time
workers increasing and the number of full-time workers falling very slightly.
Aggregating this across the number of participants gives an increase of around
30 FTE across the programme.
A full employment breakdown of these groups is found in the Appendix 1:
Detailed Data and Findings

Many small creative businesses have to supplement their income earned from
their practice. On average, respondents (n=114) indicated they need to earn
£29,400 per year from their practice or business (profit) to avoid needing to
supplement their income with other jobs or sources of income. Following the
LCN programme, only 17% of participants 11 reached their target.
However, many artists are also likely to continue to take up second jobs out of
choice, rather than purely through financial necessity. As well as topping up

9

In accounting terms, sole traders earning from the business are profits, rather than wages but the data suggests
many LCN sole trader participants identify wages, therefore for this analysis we have combined wages and profits
to provide an overall idea of earnings from the practice.
10
Figures raised to nearest significant number and whole percentage. Actuals used for calculations.

Those which provided their profit and the amount they need to earn that they won’t need it to be supplemented
by income from other jobs
11
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4. Innovation uplift
The LCN programme focused on developing new products and services.
Something that was distinctly different from its predecessor, the NCM
programme. Over a third of respondents (36%) felt the LCN programme has
had a large positive impact on their ability to develop new products and/or
services (n=191). Furthermore, over a third of respondents (35%) felt the LCN
programme has had a large positive impact on their ability to use a new creative
process or technology (n=192) (Figure 8).
There was a reported slight increase in confidence in participants’ ability to
develop new products or services, with an average scoring of 7.5 on enrolment,
which increased to 7.9 on completion of the programme.
Figure 8 LCN had a positive impact (some or large impact) on...

In total 86 respondents (26%) reported that they introduced a new process,
service or product to their business. Among these 86 innovators, on average
each business has introduced 3.5 new processes, services or products to their
business.
Figure 9 Number and value of new processes, services or products
created by ‘innovators’, per partner
Partner

Average #

Average sales from
new products (£)

Cockpit Arts

6.9

£1,750

Four Corners

1.9

£3,400

Photofusion

1.4

£4,300

SPACE

2.5

£3,750

Across partners

3.5

£3,200

Source: BOP analysis (n=86, 44). NB ‘Innovators’ are firms that identified as introducing one or more new
products/processes/services.

Your ability to develop new
products and/or services

Your ability to use a new creative
process or technology

Some positive impact

42%

29%

36%

35%

A large postive impact

Source: LCN completion survey (n=192,191)

12

As shown in Figure 9, Cockpit Arts and SPACE had the highest number of new
products/services/processes per innovator, with 6.9 and 2.5, respectively.
Despite having a lower than average number of new processes, services or
products created per innovator (of 1.4), the average value of sales coming from
new products or services was highest for Photofusion participants £4,300.
Of the 44 respondents12 who provided the amount of income they earned from
new product or services, the total income from the new services was £140,000,
an average for all participating businesses of £320.
There is a wide variety of new products and services developed as part of the
programme. Examples discussed in the focus groups included offering film
making as a service alongside photography, developing a new exhibition and
offering bespoke handmade photography prints. Here, craft and visual arts are
likely to have more retail value than photography or a fine art installation.

Figures raised to nearest significant number and whole percentage. Actuals used for calculations.
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Participants experimented with new routes to market and products at different
price points. For example, one photographer tried out a new line of posters and
prints at a lower price point at the Art Car Boot Fair.
Innovation is not just the development of new products and services for some
consultees. These consultees report that innovation’s connection to new
products, processes and services is at odds with the way the creative sector
experiments with new ideas, in two ways. First, that their practice is innovative
in nature, where creating bespoke and novel designs and products is central to
their business plan and offer. Second, innovation is part of their creative
process, which is not always destined for a set output; rather an exploratory
process, where they ae playing with new ideas.
Other ways participants have innovated include learning new skills or
experimenting with a new medium, for example working with 16mm film or
working with Virtual Reality software.
Some participants feel that their work is by its very nature experimental. Others
found the LCN programme encouraged them to carve out time and resources to
experiment, helping their practice develop.
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5. Realising creative ambition
5.1 New creative direction
As well as providing business support from experienced mentors and sector
experts, additional support came from within the cohort themselves - in part
facilitated by the programme delivery. The LCN programme enabled them to
have a ‘safe space’, away from their usual studio and routine to express and
test ideas with their peers, before developing them further and taking them to
market.
Members of the focus groups explained how attending regular peer review
meetings were very useful. The importance of access to a supportive peer
network was given an average score of 8.9 out of 10 across 323 respondents. It
was an opportunity to share in a safe supported environment and compare work
to others. Several peer-led groups have continued to meet after the formal
support ended.
There are some real success stories of participants gaining confidence and
aiming higher because of the programme. One focus group attendee made
connections on LCN that led to her work being shown at Tate Modern, as part of
Pillow Talk at Uniqlo Tate Lates. Others successfully applied for funding for the
first time.
Participants developed new ideas for streamlining their businesses processes to
enable them to focus on what excites them.

“

I have a clearer idea of what I like and what I want to
delegate

There is evidence that the programme has led to participants changing the
creative direction of their work. Those enrolled on the programme had the
opportunity to develop new skills and experiment with new techniques – giving
them new confidence to develop new types of work.

“

Throughout my time on the programme I have come to
realise that I want to follow a largely different direction
for my work

A great example of this can be found in the case of ceramic artist and designer,
David Marques – full case study provided in section 11. The LCN programme
enabled David to focus on his bottom line by developing his Jewellery for the
Home range. Working to improve his cash flow, he developed a scaled down
version of his work. His installations were once solely on a gallery sized scale,
but they can now be developed on a much smaller scale. This has enabled him
to work with clients who have smaller budgets and with shorter production
times.
This was reflected in the completion survey, where 78% of respondents (n=175)
scored 7 or higher out of 10 for whether the LCN programme had enabled them
to develop a new creative direction for their work. 25% scored the programme
10 out of 10. The overall average score was 7.5 out of 10.

5.2 Finding collaborators
Nearly a third of respondents (29%) felt LCN has had a large positive impact on
their ability to find collaborators (n=189). This would have contributed to the
finding that just under a third (30%) felt LCN either had a large or some positive
impact on their ability to find freelancers/sub-contractors, and 41% of
respondents (n=190) are more likely to outsource part of the production of their
work following the LCN programme.
There is a slight increase in those who feel connected to relevant support peer
networks, with an average scoring of 6.0 on enrolment, which increased to 6.6
on completion of the programme.
An example of successful collaboration thanks to LCN was the Peer Forum
Award. As Artquest’s annual Peer Mentoring programme, the Peer Forum aims
to assist artists by providing them with the funding, space and resources
necessary to establish their own peer mentoring groups. Following LCN, a
group of participants carried on meeting and successfully applied as a collective
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and were awarded the Peer Forum 2018 Award13. This award funded a recent
exhibition of their work in East London14.

“
“

13

I’ve feel much more connected now. I now know people
I can to if I want to collaborate on a new project
I don’t know whether these new contacts will result in
future collaborations – but just having connections I can
meet and talk about my ideas is so great!

https://www.artquest.org.uk/project/peer-forum-2017/peer-forum-2018-cubitt/

14

http://lauramoretongriffiths.com/wp-content/uploads/2018/10/GLM-PR-A4-e1540389220312.jpg
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6. Additionality and economic
impact

6.2 Economic impact
The full details of the economic impact assessment is in Appendix 2. The key
findings from this are that so far, the programme has delivered
— Gross turnover uplift of £1.4 million

6.1 Additionality
In terms of understanding the impact of the programme as a whole, it is
important to unpack the extent to which the LCN programme activity led to the
changes identified when comparing before and after the programme. Figure 10
suggests that while not all changes can be directly attributed to the LCN
programme, we can be confident that a proportion of the change is down to
LCN. In Appendix 2, this idea of the proportion of impact is explored further.
Also, just over three-quarters (77%) of respondents felt they were able to
achieve their results faster because of the LCN programme, also suggesting the
programme has been responsible for some of the changes apparent in the data.

— Net turnover uplift (once accounting for the additionality factors) of £500,000
(see Figure 11).
— This translates to a net annual GVA uplift of £310,000.
Figure 11 Gross to net calculation

Gross turnover £1.4 million
Minus deadweight - 38%

Figure 10 Without the LCN programme, do you think that you would have
achieved…

Minus leakage - 3%
Most of the same results

7%

Minus displacement - 55%
Similar results

5%

Some of the same results

40%

Only a few of the same results
None of the same results
Don't know

31%

Minus substitution - 2 %
Multiplier factor - 1.45

12%
5%

Net turnover £500,000
Source: BOP analysis

Source: LCN completion survey (n=182)
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6.3 Value for money

7. Strategic Added Value

On average, it cost £4,000 to support each enterprise and £14,500 for each firm
introducing a new product or service. The cost per output varies across delivery
partner as displayed in the table below.
Figure 12 Value for money calculations by delivery partner
Total
Total number of
enterprises worked with

Cost per enterprise
supported

445

SPACE Cockpit Four
Corners
118

112

130

Photofusion
85

4, 000

5,500

4,200

3,600

2,800

125

46

29

28
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Cost per output enterprise 14,500 14,000
introducing new firm to
products

16,200

16,700

10,700

Number of enterprises
supported to introduce
new to firm products

Source: BOP analysis of programme management information

The value for money can also be measured through the cost-benefit ratio which
links the public funding for the programme to the net GVA. This ratio is
estimated to be 0.9, suggesting that for every £1 of public money invested, a
return of 90p in GVA. However, given that many participants articulate that the
impact of the programme is yet to translate into an uplift in sales or profit, this
figure may rise in the future.

Strategic Added Value describes the project’s influence on partners’ and
stakeholders’ behaviour and performance. It explores the influence and impact
the project has had on partners, funders and stakeholders, rather than focusing
on the individual beneficiary.
To ascertain the Strategic Added Value of the LCN programme, we drew on
interviews with seven key stakeholders as well as interviews with the project
team. The following aspects of SAV were identified:
Strategic leadership
The programme has a good reputation; largely built from the prestige of the four
delivery partners. These organisations have credibility amongst practitioners
and other sector organisations, which was in part developed through the
preceding NCM programme. Those delivering the business support can draw on
practical experience from having worked in the sector themselves, as well as
draw from the existing networks that the delivery partners have forged over the
years. The organisations themselves are trusted advocates and advisers to key
stakeholders.
The programme model is seen as a valuable case study for this type of
specialist enterprise support.

“

This is a model we would like to look at within the
Creative Enterprise Zone Programme

Part of the value of the programme to stakeholders is the potential to prove the
effectiveness of this type of support. Understanding what works for the sector is
interesting and useful to other stakeholders such as the Creative Industries
Federation.

22

“

There are lots of pieces of work [looking at growth] from
a macro level but a dearth of evidence about what
growth looks like in the individual firm level

Particularly when it comes to positioning the programme for the future in the
post-Brexit funding world, this type of evidence is invaluable to help sector
organisations influence plans for the UK Shared Prosperity fund which is likely
to replace the EU Structure Investment Funds, of which ERDF is a part.
Some stakeholders feel that there is an opportunity for LCN partners to
advocate more consistently and strategically for artistic development and
enterprise support. SPACE has a long history of advocating for studio space
which could be broadened. The team has started to develop this sector
leadership role, for instance through LCN conference that brought together
creative business support providers from other parts of the UK. The programme
is also in dialogue with the Creative Industries Federation about developing the
evidence base for support.
Strategic influence
There is some evidence that LCN is influencing and informing other
organisation’s approaches. DACS for example identify how their involvement
with LCN has provided a valuable opportunity to learn from practicing artists
about the problems they are facing. This provides case study material they can
include in presentations to other groups; one question in an LCN session has
led to a new factsheet on contracts which is now on their website.
The Crafts Council indicated how they can signpost applicants to their oversubscribed support programmes to Cockpit Arts and the LCN programme. It
enables them to focus on cold spots for support elsewhere in the UK, knowing
that London is well served in this regard.
Leverage

Synergy
In an environment where creative enterprise support is fragmented and often
programmes work in isolation, the consortium approach is impressive and
demonstrates the leadership opportunity of working together. The programme
has reached out to key sector organisations (such as DACS, ACE) to provide up
to date insight and content for participations
New partnerships. The LCN programme has built new partnerships and
cemented existing ones. For SPACE, the LCN programme has enabled them to
work with some key strategic partners, such as London Centre for Book Art,
Bainbridge Print Studio and the Blackhorse Workshop. Other partners have
indicated they have been able to take advantage of relationships which they
wouldn’t have been able to without the programme.
Stakeholder views on LCN
Overall stakeholders were positive about LCN and the importance of
development programmes for artists and creative practitioners. They supported
the rationale for investment and the value in programmes for mid-career
professions, helping them adapt to change and connecting them up to reduce
isolation.
However, on the whole, consultees found it difficult to distinguish between the
LCN programme activities and those of the partner organisations more
generally. Few stakeholders knew much about the partnership model of delivery
or could articulate how the programme strands fitted together. This may be in
part because of the fragmented nature of creative sub-sectors and sub-sector
business support. For example, Crafts Council’s experience of the LCN
programme was through Cockpit and ACE was through SPACE.
Due to this fragmented view of the project, it was not always possible for the
strategic value of the programme to be separated from the value of the delivery
partner per se.

The programme has leveraged in match funding from the four partners of £1
million.
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8. Delivery and experience of
participants
The qualitative research we undertook found respondents were positive about
the programme and would recommend it to their peers – scoring an average 9
out of 10 when asked whether they would recommend this programme to other
businesses and practitioners in their industry. This equates to a Net Promoter
Score of 77%, where 77% of participants (n=180) can be classed as promoters
(scoring 9-10/10), rather than passive (who would score 7-8/10) or detractors
(who would score 0-6/10).
The one to ones were seen as an important backbone of support, with an
average scoring of 7 out of 10 when asked whether the programme was tailored
to their needs. Specific content around financial management was the most
welcomed. Many participants benefited from learning within a regular group of
peers – people felt accountable to their group improving motivation. It also
provided the necessary incentive for them to focus on their business and
structure their thoughts, away from creating the work itself.

“
“

Most importantly, LCN has created an opportunity to
organise my thoughts, reflect against the knowledgeable
mentor support and deliver at the set deadline
The workshops - they were really varied, with great
tutors and guidance provided.

Over three-quarters of respondents (78%) felt that they had met the objectives
set out at the start of the programme. Whereas respondents gave an average
score of 8 out of 10 score for whether the programme had met their
expectations and whether it has made a valuable and lasting impact on their
business and practice. Effective programming encouraged participants to

engage with the process, providing an average score of 7 out of 10 who said
they made the most out of the programme.

“

I thought the mentoring was extremely valuable, both
mentors were fantastic and really helped my project
come to life

There were also several unexpected consequences noted by participants. First,
the realisation that they were doing better than they expected in developing their
business. Where many work independently and do not have a regular peer
group to share their ideas and concerns, and so it can be hard to gauge how far
they’ve come. LCN provided them access to other businesses to benchmark
this progress. Second, that they have valuable pre-existing skills that are
relevant and effective in developing their business and practice. LCN provided
reassurance that they can implement these skills. Third, that a supportive peer
network already existed near where they work, where an opportunity to
collaborate or engage with exists. Fourth, they can play with their practice. LCN
provided reassurance and the space to try new ideas that may transform and
improve their practice.

“
“
“

[LCN] taught me that I can still play with my ideas and
products. Taking risks with new designs can be
rewarding
The realisation that there are others like me nearby
I was reassured that I was doing okay. It’s hard to tell
when working alone so often
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9. Success factors and challenges

Scale of LCN in terms of the partners, funding and geographical reach. This
scale enables partners to support a wide range of practitioners, recruit a team of
specialist staff and engage with specialist organisations to deliver sessions.

9.1 Success factors

Reputation of partners. The individual reputation and profile of the four
delivery organisations within their respective creative specialisms stand out as
an area of distinctness. This was a strong draw for participants. But also, LCN
enabled the organisations to complement their ongoing support and delivery
with additional activity

LCN has a unique offer to practitioners. The only other similar support is
provided by the Crafts Council’s Hothouse programme (for start-ups only),
London College of Fashion East London Fashion Cluster (for the fashion sector)
and commercial workshop spaces (networking events only).
LCN’s distinctness comes from the following factors:
10. Focus on mid-career business development. The programme focuses on
sustainable business development rather than on artist development per se. It
provides content that is often missed in degree courses such as copyright and
business planning. Also, many other support programmes focus on recent
graduates and start-ups. LCN’s explicit focus on mid-career professionals
makes it special, as they are concentrating on a group that is often undefined15
and underrepresented. Something that LCN sought to address in their one-day
symposium – Pivotal Moments in Developing Artistic Practice: Professional
Development Models for Mid-Career Artists in September 2018. Learning from
this event will be published in 2019.

“

Real lack of teaching about how to make a living out of
art in universities. This is where LCN is so important

Tailored support for very small businesses or self-employed, which is often not
catered for by general business support programmes. The programme offers
flexibility to enable those with other responsibilities and portfolio careers to
participate.

The pros and cons of support being provided free at point of delivery was a
theme in many discussions with participants and stakeholders. On the one
hand, this model enables practitioners with low turnovers to access support they
would not otherwise have been able to. Not only that, the broad range of
expertise on offer at no cost to the participant, encouraged some practitioners to
experiment with different types of support and training that they might not be
willing to do if it was charged at the market rate.
On the other hand, some stakeholders argue that artists and creative
practitioners should be encouraged to invest in their professional and business
development; to see it as something worth investing time and energy in. There
is always a danger when support is free at point of delivery that participants will
not engage or commit fully with the programme.
There is evidence that the LCN delivery partners are reflecting and adapting
the support they are providing. There are some distinct changes between LCN
and the previous NCM. Most notable is the new focus on innovation and
production rather than sales and new markets. One delivery partner indicated
they are using more group sessions in this programme, as participants tend to
prepare more thoroughly for these sessions than for the one to one mentoring.

15

LCN broke down its enrollment data as <3, 3-6 years, 6-10 years, 10-15 years, 15-20 years and >20 years.
Beneficiaries with 6 or more years are classified as mid-career by LCN.
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10.1 Challenges
One of the key challenges around the delivery targets was engaging with
disability-led and BAME-led creative enterprises. LCN needs to look beyond
amending their marketing and place diversity (BAME, disability, social-economic
background) central to the programme recruitment and delivery, towards a
greater reflection on how the programme and perhaps the delivery partner
organisations sits and may be perceived in these communities.
The partnership between the four prestigious arts organisations is a key
strength of the project. This type of collaboration is quite unusual in a
competitive funding climate where organisations are vying for limited funding.
The consortium model should be applauded, but it is not without challenges.
One of the key challenges is how can LCN maximise the value of the
programme, ensuring it has additional value than four separate organisations
delivering smaller separate programmes to specific sub-sectors? Although,
perhaps less important for the participants, this issue is central to the task of
articulating the value of LCN to stakeholders and potential funders. Our
interviews with stakeholders suggest they have a limited understanding of LCN
as a whole, rather they only saw it from the perspective of one delivery partner
or sub-sector.

For the next phase of LCN, we recommend:
— Developing a clearer narrative for what the project is trying to achieve and
what it has achieved already. Use this in communications with key
stakeholders, particularly around the value added of the partnership
approach.
— Re-visiting a sample NCM participants to consider the longer-term impact
of the programme.

— Re-considering the engagement targets and assess what is realistic for
the next phase of the project. Ensure a strategic approach plan of action
is in place to meet them.
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11. Conclusions
The LCN programme is delivering much needed, high quality support to micro
creative enterprises and practitioners. The programme is well managed and has
performed well against most of its contractual targets. It has worked with over
440 creative practitioners from across London and successfully evidenced the
creation of over 100 a new products or services.
LCN activities are having a positive impact in three important ways; through
improving business performance, supporting innovation and helping
practitioners to realise their creative ambition.
The LCN programme has improved practitioners’ ability to plan for the future,
promote their work and manage the financial side of their business. It has
boosted professionalism and enabled some to price their work more realistically.
It has helped support resilience through enabling people to develop new ways
of earning a living through their practice.
During the LCN programme, participants saw their turnovers rise by an average
of 15%, translating into a total turnover uplift of £1.3 million across all
participants. Also, there has been an increase of an estimated 31 FTEs working
in participating businesses over the period of LCN; most of this increase has
been through growth in part-time workers. Participants are earning more from
their practice, which in turn will support sustainability. Earning rose by an
average of £2,800 a year, a rise of nearly 40%. However, this is still a long way
off what is needed for most of them to work solely on their creative practice.
LCN has stimulated innovation through supporting participants to develop new
products and services and enabling them to experiment with new creative
processes and technology. Nearly 90 participants introduced new processes,
products or services during LCN, averaging 0.7 new processes, products or
services per enterprise. Some firms are already seeing sales from these new
products/services. Innovation isn’t confined to the introduction of new products
or services and there is some evidence that LCN is supporting a wider
conception of innovation. For example, participants valued being able to

experiment with new ideas and new technology, which may (or, importantly may
not) lead to new work or approaches.
LCN has helped many develop a new creative direction for their work. The
supportive peer network plays a role in this; it enables people to build their
confidence and test their ideas in a safe environment. Overall the programme
has led to some pivotal changes in direction for participants and raised the
aspirations of others. There are many stories, some of which are captured in the
case studies in section 11, that show how LCN has led to new exhibitions,
markets and funding opportunities for practitioners.
The results of the economic impact assessment suggest the LCN programme
led to a net Gross Value Added (GVA) uplift of £310,000 a year. Using a
conventional cost-benefit approach, it shows low value for money. However, it is
important to put this in the context of the participants of the programme who are
overwhelmingly sole traders operating in precarious conditions with very low
turnover and wages. Significant growth would not be expected from this group
when compared say to larger businesses operating in higher growth sectors. As
highlighted in section 2.3, there is no one set list of support. Rather than
targeting where they would expect to see the biggest growth, LCN provides
bespoke support which is targeted where it is most required.
The success of the LCN programme, and the NCM programme before it, clearly
show the strength of the delivery model developed by SPACE and the other
partners. It is well-run and the model has been adapted and refined to improve
the experience of participants. The programme’s commitment to evaluation and
understanding the mechanisms through which the programme is working,
contributes to an evidence base which has value to other organisations starting
to operate similar programmes.
The sector is facing huge challenge from Brexit and the end of European
Funding for business support. This, combined with the overall declining take up
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of business support by the creative sector 16, means experts like SPACE, Four
Corners, Cockpit Arts and Photofusion are vital to advocate for the needs of the
sector. It puts them in a strong position to know what to do next.

16

Source: BEIS Small Business Survey 2016
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12. Case studies

Jan is currently working in photography full-time, mostly doing commercial
corporate jobs, such as headshots and has also shot some editorials.

Jan Klos

Figure 13 Freida Slaves at home, East London

LCN Partner: Photofusion
After working part-time as a freelance photographer, Jan started working full
time in his business in 2015. Most of his income comes from commercial work
and editorial commissions. Alongside his commercial work, he is developing his
personal portrait and documentary projects which explore the themes of
communities, societies and traditions.
Jan’s biggest challenge has been in finding the right clients to publish his
personal work and determining the best channels to reach them. His website17
is mainly for showing the portfolio, rather than selling as you need an art dealer
or commercial gallery.
Jan observes that London’s creative market is saturated with photography
practitioners. To help him stand out from the crowd, he wanted to be able to
offer clients hand-made prints created by the artist. He applied to the
Photofusion LCN programme as it provided an opportunity to learn how to do
this.
As part of the programme Jan took part in a two-day black and white printing
workshop where he picked up some useful tips (such as pre-flashing the paper
before exposing it). This workshop refreshed and developed his expertise in
these techniques. Following the workshop, Jan was given access to the dark
room at Photofusion to practice his skills, which was easily accessible over the
summer.

Source: Jan Klos

During LCN, Jan presented at a Chit Chat event which he says was a “great
experience and a confidence booster”. The group meetings were enjoyable, and
although he felt he wasn’t great at it, it was good practice.

17

https://www.janklos.com/
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David Marques
LCN Partner: Cockpit Arts
After graduating in 2013, David Marques began working as a ceramic artist and
designer. He largely works in porcelain, adding other materials such as brass,
glass and paper. He works on intricate one-off pieces and installations for
private homes, public spaces and corporate environments. He also makes small
collectable and functional objects.
On graduating, David understood the design and development process,
however he had very limited business experience and faced challenges
translating the technical expertise into running a successful business. He was
aware of the previous support programme, New Creative Markets, as it was
recommended by other artists in Cockpit in Deptford, where David has a studio.
So, when he heard about LCN activity he jumped at the opportunity.
During his time on the programme (commencing in January 2017), David
attended 22 workshops on a wide variety of topics including finance,
communications and marketing. He was impressed by the Cockpit Arts staff.

“

The Business Development team really understood our needs and
provided tailored workshops
The LCN programme had a significant impact on David’s business and practice.
He indicates that his approach is more focused and systematic and he spends
less time on business administration, freeing him up for creative work.
David’s bottom line has improved thanks to LCN. Part of this has been in
improving cash flow through offering scaled down versions of his work. His
installations were once 1:50, but they can now be developed on a much smaller
scale. He’s now able to work with clients who have smaller budgets and with
shorter production times; feeding directly into his new Jewellery for the Home

tagline. Whilst not diluting his other work, this means that he remains buoyant
when chasing debtors. This is particularly important for the sector David works;
large installations.
Unlike businesses who offer smaller products, he principally works with interior
designers, rather than individual buyers. This relates directly to his business
plan. As sales are infrequent but of high value, he needs to give less attention to
detailed financial forecasting. Since May he’s made the additional efforts to
work smarter with the time he spends on admin; allowing sufficient time for his
creating.
Following a specific workshop on social media, David has focused his efforts on
social media, reducing the number of platforms he uses and planning his
content, captions and hashtags more carefully. David started using Instagram a
year ago and saw great growth in the number of followers he was getting. The
growth has continued, though he now focuses on the quality and audience of
his posts, rather than just the total number. His followers are largely design
magazines and interior designers.

“

It’s more about the quality of followers, than the total number

He was selected to be part of Future Heritage18, which was part of last
September’s London Design Week. This was a huge stepping stone that led to
great exposure, contacts and new commissions, both within the UK and
overseas (Hong Kong, Israel).
While it’s hard to attribute LCN as the sole reason for being selected, the
programme enabled David to develop a larger portfolio of work, which in turn
helped give him the confidence to speak with people, and training in working
and talking with the media. The support and impact was holistic; both artistic
and personal.

18

https://www.decorex.com/visit/news-and-updates/future-heritage-celebrates-another-successful-event-decorex2017
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Following this exposure, David will be featured in national magazines, English
Homes and Homes and Garden. These are publications that he and the sector
recognise as being associated with high quality craftsmanship.

Figure 14 David Marques’ article in Home and Gardens

Behind the scenes, David has also been working to protect his brand and how
he works. Before LCN, his business did not have a legal structure, with the
programme teaching them about IP, trademarking and product legal protection.
Now he has a disclosure agreement in place, his online store has a legal
privacy notice, and he’s in process of trademarking his name and tagline
‘Jewellery for the Home’ in the UK and Europe. As well as enabling David to
license his name to businesses to use, it shows his credentials. Before this legal
protection, David did not have the power to negotiate with clients. Now it’s
clearly written out about what he does, what it costs, and how he works. Clients
often positively respond to this; recognising the professionalism and trust in
delivery.

“
“

Without this legal protection, you don’t have the power to really
negotiate…It gives confidence in my clients too; everyone benefits
The LCN programme has been kind of a game changer for me

Source: Studio David Marques Ltd
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Laura Moreton-Griffiths
LCN Partner: SPACE
Laura Moreton-Griffiths is a visual artist working across a wide range of
media. Laura is interested in the politics of time and the linearity of storytelling in
western history. She combines her visual arts practice with curation and
writing. She receives income from art sales and commissions, and supplements
this income working freelance as a project manager, researcher, and digital
designer and teaching life classes.
Laura saw the LCN programme as an opportunity to receive technical
assistance to realise her project idea, as well as support to professionalise her
practice, reach new audiences and raise her profile nationally. She is
determined to grow a sustainable income from her practice and see a return on
the significant sums invested in her artwork.
During the SPACE LCN programme, Laura developed new work – characters
for an immersive history painting that people can walk around. At the final
exhibition for her LCN group, Laura exhibited this ‘work in progress’ and hosted
a talk, in which two influential authors Nina Power and Victoria Browne explored
notions of non-linear time, feminism and the near future, which is available on
YouTube19. Laura has gone on to show the painting at The Subculture Archives
in Carnaby Street and at Phytology at The Bethnal Green Nature Reserve.

in the studio. Laura shared these on Twitter, Facebook and Instagram and has
embedded them on her website. Laura’s social media has been gradually
growing. Whilst she’s still working to increase the number of followers, those
she has are high value for her and her businesses (e.g. gallery curators).
During the programme, Laura successfully applied to ACE for Grants for the
Arts funding that she in part attributes to LCN.

“

As LCN and SPACE took me seriously and gave me their support,
ACE did too.
This ACE funding helped her to develop her client base through R&D, but she
recognises that she now needs to spare the time for developing her work again.
So far in 2018, Laura has written 24 applications for a range of exhibitions,
festivals and shows. She also has a show coming up in November in Bethnal
Green.
Laura has recently become a member of UAL’s Art Quest Peer Forum – a forum
providing CPD and advertising opportunities for visual artists. She successfully
applied as a 12-person collective from LCN. This encourages them to meet
monthly for group applications.
Figure 15 Heartbreaker Phytology

LCN’s focus on the business side of being an artist meant that Laura learned
how to commission and work with fabricators, undertake quality control and plan
projects. This was something new for Laura and has led to her commissioning
fabric engineer Annie Kelley (annie2pins) to make limited editions of selected
pieces from Laura’s other series, a canvas M4 tank and AK47.
Through the SPACE LCN programme, Laura has consolidated and developed
her skills in reaching new audiences through social media. To do this she made
a branded campaign of gif animations and short time lapse films of her working

19

Source: Laura Moreton-Griffiths

https://www.youtube.com/watch?v=iLAE6GYpxCM
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It’s a Salford thing
LCN Partner: Four Corners.
Three years ago, Vanessa Short decided to set up her own photo documentary
and photography retouching business, ‘It’s a Salford thing’. Building on seven
years of previous re-touching experience, she developed a portfolio of client
work and she now works full time in her business.
Although Vanessa spends most of her time working on re-touching projects, her
passion is photography, so she wanted to find a way to grow this side of her
work. She applied to Four Corners in the hope it would help her to grow the
photography side of her business and develop her skills in visual storytelling. She finds it a challenge to juggle the two - balancing the needs of her
regular re-touching projects with developing new photo documentary work.
Following LCN, photo touch up remains her main income and takes most of her
time. Whilst she’s still interested in photo documentary work, this requires
funding.
Through the LCN programme, Vanessa attended various talks and workshops
at Four Corners, as well as receiving one to one support. The talk on alternative
photography processes has been particularly useful for her to develop her
practice. At informal networking events for Four Corners LCN participants,
Vanessa met other photographers in the same boat. She has continued to meet
with a small group, to provide support and explore new ideas. They also shared
the cost of renting a salt printing studio to experiment with a new technique
together.
One of the most memorable things for Vanessa was the talk on ACE, which,
through the help of Four Corners, led to a pivotal meeting between Vanessa
and her local Arts Council officer. This meeting enabled Vanessa to successfully
apply to ACE for £13,000 to fund the development of new work and an
exhibition in March 2018.

20

http://www.itsasalfordthing.co.uk/pit-house-to-politics/

Her ACE funded exhibition Women Against Pit Closures20 looked at the
women’s involvement the 1984-1985 miners’ strike, focusing on 20 women,
from colliery town within the areas of Kent, Yorkshire, Stoke-on-Trent, Wales,
Country Durham and Lancashire. The project produced 20 photogravure
portraits of the women stood outside their open front doors to represent the
possibilities open to the women in the wake of the strike ending and how these
women embraced that change. Vanessa is hoping that the exhibition will now
move onto Stoke on Trent.
Vanessa was selected for the Royal Academy’s (RA) Summer Exhibition in
2017. This led to her first sale of photography work. Although her application to
the RA show was independent to LCN, Vanessa feels that the support from
Four Corners and the peers she met on the LCN programme gave her more
confidence to aim for something like the RA Summer Exhibition.
Vanessa is also applying for a grant from the Artist Development Fund – which
will pay for her to take time off from her paid work to try and get more
experience in printing gum bichromate techniques.
Vanessa has also been selected to take part in 209 Women21 – a series of 209
portraits of all female MPs, created by a collective of 209 UK based female
photographers, to mark the centenary of the first vote for women. This will then
result in an exhibition in Westminster, before (hopefully) moving onto the Open
Eye Gallery in Liverpool.
She is still in touch with the Four Corners and has asked to join an upcoming
workshop on crowdfunding, to turn the Women against Pit Closures into a book.
Whilst it’s difficult to relate these subsequent successes directly to LCN, the
initial confidence and the advice in getting the ACE grant has provided valuable
skills to continue in the same approach.

21

https://twitter.com/209women?lang=en
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Figure 16 Liz French

Source: Vanessa Short
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Appendix 1: Detailed Data and
Findings
Figure 17 Proportion of participants who introduced a new process,
service or product to their business, by delivery partner
No. of participants
introducing new
process, service or
product

% of delivery
partner’s participants

Cockpit Arts

25

35%

Four Corners

21

21%

Photofusion

7

SPACE

33

TOTAL

86

Figure 18 Employment breakdown (for those who completed enrolment
and completion survey)
Sole Traders + Non- Sole Traders
Status
Themselves Partner

Employees Multiplier FTE

Before Part time 58

1

1

0.5

30

Before Full time

4

3

1

140

TOTAL

170

133

After

PT

77

3

7

0.5

43.5

After

FT

127

4

8

1

139

TOTAL

182.5

12%

Sole Traders only
Status
Themselves Partner

Employee

Multiplier FTE

35%

Before Part time

53

1

1

0.5

27.5

Before Full time

122

3

3

1

128

TOTAL

155.5

Source: LCN completion survey

After

PT

75

2

7

0.5

42

After

FT

113

3

8

1

124

TOTAL

166

Non-Sole Traders only
Status
Themselves Partner

Employees Multiplier FTE

Before Part time

4

0

0

0.5

2

Before Full time

7

1

0

1

8

TOTAL

10

After

PT

2

0

0

0.5

1

After

FT

9

1

0

1

10

TOTAL

11

Source: LCN participant survey
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Figure 19 Sector breakdown of respondents

Figure 20 Impact LCN had on participants’ turnover, by delivery partner
(summary table)

Not
provided
2%
Craft
19%
Visual Arts
33%
Photography
44%

Source: LCN enrolment survey (n=329)

Design
2%

Cockpit Arts Four
(n=63)
Corners
(n=64)

Photofusion SPACE
(n=12)
(n=49)

Grand
Total
(n=188)

Don't know

14%

5%

0%

8%

9%

Not part of
my plan

8%

2%

0%

2%

4%

Negative
impact

2%

2%

0%

0%

1%

No impact

13%

30%

33%

22%

22%

A little
positive
impact

11%

19%

42%

24%

19%

Some
positive
impact

37%

30%

17%

29%

31%

A large
positive
impact

16%

14%

8%

14%

14%

Sum
(positive)

63%

63%

67%

67%

64%

Sum (-ve)

14%

31%

33%

22%

23%

Source: LCN completion survey
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Figure 21 Age breakdown of LCN participant’s businesses

Over 20 years
15-20 years

5%
6%

10-15 years

14%

6-10 years

22%

3-6 years
<3 years

27%
12%

Not provided

14%

Source: LCN enrolment data (n=329)

Figure 22 Where participants are located across London

Ealing

4

Enfield

1

Greenwich

7

Hackney

66

Hammersmith and Fulham

4

Haringey

15

Harrow

2

Havering

2

Hillingdon

0

Hounslow

2

Islington

23

Kensington and Chelsea

3

Kingston upon Thames

1

Lambeth

28

Lewisham

40

Merton

0

Newham

3

Redbridge

1

London borough

No. participants

Richmond upon Thames

5

City of London

0

Southwark

20

Barking and Dagenham

4

Sutton

0

Barnet

4

Tower Hamlets

29

Bexley

0

Waltham Forest

10

Brent

4

Wandsworth

6

Bromley

1

Westminster

8

Camden

30

Source: LCN enrolment data

Croydon

5

37

Most participants came from the boroughs of Hackney (66), Lewisham (40), and
Camden (30). These three boroughs accounted for 41% of the total number of
participants.

No. participants
0-4
5-9
10-14
15+
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Appendix 2: Detailed Economic
Impact Assessment

Figure 23 Gross to net process
Gross turnover

There are a number of considerations that need to be made when converting
the gross turnover increase figures reported (section 3.1) into net impacts on
the London economy:

Minus deadweight

— Deadweight: proportion of benefits that would have happened without the
intervention in question

Minus leakage

— Geographical leakage: the proportion of outcomes that have benefited
those outside the target geography. All the participants were located in
London on enrolment of the programme.
— Displacement and Substitution: does the growth in participants’ turnover
come at the expense of other businesses in London? If so then once again a
proportion of the gross economic impact needs to be taken off, since it is
cancelled out when looking at the impact on the creative industries as a
whole
— Would the benefits of the LCN support have been provided (affordably)
by other organisations anyway? If so, we need to take off some of the
gross economic impact of the business support since some of it would have
happened in any case (and it therefore not additional)
— Multiplier: The multiplier describes how the impact of the uplift in turnover
leads to further economic activity associated with additional income of those
employed by the project (income multipliers) and local supplier purchases
(supplier multipliers).
The gross economic impact describes the impact without accounting for
deadweight, displacement, leakage, substitution and the multiplier.

Minus displacement

Minus substitution

Multiplier factor

Net turnover
Source: BOP analysis

Figure 24 Gross turnover
Before LCN

After LCN

For 144 participants with £2.7 million
completion data

£3.1 million

Average per participant

£18,800

£21,700

For all 445 participants

£8.4 million

£9.7 million

Source: BOP analysis
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Total up lift in annual turnover £1.3 million
Deadweight: To assess deadweight, we considered the response to the
question asking respondents about what would have happened in the absence
of the LCN programme.

Displacement. To assess the extent to which the expected increase in turnover
of the participant businesses comes at the expense of other businesses in the
sector (in London), we ask how much of this competition comes from Londonbased artists.
Figure 26 What proportion of your competitors are based in London

Figure 25 Without the LCN programme do you think you would have
achieved….
Percentage

Deadweight

Percentage

Displacement
factor

Percentage
multiplied by
displacement
factor

Percentage
multiplied by
deadweight
factor

All

8%

100%

7%

Similar results

5%

100%

5%

Most

53%

70%

37%

Most of the
same results

7%

75%

5%

Some

37%

30%

11%

Some of the
same results

40%

50%

20%

Few

2%

0%

0%
55%

Only a few of the 31%
same results

25%

None of the
same results

0%

12%

8%
Source: BOP Consuting (2018) (n=172)

0%

38%
Source: BOP Consuting (2018) (n=182)

Leakage. All participants were located in London at the start of the programme
and only 3% of participants had moved outside of London at the end of the
programme.

40

Substitution
Figure 27 Do you think you could have accessed the same level of
support?
Percentage

No, nothing
offers me the
same

64%

Yes, but
nothing near
me

2%

Substitution
factor

0%

Percentage
multiplied by
substitution
factor
0%

Only 2 respondents indicated there was a comparable programme out there.
Due to the low margins these creative practitioners are on and the qualitative
evidence, we assume that the cost of the programme would be a barrier to
receiving support. Similarly, we assume that the non-discipline specific nature
and geographical distance of similar programmes would be a barrier. Hence a
very low rate of substitution.
Multiplier
We use a proxy multiplier of 1.45 to reflect the income and output multipliers for
the supply chain22.
Gross to net turnover

0%

0%

Yes, but
27%
nothing for free

0%

0%

Yes, but not for 4%
my specific
discipline

0%

0%

Yes, similar
programmes
out there

100%

2%

2%

Total

2%

Source: BOP Consulting (2018) (n=144)

22
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/191512/Resear
ch_to_improve_the_assessment_of_additionality.pdf
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Figure 28 Gross to net calculations

Figure 29 Comparison with standard additionality factors
Lower
range

Upper
range

Mean

LCN

98%

43%

38%

Displacement 0%

100%

30%

55%

Leakage

0%

87%

11%

3%

Substitution

0%

88%

3%

2%

Gross turnover £1.3 million
Deadweight
Minus deadweight - 38%

Minus leakage - 3%

0%

Minus displacement - 55%
Source: BIS (2009) and BOP calculation

Minus substitution - 2 %

Multiplier factor - 1.45

Net turnover £500,000
Accounting for all the additionality factors set out here, suggests a net annual
turnover uplift of £500,000.
The additionality factors identified here are largely in line with average
additionality factors identified in BIS (2009)23. Displacement is on the high side
due to high proportion of participating firms competitors being based in London.

23

BIS (2009) Occasional Paper 1: Research to improve the assessment of additionality
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Figure 30 Proportion of suppliers based in London

100%

30%

>80%

29%

60-80%

7%

40-60%
20-40%
<20%

100%

41%

>80%

20%

9%
60-80%

4%

8%

40-60%

7%

None

14%

Source: BOP analysis (n=134)

Over half of participants’ suppliers are based in London, meaning turnover
growth in participating enterprises will have a positive knock-on impact in the
local London economy. Figure 29 shows that suppliers are predominantly small
businesses, providing further evidence that the turnover impact of LCN will be
transferred to other small businesses in the target group. This overall affect is
captured by the multiplier factor applied, however this data provides further
insight into the way creative practitioners businesses are interconnected to
other similar businesses.

24

Figure 31 Proportion of participants freelancers, sub-contractors and
suppliers that are self-employed independents or small businesses with
less than 10 employees

8%

20-40% 3%
<20%

4%

None

15%

Source: BOP analysis (n=150)

Conversion from turnover to GVA
To assess the value of this extra turnover to the economy, and how it compares
with the £1 million public investment in LCN, we convert it to Gross Value
Added (GVA - a measure of the value of goods and services produced, rather
than simply the money flowing through a business as turnover) using figures
from the Office of National Statistics (ONS). For the ‘Creative, Arts and
Entertainment’ sector in London, the latest ONS estimates (2016) are that every
£1,000 of turnover creates £620 of GVA24.

source: Annual Business Survey, Release May 2018
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Figure 32 Gross and net GVA

Annual turnover

Annual GVA

Gross

£1.3 million

806,000

Net

£500,000

310,000

Source: BOP analysis

Public sector
Net GVA to cost
investment per net ratio
additional job
(achieved)
DCLG’s Valuing the
£57,209
Benefits of Regeneration

-

Project 1 (2015)

0.2

£160,000

Value for money
The overall budget for the programme was £1 million of ERDF, plus £1 million
match funding by partners. Value for money assessments focus only on the
public-sector investment, which is £1 million in this instance.
When comparing the annual net GVA with the public sector investment, GVA to
cost figure is 0.3. This means that for each pound spent, the return to the
economy is 30p in GVA each year. During the completion surveys, participants
were asked whether the programme has made a valuable and lasting impact on
their business/practice. The average score among respondents was high - 8.1
out of 10. Assuming therefore that benefits from engaging with LCN lasted for
between two and four years, the Net GVA to cost ratio would be 0.6 to 1.2. The
higher end of this estimate suggests reasonable value for money.

Benchmarks
We have used anonymised benchmarks projects to provide a comparator.
Some of these have been anonymised where full public information has not
been released.
Average public-sector cost per net additional job identified in DCLG’s Valuing
the Benefits of Regeneration report in relation to business enterprise research
and development is £57,209.
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Appendix 3: Theory of change

—
www.bop.co.uk
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Evaluation methodology

List of consultees

Initial phase

— Caroline Jackman, Crafts Council

Sector literature review

— Charlotte Chung, Creative Industries Federation

Development of logic model, evaluation framework and completion forms

— Christian Zimmerman, DACS
— Kate Danielson, Jerwood Foundation

Activity to inform interim report – October 2017

— Lucy Solitt, Arts Council England

Two focus groups of beneficiaries attended by 16 participants

— Melanie Cassof, Freelands Foundation

Six telephone interviews with LCN partners and ERDF project manager at the
GLA

— Anna Harding, SPACE

Interviews with project delivery team and GLA desk officer

— Kim Shaw, Photofusion

Preliminary analysis of 40 completion review forms

— Owen Thomas, Four Corners

Four case studies developed through email and phone dialogue with
participants

— Dave Than, Four Corners

— Madeleine Furness, Cockpit Arts

— Karen Davies, SPACE
Activity for final report – October 2018

— Pathumal Ali, ERDF Contract Manager, GLA

Assessment of monitoring data and financial inputs
Analysis of project documentation
Six strategic added value interviews – how many?
Analysis of enrolment data
Analysis of completion and feedback forms
— Enrolment survey: 329 participants
— Completion survey: 180 participants
Update of case studies
Economic impact assessment and value for money assessment

—
www.bop.co.uk
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BOP Consulting is an international consultancy
specialising in culture and the creative economy.

London
3 – 5 St John Street, London, EC1M 4AA

Web
www.bop.co.uk

BOP convenes the World Cities Culture Forum
(WCCF), an international network of more than
35 cities. www.worldcitiescultureforum.com

Edinburgh
16 Young Street, Edinburgh, EH2 4JB

Twitter
@BOP_Consulting

Shanghai
213 – 214, No. 585 Fuxing Middle Road,
Shanghai 200025, China

Blog
www.bop.co.uk/articles

—
www.bop.co.uk

48

