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FOREWORD

The creative economy is recognized as a significant sector and a meaningful
contributor to national gross domestic product. It has spurred innovation and
knowledge transfer across all sectors of the economy and is a critical sector to foster
inclusive development.

The creative economy has both commercial and cultural value. Acknowledgement of
this dual worth has led governments worldwide to expand and develop their creative
economies as part of economic diversification strategies and efforts to stimulate
economic growth, prosperity and well-being.

Within it, the creative industries generate income through trade and intellectual
property rights, and create new opportunities, particularly for small and medium-
sized enterprises.

Creative work promotes fundamental rights, such as respect for human dignity,
equality and democracy, all of which are essential for humans to live together in peace.
Its potential to make a significant contribution to the achievement of the sustainable
development goals continues to gain international recognition and support.

Whether it be arts and crafts, books, films, paintings, festivals, songs, designs, digital
animation or video games, the creative industries are more than just sectors with good
economic growth performance and potential. They are expressions of the human
imagination spreading important social and cultural values.

This report outlines trends in the world trade of creative goods and, for the first time,
services by country for the period 2005 to 2014, and provides an outlook on the global
creative economy for the period 2002 to 2015.

The report includes country profiles for 130 economies and highlights potential
opportunities for developing countries to increase their production, exports and share
in creative industries markets. The report makes the point for increased public and
private sector investment in creative industries.

I warmly commend this report which shows how developing countries are harnessing
creativity to transform and diversify their economies.

s gy

Mukhisa Kituyi
Secretary-General of UNCTAD
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EXECUTIVE SUMMARY

The second UNCTAD Creative Economy Outlook
and Country Profile report (2018) demonstrates
not only that there has been significant growth in
the creative economy but also that the sector can
make a valuable contribution to the achievement
of sustainable development goals.

Despite the difficult years during and post the
2008 financial crisis, the creative economy has
been robust, demonstrating resilience and in
some instances growth, indicating it is a sector
with considerable potential for current and future
investment.

Following UNCTAD’s first Creative Economy
Outlook report in 2015, the long-term review of
the trade of creative goods and services offered
by this report provides a valuable update and
snapshot of past and present trends in the global
creative economy. It also highlights some meta-
trends, many of which are already shaping the
future of creative industries.

TRADE IN CREATIVE GOODS

The size of the global market for creative goods
has expanded substantially more than doubling in
size from $208 billion in 2002 to $509 billion in
2015.

While the financial crisis affected the creation,
production and distribution of creative goods, its
trade performance has generally been consistent,
with an average growth rate exceeding 7 per cent
between 2002 and 2015.

However, despite good growth rates, market
conditions worsened between 2014 and 2015,
resulting in a 12 per cent drop-off in trade,
mirroring a more general slowdown in global
merchandise trade.

Over the period 2002 to 2015, developing
economies’ participation in creative goods trade
was markedly higher than in developed
economies, driven mainly by the performance of
China.

China, Hong Kong (China), India, Singapore,
Taiwan Province of China, Turkey, Thailand,
Malaysia, Mexico and Philippines were the top
ten performing developing economies. The
domination of Asian countries in the top ten is a
clear indication of their important emerging role in

* China, Japan, Republic of Korea

2 EU28: Austria, Belgium, Bulgaria, Croatia, Cyprus, Czechia, Denmark,
Estonia, Finland, France, Germany, Greece, Hungary, Ireland, Italy,
Latvia, Lithuania,

stimulating and contributing to the global creative
economy.

From the developed economies group, the United
States, France, Italy, United Kingdom, Germany,
Switzerland, Netherlands, Poland, Belgium and
Japan were the top ten creative goods exporters.

Together the Association of South East Asia
Nations (ASEAN) 3! and the European Union
regional powerhouses dominate the export of
creative goods. Among developed regions,
Europe (28)? is the largest exporter of creative
goods. In 2015, exports of creative goods from
the European Union stood at $171 billion
compared to $85 billion in 2002, a doubling in
trade. Annual average growth rates for creative
goods exports are at 5.5 per cent, for the
European Union (for the period 2002-2015). The
cultural and creative industries employ nearly 12
million people in the European Union region.

The Asian region outstripped all other regions
with China, and Eastern and South-Eastern Asia
combined, accounting for $228 billion in 2015 of
creative goods exports, almost double that of
Europe. China remained the leading exporter of
creative goods in 2015. It posted an annual
average growth rate of 14 per cent for creative
goods exports during the period 2002-2015.

China’s performance has buoyed the global
creative economy through difficult periods — and
indications are that it is primed to expand its key
creative industries prowess in the future in areas
such as film, television and artificial intelligence.

In 2015 Chinese creative goods exports were four
times that of the United States, totalling $168.5
billion. It also had the world’s highest creative
trade surplus of $154 billion due to its high
number of exports. Generally, South-South trade
is on the rise and looks set to be an area of vibrant
future growth.

CREATIVE INDUSTRIES
PERFORMANCE

The main creative industry development and
innovation sectors to watch are design, fashion
and film, which account for the lion’s share in the
world trade in creative goods. Design goods, a
broad category that includes creative industries
from fashion to furniture, is leading the world
market for creative industries. Design is one of
seven creative goods categories, which include:

Luxembourg, Malta, Netherlands, Poland, Portugal, Romania, Slovakia,
Slovenia, Spain, Sweden and United Kingdom


http://unctad.org/en/PublicationsLibrary/webditcted2016d5_en.pdf

Art Crafts; Audio-Visuals; Design; New Media;
Performing Arts; Publishing; and Visual Arts.

Fashion goods, interior design and jewellery,
which fall under design, performed well,
accounting for a noteworthy 54 per cent of
creative goods exports. Asia’s market for fashion
is growing fast, from Seoul to Shanghai, Hong
Kong to Bangkok, and Taipei to Tokyo, featuring
everything from street-ware to high-end fashion.
Latin America and Africa are also increasingly
recognized as emerging fashion markets
especially in Argentina, Brazil, Chile, Nigeria and
South Africa. A new generation of designers are
appearing, and fashion weeks are often national
flagship events.

Design was followed by Visual Arts, which
includes antiques, paintings and photography,
and Publishing and New Media. Art Crafts also
hold a sizeable share of the market. Together
these sub-sectors accounted for 45 per cent of
total exports of creative goods. For developing
countries, they remain among the most important
creative industries sectors for export earnings.

Top game developers and digital animation
professionals are surfacing in Eastern European
countries such as the Russian Federation,
Romania, Poland, Serbia, and Bulgaria. Game
development and film studios are on the rise and
the region is enhancing its technological
competitiveness.

Findings also show the creative economy is
thriving at the intersection of culture, technology,
business and innovation, demonstrated through
the proliferation of 3D animation and cartoon
films from Indonesia, to Brazil’s outdoor arts park,
Inhotim.

The creative industries are a site for innovation
and growth, if harnessed and developed
appropriately.

TRADE IN CREATIVE SERVICES

Creative services, an important element of the
creative economy, are more complex to report,
measure and estimate. However, they are likely to
become one of the biggest future growth areas.

Firstly, creative services are expanding alongside
the digital and sharing economies. Secondly,
creative services can be more resilient to
economic pressures. Lastly, creative services are
heavily enmeshed with emerging e-commerce
activity.

3 Australia, Austria, Belgium, Bulgaria, Canada, Cyprus, Czechia,
Denmark, Estonia, Finland, France, Germany, Greece, Hungary, Iceland,
Ireland, Israel, Italy, Japan, Latvia, Lithuania, Luxembourg, Malta,

10

Data for world trade in creative services are
difficult to attain, because many countries do not
report specifically on creative services, and only
publish balance of payments data on broader
service categories. Nevertheless, a more
complete set of creative services data is available
from 38 developed economies? for the period
2011 to 2015. From this data, it is possible to
estimate the contribution of developed
economies to creative services trade.

Trade in creative services in developed
economies remained relatively stable between
2011 and 2015. The average annual growth rate
of trade in creative services between 2011 and
2015 for developed countries was at 4.3 per cent,
more than double that of all services. Because of
this higher growth rate, the share of creative
services in total trade in services has steadily
increased from 17.3 per cent in 2011 to 18.9 per
cent in 2015. This positive trend was maintained
despite the global slowdown in overall trade in
services observed in 2014. There was a 1.6 per
cent increase in the share of all services for those
countries over the period.

These figures are broad estimates, but they can
still provide a benchmark for an initial
understanding of the impact of creative services
on world trade. These estimates suggest that
creative services account for a significant and
growing portion of the overall trade in services in
developed economies.

This report does showcase available services
data per country for the first time and is a set
toward a more holistic view of the impact of
creatives services on the creative and global
economies.

THE CHINA CASE

It is important to acknowledge from the outset
that the performance China is exceptional, even
though it is still classified a developing country.
The case of China is remarkable for several
reasons: its sustained growth over the past
three decades; the shift toward global
production in China; its dominance of the
world market for trade in creative goods and
services; and its role in sustaining both the
regional and global creative economy.

In some instances, China’s performance masks
the performance of individual countries,
especially the other developing countries
classified alongside it. To understand the trends
in the global creative economy, and goods

Netherlands, New Zealand, Norway, Poland, Portugal, Romania,
Slovakia, Slovenia, Spain, Sweden, Switzerland, United States, United
Kingdom, Bermuda, and the Faroe Islands


https://edition.cnn.com/videos/arts/2016/08/05/brazil-inhotim-art.cnn/video/playlists/cnn-style-art-videos/

specifically, it is worth separating China out from
the remaining developing countries for a more
balanced view of and insight into developing
country performance.

The following scenarios related to trade in
creative goods outline the above points and
provide a backdrop to the data presented in
trends section of the report.

China’s Independent Performance: Trade in
Creative Goods 2002-2015

China’s trade in creative goods between 2002
and 2015 has increased significantly with average
growth rates of 14 per cent. In 2002 China’s trade
in creative goods and services was $32-billion. By
2014 this figure had increased more than fivefold
tallying $191.4 billion. There was a drop off in
2015 where China recorded a $168.5 billion trade
in creative goods. This figure was closer to trade
in creative goods recorded in 2013. Despite the
drop, China has dominated the bulk of the trade
in creative goods of the past 13 years.

Developing Country Performance Excluding
China: The Trends in Trade in Creative Goods

2002 — 2015

With China, developing countries had an annual
average growth rate of 9 per cent between 2002
and 2015. In 2002, altogether, developing
economies recorded a $84.3 billion in trade in
creative goods. By 2015 this number had climbed
to $265 billion.

However, when China is removed from these
figures, developing economies only had an
annual growth rate of 5 per cent over the period,
tallying $52.3 billion in 2002 and $96.5 billion in
2015, barely a doubling of the growth in trade in
creative goods, while China grew its creative
goods trade by five times.

China’s services reporting does not focus on
services trade with a significant creative
component, so it is difficult to outline the impact
of creative services trade.

REMARKS

Generally, China’s performance is significant,
whether combined with other developing
countries or in isolation. Whilst the level of
creative input in much of the Chinese
manufactured creative goods is disputed, its
contribution both directly and indirectly is clear.

As the Chinese economy grows, it's creative
goods and services are set to grow in tandem and
will have a lasting impact on trade and high
cultural influence.

11

CONCLUSIONS

The creative economy can catalyse change, and
build more inclusive, connected and collaborative
societies. There is a wide basket of existing
creative economy activities which can be
expanded and developed, and the creative
economy is also a viable avenue for economic
diversification strategies.

Trade in creative goods and services is a powerful,
growing economic force. Its contribution to GDP
and share of global trade is only likely to increase
as it intersects with the digital and sharing
economy, e-commerce, and the many
opportunities emerging in these spaces. In
addition, traditional trade in creative goods and
services remains an important part of the local
economies of many countries.

Ultimately too, the creative economy has the
power to influence and inspire present and future
generations, to protect our planet, people,
cultures and natural resources and therefore
contribute to a more sustainable development
path.




HOW TO READ THIS

REPORT

This is the second Creative Economy Outlook and
Country Profiles — Trends in International Trade in
Creatives Industries report published by UNCTAD,
in a series envisaged to be released every two
years. It follows the first report in 2015 and the
seminal Creative Economy Reports of 2008 and
2010, which helped set industry benchmarks and
shape the debate on the global creative economy.

This section details the rationale and
methodologies behind the information presented
in this report. It is critical reading to support an
understanding of the figures and country profiles
presented.

TIME PERIODS

The first UNCTAD Creative Economy Outlook and
Country Profiles — Trends in International Trade in
Creatives Industries report was released in 2015
presenting reported data from 2002 to 2012. This
second report outlines the same trends based on
updated data available up to 2015.

It is important to note this new 2018 report
features updated data focused on two time
periods.

1. Outlook: 2002-2015

Firstly, in the outlook section, which presents an
overview of global trends in the trade of creative
goods and services, the timeframe spans from
2002 through to 2015. The data period starts in
2002, in line with when the first available data on
creative trade was collected under the
Harmonized System (HS 2002) for goods, and the
EBOPS 2002 (Extended Balanced International
Trade in Services) and BPMs (Balance of
Payments Manuals) for services.

The 2018 Outlook Report is an update of the first
report with new statistical information covering
the years 2013, 2014 and 2015, and revised data
for the previous years. UNCTAD continues to
present data from 2002 onwards to demonstrate
long-term trends in the trade of creative goods
and services, while adjusting for new data sets.

However, it is important to note that when
considering creative services, which tend to have
less complete and comparable information,
UNCTAD is only able to present creative services
information for 38 developed countries which
have consistent data covering the period 2011 to
2015.
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2. Country Profiles: 2005-2014

In the country profiles section, the timeframe for
collected data falls between 2005 and 2014, set
as an upper limit to ensure figures reflect creative
trade by most countries. The 2015 Creative
Economy Outlook and Country Profiles report
featured only 97 countries. In 2018, 130 countries
have available information to report on, though
this is not always available year-on-year.

Fairly consistent data for the trade in creative
goods is available between 2005 and 2014.
However, data in the trade in creative services
varies by country up to 2014. More countries are
reporting creative services data, but at fluctuating
levels, depending on their ability to drill down
within the services categories.

This is the first time that country-level profiles
include more detailed information on the trade in
creative services, where available. A growing
focus on creative services into the future will allow
for better trends forecasting and data insights,
particularly as creative services strengthen
alongside the digital and sharing economies.

COUNTRY PROFILES

The country profile section features profiles of
130 countries. Countries report statistics on an
annual basis, and this information is often
updated or changes, based on incoming data.
Thus, the available datasets at the time of writing
of each report (2015, 2018) may differ. UNCTAD
is only able to report on what is received from
countries. Data from the different countries also
varies  considerably, but UNCTAD has
endeavoured to provide consistent insight into
the trade of creative goods and services based
on available and reported data.

It is important to note that some countries have
missing data for long periods of time or are only
able to report on certain information at a certain
level. For example, particularly in creative
services, which are particularly more difficult to
measure, some countries will be able to report
only on the broader category of ‘Personal,
cultural and recreational services’ but are not able
to report at a lower tier on trade in creative
services within that category, for example on
‘Audiovisual and related services’. This means
there are gaps in the country-level data, and
comparison across countries becomes more
intricate or impossible in some cases.

UNCTAD plans to regularly update the country
profile information as consistent and comparable
statistical data — which is normally retrospective
by approximately two years — becomes available.


http://unctad.org/en/pages/PublicationArchive.aspx?publicationid=945
http://unctad.org/en/pages/PublicationArchive.aspx?publicationid=946
http://unctad.org/en/pages/PublicationWebflyer.aspx?publicationid=1595

CREATIVE GOODS

The trade in creative goods is measured using the
Harmonized System for the classification of
products. All creative and related goods
products fall under the following sub-categories:
- Artcrafts

Audiovisuals

Design

Digital fabrication

New media

Performing arts

Publishing

Visual arts

Harmonized Commodity Description and Coding
Systems (HS)

The Harmonized System is an international
nomenclature for the classification of products. It allows
participating countries to classify traded goods on a
common basis for customs purposes. At the
international level, the Harmonized System (HS) for
classifying goods is a six-digit code system.

The Harmonized System was introduced in 1988 and
has been adopted by most of the countries worldwide.
It has undergone several changes in the classification
of products, reflecting developments in global trade.
These changes are called ‘revisions’ and entered into
force in 1996, 2002, 2007, 2012 and 2017. Source:
UNStats

Product Classification: Creative Products

Given the complexity of making clear distinctions and
defining the borderline between a creative good that is
exclusively ‘creative’ and mass production, between
handmade and machine-made, between decorative
and functional, and so on, the exercise of compiling
statistics for creative goods includes all the creative
goods with the above characteristics since they fall
under the criteria of the UNCTAD classification of "the
cycle of creation, production and distribution of a
tangible product with creative content, economic and
cultural  value and a market  objective".
Source: UNStats

For a detailed explanation and outline of the
creative economy product groups and hierarchy,
click here.

CREATIVE SERVICES

For the 2018 report, the trade in creative services
is measured using the Balance of Payments
Manual (BPM6). Creative services data is more
complex to process because available data
disaggregated by category of service does not
provide the detail necessary for drawing
conclusions about the impact of creative services
activities on economies.

The 11 principal Balance of Payments (BOP)
categories of services cover many aspects of the
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creative industries that cannot be separately
extracted, unless countries are reporting at each
level. Countries using the Extended Balance of
Payments Services (EBOPS) system can now
report on the following categories of services
which covers creative services (but not
exclusively) or those services with a significant
creative component:

advertising, market research and public
opinion services (EBOPS 278, level 3);
architectural, engineering and other
technical services (EBOPS 280, level 3);
research and development services
(EBOPS 279, level 3);

personal, cultural and recreational
services (EBOPS 287, level 1);
audiovisual and related services (EBOPS
288, level 2); and

other personal, cultural and recreational
services (EBOPS 897, level 3).

The sixth edition of the IMF's Balance of Payments and
International Investment Position Manual presents revised
and updated standards for concepts, definitions, and
classifications for international accounts statistics. These
standards are used globally to compile comprehensive and
comparable data. The sixth edition is the latest in a series
that the IMF began in 1948. It is the result of widespread
consultation and provides elaboration and clarification
requested by users. In addition, it focuses on
developments such as globalization, financial market
innovation, and increasing interest in balance sheet
analysis. The manual is available for download from:
http://www.imf.org/external/pubs/ft/bop/2007/bopman6.h
tm Source: UNStats

For countries using the BPM6 manual and
reporting on the complete list of categories of
trade in services, it is possible to estimate trade
in creative services by adding up the items that
have a significant creative component using the
Global Data Structure Definition (DSD) of the
Statistical Data and Metadata eXchange (SDMX)
as outlined in blue in Table I. Significant Trade in
Creative Services, Classification Method below.
When countries do not report at these sub-
category levels, it becomes more difficult to
ascertain what proportion of the higher-level
service was a creative service.

Table I. Significant Trade in Creative Services:
Classification Method
DSD
SDMX | BPMS6 label *
code*

Licences for the use of outcomes of research
SH2 and development



https://unstats.un.org/unsd/tradekb/Knowledgebase/50018/Harmonized-Commodity-Description-and-Coding-Systems-HS
https://unstats.un.org/unsd/tradekb/Knowledgebase/50018/Harmonized-Commodity-Description-and-Coding-Systems-HS
http://unctadstat.unctad.org/EN/Classifications.html
http://unctadstat.unctad.org/EN/Classifications/DimCreativeProducts_Creatives_Hierarchy.pdf
https://www.imf.org/external/pubs/ft/bop/2007/pdf/bpm6.pdf
javascript:void(0);
http://www.imf.org/external/pubs/ft/bop/2007/bopman6.htm
http://www.imf.org/external/pubs/ft/bop/2007/bopman6.htm
https://unstats.un.org/unsd/tradekb/Knowledgebase/50547/Balance-of-Payments-BPM6?Keywords=BPM6
https://comtrade.un.org/sdmx/files/Information_note_IMTS-SDMX_first_review.pdf
https://comtrade.un.org/sdmx/files/Information_note_IMTS-SDMX_first_review.pdf
https://comtrade.un.org/sdmx/files/Information_note_IMTS-SDMX_first_review.pdf

Licences to reproduce and/or distribute

SH3 computer software
Licences to reproduce and/or distribute
SH4 audio-visual and related products
SI21 Computer services, Software
SI3 Information services
SJ1 Research and development (R&D)

Advertising, market research, and public
SJ22 opinion polling services

SJ311 Architectural services

SK1 Audiovisual and related services

Other personal, cultural, and recreational
SK23 services, Heritage and recreational services

*These items can be used to derive the needed "creative services"
values to be used for calculating global country-aggregates.

Due to limited or varying data availability it is only
possible to calculate a ratio of the share of
creative services compared to all services of
developed economies for the period 2011 to 2015.
It was not possible to replicate the same exercise
for the 130 developing countries. Developed
economies tend to have better reporting on
creative services, although this is not always the
case. Developing economies tend to have less
detailed information on creative services trade.

The lack of data does not necessarily mean that
developing economies do not have thriving
creative services markets and imports and
exports, but rather that developing economies
could improve their reporting on creative services,
to enable consistent and comparable reporting.

To calculate the share of creatives services of 38
developed economies* for the period 2011 to
2015, UNCTAD obtained balance of payments
data for these countries at the most
disaggregated level available. In cases where one
sub-category was not available for one period,

4 Australia, Austria, Belgium, Bulgaria, Canada, Cyprus,
Czechia, Denmark, Estonia, Finland, France, Germany,
Greece, Hungary, Iceland, Ireland, Israel, Italy, Japan,
Latvia, Lithuania, Luxembourg, Malta, Netherlands, New
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but information was available for other years, the
figure was imputed by using the average share
with respect to the higher-level category
calculated over the available periods. In a few
cases, there was no information available for any
period; in this case, the average share for the
group of developed countries was used. This
resulted in an average proportion of creative
services for the period of 18 per cent, meaning
that creative services contribute close to one fifth
of all services in developed countries.

Better reporting by developing countries will
allow for a similar comparison to be made in the
future.

MEASURING CREATIVE SERVICES:
TOWARD A METHODOLOGY

Shifts in the way creative content is consumed,
increasingly as a service rather than a product,
means measurement of these activities need to
change from customs statistics to services
statistics (see UNESCO, 2016). As UNCTAD
works towards a more detailed understanding of
the contribution of creative services to world
trade in services, the approach to measurement
is also likely to adapt and transform.

Industry level services data is difficult to present
because of many grey and overlapping areas,
sectors and industries. That said, benchmarks,
baselines, and starting points are crucial, and
much work has already been done to support the
presentation of trade in creative services. These
include established frameworks for measuring
creative services, developed by UNCTAD,
UNESCO and others. However, these methods
can and should be adapted over time to
accurately reflect real world changes and provide
an accurate lens for analysis.

UNCTAD is working on a methodology to better
present trade in creative services and separate
them out from other services data reported by
country. The goal is to accurately estimate the
contribution of creative services to world trade in
services. Watch this space.

Zealand, Norway, Poland, Portugal, Romania, Slovakia,
Slovenia, Spain, Sweden, Switzerland, United States,
United Kingdom, Bermuda, Faroe Islands


http://uis.unesco.org/sites/default/files/documents/the-globalisation-of-cultural-trade-a-shift-in-consumption-international-flows-of-cultural-goods-services-2004-2013-en_0.pdf
http://unctad.org/en/Docs/ditctab20103_en.pdf
http://unesdoc.unesco.org/images/0019/001910/191061e.pdf

CREATIVE ECONOMY:

NEW HORIZONS

Fast-paced global, technological, and social
changes are rapidly expanding the scope,
potential and uptake of the creative industries. As
a result, there are increasingly blurred lines
between industries and sectors, tools and
channels, and markets and demand. The
interaction of ideas, products, services, media,
and the internet is becoming increasingly
complex and disruptive.

This section of the report considers digital
disruption as the key trend influencing the future
of the creative economy, especially in developing
economies.

IDEAS, CREATIVITY AND TRADE

Ideas move faster now than they ever have, and
digital disruption is forcing the invisible hand of
the market, but the physical world still has several
practical barriers.

On the one hand, the digital age is revolutionizing
the marketplace and democratizing access on
both commercial and consumer ends. On the
other, unequal geographic balance of trade,
logistical roadblocks, policy gaps, and
inadequate infrastructure persist, limiting access
to these goods and services.

The free movement of goods is a telling example.
Today, it may be easier to sell a creative product
online, but in many developing countries it is still
difficult to get that product from A to B. The 2018
UNESCO Global Report® highlights that “in the
Global South, despite advantages resulting from
mass adoption of mobile broadband, many
countries lack infrastructure and are unable to
consolidate a market for cultural goods and
services in the digital environment”. UNCTAD has
noted that many small businesses, including
creative ones, face many challenges in reaching
export markets accessing services such as
logistics for shipping goods abroad, knowledge
of regulatory requirements in the exporting and
importing countries, and trade finance (UNCTAD
eCommerce Week Summary, 2018: 31).°

The ‘free flow’ challenge is also an opportunity. In
both developing and developed economies, it
has spurred the growth of digital downloads and
video-on-demand services in the music and film
industries respectively. It has also extended the

5 https://en.unesco.org/creativity/global-report-2018
6

http://unctad.org/meetings/en/SessionalDocuments/dtl_eWeek2018_s
ummary_en.pdf
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emerging ‘sharing economy’, in which access to
goods and services are facilitated by a
community based online platform. While still a
new phenomenon in developing economies, if
channelled positively, these disruptions can lead
to early adoption, and perhaps even adaptation,
of technologies and innovations to craft solutions
appropriate for developing contexts.

Another example is the shift from production of
creative goods to delivery of creative services, a
trend which is poised to accelerate. This aligns
with a global shift toward services as industrial
and agricultural outputs decline in developed and
developing economies respectively (UNCTAD

TDB, 2017).”

A case in point is the publishing industry and
newspapers. Newspapers, originally considered
a creative good, have flipped to offering a creative
service, as online media outlets expand driven by
digital news subscriptions and online advertising.
Similarly, the music industry, which for decades
focused on hardware, tapes and CDs, has
transitioned to digital downloads and online
streaming, also a creative service. These shifts
are not without knock on effects — often impacting
the nature of work, ownership, and particularly in
the creative industries, royalties.

As we move toward a more connected, integrated,
and creative future, these are a few of the meta-
trends on the horizon.

THE DIGITAL DISPOSITION

The symbiosis between the creative and digital
worlds should come as no surprise. Creative
content interlaces with, and gives visual life to,
the digital world. It thus stands to reason that the
digital environment would be the fertile ground
from which a more integrated, synchronized
creative economy could operate, by pulling on
the many levers of the creative industry: writing,
design, video, software, music, publishing,
photography, performance art, games, research
and development (R&D), among others (UNCTAD
IER, 2017).8

Attached to this digital-creative economy nexus
are advances in big data capture and analytics,
augmented reality (AR), artificial intelligence (Al),
virtual reality (VR), blockchain, digital marketing
and online advertising, to mention a few (see WEF
2017).°

7

http://unctad.org/meetings/en/SessionalDocuments/cilmem4d14_en.p
df

8 http://unctad.org/en/PublicationsLibrary/ier2017_en.pdf

¢ http://unctad.org/en/PublicationsLibrary/ier2017_en.pdf
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http://unctad.org/en/PublicationsLibrary/ier2017_en.pdf
http://unctad.org/en/PublicationsLibrary/ier2017_en.pdf
https://www.weforum.org/agenda/2017/05/these-four-technologies-will-shape-the-creative-economy/
https://www.weforum.org/agenda/2017/05/these-four-technologies-will-shape-the-creative-economy/
http://unctad.org/meetings/en/SessionalDocuments/c1mem4d14_en.pdf
http://unctad.org/meetings/en/SessionalDocuments/c1mem4d14_en.pdf
http://unctad.org/en/PublicationsLibrary/ier2017_en.pdf
http://unctad.org/en/PublicationsLibrary/ier2017_en.pdf

This new creative-digital ecosystem has led some,
such as Hartley, Wen and Li (2015)*° to argue that
we now live in the ‘creative era’. While this claim
may be disputed, the knitting together of
information, media, creative content, and the
digital sphere is a movement that has allowed for
the rapid globalization of ideas and information.
In turn, this has unlocked the creative economy’s
growth potential, although not equally for all.

PwC, in their recent 2018 Entertainment and
Media (E&M) report* recognise there is a new
wave of convergence, connections, and trust in
the media ecosystem, arguing that the thick
borders that once separated E&M, technology
and telecommunications — and sectors within
them - are dissolving. “Large access providers
and platform companies are integrating vertically,
while established giants are integrating
horizontally. Companies that once offered only
technology and distribution are moving into
content. The distinctions between print and
digital, video games and sports, wireless and
fixed Internet access, pay-TV and over-the-top
(OTT), social and traditional media are blurring”
(2018: 4).

It is in this fuzzy terrain that the future of the
creative industries and the strengthening of the
creative economy lies. PwC identifies five key
drivers of change*impacting creative producers:
(1) ubiquitous connectivity, (2) the mobile
consumer, (3) need for new sources of revenue,
(4) the shift to platforms, and (5) personalisation.

While these key drives are certainly noteworthy,
content remains king, with creative workers often
at the forefront of content generation. The internet
is also how most people access content, whether
for information or entertainment. Content — and
access to it — forms the bedrock of the creative
economy, the system that turns ideas and
creative work into profit (Howkins, 2002, 2007%3;
UNCTAD Creative Economy report, 2010%4).

As connectivity increases, especially among
mobile users in developing countries, the level
and demand for quality content will increase,
together with demand for more creative goods
and services. This has resulted in the creation of
more and new, but not necessarily, stable jobs
(ILO, 2016);* UNCTAD World Investment Report
2017).%®

° http://sk.sagepub.com/books/creative-economy-and-culture

1 https://www.pwc.com/gx/en/industries/tmt/media/outlook.html
https://www.pwc.com/gx/en/entertainment-
media/outlook/perspectives-from-the-global-entertainment-and-
media-outlook-2018-2022.pdf

13 http://www.creativeeconomy.com/book.htm

4 http://unctad.org/en/Docs/ditctab20103_en.pdf
Bhttps://www.ilo.org/wecmsp5/groups/public/---dgreports/---
dcomm/documents/publication/wcms_534201.pdf
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The challenge will be how to monetize this and
increase the fair spread of the digital spoils in a
context where “social media and technology
platforms, and not publishers (content creators
and packagers), have often been the primary
beneficiaries of users’ growth in time and
spending” (PwC, 2018). There is also room for
better governance and policy in this fast-
changing space, to protect consumers and
producers.

INFLUENTIAL META-TRENDS

Screen time: Multi-screening, or the use of
multiple devices at the same time, means
that people may be watching content on one
screen, engaging in  social media
commentary on another, and making
purchases on a third, all simultaneously.
Viewers become instant consumers. This has
implications for marketing and advertising (a
creative service) and for film, television, as
well as the on-demand and content
production industries®” which are all striving
to create more immersive entertainment
environments (Newman, 2017).

Machines, new realities & tech strategy:
There are some projections that Al, AR, VR,
and blockchain will play a crucial role in
shaping the creative economy (for example,
see WEF, 2017). Generally, Al could have a
pervasive impact on all types of companies
involved in E&M and could become the
industry’s new battleground, according to
PwC (2018) and McKinsey&Company. '8
Current projections for Al spending are set to
top $30 billion*® by 2025, and are indicative
of a lucrative future. Al could also
fundamentally change the entire creative
process, says Newman (2017). He provides
the example of a new wave of computer-
human ‘collaboration’, where companies are
already using Al to create effective movie plot
points based on box office performance, and
quickly cut trailers. One company’s Al
technology created a final trailer within 24
hours — far less than the usual 30 days
needed for a manual edit. But it comes with
its challenges, especially regarding the initial
cultural biases at the point of coding, which
could favour specific geographic locations,
genders, and perspectives. Al is not the only
high impact trend. The total immersion

16 https://unctad.org/en/PublicationsLibrary/wir2017_en.pdf
Yhttps://www.forbes.com/sites/danielnewman/2017/04/25/top-six-
digital-transformation-trends-in-media-and-
entertainment/#13f95a966729

18 https://www.mckinsey.com/industries/media-and-entertainment/our-
insights/how-can-creative-industries-benefit-from-blockchain

19 https://www.futurum.xyz/machine-learning-already-changing-
entertainment-industry/



http://sk.sagepub.com/books/creative-economy-and-culture
https://www.pwc.com/gx/en/industries/tmt/media/outlook.html
http://www.creativeeconomy.com/book.htm
http://unctad.org/en/Docs/ditctab20103_en.pdf
https://www.ilo.org/wcmsp5/groups/public/---dgreports/---dcomm/documents/publication/wcms_534201.pdf
https://unctad.org/en/PublicationsLibrary/wir2017_en.pdf
http://sk.sagepub.com/books/creative-economy-and-culture
https://www.pwc.com/gx/en/industries/tmt/media/outlook.html
https://www.pwc.com/gx/en/entertainment-media/outlook/perspectives-from-the-global-entertainment-and-media-outlook-2018-2022.pdf
https://www.pwc.com/gx/en/entertainment-media/outlook/perspectives-from-the-global-entertainment-and-media-outlook-2018-2022.pdf
https://www.pwc.com/gx/en/entertainment-media/outlook/perspectives-from-the-global-entertainment-and-media-outlook-2018-2022.pdf
http://www.creativeeconomy.com/book.htm
http://unctad.org/en/Docs/ditctab20103_en.pdf
https://www.ilo.org/wcmsp5/groups/public/---dgreports/---dcomm/documents/publication/wcms_534201.pdf
https://www.ilo.org/wcmsp5/groups/public/---dgreports/---dcomm/documents/publication/wcms_534201.pdf
https://www.pwc.dk/da/presse/2018/pwc-outlook18.pdf
https://www.forbes.com/sites/danielnewman/2017/04/25/top-six-digital-transformation-trends-in-media-and-entertainment/#13f95a966729
http://www3.weforum.org/docs/39655_CREATIVE-DISRUPTION.pdf
https://www.mckinsey.com/industries/media-and-entertainment/our-insights/how-can-creative-industries-benefit-from-blockchain
https://www.futurum.xyz/machine-learning-already-changing-entertainment-industry/
https://www.forbes.com/sites/danielnewman/2017/04/25/top-six-digital-transformation-trends-in-media-and-entertainment/#13f95a966729
https://unctad.org/en/PublicationsLibrary/wir2017_en.pdf%C2%A8
https://www.forbes.com/sites/danielnewman/2017/04/25/top-six-digital-transformation-trends-in-media-and-entertainment/#13f95a966729
https://www.forbes.com/sites/danielnewman/2017/04/25/top-six-digital-transformation-trends-in-media-and-entertainment/#13f95a966729
https://www.forbes.com/sites/danielnewman/2017/04/25/top-six-digital-transformation-trends-in-media-and-entertainment/#13f95a966729
https://www.mckinsey.com/industries/media-and-entertainment/our-insights/how-can-creative-industries-benefit-from-blockchain
https://www.mckinsey.com/industries/media-and-entertainment/our-insights/how-can-creative-industries-benefit-from-blockchain
https://www.futurum.xyz/machine-learning-already-changing-entertainment-industry/
https://www.futurum.xyz/machine-learning-already-changing-entertainment-industry/

offered by virtual and mixed reality will also
be a disruptor, especially for experiential
media. According to the United Kingdom’s
Creative Alliance,?® 78% of millennials would
rather purchase an experience than a
product. They also note that millennials
respond better to product marketing that
focuses on an idea, or lifestyle, rather than
solely on a product. Married to virtual and
mixed reality, the ‘experience economy’ will
boom, benefiting the creative industries
associated with it. Developing economies
with the ability to take up Al, AR, and VR
could invest in ensuring they skills to deliver
these innovations and to generate insights
and content using these technologies, rather
than risk becoming pure recipients.

Visual Content: Audio-visual content is
dominating the digital landscape, leading to
the proliferation of many smaller operators,
including photographers, videographers,
bloggers, music producers and cross-cutting
multi-media specialists. This has an impact
on labour dynamics and the changing nature
of work. Howe (2016) # on the creative
economy, says: “with lower barriers to entry,
amateur creators and performers are flooding
the market—but more as hobbyists than full-
time professionals. Artists cobbling together
freelance gigs alongside a day job is nothing
new. But now they’re competing against an
infinite supply of people ... who will work for
peanuts. Aging in are ‘new media’
occupations at the other extreme: market-
driven, entrepreneurial work with erratic
income streams and no guarantees. In a
nutshell, there are fewer salaried cellists and
more royalty-earning YouTube celebrities”.
The changing nature of work is explored
below, but the union between content
production and the future of creative work
cannot be denied. Developing economies do
have an edge here, they are home to a huge
population of younger, more tech-hungry
consumers, who also want to see themselves
reflected in the content being produced. This
situation creates an opening for new voices
and perspectives from the developing world.

Online Advertising: Online advertising is set
to grow exponentially, and with it, sub-
services from the creative industries. This
includes data analytics, Al, design, audio-
visual, augmented, as well as mixed and
virtual reality, animation, copywriting and
many more. As the advertising and marketing
sector adapts to the digital age, it will support

2 https://creativealliance.org.uk/millennial-trends-that-creative-

the creative economy, while simultaneously
allowing creative producers to market their
products and services for a fraction of the
cost of traditional ads. However, there is a
caveat. The marketplace is global and the
fight for digital attention intensely
competitive. Targeted online advertising will
manage who sees what and why. However,
the tension between this form of targeting
and privacy will continue to shape the
industry well into the future. The value of
data, and making sense of it, will also
magnify. Advertising revenue is likely to
consolidate with the digital giants, meaning
less revenue for traditional media outlets and
platform providers if they do not innovate and
adapt, and even less for smaller businesses.
Developing economies are in danger of being
mere recipients of these technological
innovations rather than shaping its future
direction. However, since most of the world’s
young people, future consumers, live in
developing economies, creative
entrepreneurs in these countries would do
well to focus on addressing specific regional
needs using technology and creativity. They
can then use existing platforms to build scale
for their contextually unique businesses,
using online advertising, before this space is
cannibalised by more advanced economies.

Fashion forward: Millennials lead in setting
tech trends, especially those influencing the
creative industries, though not equally across
the developing and developed worlds. A
good illustration is fashion, which will change
radically as ‘wearables’, or the incorporation
of technology platforms into clothing and
accessory design, becomes more popular
among__millennials. 2 The relevance of
wearables in developing countries remains to
be seen, but it could impact the fashion
industry. Design from these countries is not
only gaining popularity on ramps around the
world but has a distinct local flavour and
appeal. In this context, wearable innovations
created specifically for developing world
challenges could be revolutionary. Solar
powered, light emitting backpacks and
jackets that can charge phones, are but one
example of this type of wearable. These
innovations could potentially protect and
connect people, help create microgrids, light
the way in poorly electrified areas, and
generally improve daily lives in developing
economies.

industries-cant-ignore/
2 https://www.forbes.com/sites/neilnowe/2016/08/31/the-new-rules-
of-the-creative-economy/#79e226b8644b
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EQUALLY IMPORTANT
EVOLUTIONS

Other important trends are more strategic. They
will require careful coordination and navigation of
the complex policy, bi- and multilateral, and
global advocacy topography to advance support
and understanding of the creative economy as a
route to economic diversification. Some
important considerations include:

Future of work: This is a critical issue as
technological innovation, automation and Al
combine to produce exponential change,
mainly aimed at ‘labour saving’ tactics to
enhance productivity and competitiveness
ILO, 2016). Digital transformation 2* will
continue to alter the labour landscape in the
years to come, however this is likely going
occur unevenly across different regions. The
changes are likely to be so unprecedented
and swift that it is difficult to assess what the
impact will be, especially on labour. The ILO
(2016) > and UNCTAD World Investment
Report (2017)2° both consider the possible
scenarios for job  destruction and
construction as digital transformation
gathers momentum. The creative economy
offers an interesting lens through which to
examine this future. Creative workers have
already been operating precariously in the
gig economy for decades (Standing, 2011;
UNCTAD, |ER, 2017). Proposals to support
artists with universal basic income because
of their cultural value add, have leaked over
to general thinking about the options for a
‘jobless future’. Alternatively, precarious
ways of working demonstrate the potential
pathways for new jobs and occupations. The
UNCTAD Information Economy Report
(2017), for example, outlines the potential in
‘cloud work’. “Digital labour platforms can
also offer solutions to challenges such as
skills mismatches, informal employment,
youth unemployment and underutilization of
skills of the workforce. These platforms are
expanding opportunities for web designers,
coders, search engine optimizers, designers,
translators, marketers, accountants and
thousands of other types of professionals to
sell their services to clients in foreign
countries” (UNCTAD IER, 2017: 48). The ILO
has noted there will be regional variations in
job destruction and specialization based on
country specific factors (ILO, 2016: 5, 6).
They also show that labour saving process
technologies will increase leisure time,

% http://unctad.org/en/PublicationsLibrary/tn_unctad_ict4d08_en.pdf
2https://www.ilo.org/wecmsp5/groups/public/---dgreports/---

dcomm/documents/publication/wcms_534201.pdf

% http://unctad.org/en/PublicationsLibrary/wir2017_en.pdf
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swelling the demand for leisure related
activities. A significant portion of this growth
will be fed by creative expertise in music, film,
television, and gaming. In addition, good
judgement, creative thinking and problem
solving will also be a critical soft skill for
employees working with smart machinery —
skills often learnt through creative practice
(ILO, 2016: 8). Developing economies need
to prepare for this future of work by focusing
on soft skills as well as strong cognitive,
adaptive, and creative skills development
(much of which is transferred through arts
and creative education) (UNCTAD IER
2017). % Calls for a move from Science,
Technology, Engineering and Mathematics
(STEM) to ‘STEAM’ education, which
includes arts training, are mounting in
support of this argument.

Policy pace: Simply put, government policy,
especially in developing economies struggles
to keep pace with this fast-moving
environment (see (UNCTAD eCommerce
Week Summary, 2018). This situation is likely
to get worse, unless quicker adaptation
becomes the policy-making norm. This is not
easy, though there are some innovative
methodologies for trying to make policy more
responsive, such as efforts to ‘crowdsource
policy’. In the creative economy policy space,
it makes sense to separate the usually
integrated ‘cultural’ and ‘creative’ policy.
Currently many countries combine them.
However, they serve two separate but related
objectives, one commercial, and one cultural.
As the creative-digital enmeshment expands,
it will become increasingly difficult to avoid
the separation of the two. But in the interim,
strategies that support this thinking can be
applied and tested, especially in developing
countries, where policy gaps and slippages
present an opportunity for change.

Just another block in the chain: While
complex, blockchain presents numerous
opportunities for creatives, especially in the
arenas of intellectual property (IP) and
payments. The challenge is that blockchain
focuses on digital assets and not physical
products. Unlike physical products that can
be managed and placed in inventory,
practices for monitoring usage rights and
copyright in the digital world, are more
complex and often inefficient. Blockchain is
changing that and can be leveraged to
protect IP, for example, see Proof of

https://www.independent.co.uk/student/student-life/Studies/stem-vs-

steam-how-the-sciences-and-arts-are-coming-together-to-drive-
innovation-a7047936.html
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Existence’s certification chain. Blockchain
helps wusers manage their intellectual
property using digital certificates, user
identification, and permission control. Unlike
physical art, for example paintings or
sculpture, digital art, such as design or video,
can be stored as a part or whole on the
blockchain itself. An example of this is
KodakOne, ?* Kodak's *“image rights
management platform,” for photographers
and designers. It is used to manage usage
rights by accepting payment and recording
who has rights to use the IP, while being
maintained on the distributed ledger. Also,
buying art with cryptocurrency could cut out
the middlemen involved, which potentially
means more revenue for artists.
McKinsey&Company ?* see blockchain
influencing the creative economy in five
ways: (1) Enabling ‘smart contracts’; (2)
establishing transparent peer-to-peer
transactions; (3) promoting efficient, dynamic
pricing; (4) allowing ‘micrometering’ or
‘micromonetizing’; (5) establishing a
reputation system. In the absence of more
formal markets and access to banking,
developing economies could use blockchain
technology to support the growth of local
creative economies, sidestepping some of
the entrenched models. Ironically the
adoption of this technology could also tie
developing economies to more traditional
models as middlemen who are forced out of
the developed markets seek to consolidate
losses.

E-Commerce: A recent UNCTAD update?®
on e-commerce figures for 2016 show it is a
prominent feature of the evolving digital
economy, with global e-commerce sales
amounting to $25.7 trillion in 2016 ($22.9
trillion for B2B plus $2.7 trillion for B2C).
While there is limited e-commerce data and
statistics for most developing countries,
better reporting can help policy-makers.
From the creative economy standpoint, e-
commerce is a viable next step for scaling
creative businesses. However, uptake,
infrastructure, access and data remain key
stumbling blocks for fully fledged e-
commence to take hold in developing
countries. Policy and infrastructure levers
remain critical, alongside building trust
among a potential market in developing
economies.

2" https://kodakone.com/
2 https://www.mckinsey.com/industries/media-and-entertainment/our-
insights/how-can-creative-industries-benefit-from-blockchain
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CONCLUSIONS

Today uncertainty is pervasive and impacts all
areas of the economy, creative and otherwise. In
some cases, borders are becoming blurred, while
in others, trade walls rise. Traditional political and
trade allegiances are also shifting. Meanwhile, the
planet’s environmental systems are under
immense pressure. In this context, what role is
there for the creative economy?

The trade in creative goods and services shows
there is some resilience to be found in the creative
economy. Equally, there is significant scope to
activate creative economies by leveraging digital
disruption and new technologies. The evidence is
clear — digital and creative convergence is paving
the pathway into the future. The uptake of this
opportunity in developing countries will be
determined by a complex mix of demand, policy,
funding, skills development and the prioritization
of the digital agenda.

Digital disruption looks set to completely re-
shape trade, and the world as we know it. For
developing countries, it will shift markets and jobs.
Coupled with increased infrastructure needs and
the mismatch between education and the job
market — and the required soft skills — it is critical
that developing countries plan by paying
attention to emerging trends and move quickly,
and sustainably, to catch the digital headwinds.
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GLOBAL TRENDS IN

WORLD TRADE OF
CREATIVE GOODS

The Creative Economy is both a resilient, and
expanding sector and with a global impact

Despite the challenges facing the global economy,
the world creative economy has shown itself to
be both somewhat resilient and growing. The
protracted impact of the 2008 financial crisis
notwithstanding, the creation, production and
distribution of creative goods generated an
annual average growth rate of 7.34% per cent
during the period 2003-2015. The creative
economy continues to make a significant
contribution to world trade. World exports of
creative goods, increased from $208 billion in
2002 to $509 billion in 2015 (Chart 1), more than
double during the 13-year period.

Chart 1. World exports of Creative Goods
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Source: UNCTAD, based on official data reported to UN COMTRADE
Database

However, it is worth noting the loss of dynamism
in the exports of creatives goods in 2015, which
showed a decrease of nearly 14 per cent
compared to 2014. Weaker demand in developed
countries, rising political and economic tensions
and a challenging international environment can
partly explain the recent drop in cultural
exchanges.
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Chart 2. Exports of Creative Goods
by Economic Groups, 2002 -2015
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As seen in Chart 2 above, in 2015, developing
economies participation in creative goods trade
was higher than in developed economies.
Transition economies participation remained low.

Europe, United States and Canada are leading
creative goods exports from the developed
economies group as shown in Chart 3 below.

Chart 3. Creative goods: Exports from all

developed economies
(in billions of $)
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China and the South East Asia region account for
the largest share of creative goods exports from
the developing economic group, which includes
Hong Kong, China; India; Singapore; Thailand;
Malaysia; Taiwan, Province of China; and Turkey.
See Chart 4 below. It is worth noting that China
remains the number one exporter of creative
goods in the world.



Chart 4. Creative goods:Exports from all

developing economies
(in billions of $)
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KEY PLAYERS IN THE GLOBAL
MARKET FOR CREATIVE GOODS
EXPORTS

A list of the worlds’ 10 leading exporters of
creative goods in 2015 shows that five of the top
countries are from Europe, four from Asia and
one from the Americas. See Chart 5 below.

Chart 5. Ceative goods: Top 10 exporters

worldwide, 2015
(in billions of $)
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From the developed economies group, the United
States, France, Italy, United Kingdom, and
Germany, are leading creative goods exporters
(See Table Il for full list). Design products such

21

as fashion, interior design and jewellery goods
account for 54 per cent of creative goods
exports. Visual arts including antiques, paintings,
and photography (17%), and publishing
including books and newspapers and new
media which are high-growth sectors of the
creative industries and which together make 16,5
per cent of total exports from developed
countries, in 2015.

Table Il. Developed countries: Top 20 creative goods
exporters, 2015

(in millions of US$)

Year 2015
United States 40.504
France 34.446
Italy 26.672
United Kingdom 25.926
Germany 25.882
Switzerland 14.980
Netherlands 9.391
Poland 7.434
Belgium 7.056
Japan 6.631
Czechia 6.277
Canada 6.188
Spain 5.968
Austria 4.513
Denmark 3.202
Sweden 2.920
Portugal 1.409
Slovakia 1.356
Ireland 1.329
Hungary 1.324

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Developing economies leading creative goods
exporters include China, Hong Kong (China),
India, Singapore, Taiwan Province of China,
Turkey, Poland, Thailand, Malaysia and Mexico
(See Table Il for full list). Design goods such as
fashion and accessories, interior design, toys and
jewellery, account for 70 per cent, followed by art
crafts and new media both accounting for 20 per
cent of total exports from developing countries.



Table Ill. Developing countries: Top 10 creative
_goods exporters, 2015
(in millions of US$) 2015

Economy

China 168.507
Hong Kong (China) 27.872
India 16.937
Singapore 10.277
Taiwan Province of China 8.671
Turkey 8.690
Thailand 6.105
Malaysia 6.066
Mexico 5.447
Philippines 1.010

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Although the economies in transition still play a
marginal role in world markets of creative goods,
there are several economies to watch as rising
stars in the creative industries, including
Romania and the Visegrad Group (or V4, which
includes the Czechia, Hungary, Poland and
Slovakia). In Romania, the Government is
investing in  creativity, innovation and
performance. “Romania Start Up Nation” with an
annual budget of €438 million is an example to
stimulate SMEs specially in the field of ICTs and
creative industries®. The Visegrad Group, signed
the “Warsaw Declaration” on innovation in
the region in2017 to strengthen collaboration
in research, technology, innovation and
digitization.

Table IV. Transition Economies: Top 10 Creative
Goods Exporters, 2015

(in millions of US$) 2015

Economy

Russian Federation 1.572
Ukraine 452
Belarus 420
Serbia 248
Bosnia and Herzegovina 159
Republic of Moldova 55
Kazakhstan 48
The former Yugoslav Republic of 29
Macedonia

Albania 22

30 Romania’s government Plans to Grow the Country’s already High ICT
Reputation, Emerging Europe, 2017.
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Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Creative goods exports from transition
economies stood only at $3 billion in 2015,
however exports grew at annual rates of 7,87
per cent during the period 2005-2015.

World exports of creative goods by product
groups showed that design, visual arts, art crafts,
new media and publishing are the most dynamic
sectors in international trade in 2015. See Chart 6
below.

Chart 6. Creative Goods: World
exports (share %) by Product Groups,

2015
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GLOBAL TRENDS IN WORLD
IMPORTS

World imports of creative goods increased from
$227 billion in 2002 to $454 billion in 2015. A
slight decline in imports was recorded in 2015,
down from $490 billion in 2014 to $454 billion in
2015. However, the trend in world demand of
creative goods remained stable during the last
decade showing annual growth rates of 5.10
percent. See Chart 7 below.
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Chart 7. World Imports of Creative Goods
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In terms of the top 10 importers worldwide, the
United States accounts for 23 per cent of total
imports of world trade in creative goods,
followed by France; Hong Kong, China; United
Kingdom; Germany Switzerland; Japan; China;
Canada and Italy. See Chart 8 below.

Chart 8. Creative goods: Top 10

importers worldwide, 2015
(in billions of $)
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Charts 9 and 10 below show the share of imports
by creative goods products for year 2002 and
2015. Developed economies, particularly Europe
and North America, are the largest importers of
design goods, new media and art crafts.
Developing  countries,  particularly  Asian
economies are leading importers of design goods,
new media, audiovisuals and visual arts.
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Chart 10. Imports of creative goods, by
group, 2015
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TRADE BALANCE IN CREATIVE
GOODS

The available data shows that world exports more
than double from $208 billion in 2002 to $510
billion in 2015 while imports nearly double
from$227 billion in 2002 to $454 billion in 2015
generating a trade surplus of $55 billion in 2015.
See Chart 11 below.



Chart 11. Creative goods: Global
creative goods trade balance
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In 2002, China posted the highest trade surplus
globally. This trend continued and increased from
$29 billion in 2002 to $154 billion in 2015 due to
significant increase in exports. The United States
conversely registered a massive trade deficit of
$52 billion in 2002, up to $65 billion in 2015.
Interestingly, the creative economy is reflecting
the status quo of the broader Chinese and United
States economies in terms of surplus/ deficit. See
Charts 12 and 13 respectively.
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Chart 12. Creative Goods Top 10 Surplus
and Deficit Countries in 2002
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Chart 13. Creative Goods Top 10 Trade
Surplus and Deficit Countries in 2015
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REGIONAL ECONOMIC GROUPS IN
WORLD MARKETS

As shown in Table V, ASEAN+ 3% |eads the
exports of creative goods during the period
2002-2015 followed by the 27-member European
Union. Both regional economic groups dominate
the market of exports of creative goods.

Table V. Creative goods: Exports by regional
economic group, 2002,2015
Value (in millions of $) | Market
share (%)

2002 2015 2015
America
FTAA 32.403 54.145 10.4
NAFTA 30.205 52.139 10
MERCOSUR 829 1.010 0.2
Asia
ASEAN (10) 9.347 23.462 4.5
ASEAN (3) 49.021 198.600 39.6

31 Brunei Darussalam, Cambodia, Indonesia, Lao People's Democratic
Republic, Malaysia, Myanmar, the Philippines, Singapore, Thailand, and
Viet Nam plus China, Japan, and Republic of Korea
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Africa

SADC 573 777 0.1
Europe
EU27 85.119 170.783 32.7

International

ACP 1.173 903 0.1
LDCs 100 299 0
SIDS 89 155 0

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

SOUTH-SOUTH TRADE IN CREATIVE
GOODS

South-South trade continues to be a vibrant
avenue for future trade growth. Chart XIV shows
that the South’s exports to the rest of the world
more than tripled from $84 billion in 2002 to $265
billion in 2015, making for a 31 per cent
increase during the period. Growth is driven by
Asian economies as illustrated in Table V above.
Developing Asian economies contribute to 52 per
cent of exports of creative goods to the world.

Chart 14. Creative goods: Developing
economies exports to the world
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According to UNCTAD, the dynamic South - a
new breed of energetically growing developing
countries is taking a more significant place in
world trade and investment. This phenomenon
has also led to a rapid expansionin trade among
developing countries. (See Chart 15). South-
South trade in creative goods, especially in Asia,


https://unctad.org/en/pages/PublicationArchive.aspx?publicationid=1176

East Asia and South East-Asia is a major
locomotive of South-South trade in general.

Chart 15. South-South trade in
creative goods among Developing
economies
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SECTORAL: ART CRAFTS,
ARCHITECTURE, DESIGN, FASHION,
MEDIA, PERFORMING ARTS,
TOURISM, RELATED SECTORS

Sectoral overview: Art Crafts

The international trade in Art Crafts totalled $35
billion in 2015. The global market for art crafts is
expanding, world exports increased from $19.9
billion in 2002 to $35 billion in 2015 with an
annual average growth rate of 4.42 per cent
during the period 2003-2015. Art crafts continue
to be among the most important creative industry
sector for export earnings for developing
countries. The products with highest penetration
in world markets include carpets, celebration
items, yarns products and wickerwork.

Table VI Art Craft: Top 10 exporters worldwide, 2015

Economy 2015

China 17.383
Turkey 2.754
Hong Kong (China) 1.759
India 1.592
Belgium 1.566
United States 1.399

26

Taiwan, Province of China 1.063
Germany 1.029
Netherlands 916
Italy 885

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Table VII lists the top 10 exporters of Art crafts
from developing countries for 2015. The list is
headed by China followed by Turkey; Hong Kong,
China; India; Mexico; China; Taiwan, Province of
China; Pakistan; Saudi Arabia; El Salvador; and
Brazil. EI Salvador, Turkey and China have the
highest annual average growth rates followed by
Pakistan and India in terms of exports of Art
Crafts.

Table VII. Art crafts: Top 10 exporters among
developing economies, 2015

Value (in | Market Annual  Avg.

millions of | share Growth rate
$) (%) (%6)2003-2015
China 17.383 48.7 12.9
Turkey 2.754 7.7 13.58
Hong 1.759 4.9 -4.32
Kong
(China)
India 1.592 4.5 6.31
Mexico 222 0.6 -3.09
Taiwan, 1.063 3.0 4.05
Province
of China
Pakistan 138 0.4 -11.07
Saudi 102 0.3 -0.02
Arabia
El 70 0.2 32.08
Salvador
Brazil 67 0.2 -1.21

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

The top 10 exporters of Art Crafts from
developed economies, is headed by Belgium
followed by the United States, Germany, the
Netherlands, Italy and France. It is noteworthy
that among the developed economies, the
Netherlands shows the highest growth rates in
terms of exports with a 3.82 annual average
growth rate for 2015 followed by Poland and
Spain. See Table VIII below.



Table VIII. Art crafts: Top 10 exporters among
developed economies, 2015

Value (in millions of | Market share

$) (%0)

Belgium 1.566 4.38
United 1.399 3,92
States

Germany 1.029 2.88
Netherlands 916 2.56
Italy 885 2.48
France 550 1.54
Spain 468 1.31
United 407 1.14
Kingdom

Austria 289 0.81
Poland 260 0.73

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Sectoral overview: Visual Arts

In the visual arts, value inherently lies in the
exclusivity and originality of an artwork. Each
piece has its own value and includes different
artistic disciplines from various sub-categories.
They comprise antiques, painting, sculpture,
photography as well as engravings and carvings
and ornaments. The top 10 exporters of visual
arts worldwide are shown in Table IX below.

Table IX. Visual Arts: Top 10 exporters worldwide,
2015

Year 2015
Economy

France 14.541
United States 11.706
United Kingdom 9.433
China 8.894
Switzerland 1.844
Germany 1.432
Hong Kong (China) 892
Japan 683
Italy 628
Singapore 396

Source: UNCTAD, based on official data reported to UN COMTRADE

Table X below lists the top 10 exporters from
developed economies headed by France, United
States, United Kingdom, Switzerland, Germany,

32 China’s Art Market is Booming but not for Foreigners. The Diplomat,
2017.
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Italy, Netherlands, Canada, Belgium and Austria.
France is the main centre for the European art
exports of paintings and drawings and posts
the highest growth rates for the period 2012-
2015 with a 74.22 per cent.

Table X. Visual Arts: Top 10 exporters among
developed countries, 2915

Value (in = Market | Annual Avg.

millions share Growth rate
of $) (%)
Exporter 2015 2015 2003-2015
France 14.541 27.1 13.67
United 11.706 21.8 9.21
States
United 9.433 17.6 4.36
Kingdom
Switzerland 1.844 3.4 5.92
Germany 1.432 2.7 4.26
Italy 628 1.2 6.20
Netherlands 363 0.7 4.26
Canada 337 0.6 (-4.52)
Belgium 264 0.5 0.41
Austria 249 0.5 8.19

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Contemporary art from developing countries has
continued to expand. Table XI shows that China
is leading the exports of visuals arts from the
developing economies group, followed by Hong
Kong, China; Singapore; India and Taiwan
Province of China. It is worth noting the Brazil has
the highest annual average growth rate (24.80 per
cent) for exports of visual arts confirming the
current expansion of the Brazilian art market, in
particular of modern art connected with the
emergence of a wealthy middle class. China’s
visual arts market is also growing at rates of
14.77 per cent. China has prioritized the
development of a cultural industry as a means to
create jobs, establish internationally competitive
creators of content, and exercise “soft power” by
promoting Chinese culture overseas®. Chinese
cultural companies are rapidly expanding at
home and abroad. Singapore’s visual art
exports are growing at 12.64 per cent and art
events and art organizations have steadily
increased in Singapore.



Table XI. Visual arts: Top 10 exporters among
developing economies, 2015

Value (in | Market Annual Avg.
millions of | share Growth rate

$) (%)
Exporter 2015 2015 2003-2015
China 8.894 16.56 14.77
Hong Kong 892 1.66 2.74
(China)
Singapore 396 0.74 12.64
India 181 0.34 (-6.23)
Taiwan, 176 0.33 7.29
Province of
China
Brazil 125 0.23 24.80
Mexico 111 0.21 (-2.29)
Philippines 58 0.11 (-6.23)
Thailand 57 0.11 (-1.65)
South Africa 40 0.07 6.53

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Sectoral overview: Design Industries

Design continues to be the leading sub-group in
the world market for creative industries. World
exports of design nearly tripled from $118 billion
in 2002 to $318 billion in 2015. This category
includes interior design, fashion articles,
jewellery, glassware, toys and architecture
materials. The share of design products in total
exports of creative goods remained stable. Italy
and China remained leading exporters of creative
industry products thanks to their competitive
position in the production and trade of design
goods. Table XII shows that Czechia,
Switzerland and France posted the highest
annual average rates of growth among developed
countries for the period of 2003-2015.

Table XIl. Design: Top 10 exporters among
developed economies, 2015

Value (in | Market Annual

millions of = share (%) @ Avg.

$) Growth
Exporters 2015 2015 2003-2015
Italy 23.591 18.03 4.24
United 16.900 12.91 8.54
States
France 16.078 12.29 8.96
Germany 13.481 10.3 4.65
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Switzerland 12.105 9.25 12.10

United 10.266 7.85 5.81
Kingdom

Netherlands 4.067 3.11 6.96
Spain 3.976 3.04 4.45
Poland 3.932 3.0 6.47
Czechia 3.903 2.98 14.31

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Table XIll shows that the top 10 exporters of
design goods from developing countries are
China; Hong Kong, China; India; Thailand;
Singapore; Mexico; Malaysia; Taiwan Province of
China; Philippines; Macao, China. China is by far
the leading exporter of design goods, accounting
for 65 per cent of total exports from the
developing countries group. Singapore and India
posted the highest annual average growth rates
for the period 2003-2015.

Table XIII. Design: Top 10 exporters among developing
economies, 2015

Value (in | Market Annual Avg.
millions of $) | share (%) | Growth

Exporters 2015 2015 2003-2015
China 122.357 65.86 14.86
Hong Kong 19.658 10.58 1.18
(China)

India 14.664 7.89 15.16
Thailand 5.323 2.87 7.27
Singapore 4.288 2.31 16.73
Mexico 3.679 1.98 4.17
Malaysia 3.729 2.01 6.65
Taiwan, 1.989 1.07 2.19
Province of

China

Philippines 716 0.39 2.33
Macao 156 0.08 5.50
(China)

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Sectoral overview: Publishing and Printed
Media

Publishing and printed media constitutes an
important subgroup of creative industries. It
includes all kinds of literary productions
translated into books (novels, poetry, educational,
professional, etc.) and the printed media
translated into all kinds of news circulated as
newspapers, magazines, and others. Table XIV
shows that the top 10 exporters among
developing countries included China; Hong Kong,



China; Singapore; Mexico; India; Malaysia;
Taiwan Province of China; Peru; and Philippines.

Table XIV Publishing and printed media: Top 10
exporters among developing economies, 2015

Value (in Market Annual
millions of share Avg.
%) (%) Growth
Exporters 2015 2015 2003-
2015
China 3.186 45.50 13.54
China, Hong 1.614 23.09 211
Kong SAR
Singapore 624 8.90 3.98
Mexico 374 5.35 151
India 252 3.60 9.21
Malaysia 207 2.96 4.07
Taiwan, 158 2.26 9.12
Province of
China
Thailand 70 1.00 -1.54
Peru 53 0.75 3.84
Philippines 11 0.15 -13.16

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Germany ranks first in the top 10 exporters of
publishing and printed media among developed
economies. The figures in Table XV show that
exports are at over four billion dollars,
approximately twice the value of imports. The
United States ranks second with total exports
worth of $3.9 billion however, its imports are
higher with $6.5 billion in 2015. The United
Kingdom ranks third in terms of exports and is
second-largest book publishing sector in
Europe, according to the Federation of
European Publishers.

33 Australia, Austria, Belgium, Bulgaria, Canada, Cyprus, Czechia,
Denmark, Estonia, Finland, France, Germany, Greece, Hungary, Iceland,
Ireland, Israel, Italy, Japan, Latvia, Lithuania, Luxembourg, Malta,

29

Table XV. Publishing and printed media: Top 10
exporters among developed economies, 2015

Value (in | Market Annual
millions of $) | share Avg.
(%) Growth
Exporters 2015 2015 2003-2015

Germany 4.131 16.10 -0.75
United 3.954 15.41 0.33
States
United 3.536 13.78 0.33
Kingdom
Canada 2.432 9.48 -6.73
France 1.563 6.09 -1.34
Poland 1.237 4.82 10.86
Netherlands 1.128 4.39 1.72
Italy 1.072 4.17 -1.52
Belgium 1.001 3.90 -1.50
Spain 957 3.73 -2.17

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

GLOBAL TRENDS IN

WORLD TRADE OF
CREATIVE SERVICES

CREATIVE SERVICES

Creative services are likely to become a fast-
growing sub-sector of the creative economy.
While difficult to measure, they are already
expanding alongside the digital and sharing
economies. They are also showing resilience to
economic pressures in times of uncertainty.
Equally they represent an opportunity for
developing economies, especially in the realm of
e-commerce.

Currently a more complete data set for creative
services is only available for 38 developed
countries * for the period 2011 to 2015. This
information provides some insight into the current

Netherlands, New Zealand, Norway, Poland, Portugal, Romania,
Slovakia, Slovenia, Spain, Sweden, Switzerland, United States, United
Kingdom, Bermuda, Faroe Islands,


http://fep-fee.eu/
http://fep-fee.eu/
http://fep-fee.eu/

role and future potential of the global creative
economy and creative services trade specifically.

As Table and Chart XVI show, trade in creative
services in developed economies remained
relatively stable between 2011 and 2015. The
average annual growth rate of trade in creative
services between 2011 and 2015 for developed
countries was at 4.3 per cent, more than double
that of all services. Because of this higher growth
rate, the share of creative services in total trade
in services has steadily increased from 17.3 per
cent in 2011 to 18.9 per cent in 2015. This
positive trend was maintained despite the global
slowdown in overall trade in services observed in
2014. There was a 1.6 per cent increase in the
share of all services for those countries over the
period.

Table XVI. Exports of creative services as a share of
total exports of services, developed economies,
2011 - 2015

2011 2012 2013 2014 2015

17,3% 17,6% 17,6% 18,2% 18,9%

Source: UNCTAD, based on official data reported to UN COMTRADE
Database

Chart 16: Exports of creative services as a
share of total exports of services,

developed economies, 2011 - 2015
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Source: UNCTAD, based on official data reported to UN COMTRADE
Database

342016 ITA Media and Entertainment Top Markets Report,
United States Department of Commerce
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CREATIVE SERVICES SNAPSHOTS
The United States’ Technology Innovations

As a marketplace, the United States is larger than
Asia, Europe, Latin America or the Middle East-
North Africa for media and entertainment. The
United States film industry posted $10.3 billion in
revenues in 2015, with box office receipts
growing at a steady rate of 7 per cent over 2014.%

The United States can have great influence on
creative outputs. Already Al has helped write
pop ballads, mimicked the styles of great painters
and informed creative decisions in filmmaking. It
is clear that as digital content and delivery
platforms continue infiltrating all forms of media
and expression, the role of Al will expand. An
example is the IBM Watson cognitive platform
used for the first ever Al-created movie trailer for
20th Century Fox’s horror flick, Morgan. Led by
John Smith, IBM Fellow and Manager of
Multimedia and Vision at IBM Research, the
project had Watson analyse the visuals, sound
and composition of hundreds of existing horror
film trailers. Watson then selected scenes from
the completed Morgan movie for editors to patch
together into the trailer—ultimately reducing
what could be a weeks-long process to one day.

United Kingdom where TV programmes make up
the Lion’s Share of European Union TV Content
Available on Netflix and iTunes

According to the European Audiovisual
Observatory, the main European countries of
origin for European Union 28 TV content in
Netflix’s catalogues are the United Kingdom with
160 titles (or 44% of the total European Union 28
TV titles available in the 8 Netflix catalogues
studied), France with 72 titles (20%) and
Germany with 52 titles (14%).

In the United Kingdom, IT, software and computer
services account for nearly $13 billion, growing at
rates of 11 per cent, followed by film, TV, video,
radio and photography at nearly $7 billion, in
2015. ® Furthermore, the number of United
Kingdom jobs in creative occupations grew by 6.4
per cent to 1.9 million in 2014, far outstripping the
2.1 per cent average job growth rate for the United
Kingdom economy.

China’s Ascent in the Film Market

China’s burgeoning cinema market is seeing an
average of 22 new screens unveiled each day.
Chinese box office surged by almost 50% over
2014 and it is likely to surpass that of the United
States. Alibaba Pictures, the entertainment arm

% The Creative Industries in the UK-CIC-UK to the World
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of Ma’s e-commerce giant closed adeal to co-
produce and co-finance movies with
Spielberg’s entertainment  company  Amblin
Partners to create films that will succeed in China
and around the world. China wants to protect its
growing film industry, through a quota system
which essentially limits the number of big-
budget imported feature films to 34 a year.®
China is also investing heavily in Artificial
Intelligence. Tech giants Alibaba, Baidu and
Tencent now rival the likes of Google and
Facebook in market influence and are racing to
develop Al*

Chinese Fashion is Selling Culture

As Chinese manufacturers try to move up the
value chain as part of the country's "Made in
China 2025" plan, designers in China are
working to reinvent themselves from mere
imitators to innovators. Unlike in France or Italy,
China's fashion industry took off around the
same time as the onset of the Internet, which
made it easier for industry insiders to have an
"Internet mindset" and computer skills,
according to Chen Dapeng, vice director of
China National Textile and Apparel Council.®®

India

The Indian animation and visual effects industry
(VFX) grew at 16.4 per cent in 2016 to reach a
size of $8.2 billion (INR59.5 billion), driven majorly
by a 31 per cent growth in VFX, with animation
remaining steady at a growth rate of 9 per cent.
Furthermore, Governments are implementing
favourable policies. Various states, such as
Maharashtra (allocation of land for setting up
National Centre of Excellence for Animation, VFX,
Gaming and Comics), Karnataka (Policy design to
include digital art education in curricula of certain
fine arts schools), Telangana (planning to set up
an incubation centre in Hyderabad) have
announced, or are coming up with, policies in
support of the animation and VFX industry. These
would enable the Indian animation and VFX
industry to effectively compete with established
markets such as the United States, Canada and
emerging centres in Republic of Korea, France,
China and Malaysia®.

Visual effects are indispensable parts of
filmmaking and the Indian film industry is the
largest in the world in terms of number of films
produced. India produces 1,500-2,000 films
every year in more than 20 languages. There

% How China is Remaking the Global Film Industry, January 2017.

37 Will the Future of Artificial Intelligence look Chinese? Forbes,
November 2017.

% From Imitation to Innovation: China’s Fashion Industry Gets Tech
Boost, June 2017.

39 KPMG India-FICCI Indian Media and Entertainment Industry Report
2017
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were 2,000 multiplex theatres in India as of 2015.
A year later, more than 2.2 billion movie tickets
were sold in India, placing the country as the
leading film market in the world. In comparison,
about 1.25 billion movie tickets were sold in
second-placed China in 2016.%

Switzerland “the Silicon Valley of Robotics”

The Alpine nation is now “the Silicon Valley of
robotics," according to Chris Anderson, chief
executive of 3D Robotics. Zurich boasts
Google’s largest campus outside California,
employing nearly 2,500 engineers, including
more than 250 artificial intelligence specialists,
with capacity to grow the total workforce there to
5,000.*

Design  industries, such as high-tech
manufacturing and architectural services are
well-established in Switzerland, but other
sectors are emerging. The Swiss video game
scene is booming. While still nascent business, in
less than a decade, Swiss game design has
evolved from its start-up roots to a fully-fledged
industry which exports. Pro Helvetia, the national
foundation for promoting Swiss arts and culture,
was undoubtedly a driving force in this respect
with its first video games programme launched in
2010 to offer funding and support for aspiring
projects in the sector taking advantage of their
know-how in programming, game design,
software design and virtual reality.*?

Germany

The German audiovisual media market will
increase its revenues across all segments — TV,
video, radio, audio by 5.8 per cent to a total of
$13.4 billion (€11.6 billion) in 2017.

Brazil

Brazil currently has the world’s eleventh largest
global box- office, totalling US$800 million in
2014. 1t is expected that by the end of 2020,
Brazil will have the world’s fifth largest
audiovisual market*®. Key to this growth is the
strong ties between the United States and
Brazilian film industries. Between 2010 and 2014,
the two countries worked together to generate
over 100 co-produced films. These co-
productions are a creative venue for cultural
exchange and mutual economic growth*. Brazil’s
audiovisual sector created more than 168,880
direct and 327,482 indirect Brazilian jobs in 2014.

“0 The Statistical Portal-Statista

“ https://www.forbes.com/sites/andrewcave/2017/09/26/how-
switzerland-became-the-silicon-valley-of-robotics/#1688f01a200d

42 Switzerland levels up in the gaming industry, November 2017

4 According to the MPAA’s 2014 Theatrical Market Statistics Report

4 The Motion Picture Association of Latin America
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Brazil’'s creative sector is an asset worth
protecting

A total of 5.5 per cent of Brazilians work in related
fields (11 million people), accounting for
320,000 companies and millions of new jobs.
By comparison, the agriculture sector employs
15 per cent of Brazilians but is rapidly
shrinking. Agriculture accounts for 5.6 per cent
of Brazi's GDP, while creative industries
generate 2.6 per cent exhibiting a nearly 70 per
cent increase in the last decade. Fashion is the
leading industry, followed by music, film and
online media, which are growth sectors in Brazil.

CONCLUSIONS

The creative economy is expanding globally —
especially in fashion, film, design and art crafts —
contributing to nations’ gross domestic products,
exports and growth. In some cases, especially in
China, to a positive balance of trade. Many
countries reported an increased in creative
industries exports during the last decade. Many
of them are developing countries. The trade gaps
and dynamics in international trade of creative
industries between developed and developing
countries is changing. Developing countries,
particularly in Asia, are prioritizing measures to
develop their creative potential. In the main, the
creative economy showed resilience despite
global economic challenges and the long-term
impact of the 2008 financial crisis.

The policies and regulations governing these
sectors are struggling to keep pace.
Policymakers need to make the cultural and
creative industries a priority, reinforcing
education and vocational training, access to
information and communication technologies,
financing facilities and by implementing a friendly
business environment for creative SMEs.

A more dynamic services sector is gaining ground,
such film, tv and video, music, publishing and
video games, driven by digital innovation.
Ensuring that creative industries continue to grow
and expand is a way of increasing opportunities
and diversity, leading to inclusive growth while
adapting to new economic shifts.
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COUNTRY PROFILES

The next section features the independent profiles of 130 countries, observers, territories and non-state
entities that have reported on their trade in creative goods and services.
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Afghanistan

COUNTRY PROFILE - Afghanistan
Creative Industries Trade Performance, 2005-2014 Values in Million USS$
Afghanistan 2005 | 2006 | 2007 | 2008 2009 2010 2011 2012 2013 2014
Exports 0,00 0,00 0,00 182,42 68,04 70,04 49,15 72,76 73,23 83,99
Imports 0,00 0,00 0,00 489,93 115,56 | 128,17 | 122,13 | 110,20 | 151,36 | 295,92
Balance of Trade 0,00 0,00 0,00 -307,51 | -47,52 -58,13 -72,98 -37,44 -78,13 -211,93
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Afghanistan Afghanistan

Creative goods exports increased to $83.99 million in 2014 compared to $73.23 million a year earlier, although export values :

remain low compared to the peak of $182.4 million in 2008. The Afghan arts and craft industry, which was damaged by:
years of war, mainly comprises handwoven carpets and accounts for the largest share of exports nowadays. Afghanistan is:
a net importer of creative goods. Imports were three time the volume of exports in 2014, totaling $295.92 million in 2014.!
This is a mirror of the broader Afghan economy, which imports $6 billion worth of goods and only exports $658 miIIion,:

mainly fruits and nuts.

UNCTAD Creative Economy Outlook / Country Profiles
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Afghanistan

Afghanistan - Creative Goods Exports by

Region 2014
Africa
Oce[z)ania America L%’ope
0% 0%
M Africa
B America
Asia
W Europe
Oceania
Asia
100%
TOP EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014

Values in Million USS$

Values in Million USS$

Ranking | Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 Pakistan 75,05 26,08 48,97
2 China 0,40 245,82 | -245,42
3 India 0,01 21,84 -21,84

:Afghanistan’s creative goods exports go mainly to Pakistan with exports worth $75.05 million in 2014. Pakistan andI
|Afghan|stan mainly trade with one another, becoming each other’s largest trading partners through an agreement 5|gned'
I|n 2010 to strengthen trade. The second most important trade partner is China, with which Afghanistan has a 5|gn|f|cantl
:trade deficit of $245.82 million in 2014. However, Beijing is investing $46 billion in the China-Pakistan Economic Corridor as:
:part of its One Belt One Road initiative. This initiative includes tourism, which may stimulate the exchange of creative:
industries to the benefit of Afghanistan. India is also a major trading partner and Afghanistan biggest donor. Afghanistan |s'
Iamongst the top five countries that consume Indian films (Bollywood).

UNCTAD Creative Economy Outlook / Country Profiles
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Afghanistan

CREATIVE SERVICES
AFGHANISTAN

Values

in Million US $ 2010 2011 2012 2013 2014

AFGHANISTAN

EXPORTS 12,4 21,5 50,5 22,0 40,3

Charges for the use of intellectual property n.i.e

Other business Services 11,6 32,3 2,5

Research and development (R&D) 11,6 32,3 2,5

Personal, cultural and recreational services 5,7 3,7 0,7 3,2 3,1

Audiovisual and related services 5,7 3,7 0,7 3,2 3,1

Telecommunications, computer, and information 6,7 6,2 17,5 16,3 37,2

services

Computer services 4,8 3,8 13,8 7,7 32,9

Information services 1,9 2,4 3,7 8,6 4,2

IMPORTS 1,6 18,1 38,2 19,1 17,0

Charges for the use of intellectual property n.i.e

Other business Services 0,0 0,0

Research and development (R&D) 0,0 0,0

Personal, cultural and recreational services 0,3 1,4 6,5 3,6 1,1

Audiovisual and related services 0,3 1,4 6,5 3,6 1,1

Telecommunications, computer, and information 1,3 16,7 31,8 15,5 16,0

services

Computer services 1,3 16,2 31,3 12,5 16,0

Information services 0,0 0,5 0,4 3,0 0,0
Highlights

The Afghan arts and crafts industry, once a source of great pride and a respected way of earning a living, has been
severely endangered by decades of conflict and displacement. During the Taliban rule, some fields of art such as
painting, miniatures, music, film and theater were banned or restricted, according to Daud Rasool, writing for the
British Council.

Despite the conflict situation and impacts, Afghanistan carpet exports remain strong. Many women are employed
to make carpets from start to finish, which includes shearing the wool, then washing, spinning and weaving,
according to USAID.!

In 2016, Afghan creative services generated $24.6 million with personal, cultural and recreational services being
the key exports in audiovisual and related services.

In the recent years organizations such as Turquoise Mountain have supported the revival of the Afghan traditional
arts and architecture. It is regenerating the old city of Kabul and spurring sustainable development of the Afghan
crafts industry. The organization was founded by HRH The Prince of Wales in partnership with former President of
Afghanistan, HE Hamid Karzai.?

! https://2012-2017.usaid.gov/results-data/success-stories/afghan-carpet-makers-get-boost

2 https://turquoisemountain.org
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Albania

COUNTRY PROFILE- Albania
Creative Industries Trade Performance, 2005-2014 Valuesin Million USS$
Albania 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 15,69 18,56 26,09 29,37 24,62 30,36 33,80 33,36 37,64 11,52
Imports 61,53 70,91 113,56 130,53 144,04 143,23 149,49 116,94 120,78 93,64
Balance of Trade -45,84 -52,35 -87,47 -101,16 -119,42 -112,87 -115,69 -83,58 -83,14 -82,12
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Albania Albania

Albania’s exports of creative goods dropped 35% from $37.6 million in 2013 to $11.52 million in 2014, mainly due to the a !
reduction in the exports of design goods, which went from $31 million to $10 million, particularly of fashion and interior
design goods. The Albanian clothing and shoe industry accounted for approximately 35% of both exports and employment.
Europe was the main regional destination market for Albania’s creative goods exports. Creative goods imports stood at
$93.62 million in 2014 generating a trade deficit of $82.12 million.
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Albania

Albania - Creative Goods Exports by Region Albania - Creative Goods Exports by Region
2005 2014
Am(zrlca Africa
0% 0% __Asia
Oceania
1%
0%
Africa Africa
= America = America
M Asia M Asia
M Europe M Europe
H Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US' $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Italy 10,64 19,02 -8,39 Italy 8,42 32,41 -23,99
2 Greece 2,32 6,53 -4,21 Serbia 2,22 0,44 1,78
3 Serbia and 1,19 0,47 0,71 Greece 0,49 8,37 -7,88
Montenegro
4 The former 0,50 0,10 0,41 Montenegro 0,16 0,00 0,16
Yugoslave
Republic of
Macedonia
5 Germany 0,26 1,07 -0,81 Austria 0,11 2,72 -2,61
6 Denmark 0,25 0,04 0,21 The former 0,09 0,15 -0,06
Yugoslave
Republic of
Macedonia
France 0,10 0,58 -0,49 Germany 0,02 1,18 -1,16
Iraq 0,09 0,00 0,09 United 0,01 1,40 -1,40
Kingdom
9 Bulgaria 0,05 0,73 -0,68 Mongolia 0,00 0,00 0,00
10 United 0,05 0,96 -0,91 Sudan 0,00 0,00 0,00
Kingdom (...2011)

The European Union funds key programmes for cultural cooperation between Albania and Italy and with exports worth'
$8.42 million, including footwear and garment products, Italy was the number one export partner of Albania in 2014.!
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However, imports from Italy were three times higher, resulting in a large trade deficit between the two countries. Serbia
was the second biggest export market for Albania creative goods, and in 2017 the Ministry of Culture of Albania signed the
first agreement for cultural cooperation with Serbia to strengthen cultural cooperation and exchange experiences.

CREATIVE SERVICES

ALBANIA
2010 2011 2012 2013 2014
EXPORTS 19,7 16,5 17,5 12,4 16,5
Charges for the use of intellectual property n.i.e
Other business Services 5,6 2,1 1,1 0,2 0,8
Research and development (R&D) 5,6 2,1 1,1 0,2 0,8
Personal, cultural and recreational services 8,6 1,4 1,3 1,8 2,4
Audiovisual and related services 8,6 1,4 1,3 1,8 2,4
Telecommunications, computer, and information 5,5 13,0 15,1 10,4 13,4
services
Computer services 4,7 8,7 13,3 8,5 12,4
Information services 0,8 4,4 1,9 1,9 1,0
IMPORTS 15,7 19,9 19,6 20,7 16,6
Charges for the use of intellectual property n.i.e
Other business Services 3,5 1,4 0,5 0,2 0,3
Research and development (R&D) 3,5 1,4 0,5 0,2 0,3
Personal, cultural and recreational services 3,1 1,0 1,1 2,4 2,4
Audiovisual and related services 3,1 1,0 1,1 2,4 2,4
Telecommunications, computer, and information 9,0 17,5 18,0 18,1 13,9
services
Computer services 7,5 16,0 16,4 17,0 12,5
Information services 1,5 1,4 1,6 1,1 1,4
Highlights:

e In 2015, there were 938 registered clothing and footwear companies in Albania. The sector was Albania’s most
important employer, accounting for 45% of the manufacturing industry’s workforce. However, clothing and shoe
industry workers have not profited from the boom in the industry; the wages they earn do not help alleviate
poverty nor do they prevent dependency.?

e Some initiatives to support design, film and creative economy are emerging. They include the Design Overview, an
annual design event in Tirana. Some Albanian advertising agencies are starting to import talent who can teach and
lead the next generation of young creatives. This initiative is important to raise standards and ensure Albania is an
active part of the European creative industry, with a visible presence in festivals and awards.? In addition, the
second International Forum on Creative Economy organized in 2015 by the Adriapol Institute offered a unique
opportunity to reflect on and discuss the role the creative economy is playing, and the relevance creative drivers
occupy for the future development of Albania and the Balkan region. Lastly, film festivals are positioning the sector.

! Clean Clothes Campaign, Albania country profile, 2015
2 'Creativity and art often start in unlikely places': Exploring Albania's hidden creative potential, December 2015
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Sources:

The Tirana International Film Festival is the first international film festival and the only one of its kind in Albania.
This cultural event, created in 2003, is an important cinematic event in Balkans. Its sister event, the DocuTIFF,
Tirana International Documentary Film Festival is in its third edition and aims to encourage documentary film
production in Albania. It screened 180 films in 2016 in three venues including an open-air cinema, making it the
largest film festival of its kind in Albania and one of the most important in the region.

Audiovisual and information services account for the largest share of Albania creative services with a total worth
S4 million in 2016.

Albania is ranked among the top 25 most popular tourist destinations in Europe, and was voted one of the world's
top tourism destinations in 2014 by the New York Times and Lonely Planet. This accolade creates an opportunity
for Albania to grow and develop new cultural and creative products and experiences.

http://www.adriapol.al/Forum/Creative/
https://tiranafilmfest.com/#
http://www.biennialfoundation.org/biennials/tirana-biennial/
http://www.tiranaartlab.org/
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COUNTRY PROFILE - Algeria

Creative Industries Trade Performance, 2005-2014

Values in Million USS

Algeria 2005 2006 | 2007 2008 | 2009 2010 2011 2012 2013 2014
Exports 4,48 3,30 4,02 3,08 2,06 1,69 0,84 0,90 0,47 0,62
Imports 195,17 | 179,23 | 350,65 | 446,83 | 418,19 | 457,78 | 538,21 | 634,87 | 1.660,08 | 1.017,79
Balance of Trade | -190,69 | -175,93 | -346,63 | -443,75 | -416,13 | -456,09 | -537,37 | -633,97 | -1.659,61 | -1.017,17

2000 -~
Creative Economy Trade Performance 2005 - 2014.
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Algeria Algeria

lFrom 2005 to 2014, Algeria was a net importer of creative goods, with imports standing at $1.017 billion in 2014. Algerla !
1 hlghly depends on hydrocarbons, which account for more than 95% of its export revenues. This situation calls for economic l
,dlver5|f|cat|on, potentially through the creative industries. Algeria is a net importer of textiles and clothing (about 80%.
: imported). Design accounted for the highest share of imports, followed CDs, DVDs and tapes at a value of $148 million, and :
1then by books and printed media, worth $171 million in 2014.
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Algeria - Creative Goods Exports by Algeria - Creative Goods Exports by
Region 2005 Region 2014
Oceania Oceania
0% 0%
M Africa M Africa
B America B America
m Asia W Asia
Asia B Europe B Europe
0% B Oceania B Oceania
America
1%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Ranking Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 Tunisia 1,53 0,47 1,06 France 0,16 81,38 -81,22
2 France 1,48 29,08 -27,60 | Tunisia 0,12 8,00 -7,88
3 Libya 1,24 0,00 1,24 United 0,11 12,59 -12,48
States
4 Malta 0,05 0,00 0,05 Morocco | 0,06 2,05 -1,98
5 United 0,03 1,86 -1,83 Egypt 0,06 16,17 -16,11
States
6 United 0,03 2,51 -2,48 Oman 0,02 0,04 -0,01
Kingdom
7 Spain 0,03 13,33 -13,31 Mali 0,02 0,00 0,02
Cabo Verde | 0,03 0,00 0,03 Italy 0,01 36,64 -36,63
9 Netherlands | 0,02 4,49 -4,47 United 0,01 3,28 -3,26
Arab
Emirates
10 Canada 0,01 1,37 -1,36 Saudi 0,01 3,91 -3,90
Arabia

In 2014, Algeria’s main export markets by region were Africa, with a 45% market share in 2005, Europe 29% and the :
Americas (18%). Algeria’s main creative goods trading partners were France, followed by Tunisia, United States, Morocco, :
Egypt, Oman, Mali, Italy, United Arab Emirates and Saudi Arabia. Trade deficits in creative grow steadily from 2005 to ]
2014. The highest trade deficit was with France, totaling $82.2 million in 2014 followed by Italy, which stood at $36.6 :
million. '

1
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CREATIVE SERVICES

ALGERIA
Values in Million US $ 2010 2011 2012 2013 2014
EXPORTS 13,1 23,5 24,2 17,5 18,8

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services 1,1 1,5 0,8 1,0 0,8
Audiovisual and related services 1,1 1,5 0,8 1,0 0,8
Telecommunications, computer, and information 12,0 22,1 23,4 16,5 18,0
services

Computer services 7,5 17,9 19,5 14,2 17,3
Information services 4,4 4,2 3,9 2,3 0,7
IMPORTS 60,0 74,7 72,4 142,1 209,1

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services 8,0 13,0 17,2 32,2 56,8

Audiovisual and related services 8,0 13,0 17,2 32,2 56,8

Telecommunications, computer, and information 52,0 61,7 55,3 109,9 152,3

services

Computer services 41,0 46,6 41,5 82,0 119,7

Information services 11,0 15,2 13,8 27,9 32,6
Highlights:

Algeria, which has large migrant communities in French and Arabic speaking countries, has an opportunity to export
locally produced books for this diaspora. The potential readership in French- (France, Belgium, and Canada) and
Arabic-speaking (Egypt, Gulf countries and Lebanon) countries would surpass 4 million people.® But there is strong
competition from imports, which have a $68 million market share, according to Ahmed Madi, president of the
National Union of Book Publishers (SNEL). Algeria is also not ready for a digital publishing market; as it lacks optimal
access to the Internet and secure online payment methods, among other conditions.

In the audiovisual and film sector, the situation is not conducive to growth. “95% of Algerian cinemas are closed
or underexploited”, said Azzedine Mihoubi, Minister of Culture, in 2015.2

Potential CCls are to be found in the handicraft sector. Despite facing more competitively imported products,
carpets, jewelry, ceramics/pottery and traditional clothing continue to be produced. A high density of artisans can
be found in the central regions of Algiers, Kabylia, and Ghardaia .The Constantine cluster was developed within the
framework of the Creative Mediterranean project, which was financed by the European Union and Italy and
implemented by UNIDO. In 2017, the Copperware Cluster of Constantine developed a brand-new collection of
tableware made of copper and brass, called Marvelous Cirta.

Sources:
http://www.textyle-expo.com/en/texstile-algerie.php
The Guide Culture: One for the books, Algeria, The Report Algeria 2013

1 "exportation du livre algérien compromise par une réglementation dissuasive, 04 novembre 2016

295 % des salles de cinéma algériennes sont fermées et non exploitées (Ministére de la Culture), 1 juillet 2015
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COUNTRY PROFILE- Andorra
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Andorra 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 10,04 12,66 19,32 21,20 16,94 21,47 21,36 25,46 | 25,89 | 20,11
Imports 0,00 126,92 169,88 150,87 109,50 109,90 107,06 79,44 | 85,58 | 86,62
Balance of Trade 10,04 | -114,26 | -150,56 | -129,67 | -92,56 | -88,43 -85,70 | -53,98 | -59,69 | -66,51
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Andorra Andorra

1
: Andorra’s exports of creative goods stood at $20 million in 2014, double the value of 2005. Recorded media and video :
1 games accounted for the largest share of new media exports, reaching $13.6 million in 2014, followed by jewelry and fashion 1
: design at $4 million. Andorra is a net importer of creative goods, with imports standing at $86.62 million worth of goods, :
: including fashion ($26 million), interior design ($14 million) and jewelry (512 million) as key sectors in terms of imports. The :
: trade deficit of Andorran creative goods was $67 million in 2014. :

1
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Andorra - Creative Goods Exports by Region Andorra - Creative Goods Exports by
2005 Region 2014
Africa —~America aig
Oceania 0% 3% 1%
B Africa W Africa
B America B America
= Asia = Asia
H Europe W Europe
H Oceania M Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Ranking Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 Spain 6,52 0,00 6,52 Spain 12,75 50,00 -37,26
2 Portugal 2,41 0,00 2,41 Norway 4,03 0,00 4,03
3 France 0,95 0,00 0,95 France 0,85 8,92 -8,07
4 Italy 0,06 0,00 0,06 Switzerland 0,77 0,24 0,52
5 Belgium 0,04 0,00 0,04 Italy 0,35 5,99 -5,64
6 United 0,02 0,00 0,02 United 0,29 0,90 -0,61
Kingdom States
7 Japan 0,01 0,00 0,01 Russian 0,23 0,01 0,22
Federation
8 Switzerland 0,01 0,00 0,01 Guatemala 0,14 0,00 0,14
9 Ukraine 0,00 0,00 0,00 Morocco 0,09 0,01 0,08
10 Netherlands | 0,00 0,00 0,00 Netherlands | 0,08 0,45 -0,36

In 2014, Andorran exports of creative goods went mainly to the European continent. Spain was the main destination market
with exports of creative goods at $12.7 million, followed by Norway with $4 million and France and Switzerland combined

creating a trade deficit of $37.26 million. Imports from Spain included design goods and publishing such as books,

1
1
}
1
1
: at $1.62 million. At S50 million, imports of creative goods from Spain were nearly four times higher than the value of exports,
1
}
: newspapers and journals with a value of $31 million. A trade deficit of $8.92 million with France and another of $5.99 million
1

with Italy were reported in 2014.
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CREATIVE SERVICES

e No data were reported or available on Andorran creative services.

Highlights

e  Tourism and trade constitute fundamental pillars of the economy of Andorra. Tourism sees a footfall of about
eight million annual visitors, mostly from Spain and France.
e Andorra has over 20 museums in an area of only 468 km.?

Source: Andorra en Cifras, 2015
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COUNTRY PROFILE- Antigua and Barbuda
Creative industries Trade Performance, 2005-2014 Values in Million US $
Antigua and Barbuda 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,63 0,00 4,25 0,00 | 4,92 2,23 1,02 1,84 1,48 1,05
Imports 17,18 18,14 39,42 0,00 27,34 19,58 19,42 21,35 19,94 22,53
Balance of Trade -16,55 | -18,14 | -35,17 | 0,00 | -22,42 | -17,35 | -18,40 | -E19,51 | -18,46 | -21,48
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Creative Economy Trade Performance 2005 - 2014.
40 -
o
3
o 20 -
5
= o l-m - __ w __ [ = u n =
< 2005 2006 2007 008 2009 2010 2011 2012 2013 2014 |
-20 - R e —
Antigua and Barbuda
-40 -
=¢=2Balance of Trade - Exports Imports
Creative Goods Exports Performance by Creative Goods Imports Performance by
B Exports - 2005 W Exports - 2014 B Imports - 2005 M Imports - 2014
1/2 7 20 -+
2 1 - a
208 - > 15 4
506 - 5 10 -
T 04 - =
£ 02 - £ 35
0 - 0 -
4‘3 L c © 2 a0 2 7] %) %) 7]
g & ° s § 3 3 é%é’gg%?
] [J) = = =] L
3 = g 57 D I B
& 3
Antigua and Barbuda Antigua and Barbuda

As small islands, Antigua and Barbuda are dependent on shipping-in vital supplies and are, therefore, net importers of :
creative goods and services. In 2014, creative goods exports stood at $1.05 million and imports at $22.53 million. Antigua !
and Barbuda are also tourist economies. Carnival, which has become the single largest economic activity outside the
traditional tourism season, sustains skilled artists and traditions. This year marks the 60™" Anniversary of Antigua’s Carnival
which showcases costumes, craftmanship and artistry. However, in 2017, nearly 90% of the Barbuda’s infrastructure was
damaged or destroyed by Hurricane Irma 17; and about 50% of the population lost their homes — a distaster which has
negatively impacted the cultural and creative sectors. No creative services data is available.

———— e ——— - = - = —4
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Antigua and Barbuda - Creative Goods Antigua and Barbuda - Creative Goods
Exports by Region 2005 Exports by Region 2014
Oce:\ni&Africa ch;nia Africa
0% 0% o 1%
Asia
0%
= Africa 1 Africa
= America B America
M Asia M Asia
M Europe B Europe
Asia H Oceania W Oceania
1%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Rank | Partner Exports | Imports Balance | Partner Exports Imports | Balance
1 United 0,19 2,10 -1,91 United States 0,71 12,46 | -11,75
Kingdom
2 United 0,18 10,31 -10,13 United Kingdom 0,09 1,17 -1,09
States
3 Trinidad and | 0,06 0,87 -0,80 Trinidad and Tobago | 0,05 0,58 -0,53
Tobago
Montserrat 0,04 0,00 0,04 Curagao 0,05 0,12 -0,07
5 Saint Kitts 0,03 0,01 0,02 Guyana 0,04 0,00 0,03
and Nevis
6 Netherlands | 0,03 0,16 -0,13 Saint Vincent and the | 0,02 0,00 0,02
Antilles Grenadines
7 Anguilla 0,02 0,00 0,02 Saint Kitts and Nevis 0,02 0,00 0,02
8 Barbados 0,02 0,06 -0,04 Barbados 0,01 0,02 -0,01
9 Guyana 0,02 0,03 -0,01 British Virgin Islands 0,01 0,00 0,01
10 Thailand 0,01 0,06 -0,05 Dominica 0,01 0,00 0,01

: The Americas are the main regional destination market for exports of creative goods from Antigua and Barbuda, the main
: trading partners being the United States, followed by the United Kingdom, Trinidad and Tobago and Curacao, and the main
: exports being handicrafts and jewelry. In 2014, Antigua and Barbuda had a significant trade deficit with the United States,
: with imports worth $12.46 million in 2014, as well as with the United Kingdom, with imports worth $1.17 million.

1
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COUNTRY PROFILE- Argentina

Creative Industries Trade Performance, 2005-2014 Values in Million USS

Argentina 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 209,78 230,95 233,44 249,83 193,63 209,75 211,40 209,31 147,79 118,40
Imports 463,22 577,02 889,47 1.086,14 | 796,47 1.026,40 | 1.199,27 | 951,50 870,00 741,50
Balance of Trade -253,44 | -346,07 | -656,03 | -836,31 -602,84 | -816,65 -987,87 -742,19 | -722,21 | -623,10
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Argentina Argentina

Argentinian exports of creative goods stood at $118.40 million in 2014, down from $147.79 million in 2013, reflecting the
economic turbulence of Argentina’s debt default crisis. Creative good exports were at their lowest in a decade. The key
export sector was publishing with books, newspapers and other printed materials worth $36 million. Argentina was the
biggest market in Spanish-speaking Latin America for trade in books. However, 2016 saw 20 million less books sold
compared to 2015 and competition is on the rise from other markets. Design is another key sector with interior design and
fashion goods (accessories, bags, belts, hats) worth $29 million. Audiovisuals also contribute significantly, and with skilled
professionals, competitive costs and varied landscapes, Argentina is an ideal place for film and television. It is the fourth
largest exporter of original TV formats in the world. Despite some strong sectoral performance, in 2014 Argentina had a
large trade deficit of $623.10 million.

———mmm e ————— - — 4
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Argentina - Creative Goods Exports Argentina - Creative Goods Exports
by Region 2005 by Region 2014
i Africa __Europe Oceania
ch;nla 10'/ Asia u5(yp 0% Africa
o ° 4% 7 1%
Asia
3%
i Africa 1 Africa
® America = America
B Asia B Asia
W Europe W Europe
B Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 52,17 83,65 -31,48 Uruguay 22,93 1,77 21,15
2 Chile 25,49 34,67 -9,18 Chile 17,47 5,96 11,51
3 Brazil 19,20 58,39 -39,20 Brazil 11,89 35,95 -24,06
4 Mexico 18,22 6,20 12,02 Paraguay 10,35 0,03 10,32
5 Uruguay 16,16 12,23 3,93 United States 9,10 108,09 -98,98
6 Spain 13,20 40,21 -27,01 Peru 8,55 0,41 8,13
7 Venezuela 7,42 0,38 7,04 Bolivia 7,84 0,19 7,65
(Bolivarian (Plurinational
Rep. of) State of)
8 Colombia 6,76 4,16 2,60 Colombia 4,73 3,66 1,07
9 Peru 5,28 0,97 4,31 Mexico 3,73 6,45 -2,72
10 Paraguay 5,08 0,50 4,58 Malaysia 2,46 3,34 -0,88

| In 2014, Argentina’s main trading region was the Americas with a 90% market share of creative goods exports. The top flve'

. I trade partners were Uruguay, Chile, Brazil, Paraguay and the United States. Interior design goods and fashion accessonesn

' from Argentina and books and newspapers were the key exports going to the American region. Argentine’s key imports of.

: creative goods came from the United States, with a value of $108 million in 2014, mainly for new media (video games,I
! recorded media) and audiovisuals (film, CDs, DVDs, tapes), which together accounted for over 70% of imports. Exports to)

the European region also fell markedly from 13% in 2005 to 5% in 2014, indicating that Argentina could diversify its accessn

' to this market as part of a growth strategy. Asian exports grew by only 1% over the period.
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CREATIVE SERVICES

ARGENTINA

2010 2011 2012 2013 2014
EXPORTS 2.009,9 2.537,0 2.467,2 2.453,8 2.092,8
Charges for the use of intellectual property
n.i.e
Other business Services 359,0 446,2 442,5 484,3 510,5
Research and development (R&D) 359,0 446,2 442,5 484,3 510,5
Personal, cultural and recreational services 326,6 342,1 309,7 280,4 222,0
Audiovisual and related services 326,6 342,1 309,7 280,4 222,0
Telecommunications, computer, and 1.324,4 1.748,7 1.715,1 1.689,1 1.360,3
information services
Computer services 1.320,8 1.744,5 1.710,5 1.682,5 1.342,4
Information services 3,6 4,2 4,6 6,6 17,8
IMPORTS 815,5 1.022,0 1.150,5 1.206,8 1.163,2
Charges for the use of intellectual property
n.i.e
Other business Services 29,7 34,4 51,1 54,9 39,9
Research and development (R&D) 29,7 34,4 51,1 54,9 39,9
Personal, cultural and recreational services 330,5 416,7 452,8 480,9 488,9
Audiovisual and related services 330,5 416,7 452,8 480,9 488,9
Telecommunications, computer, and 455,4 570,9 646,6 671,0 634,3
information services
Computer services 432,3 546,8 596,8 622,7 590,6
Information services 23,1 24,1 49,8 48,2 43,7

Highlights

Argentina offers a wide and attractive range of cultural and recreational activities: 932 museums, 448 movie
theaters and 2,800 theaters.?

Argentina’s book market generated $540 million in 2016, compared with $905 million in 2015, showing a 40%
decline. This was mainly linked to the floating of the Argentine peso and the decision to cease almost all
government purchases of textbooks, which accounted for $132 million in sales for the publishing industry in 2015.2
Argentina released 446 movies in 2016 compared to 429 produced in 2015. In 2016, the newly appointed Minister
of Culture presented a film industry promotion plan, the Plan de Fomento para la Industria Cinematografica, which
revised the subsidy system, setting aside $607 million for the industry (higher than in Mexico). The plan reflects
the market-oriented economics of the government. The new plan addresses all stages of film production and
supports the decentralization of production in a country where 80% of producers are based in Buenos Aires.3
Argentina boasts the fastest-growing paid media market in the world, with total media spending at $4.71 billion in
2015. In 2013, Argentina’s total spending on all entertainment and media of $13.7 billion, ranking third in the Latin
America region behind Brazil with $40.9 billion and Mexico $24.1 billion.*

L lnvest in Argentina- A world-class center of creativity

2 Argentine Consultancy Agency Promage — Argentina’s Book Market Fell 40% in 2016
3 Argentina Approves $61 million Promotion Plan for Cinema- October, 2016

4 Global Entertainment and media outlook 2014-2018, PWC: Argentina-set to outpace global spending growth, led by radio and Internet advertising.
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http://www.assolombarda.it/fs/201029114919_122.pdf
https://www.publishersweekly.com/pw/by-topic/international/international-book-news/article/73550-argentina-s-book-market-fell-40-in-2016.html
https://variety.com/2016/film/global/argentina-approves-61-million-promotion-plan-cinema-1201875941/
https://www.pwc.com/gx/en/global-entertainment-media-outlook/hot-topics/assets/pwc-outlook-insights-argentina-summary.pdf

Country Profiles / Creative Economy Outlook -UNCTAD

Argentina

MICA, Argentina’s Cultural Industries Market, connects audiovisual producers, record labels, publishers, video
game developers, performing arts and music producers and designers with leading cultural industry companies
worldwide. The relevance of this event lies in the fact that it is a common forum that gathers the main cultural
industries in a single space and it is a point of articulation with all state agencies engaged in promoting Cultural
Industries, according to UNESCO?>.

Audiovisual content production, digital and film was bestowed the rank of “cultural industry” through Decree
No0.1528/12 which gives them access to the same tax benefits as manufacturing has today in Argentina®.

5 https://en.unesco.org/creativity/policy-monitoring-platform/argentine-cultural-industries-0

6 Creative

Industries in Argentina, A world-class center of creativity. Ministry of Foreign Affairs and Worship of the Republic of Argentina and Invest in

Argentina,

Under-secretariat for Investment Development and Trade Promotion.
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Armenia

COUNTRY PROFILE - Armenia

Creative Industries Trade Performance, 2005 -2014 Values in Million US $
Armenia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 37,47 38,57 31,23 25,73 | 13,32 15,00 13,49 14,61 23,11 23,89
Imports 23,72 36,99 53,93 92,63 67,73 83,93 92,47 93,93 81,60 82,38
Balance of Trade 13,75 1,58 -22,70 -66,90 | -54,41 -68,93 -78,98 -79,32 -58,49 -58,49
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In 2014, Armenia’s exports of creative goods stood at $23.89 million, with design goods (jewelry) accounting for the largest :
share. Armenia has gold mines, top quality jewelers, and its locally manufactured goods, in terms of customs valuation, are :
at the top of the list when it comes to exports from Armenia. The sector could grow if it accesses international markets 1
since most merchandise is sold locally. It also has an important local-level impact because it employs high numbers of:
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Armenia

Armenia - Creative Goods Exports by Armenia - Creative Goods Exports by
Region 2005 Region 2014
) Oceania Afroica
Africa 0% 0%
B America
Africa
. W Asia B America
Asia
5% B Asia
B Europe m Europe
B Oceania
M Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US S Values in Million US S
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 26,78 3,99 22,79 Turkmenistan 8,40 0,00 8,40
2 Russian 2,28 1,54 0,75 United Arab 4,73 1,66 3,07
Federation Emirates
3 Hungary 1,42 0,04 1,38 Russian 2,10 2,94 -0,84
Federation
4 Switzerland 1,41 0,23 1,19 Kazakhstan 1,62 0,00 1,62
5 Belgium 1,39 0,20 1,19 Georgia 1,30 0,17 1,14
6 Germany 0,58 0,73 -0,15 Thailand 1,26 0,84 0,42
7 Thailand 0,48 0,13 0,36 Belize 1,05 0,00 1,05
8 British Virgin 0,45 0,75 -0,30 United States 0,73 2,27 -1,54
Islands
9 Canada 0,43 0,06 0,37 British Virgin 0,69 0,00 0,69
Islands
10 Turkmenistan 0,38 0,00 0,38 Belarus 0,38 0,41 -0,03

The main trading market shifted from the Americas, which had 74% market share in 2005, to the Asia region, which had 1
75% in 2015. In 2014, the top five Armenian trading partners for creative goods were Turkmenistan ($8.40 million), :
followed by United Arab Emirates ($4.73 million), Russian Federation ($2.10 million), Kazakhstan ($1.62 million), Georgia :
($1.30 million) and Thailand ($1.26 million). The key exports were design goods including jewelry and fashion accessories. :
Armenia is also famous for carpet weaving, design and fashion and the arts, sectors where women play a vital local 1
economic role. From 2010 to 2014, Armenia had a large trade surplus in creative services of between $55 to $70 million, :
mainly due to exports of computer services. :
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Armenia

CREATIVE SERVICES

ARMENIA
2010 2011 2012 2013 2014

EXPORTS 68,2 60,2 69,8 78,9 89,3

Other business Services

Research and development (R&D)

Personal, cultural and recreational services 4,7 4,5 4,3 4,3 4,3

Audiovisual and related services 4,7 4,5 4,3 4,3 4,3

Telecommunications, computer, and information 63,5 55,7 65,5 74,6 85,1

services

Computer services 60,5 51,9 60,7 68,5 77,4

Information services 3,0 3,9 4,8 6,1 7,7

IMPORTS 13,7 11,8 11,0 19,2 19,1

Other business Services 0,0

Research and development (R&D) 0,0

Personal, cultural and recreational services 8,8 7,6 6,5 6,9 6,9

Audiovisual and related services 8,8 7,6 6,5 6,9 6,9

Telecommunications, computer, and information 49 4,2 4,5 12,3 12,2

services

Computer services 3,6 2,9 3,2 10,4 10,8

Information services 1,3 1,4 1,4 1,9 1,4
Highlights:

Jewelry is a craft that has been mastered and practiced in Armenia for centuries and has a rich tradition.® Bank
gold reserves are directed to the jewelry sector. Most producers are still using outdated equipment, some from
the Soviet era, though new equipment and technologies are making inroads.

In September 2017, Iran and Armenia signed an agreement to expand bilateral ties in the film industry. The
purpose was to establish long-term relations between Farabi Foundation and Armenia’s National Cinema Center
by conducting research, hosting festivals, exchanging technology and facilities, distributing and screening Iranian
and Armenian films and training human resources.

Armenia’s Ambassador to India examined the Indian film market and proposed that Indian producers film in
Armenia. Filming is now taking place in the country. If half of India’s population watches a movie shot in Armenia,
Armenia will be well known to Indians and it may boost the economy.?

A total of 1.2 million international tourists visited Armenia in 2016. Tourism accounts 3.8% of Armenia’s GDP, and
is a valuable site for the development and promotion of cultural resources.

Carpet weaving, jewelry, design and fashion and the arts in general are sectors where women can play a vital role
in the local economy. Women constitute 67% of Armenia’s economically non-active population and their
unemployment rate is almost double that of men (51.5% female vs. 21.8% male). According to the World Bank,
Armenia loses as much as 14% of its potential GDP due to unequal opportunities for women to participate in
employment and entrepreneurship.

1 Armenia’s Jewelry Sector: Despite problems, potential for growth exists, May 2015.

2 Bollywood shooting a film in Armenia, July 2017
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COUNTRY PROFILE - Australia
Creative Industries Trade Performance, 2005-2014 Values in Million USS
Australia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 976,81 983,19 1.132,53 | 1.069,81 | 892,01 1.026,42 | 1.483,50 | 1.330,40 | 1.202,81 | 1.097,37
Imports 4,997,27 | 5.230,86 | 6.931,50 | 7.838,16 | 7.148,49 | 7.996,49 | 8.309,78 | 8.232,58 | 8.199,33 | 8.606,90
Balance of Trade | -4.020,46 | -4.247,67 | -5.798,97 | -6.768,35 | -6.256,48 | -6.970,07 | -6.826,28 | -6.902,18 | -6.996,52 | -7.509,53
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ICreatlve goods exports from Australia grew steadily from 2005, reaching a peak of $1.4 billion in 2011, before declining to i
1$1.09 billion in 2014. Design ($451 million), publishing ($193 million) and new media ($173 million) were the most dynamic
Isectors in 2014. The volume of imports was seven times higher than imports, generating a trade deficit of $7.5 billion in
|2014 The largest share of imports was made up of interior design goods worth $1.9 billion, fashion accessories worth $1.4
Ib|II|0n and toys at $1.06 billion, followed by publishing, including books at $434 million and newspapers at $197 million.

UNCTAD Creative Economy Outlook / Country Profiles
56




Country Profiles / Creative Economy Outlook UNCTAD

Australia

Australia - Creative Goods Exports by Australia - Creative Goods Exports by
Region 2005 Region 2014
Africa Africa
3% 1%
W Africa W Africa
W America B America
m Asia M Asia
W Europe MW Europe
M Oceania m Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Ranking Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 New Zealand 396,38 | 323,55 | 72,84 New Zealand 381,86 | 206,21 | 175,65
2 United States 182,56 | 444,81 -262,25 | United States 127,95 599,89 -471,94
3 United Kingdom 63,43 | 406,74 | -343,31 | United Kingdom 77,81 | 390,18 | -312,37
4 Hong Kong (China) 42,48 188,81 -146,33 | Hong Kong (China) 66,69 206,56 -139,87
5 Singapore 35,25 134,92 -99,67 Singapore 59,60 257,55 -197,95
6 Germany 19,08 75,02 -55,95 Canada 44,65 19,39 25,26
7 South Africa 17,06 9,89 7,16 Switzerland 44,09 28,59 15,50
8 Philippines 13,91 16,23 -2,32 India 39,17 286,59 | -247,42
9 Malaysia 13,61 93,20 -79,59 United Arab Emirates | 25,49 19,59 5,90
10 Fiji 13,42 1,11 12,31 Philippines 20,52 13,77 6,75

1

: In 2014, Australia’s main creative export markets by region were Oceania (38%), Asia (30%), the Americas (16%) and Europe
: (15%). Australia’s top five creative goods export destinations by country, i.e. New Zealand, the United States, the United
i Kingdom, Hong Kong (China) and Singapore were the same as they were in 2005. Exports of creative services stood at $5.1
: billion in 2014, with architectural, engineering, scientific, and other technical services at $1.49 billion and computer services
1 at$1.4 billion. Creative services imports stood at $8.5 billion, the main ones being Architectural, engineering, scientific, and
: other technical services at $2.79 billion and computer services $1.8 billion, giving a creative services trade deficit of $2.4
: billion.
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Australia

CREATIVE SERVICES
AUSTRALIA

EXPORTS

Charges for the use of intellectual
property n.i.e

Licences for the use of outcomes of
research and development

Licences to reproduce and/or distribute
audio-visual and related products
Licences to reproduce and/or distribute
computer software

Other business Services

Advertising, market research, and public
opinion polling services

Architectural, engineering, scientific, and
other technical services

Research and development (R&D)

Personal, cultural and recreational
services
Audiovisual and related services

Telecommunications, computer, and
information services
Computer services

Information services

IMPORTS

Charges for the use of intellectual
property n.i.e

Licences for the use of outcomes of
research and development

Licences to reproduce and/or distribute
audio-visual and related products
Licences to reproduce and/or distribute
computer software

Other business Services

Advertising, market research, and public
opinion polling services

Architectural, engineering, scientific, and
other technical services

Research and development (R&D)

Personal, cultural and recreational
services
Audiovisual and related services

Telecommunications, computer, and
information services
Computer services

Information services

2010

4.445,22

556,80

377,93

0,00

178,87

2.525,32
332,06

1.676,82

516,44
128,42

128,42
1.234,68

1.164,05
70,63
6.441,26
1.580,50
486,17
0,00
1.094,34

2.573,94
184,38

2.174,00

215,57
1.034,71

1.034,71
1.252,11

1.201,66
50,45

UNCTAD Creative Economy Outlook / Country Profiles

58

2011

5.344,20

632,31

342,46

0,00

289,85

3.103,78
537,41

1.992,86

573,51
200,11

200,11
1.408,00

1.347,14
60,86
8.050,85
1.924,78
560,10
0,00
1.364,67

3.273,98
220,74

2.665,39

387,84
1.361,58

1.361,58
1.490,52

1.421,41
69,11

2012

5.303,37

523,92

229,86

0,00

294,06

3.253,26
704,08

1.949,68

599,50
189,48

189,48
1.336,71

1.260,09
76,62
8.457,23
1.918,62
505,28
0,00
1.413,34

3.598,05
404,85

2.903,29

289,92
1.411,26

1.411,26
1.529,30

1.427,83
101,47

2013 2014
5.198,66 5.116,45
523,25 540,85
267,42 241,58
0,00 0,00
255,83 299,27
3.117,27 2.867,41
785,83 696,80
1.641,18 1.490,04
690,26 680,57
141,91 213,64
141,91 213,64
1.416,24 1.494,55
1.309,08 1.401,71
107,16 92,85
8.908,69 8.543,64
1.780,19 1.874,95
442,15 430,88
0,00 0,00
1.338,04 1.444,07
4.005,43 3.329,84
330,17 284,85
3.381,79 2.797,10
293,48 247,89
1.324,53 1.290,83
1.324,53 1.290,83
1.798,54 2.048,02
1.632,49 1.886,67
166,05 161,35
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Australia

Highlights

More than half a million Australians now work in the creative sector, making it one of the fastest-growing, most
dynamic segments of the national economy according to the ARC Centre Of Excellence for Creative Industries and
Innovation.

Fashion is big business in Australia. Australian designers and their designs are fast becoming hot exports for the
world’s fashion centers. The Fashion Chamber of Commerce was formed to keep talent at home and nurture
domestic brands and businesses.!

Australia’s publishing industry produces some 7,000 titles a year, generating $2 billion in revenue and employing
20,000 across the industry.?

The video games industry, which earned $114.9 million in 2015, 81% of which was from overseas markets, has
potential to become a ‘clean’ national export. Supported by a grant from the International Game Developers
Association, the industry is expected to grow in coming years.?

The Department of Foreign Affairs and Trade recognizes that Australia’s creative industries have built a global
reputation for innovation, talent and energy and play an important role in the Australian economy.*

1 ‘Fashion

is a big business in Australia- but you would wouldn’t know it from the news’ The Guardian, May 2016

2 Australia

n Publishing Industry, Peter Kahlil, Nov. 2016

3 How video games could become Australia’s next big export, Jan. 2017

4 Creative Australia
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https://www.arc.gov.au/grants/linkage-program/arc-centres-excellence
https://www.theguardian.com/commentisfree/2016/may/24/fashion-is-a-big-buisness-in-australia-but-you-wouldnt-know-it-from-the-news
https://peterkhalil.com.au/news/speeches/australian-publishing-industry/
https://www.smh.com.au/technology/how-video-games-could-become-australias-next-big-export-20170110-gtooj7.html
https://dfat.gov.au/about-australia/society-culture/Pages/creative-australia.aspx

Country Profiles / Creative Economy Outlook -UNCTAD

Austria

COUNTRY PROFILE- Austria
Creative Industries Trade Performance, 2005-2014 Values in Million USS
Austria 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 4.541,32 | 5.048,60 | 5.727,73 | 6.436,33 | 5.233,86 | 5.519,16 | 6.074,36 | 5.062,07 | 5.399,60 | 5.346,99
Imports 4.805,04 | 5.118,26 | 6.937,55 | 7.311,95 | 6.506,91 | 6.547,44 | 7.252,44 | 6.600,92 | 6.605,09 | 7.014,39
Balance of Trade | -263,72 | -69,66 -1.209,82 | -875,62 | -1.273,05 | -1.028,28 | -1.178,08 | -1.538,85 | -1.205,49 | -1.667,40
3000 - Creative Economy Trade Performance 2005 - 2014.
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i Due to the global financial crisis, Austrian creative goods exports have yet to recover to the $6.4 billion level reached in
1 2008. In 2014, key exports included design, audiovisuals, and publishing goods and new media. Austria is world famous for
: its arts and crafts, most notably fine handcrafted items, customized jewelry, ceramics and glassware. A high level of creative
: design good imports, particularly in publishing and audiovisuals drives a negative trade balance.

|

1
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Austria - Creative Goods Exports by Austria - Creative Goods Exports by
ReglonA20Q5 Region2014
H . merica
Oce;nla Africa 4% Oceania Africa America
1% 2% Asia 0% 2% 4%
3% <
M Africa M Africa
America America
M Asia M Asia
W Europe W Europe
B Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $§ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Germany 1.342,00 | 2.534,85 | -1.192,84 | Germany 1.678,74 | 3.210,16 | -1.531,42
2 United 484,03 80,78 403,25 Switzerland 461,17 147,78 313,39
Kingdom
3 Italy 353,86 300,95 52,91 United 439,14 99,98 339,16
Kingdom
4 Switzerland 331,45 126,37 205,08 Italy 302,87 421,27 -118,40
5 France 272,96 102,96 170,01 France 290,90 141,69 149,21
6 Russian 188,86 5,37 183,49 Czechia 230,46 364,97 -134,51
Federation
7 Netherlands 160,86 88,62 72,24 United States | 152,82 179,31 -26,49
8 Czechia 139,10 256,59 -117,50 Spain 136,58 39,35 97,23
9 Spain 137,70 27,93 109,77 Netherlands 135,12 116,55 18,57
10 Hungary 131,56 29,04 102,53 Hungary 117,08 80,19 36,89

In 2014, Austria’s main creative goods export markets were Europe (86%), Asia (8%) and the Americas (4%). Austria’s top

five export partners were the same as in 2014, namely: Germany, Switzerland, the United Kingdom, Italy and France. More
than 80% of Austrian country style fashion and accessories were exported to these markets, which value high quality natural

materials (pure wool, cotton, silk, and linen). Customized jewelry and fine art crafted items were also part of the exports as

creative goods with Germany throughout the period 2005 to 2014.

Austria was the number eight exporter of jewelry from the European Union. Austria maintained a large trade deficit in
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CREATIVE SE
AUSTRIA

ICES

(in millions of S)
EXPORTS
Charges for the use of intellectual property n.i.e
Licences for the use of outcomes of research and development

Licences to reproduce and/or distribute audio-visual and
related products
Licences to reproduce and/or distribute computer software

Other business Services

Advertising, market research, and public opinion polling
services

Architectural services

Architectural, engineering, scientific, and other technical
services

R&D, sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to increase the
stock of knowledge

R&D, Provision of customized and non-customized R&D
services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services
Audio-visual services

Other personal, cultural and recreational services, heritage and
recreational services
Telecommunications, computer, and information services

Computer Service, software

Computer services

Information services

IMPORTS

Charges for the use of intellectual property n.i.e

Licences for the use of outcomes of research and development

Licences to reproduce and/or distribute audio-visual and
related products
Licences to reproduce and/or distribute computer software

Other business Services

Advertising, market research, and public opinion polling
services
Architectural services

Architectural, engineering, scientific, and other technical
services
R&D, sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to increase the
stock of knowledge

R&D, Provision of customized and non-customized R&D
services

Research and development (R&D)
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Austria

2010

3.111,4
0,0
0,0
0,0

0,0

89,4
89,4

3.022,0

2.846,9
175,1
2.456,0

2011

3.769,9
0,0
0,0
0,0

0,0

105,9
105,9

3.664,0

3.451,7
212,4
2.704,1

2012

19.690,5
0,0
0,0
0,0

0,0
15.469,7
1.397,9

3.721,0
3.721,0

30,8
2.210,0

2.179,1

2.210,0
118,2
118,2
0,0
4.102,6
3.863,6

239,0
10.041,2

7.199,1
1.473,7

1.850,2
1.850,2

43,7
674,6

632,2

674,6

2013

18.604,3
645,3
235,0
163,3

247,0
12.271,0
1.683,6

75,7
4.127,9

15,9
2.101,8

2.085,9

2.180,2
250,9
111,5
110,2
29,2

5.437,1
520,5
4.612,6
304,1
12.363,9
1.270,6
410,3
407,6

452,8
6.695,8
2.247,9

139,4
2.255,8

15,9
608,1

590,8

837,8

2014

20.679,8
739,0
297,2
163,2

278,6
13.390,7
1.899,9

71,6
4.237,6

25,2
2.356,3

2.331,1

2.469,1
289,2
131,3
132,7
25,2

6.260,9
640,8
5.356,0
264,0
13.796,7
1.283,0
354,2
433,8

494,9
7.419,1
2.819,3

142,0
2.246,2

47,8
643,5

595,7

924,7



T —— — - ——
Personal, cultural and recreational services
Audiovisual and related services

Audio-visual services

Other personal, cultural and recreational services, heritage and
recreational services
Telecommunications, computer, and information services

Computer Service, software
Computer services

Information services

Highlights
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Austria

300,9 | 304,55 3225

300,9

2.155,1

1.922,1
233,0

304,5

2.399,6

2.140,2
259,4

322,5

0,0

2.519,6

2.247,2
272,4

5975
292,1
292,1
13,3

3.800,0
435,5
3.059,1
305,4

511,6
310,5
297,2
4,0

4.483,0
650,1
3.519,8
313,1

e In 2013, Austria’s creative industry consisted of about 39,000 enterprises (10.4 % of all enterprises); 140,000

employees; and sales of €20.3 billion?.

e Software and games were the largest sector within the creative industries in terms of employment and sales, which

accounted for about 30% or the entire creative industries. The second largest sector was music, books and artistic

activities.

e In 2015 creative services exports stood at $17.730 million, which included architectural services at $57.7 million,

personal, cultural and recreational services at $123.1 million and information services at $253.1 million.

Sources:

Association of the Austrian Textile Industry

1 Austrian Report on Creative Industries 2015- advantageaustria.org7 https://www.kreativwirtschaft.at/wp-

content/uploads/2017/05/7KWB-E-Summary.pdf
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Azerbaijan

COUNTRY PROFILE - Azerbaijan
Creative Industries Trade Performance, 2005 - 2014 Values in Million USS
Azerbaijan 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 4,94 6,31 12,53 12,53 7,41 7,26 6,30 7,47 3,13 3,95
Imports 51,77 40,49 67,43 76,44 105,43 78,99 112,36 149,65 126,22 138,04
Balance of Trade -46,83 | -34,18 | -54,90 | -63,91 | -98,02 -71,73 -106,06 -142,18 -123,09 -134,09
200 -~
150 - Creative Economy Trade Performance 2005 - 2014.
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Azerbaijan Azerbaijan

Creative goods exports reached a peak of $7.47 million in 2012 but declined after the global crisis to a level of $3.95 million
in 2014. The largest share of exports were audiovisuals (CDs, DVDs, tapes) and design related products. In 2014, imports
stood at $138 million, including interior design goods at $79 million and fashion and jewelry at $14 million. Imports were
composed of books at $11 million, and newspapers and other printed materials at $7 million. Azerbaijan posted a trade
deficit of $134 million in 2014.
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Azerbaijan

Azerbaijan - Creative Goods Exports Azerbaijan - Creative Goods Exports
Oceania by R_eglon 2005 o by Region 2014 Africa
Africa ceania
0% 0% 0%
M Africa m Africa
B America B America
= Asia W Asia
B Europe B Europe
H Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US S Values in Million US S
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Norway 1,53 0,03 1,50 United States | 2,19 2,27 -0,08
2 United 1,01 4,90 -3,90 Kazakhstan 0,66 0,01 0,65
Kingdom
Kazakhstan 0,93 0,02 0,91 France 0,37 3,08 -2,71
4 Georgia 0,48 0,02 0,46 Russian 0,22 6,69 -6,48
Federation
5 United States | 0,42 0,54 -0,12 Georgia 0,10 0,40 -0,30
6 Russian 0,34 6,20 -5,86 Tajikistan 0,05 0,00 0,05
Federation
7 Italy 0,09 1,43 -1,34 United 0,04 3,84 -3,80
Kingdom
8 United Arab 0,03 1,75 -1,71 Turkey 0,04 55,23 -55,19
Emirates
9 Turkey 0,02 17,16 -17,14 Iran (Islamic 0,03 4,82 -4,79
Republic of)
10 Iran (Islamic 0,02 0,83 -0,81 Ukraine 0,02 5,00 -4,99
Republic of)

Regional trade partners for Azerbaijan have shifted entirely in recent years. In 2005, Europe was the main destination:
market for Azerbaijan creative goods exports, with a share of 60%, followed by Asia with 31% and America with 9%. In 2014,:
the Americas dominated as the top regional market for creative goods exports with a 57% share, followed by Asia with 34%:
and Europe with 19%. The top export partners for creative goods in 2014 were the United States, Kazakhstan, France, the:

Russian Federation and Georgia, and Azerbaijan maintained trade deficits with the majority of them. 1
1
1
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Azerbaijan

CREATIVE SERVICES

AZERBAIJAN
2010 2011 2012 2013 2014
EXPORTS 9,8 5,8 9,6 19,9 36,3
Charges for the use of intellectual property n.i.e
Other business Services 0,3 0,7 4,1 9,7 7,3
Research and development (R&D) 0,3 0,7 4,1 9,7 7,3
Personal, cultural and recreational services 1,1
Audiovisual and related services 1,1
Telecommunications, computer, and information 9,5 5,1 5,5 10,1 27,8
services
Computer services 6,9 2,2 2,8 3,7 19,3
Information services 2,6 2,9 2,6 6,4 8,5
IMPORTS 22,1 49,3 59,4 70,5 84,6
Charges for the use of intellectual property n.i.e
Other business Services 0,8 2,0 2,2 6,3 3,1
Research and development (R&D) 0,8 2,0 2,2 6,3 3,1
Personal, cultural and recreational services 1,1 1,7
Audiovisual and related services 1,1 1,7
Telecommunications, computer, and information 21,3 47,3 57,2 63,2 79,7
services
Computer services 13,5 24,9 24,9 27,5 34,9
Information services 7,9 22,5 32,3 35,7 44,8
Highlights

e  Exports of creative services stood at $36.3 million in 2014, with telecommunications, computer, and information
services accounting for the largest share of creative services exports, valued at $27.8 million.

e Azerbaijani carpet art was inscribed in the UNESCO Representative List of Intangible Cultural Heritage of Humanity
in 2010.
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Bahamas

COUNTRY PROFILE- Bahamas

Creative Industries Trade Performance, 2005-2014 Values in Million USS
Bahamas 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,79 3,47 2,46 5,79 3,72 1,68 3,39 3,12 3,92 4,45
Imports 119,88 130,58 147,07 104,62 107,40 124,13 125,53 147,48 140,60 152,36
Balance of Trade -119,09 | -127,11 | -144,61 | -98,83 -103,68 -122,45 -122,14 | -144,36 | -136,68 | -147,91
200 -~
150 Creative Economy Trade Performance 2005 - 2014.
100 -
[a)
s 50 4
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Visual arts

:AIthough the creative industries made up a very small percentage of exports in the Bahamas, creative goods exports grew
I!;teadily to a value of $4.45 million in 2014. The key export sectors were design goods and handicrafts, including jewelry and :
accessories, baskets and bags and straw materials. In 2014, the Bahamas was a net importer of creative goods with imports i
ht $152.36 million generating a trade deficit of $147.91 million.
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Bahamas

Bahamas - Creative Goods Exports by

Bahamas - Creative Goods Exports by

Region 2005 'Region 2014
Oceania - Africa _ Africa_Oceania
0% 0% Asia 0% Europe
0% 4%
1 Africa 1 Africa
® America ® America
Asia B Asia M Asia
3%
B Europe W Europe
W Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 British Virgin | 0,51 0,00 0,51 United 4,21 134,79 -130,58
Islands States
France 0,17 0,16 0,01 Italy 0,14 0,53 -0,38
United States | 0,03 113,53 -113,50 United 0,04 2,28 -2,24
Kingdom
4 Canada 0,03 0,48 -0,45 Brazil 0,03 0,10 -0,07
5 Japan 0,02 0,19 -0,18 Panama 0,01 1,86 -1,85
Spain 0,01 0,16 -0,15 Saint Kitts 0,00 0,00 0,00
and Nevis
7 United 0,01 0,88 -0,87 Turks and 0,00 0,00 0,00
Kingdom Caicos
Islands
8 Mongolia 0,00 0,00 0,00 Haiti 0,00 0,00 0,00
9 Suriname 0,00 0,00 -0,00 Dominican 0,00 0,05 -0,05
Republic
10 Qatar 0,00 0,00 0,00 Cayman 0,00 0,01 -0,01
Islands

The top five export partners for Bahamas creative goods were the United States, Italy, the United Kingdom, Brazil and
Panama. The Americas region came to dominate the Bahamas trade growing from 73% share in 2005 to 96% in 2014. Main
exports included straw materials, basket ware, wickerwork, and bags. The straw trade grew in line with tourism, the
Bahama'’s largest industry, which saw 4.5 million cruise passengers visiting the island in 2015. Bahamian straw crafts are
important eco-friendly fashion accessories but there is no data available as to how much is produced and sold. The Bahamas
has a significant trade deficit of $130 million with the United States, which sent imports to the value of $135 million to the

Bahamas in 2014. There is no data available for creative services exports.
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Bahrain

COUNTRY PROFILE- Bahrain
Creative Industries Trade Performance, 20 and 2015 Value (in Million USS)
Bahrain 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 25,84 20,98 32,36 47,30 44,99 42,42 34,48 136,32 | 752,57 | 548,38
Imports 141,41 | 120,51 | 146,70 | 323,53 | 181,89 | 245,64 273,42 | 304,59 | 352,75 | 446,87
Balance of Trade -115,57 | -99,53 -114,34 | -276,23 | -136,90 | -203,22 -238,94 | -168,27 | 399,82 | 101,51
150 -
Creative Economy Trade Performance 2005 - 2014.
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Creative goods exports stood at $548.83 million in 2014. Design goods, including interior design, fashion accessories and:
jewelry accounted for the largest share of creative goods exports ($538 million). Knit or crochet clothing accessories was:
the fastest growing among the top 10 export categories. Bahraini gems and precious metals posted the third-fastest gain in :
value, led by jewelry and diamonds. Imports stood at $446.87 million for the same period. In 2014, Bahrain had a positive:
trade balance of $101.51 million. .
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Bahrain

Bahrain - Creative Goods Exports by Bahrain - Creative Goods Exports by
Region2005 Region2014
Africa _—America Europe Oceania Africa
Euro%%e;nia 2% 1% 0% 1%
8% |,
M Africa M Africa
B America H America
Asia Asia
W Europe Asia W Europe
. o .
Asia W Oceania 64% W Oceania
89%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $§ Values in Million US $
Ranking Partner Exports Imports Balance | Partner Exports Imports | Balance
1 Saudi Arabia 10,16 4,20 5,96 United Arab 256,92 126,13 | 130,80
Emirates
Kuwait 4,68 1,00 3,68 United States 186,52 13,86 172,66
3 United Arab 3,12 17,89 -14,77 Oman 30,08 1,35 28,73
Emirates
4 Switzerland 1,70 1,29 0,41 Saudi Arabia 27,73 7,65 20,08
5 Qatar 1,33 0,11 1,22 Qatar 14,15 0,20 13,95
6 Jordan 1,17 0,11 1,05 Kuwait 10,54 0,93 9,61
7 Oman 0,63 0,20 0,44 Lebanon 4,34 5,49 -1,16
8 United States 0,37 6,82 -6,45 Egypt 3,98 8,33 -4,35
9 France 0,17 3,27 -3,10 Russian 2,36 0,36 2,00
Federation
10 South Africa 0,17 0,28 -0,11 Turkey 2,02 8,35 -6,33

In 2005, the main destination markets for Bahrain’s creative goods exports were Asia, which accounted for 89% of trade,
and Europe with an 8% market share. In 2014, Asia remained the top destination market for creative goods exports, but its
market share declined significantly to 64% and the Americas share increased to a significant 34%. The top five export
partners of Bahrain were the United Arab Emirates, the United States, Oman, Saudi Arabia and Qatar.
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Barbados

COUNTRY PROFILE: Barbados
Creative Industries Trade Performance, 2005 and 2014 Values in Million USS
Barbados 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 10,62 21,27 4,09 26,47 21,50 13,20 12,52 42,59 13,34 19,20
Imports 92,48 73,61 50,68 82,64 59,32 59,07 69,86 62,44 65,50 65,79
Balance of Trade -81,86 -52,34 -46,59 -56,17 -37,82 -45,87 -57,34 -19,85 -52,16 -46,59
150 -
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Creative goods exports from Barbados stood at $19.2 million in 2014. Key exports constituted a range of creative offerings
including couture, business wear, young and trendy designs, jewelry, and handbags. Design-related exports increased from
$9 million in 2005 up to to nearly $19 million in 2014. Imports stood at $65.79 million in 2014 driven mainly by design and
publishing goods such as books, journals and other printed matter. Barbados had a trade deficit of $46.59 million in 2014.
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Barbados

Barbados - Creative Goods Exports by Barbados - Creative Goods Exports by
Region 2005 Region 2014
_ Europe  Africa Oceania - Africa
Asia  go, 0%___Oceania 0% 0%
0% 0%
1 Africa 1 Africa
= America Asia = America
0,
M Asia 3% M Asia
B Europe B Europe
B Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US S
Ranking Partner Exports | Imports Balance | Partner Exports Imports Balance
1 United States 8,39 51,48 -43,09 United States 12,03 25,89 -13,86
2 Switzerland 0,50 2,12 -1,62 France 3,70 3,16 0,54
3 Saint Vincent 0,25 0,00 0,25 Hong Kong 0,64 1,10 -0,46
and the (China)
Grenadines
4 United Kingdom 0,24 7,43 -7,19 Canada 0,62 3,55 -2,92
Canada 0,21 5,33 -5,12 Mexico 0,52 0,07 0,45
6 Netherlands 0,14 0,06 0,08 Trinidad and 0,36 1,21 -0,86
Antilles Tobago
Saint Lucia 0,13 0,06 0,07 Aruba 0,21 0,00 0,21
Trinidad and 0,11 2,09 -1,98 Saint Vincent 0,20 0,26 -0,06
Tobago and the
Grenadines
9 Grenada 0,10 0,02 0,08 Panama 0,16 0,38 -0,22
10 Antigua and 0,08 0,00 0,08 Dominica 0,16 0,00 0,16
Barbuda

i In 2005, the main destination markets for Barbados’s creative goods exports were America (92% market share) and Europe
1 (8%).In 2014, America was still the main destination market for Barbados's creative goods exports, but the share of exports
: going to America had declined to 77% while exports going to Europe had increased to 20%. The top five trading partners of
: Barbados were the United States, France, Hong Kong (China), Canada and Mexico.

1

1
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Barbados

CREATIVE SERVICES
BARBADOS

EXPORTS

Charges for the use of intellectual property
n.i.e

Other business Services

Research and development (R&D)
Personal, cultural and recreational services
Audiovisual and related services
Telecommunications, computer, and
information services

Computer services

Information services

IMPORTS

Charges for the use of intellectual property
n.i.e

Other business Services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services
Telecommunications, computer, and
information services

Computer services

Information services

Highlights

2008

12,6

12,6
8,4

4,3
16,6

16,6

8,0
8,6

2009 2010 2011 2012 2013
Values in Million US §

1,8 11,8 1,7 7,3 5,0
0,7 0,2 0,1
0,7 0,2 0,1
0,2 0,2 0,1
0,2 0,2 0,1

1,8 118 08 70 48

51 51 0,8 7,0 4,8

6,7 6,7

36,6 36,6 15,4 30,5 38,3
0,1 2,8 2,9
0,1 2,8 2,9
0,2 0,1 0,2
0,2 0,1 0,2

36,6 36,6 15,1 27,6 35,2

25,0 25,0 5,5 11,8 21,2

11,6 11,6 9,6 15,8 14,0

e Key sectors in Barbados include high fashion apparel and music, which is a dynamic field.
e Barbados is poised to become a regional centre of excellence for film, video production and other related
audiovisual services according to the Invest Barbados Agency, which promotes creative industries.!

1 Creative Industries- InvestBarbados.org
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Belarus

COUNTRY PROFILE- Belarus

Creative Industries Trade Performance, 2005-2014 Values in Million USS
Belarus 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 271,40 298,59 388,33 504,18 352,83 415,83 511,20 562,79 587,81 603,71
Imports 155,24 228,45 309,01 395,36 286,02 336,71 405,94 447,40 551,09 587,41
Balance of Trade 116,16 70,14 79,32 108,82 66,81 79,12 105,26 115,39 36,72 16,30
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Creative goods exports from Belarus grew steadily from 2005 reaching a value of $603,71 million in 2014. Design goods,
publishing and art crafts were key creative goods exports from Belarus. The national cloth industry emerged along with a
number of young and successful fashion labels. Creative goods imports continued to grow to reach a volume of $587.4
million in 2014. Design goods ($371 million), art craft ($85 million) and publishing (582 million) accounted for the largest
share of imports.
UNCTAD Creative Economy Outlook / Country Profiles
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Belarus

Belarus - Creative Goods Exports by Belarus - Creative Goods Exports by
Region2005 Region2014
America America
Oceania _Africa_ 19 s Oceania
0% % 5% 0%
M Africa H Africa
America America
M Asia M Asia
B Europe W Europe
M Oceania M Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $§
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Russian 193,96 67,27 126,68 Russian 459,89 227,35 232,55
Federation Federation
2 Germany 13,06 17,82 -4,76 Kazakhstan 40,58 0,18 40,41
3 France 9,87 2,31 7,56 Germany 20,07 23,99 -3,92
4 Kazakhstan 9,00 0,32 8,68 China 15,84 42,91 -27,07
5 Ukraine 8,25 6,98 1,28 Ukraine 11,15 39,14 -27,98
6 Czechia 7,37 1,12 6,25 Poland 6,05 30,10 -24,04
7 Denmark 4,72 0,60 4,12 France 5,62 2,39 3,23
8 Austria 2,92 3,50 -0,59 Azerbaijan 5,60 0,02 5,58
9 Lithuania 2,75 1,08 1,66 Lithuania 2,77 90,12 -87,34
10 United 2,45 2,15 0,31 Serbia 2,62 3,08 -0,46
States

! In 2005, Europe was the main destination market for Belarus’s creative goods exports with a share of 93%, followed by Asia :
(5%). In 2014, Europe remained the key market for Belarus creative goods exports even though its share declined slightly to :
87% while exports to Asia increased to a 12% share. The top five trade partners of Belarus for creative goods exports were :
the Russian Federation, Kazakhstan, Germany, China and Ukraine. Creative services exports from Belarus stood at $998.9 |
million with audiovisual services exports at $8.3 million and information services at $10.9 million in 2014.
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CREATIVE SERVICES
BELARUS

EXPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Research and development (R&D)

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

IMPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Research and development (R&D)

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

Highlights
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Belarus

2011

297,2

16,6
16,6

280,6
274,1
6,5
61,7

9,4
9,4

52,3
46,5
5,8

2012

448,2

23,8
23,8
8,4
8,4
416
408

91,3

5,1
5,1
21,8
21,8
64,4
55,9
8,5

2013

611,7

37,6
37,6

567,1
554,9
12,2

117,9

4,8
4,8
30,8
30,8
82,3
72,4
9,9

2014

758,1

45,5
45,5
9,9
9,9
702,7
690,8
11,9
128,8

3,3
3,3
22,7
22,7
102,8
92,6
10,2

e Akey sector for development is the fashion industry both for local and international markets. Belarussians are big

spenders on fashion items, spending 11,6% of their income on clothes which is the second largest proportion

after food.!

1 Belarus Digest- Young Fashion labels from Belarus, A new Export Hit 2013
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Belgium

COUNTRY PROFILE - Belgium
Creative Industries Trade Performance, 2005 - 2014 Values in Million USS
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Belgium
Exports 7.554,26 | 7.590,78 | 9.223,57 | 9.628,44 | 7.992,20 | 7.590,13 | 8.385,79 | 7.596,44 | 8.210,08 | 7.952,20
Imports 6.672,68 | 6.894,09 | 8.335,72 | 9.152,12 | 7.737,36 | 7.514,46 | 8.385,89 | 7.369,68 | 8.227,68 | 7.779,09
Balance 881,58 696,69 887,85 476,32 254,84 75,67 -0,10 226,76 -17,60 173,11
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: Creative goods exports from Belgium stood at $7.9 billion in 2014. Design goods, arts crafts, publishing and visual arts
: accounted for the largest share of exports. Design goods exports, which grew from $3.2 billion in 2005 to $4.1 billion in
: 2014, included architecture, interior design and fashion accessories. Imports stood at $7.7 billion in 2014, and were driven
1 by design goods, publishing, and visual arts. The diamond and jewelry sectors represented an important part of the
: country's exports. Antwerp in Belgium is the world centre of diamond trade and manufacturing, where 56% of world
: diamond trade takes place. French-speaking Belgium is the world's biggest producer of comics per capita.

1
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Belgium

Belgium - Creative Goods Exports by Region Belgium - Creative Goods Exports by
2005 Region 2014
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Belgium Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 France 2.490,43 | 1.139,63 | 1.350,81 | France 2.776,29 | 959,13 1.817,16
2 Netherlands 1.264,26 | 1.303,59 | -39,33 Netherlands 1.097,94 | 1.439,37 | -341,42
3 United 927,77 249,84 677,93 Germany 798,85 875,87 -77,02
Kingdom
4 Germany 811,23 697,13 114,10 United 793,17 234,18 558,99
Kingdom
5 Spain 252,76 94,21 158,55 Italy 264,10 268,25 -4,15
6 United States | 241,35 105,59 135,76 United States | 256,39 134,34 122,06
7 Italy 202,74 311,40 -108,66 Switzerland 200,64 68,57 132,06
8 Luxembourg 140,12 33,70 106,42 Spain 176,06 91,12 84,94
9 Switzerland 130,35 60,19 70,16 Poland 132,92 170,91 -37,99
10 Poland 75,79 82,66 -6,86 Luxembourg 121,79 27,80 93,99

In 2014, the main destination market for Belgium’s creative goods exports was Europe (91 %), followed by Asia (5%), the
:Americas (4%) and Africa (1%). The top five trade partners were France, the Netherlands, Germany, the United Kingdom
@and Italy. Belgium posted a trade deficit with the Netherlands of $342.4 million. Creative services exports were at $32.7
:biIIion in 2014. Advertising, market research, public opinion and polling services accounted for the largest share of creative
:services exports at $6.0 billion, followed by architectural, engineering, scientific and other technical services at $3.4 billion
:in 2014.

UNCTAD Creative Economy Outlook / Country Profiles
78



CREATIVE SERVICES

BELGIUM

EXPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Advertising, market research, and public opinion polling
services

Architectural services

Architectural, engineering, scientific, and other technical
services

R&D, sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to increase
the stock of knowledge

R&D, Provision of customized and non-customized R&D
services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Other personal, cultural and recreational services,
heritage and recreational services
Telecommunications, computer, and information
services

Computer services

Information services

Information services, News agency

Information services, Other (other than news agency)
IMPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Advertising, market research, and public opinion polling

services

Architectural services

Architectural, engineering, scientific, and other technical
services

R&D, sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to increase
the stock of knowledge

R&D, Provision of customized and non-customized R&D
services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Other personal, cultural and recreational services,
heritage and recreational services
Telecommunications, computer, and information
services
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Belgium

2011
24.800,0

18.583,3
4.308,0

52,8
1.790,5

98,7
4.144,0

4.045,3

4.144,0
704,8
599,1
105,7

5.511,9

4.508,2
501,8
136,2
365,6
20.104,1

15.192,8
4.501,3

271,1
1.942,0

439,3
2.826,1

2.386,9

2.826,1
1.052,3
800,7
251,6

3.859,0

2012
26.660,9

20.208,3
4.543,3

74,5
2.511,9

100,2
4.359,5

4.259,3

4.359,5
670,7
569,2
101,5

5.781,9

5.199,8
291,7
80,9
209,4
24.083,4

18.787,2
5.599,4

286,5
2.050,6

142,6
3.616,9

3.474,3

3.616,9
812,0
691,3
120,8

4.484,2

2013
28.523,9

20.751,3
4.692,2

95,6
3.000,7

143,4
4.320,5

4.178,4

4.320,5
702,4
592,2
110,2

7.070,2

6.407,7
331,9
83,6
247,0
25.100,9

19.035,8
5.791,6

237,7
2.638,2

66,4
3.456,1

3.389,7

3.456,1
852,4
768,8
83,6

5.212,7

2014
32.742,5

23.281,5
6.059,2

45,1
3.468,1

13,3
4.569,3

4.557,3

4.569,3
1.060,1
829,2
230,9

8.400,9

7.770,7
315,8
69,0
245,4
36.811,5

29.765,3
7.279,8

31,8
2.624,3

2.101,5
6.609,8

4.508,2

6.609,8
1.119,8
1.008,3
111,4

5.926,5
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Belgium

C_om_puEr services _3.5_81,3 -

Information services 139,0

Information services, News agency 38,9

Information services, Other (other than news agency) 100,1
Highlights

TaTa11 T T 49007
170,9 156,7
46,3 35,8
125,9 119,5

T 56094 T T

159,2
19,9
138,0

e Belgium has been on the cutting edge of fashion industry during the last decade supported by a highly skilled,

multilingual and productive force.

e Interior design is growing and exports could grow at a fast pace given the excellent geographical location of Belgium

in Europe and its well-developed transport infrastructure.
e  Exports of creative services stood at $32.7 billion in 2014,

Sources:

Centre for International Management and Development Antwerp
Centre for ASEAN Studies
Belgian Foreign Trade Agency
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Belize

COUNTRY PROFILE- Belize

Creative Industries Trade Performance, 2005-2014

Value in Million US$

Belize 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,21 0,85 0,56 0,06 0,08 0,11 1,69 0,08 1,31 3,57
Imports 17,51 | 14,55 | 15,54 | 13,12 | 16,01 | 24,53 14,60 | 12,26 | 18,78 | 42,11
Balance of Trade -17,30 | -13,70 | -14,98 | -13,06 | -15,93 | -24,42 -12,91 | -12,18 | -17,47 | -38,54

In millions USD
» AN NS O
o o o o o o o

Creative Economy Trade Performance 2005 - 2014.

=¢==Balance of Trade

- Exports

Imports

In millions USD

Creative Goods Exports Performance by

Product Category, 2005 & 2014

M Exports - 2005

M Exports - 2014

Art crafts

Audiovisuals

Design

New media

Performing arts

Belize

Publishing

Visual arts

In millions USD

Creative Goods Imports Performance by
Product Category, 2005 & 2014

B Imports - 2005

N
o
T T T T T A T |

Art crafts

Design

Audiovisuals

B Imports - 2014

New media

Belize

Publishing l

Performing arts

Visual arts

:Creative goods exports from Belize increased from less than a million in 2005 to $3.5 million in 2014. According to the data
:reported, design goods, accounted for nearly $3 million. Imports stood at $42.1 million, led by imports related to design
:goods (interior design, fashion accessories, jewelry) with a value of nearly $30 million, followed by imports of new media
(DVDs, CDs) worth nearly $5 million and publishing (books, journals) worth nearly $5 million in 2014. Belize posted a trade

eficit of $38.5 million in 2014.
1
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Belize

Belize - Creative Goods Exports by Region Belize - Creative Goods Exports by Region
Asia 2005 2014
. ) Africa Oceania __Africa Europe
Oceania _0% 0%._ Europe 0% 0%
0% 0% ’
1 Africa 1 Africa
= America = America
M Asia M Asia
B Europe M Europe
H Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Belize Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States | 0,16 12,16 -11,99 United 3,11 10,01 -6,90
States
2 Mexico 0,01 0,64 -0,63 China 0,18 20,46 -20,28
Guatemala 0,01 0,16 -0,15 Canada 0,08 0,35 -0,27
4 Trinidad and 0,01 0,31 -0,30 Hong Kong 0,06 2,65 -2,59
Tobago (China)
5 Barbados 0,01 0,02 -0,02 Panama 0,04 1,35 -1,31
6 Honduras 0,00 0,01 -0,00 Guatemala 0,03 0,36 -0,33
7 Cayman 0,00 0,00 0,00 Mexico 0,02 1,00 -0,98
Islands
8 Cuba 0,00 0,00 0,00 United 0,02 0,00 0,02
Republic of
Tanzania
9 Montserrat 0,00 0,00 0,00 Suriname 0,01 0,00 0,01
10 Tokelau 0,00 0,00 0,00 Italy 0,01 0,08 -0,08

:In 2014, the Americas was the main destination market for Belize’s creative goods exports with a market share of 92%
IHowever Asia was gaining ground with a 7% market share in 2014. The top export partners for creative goods were theI
'Umted States, China, Canada, Hong Kong (China) and Panama. Belize’s imports of creative services stood at $5.9 million |n|
|2014 No data was available for creative services exports. .

Note: The Americas include the following: Anguilla, Antigua and Barbuda, Argentina, Aruba, Bahamas, Barbados, Belize, Bermuda, Bolivia
(Plurinational State of), Bonaire, Sint Eustatius and Saba, Brazil, British Virgin Islands, Canada, Cayman Islands, Chile, Colombia, Costa Rica,
Cuba, Curagao, Dominica, Dominican Republic, Ecuador, El Salvador, Falkland Islands (Malvinas), Greenland, Grenada, Guatemala,
Guyana, Haiti, Honduras, Jamaica, Mexico, Montserrat, Netherlands Antilles, Nicaragua, Panama, Paraguay, Peru, Saint Kitts and Nevis,
Saint Lucia, Saint Pierre and Miquelon, Saint Vincent and the Grenadines, Sint Maarten (Dutch part), Suriname, Trinidad and Tobago,
Turks and Caicos Islands, United States, Uruguay, Venezuela (Bolivarian Rep. of).
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CREATIVE SERVICES

BELIZE

EXPORTS
Charges for the use of intellectual property n.i.e
Other business Services

Telecommunications, computer, and information
services
IMPORTS

Charges for the use of intellectual property n.i.e

2010

2,3

Countrv Profiles / Creative Economy Outlook - UNCTAD

Belize

2011 2012 2013 2014

31 3,1 4,9 5,9

Other business Services

Personal, cultural and recreational services 0,1 0,0 0,1 0,0 0,0
Audiovisual and related services 0,1 0,0 0,1 0,0 0,0

Telecommunications, computer, and information 2,2 3,1 3,0 4,9 5,9
services
Computer services 2,0 1,4 2,7 2,8

Information services 2,2 1,1 1,6 2,2 3,1

Highlights:

The Government of Belize ensured that culture and the arts form an integral part of the Belize 2030 Plan, the
Tourism Master Plan and the NICH Strategic Plan.! The Belize National Cultural Policy (2016-2026) envisages the
following policy interventions:

Provide support for research and development of instruments to validate or determine the contribution of the
cultural and creative industries to national economy;

Ensure effective collaboration and consultation between the NICH and the BELTRAIDE, the Belize Chamber of
Commerce and Industry and the Belize Coalition of Service Industries on issues dealing with the development
and promotion of the cultural and creative industries and the effective marketing of cultural goods and
services;

Facilitate the creation of conditions for the development of Public-Private Partnerships in the cultural and
creative industries especially for effective and viable distribution of cultural goods and services within Belize
and internationally;

Consider special export incentives for goods and services from the cultural and creative industries for increased
investment in these sectors.

1 National Institute of Culture and History
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Benin

COUNTRY PROFILE - Benin

Creative Industries Trade Performance, 2005-2014
Benin 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,64 0,44 2,40 1,47 3,75 0,85 0,66 1,65 0,64 0,76
Imports 12,56 12,94 19,90 17,02 14,85 13,45 31,67 14,97 19,29 45,25
Balance of Trade -11,92 | -12,50 | -17,50 | -15,55 | -11,10 | -12,60 -31,01 | -13,32 | -18,65 | -44,49
60 -
Creative Economy Trade Performance 2005 - 2014.
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Benin Benin

:Creative goods exports stood at less than a million in 2014 while imports stood at $45.2 million generating a significant trade
:deficit of $44.4 million in 2014. Benin’s creative goods exports were low and related to design goods. In terms of imports,
:Benin posted a high value of imported art crafts worth nearly $35 million, followed by publishing (books and journals) worth
:55 million, design goods (interior design, fashion accessories) with a value near to $5 million and new media (DVs, CDs),
with a value below $5 million in 2014.
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Benin

2005

Oceania
0%

Benin - Creative Goods Exports by Region

Benin - Creative Goods Exports by Region
2014

Oceania
0%

M Africa M Africa
® America Asia ® America
5%
M Asia M Asia
B Europe B Europe
B Oceania M Oceania
America
5%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Benin Values in Million US $ Values in Million US S
Ranking Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 France 0,19 3,46 -3,27 United States 0,20 0,87 -0,67
2 Guinea 0,07 0,01 0,06 Senegal 0,13 0,05 0,08
3 Japan 0,05 0,02 0,03 Cameroon 0,11 0,01 0,10
4 Cote d'lvoire 0,04 0,16 -0,13 France 0,06 5,11 -5,05
5 China 0,03 4,63 -4,60 Togo 0,03 1,47 -1,44
6 Congo 0,02 0,00 0,02 Belgium 0,03 0,71 -0,69
7 Equatorial Guinea 0,02 0,00 0,02 Cote d'lvoire 0,01 0,10 -0,09
8 Belgium 0,02 0,08 -0,06 Ghana 0,01 0,04 -0,03
9 Mali 0,02 0,00 0,02 Denmark 0,01 21,84 -21,83
10 India 0,02 0,28 -0,26 Italy 0,01 0,42 -0,41

'In 2005, Benin’s main destination market for creative goods exports was Africa with a share of 41%, followed by Europe;
'Wlth 37% and Asia with 17%. In 2014, Africa remained the main market for Benin’s exports with a 50% share. Benin hadI
||ncreased significantly its exports to the Americas to arrive at a 26% share while its exports to Europe and Asia decreased'
Ito 19% and 5% respectively. The top export partners for creative goods in 2014 were the United States, Senegal, Cameroon, l
France, Togo and Belgium.
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CREATIVE SERVICES
BENIN

EXPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Research and development (R&D)

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

IMPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Research and development (R&D)

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

Highlights
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Benin

2011

0,6

0,0
0,0
0,6
0,5
0,1
2,9

0,0
0,0
2,9
2,3
0,6

2012

1,7

0,0
0,0
1,3
1,3
0,5
0,5

7,2

0,3
0,3
0,1
0,1
6,8
3,3
3,6

2013

0,4

0,4
0,4

9,5

0,0
0,0
0,0
0,0
9,4
8,0
1,4

2014

38,5

38,5
0,5
37,9
6,2

1,5
1,5
0,1
0,1
4,7
3,3
1,3

e Creative services exports stood at $38.5 million in 2014 and information services accounted for the largest share

of creative services exports.

e The Programme of Action of the Government [Programme d’Action du Gouvernement (2016-2021)], launched a
Fund for the support Cultural Projects (PMFBCPC), and a credit line to support cultural enterprises in the Republic

of Benin and to reinforce cultural management capabilities.*

Lhttps://www.benincultures.com/fr/appui-aux-entreprises-et-industries-culturelles-appel-a-candidatures/
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Bolivia, Plurinational State of

COUNTRY PROFILE - Bolivia (Plurinational State of)

Creative Industries Trade Performance, 2005-2014 Value in Million USS
Bolivia (Plurinational 2005 | 2006 | 2007 2008 2009 2010 2011 2012 2013 2014
State of)
Exports 77,87 | 89,94 | 99,11 | 88,75 | 83,85 | 77,68 67,70 80,99 133,67 | 101,33
Imports 39,16 | 45,56 | 69,73 | 85,23 | 88,81 | 125,09 | 163,64 | 179,53 | 169,24 | 197,01
Balance of Trade 38,71 | 44,38 | 29,38 | 3,52 -496 | -47,41 | -9594 | -98,54 | -3557 | -95,68
250 -
200 - Creative Economy Trade Performance 2005 - 2014.
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Bolivia (Plurinational State of) Bolivia (Plurinational State of)

Creative goods exports from the Plurinational State of Bolivia showed steady growth from $77.8 million in 2005 up to
$101.3 million in 2014. Design goods (knitted clothing pieces such as ponchos, Aguayo, and hats produced with local
materials and fibers) accounted for the largest share of its exports. Imports stood at $197 million in 2014. Key imports
were design goods (fashion accessories, interior design, jewelry, toys) worth $105 million, followed by books and journals
worth $38 million, art crafts worth $21 million and new media worth 18 million in 2014. Imports also increased
significantly from 539.1 million in 2005 up to 5197 million in 2014, resulting in a trade deficit of 595.6 million. _________
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Bolivia, Plurinational State of

Bolivia (Plurinational State of) - Creative Goods Bolivia (Plurinational State °_f) - Creative
Exports by Region 2005 Goods Exports by Region 2014
Europe Africa
9 i ia Afri
7% 0% __ Oceania Europe Asia rica Oceania
1 Africa = Africa
= America H America
M Asia B Asia
B Europe B Europe
H Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 70,52 5,51 65,01 United 95,17 8,79 86,38
States
2 United 3,09 0,14 2,95 Venezuela 2,31 0,03 2,28
Kingdom (Bolivarian
Rep. of)
France 0,95 0,28 0,67 Italy 1,16 1,71 -0,56
4 Spain 0,64 1,60 -0,97 Canada 0,57 3,33 -2,76
Chile 0,44 7,62 -7,18 United 0,37 0,32 0,05
Kingdom
6 Venezuela 0,40 0,02 0,37 Argentina 0,37 8,81 -8,44
(Bolivarian
Rep. of)
7 Argentina 0,31 1,91 -1,59 Chile 0,29 6,27 -5,98
Belgium 0,17 0,09 0,08 Denmark 0,23 0,17 0,06
Italy 0,16 0,21 -0,05 Mexico 0,19 3,77 -3,57
10 Germany 0,16 0,38 -0,22 Peru 0,11 16,95 -16,83

:In 2014, the Americas was the main destination market for Plurinational State of Bolivia’s creative goods exports. Nearly
:aII exports went to the United States of America with value of $95.1 million, mainly in design goods. Well-established
:American fashion brands have set up production facilities in Bolivia to produce jeans and other fashion accessories, which
:are then re-exported to the United States. Creative services exports stood at $22.5 million in 2014. Computer services,
:information services and audiovisual and related services accounted for the largest share of creative services exports.
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CREATIVE SERVICES

Bolivia, Plurinational State of

EXPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

IMPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Research and development (R&D)

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

Highlights

Country Profiles / Creative Economy Outlook -UNCTAD

Bolivia, Plurinational State of

2011

12,0

1,4
1,4
10,6
7,3
3,3
45,5

11,2
11,2
34,4
20,0
14,4

2012

19,3

1,5
1,5
17,8
10,4
7,4
45,3

12,5
12,5
32,8
18,4
14,4

2013

27,2

1,2
1,2
25,9
18,5
7,4
47,1

12,1
12,1
35,0
19,0
16,0

2014

22,5

1,5
1,5
21,0
16,2
4,8
59,6

7,6

7,6

10,9
10,9
411
22,8
18,3

e Bolivian textile exports declined 80.7% from 2007 to 2014 due to the smuggling of second-hand clothing

entering into the country.

e In 2014, the Central Registry of Artisans (La Central Unica de Artesanos) had 213,000 members and had created

900,000 jobs in the country.

1 Caen en 80% exportaciones de textiles bolivianos, 2017
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Bosnia & Herzegovina

COUNTRY PROFILE- Bosnia and Herzegovina
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Bosnia and 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Herzegovina
Exports 61,97 76,96 98,73 109,06 92,20 105,98 127,44 141,27 156,07 164,84
Imports 192,46 185,85 242,79 324,61 236,64 230,60 231,79 208,90 208,69 239,45
Balance of Trade -130,49 | -108,89 | -144,06 | -215,55 | -144,44 | -124,62 | -104,35 | -67,63 -52,62 -74,61
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o 200 -
2 u
5 m | &
v 100 - [ | [ | u
E m = “
% 0
£ 100 4 2005 2007 2008 2009 2010 4 |
-200 - osnia and Herzegovina |
-300 -

=¢=2Balance of Trade - Exports Imports

Creative Goods Exports by Product Category, Creative Goods Imports by Product Category,
2005 & 2014 2005 & 2014 ’
M Exports - 2005 M Exports - 2014 ® Imports - 2005  ® Imports - 2014
5 188 5130
3 i 3 138 .
%) [7,) -
S i 5 60 -
= ] = 40 -
€ ] - g 20 -
£ 7] %) c © 7] oY) 7] £ O ]
£ © 5 £ £ 2 2 e ) 2 ® 2
T S ¥ 8 & £ = 5 T 2 B8 &5 £ &
o 3 8 IS téo 2 © ] 0 ] £ a0 & —
+ 3 £ I S - > o c = ©
£ 3 = £ 5 3 3 = £ 3 3
3 g 5 & > < 3 : £ =2 ¢
< £ 2 zZ &
& 2
Bosnia and Herzegovina Bosnia and Herzegovina

:Creative goods exports posted continuous growth with exports worth $61.9 million in 2005 climbing to $164.8 million in :
:2014. Design goods exports nearly tripled from $51 million in 2005 to $138 million in 2014. Imports stood at $239.4 million :
:in 2014, mainly driven by the imports of design goods, art crafts and publishing. It is worth noting that arts crafts exports :
:increased from $21 million in 2005 up to $47 million in 2014. Bosnia and Herzegovina posted a trade deficit of $74.6 million :
in 2014. :

1
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Bosnia & Herzegovina

Bosnia and Herzegovina - Creative Goods Bosnia and Herzegovina - Creative Goods
Exports by Region 2005 Exports by Region 2014
Africa America America _ Africa pgia
1%
Africa Africa

W America W America

M Asia M Asia

W Europe W Europe

W Oceania W Oceania

TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Econom | Values in Million US $ Values in Million US $
y
Ranking Partner Exports | Imports | Balance | Partner Expor | Imports | Balanc
ts e

1 Germany 13,03 15,64 -2,61 Germany 53,23 | 15,14 38,09
2 Croatia 12,46 39,68 -27,23 | Croatia 21,63 | 22,13 -0,51
3 Federal Republic of Yugoslavia | 10,49 25,35 -14,86 Slovenia 15,74 | 12,32 3,42
4 France 5,45 0,92 4,53 France 8,80 1,69 7,11
5 Slovenia 3,01 18,90 -15,89 Italy 7,80 17,72 -9,92
6 Netherlands 2,99 0,65 2,35 Austria 7,47 12,21 -4,74
7 Austria 2,46 4,89 -2,43 Netherlands | 7,43 0,88 6,54
8 United Kingdom 2,31 2,94 -0,63 Czechia 7,09 1,64 5,45
9 Italy 2,15 16,31 -14,16 Switzerland 6,29 0,69 5,60
10 United States 1,83 1,35 0,48 Serbia 5,23 27,37 -22,14

The main destination market for creative goods exports was Europe, which accounted for 96% of the market. The top ten
export partners were Germany, Croatia, Slovenia, France, Italy, Austria, Netherlands, Czechia, Switzerland and Serbia.
Creative services exports stood at $34.9 million in 2014 led by computer services exports, which generated $34.7 million for
the same period.
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Bosnia & Herzegovina

CREATIVE SERVICES

Bosnia and Herzegovina

EXPORTS

Charges for the use of intellectual property n.i.e
Other business Services

Personal, cultural and recreational services
Audiovisual and related services

Telecommunications, computer, and information
services
Computer services

IMPORTS

Charges for the use of intellectual property n.i.e
Other business Services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Telecommunications, computer, and information
services
Computer services

Highlights:

2010

0,5

0,5
0,5

12,4

0,2
0,2
1,5
1,5
10,7

10,7

2011 2012 2013 2014
1,0 31,8 31,5 34,9
1,0 0,6 1,2 0,2
1,0 0,6 1,2 0,2
31,2 30,2 34,7
31,2 30,2 34,7
9,4 10,6 9,0 10,4
0,4 2,6 0,1 0,2
0,4 2,6 0,1 0,2
1,0 0,9 2,1 1,6
1,0 0,9 2,1 1,6
8,0 7,1 6,8 8,7
8,0 7,1 6,8 8,7

e In 2015, the creative industries of Bosnia and Herzegovina included 3,836 enterprises.

e Bosnia and Herzegovina’s cinematography has developed into a diversified sector, capable of producing quality

audiovisual contents for the domestic and foreign audience. There are 96 cultural events of international

importance per annum, of which almost 50% are in creative industries (27 in the publishing industry; 17 in the film

industry; and 15 in the music industry).!

e In recent years, young software developers have begun establishing their own start-ups, upgrading the

digitalization process in Bosnia and Herzegovina, and are now working side by side with large outsourced

multinational companies. This has led to a tremendous growth in the ICT sector.? Telecommunications, computer

and information services exports stood at $34.7 million in 2014.

! Contemporary Development of Creative Industries in Bosnia and Herzegovina, February, 2015
2 The ITC Sector, A rapidly growing sector in Bosnia and Herzegovina, May 2017
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Botswana

COUNTRY PROFILE- Botswana

Creative Industries Trade Performance, 2005-2014 . .
Value in Million USS
Botswana 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 5,60 6,21 7,09 7,02 8,39 6,57 18,20 14,67 13,05 13,11
Imports 76,85 75,52 83,03 86,52 86,68 | 85,81 84,85 | 79,07 77,68 | 79,22
Balance of Trade -71,25 | -69,31 | -75,94 | -79,50 | -78,29 | -79,24 -66,65 | -64,40 | -64,63 | -66,11
100 -~ Creative Economy Trade Performance 2005 - 2014.
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Botswana Botswana

Creative goods exports from Botswana increased from $5.6 million in 2005 up to $13.1 million in 2014. Art crafts was a
leading export sector with a value of $7 million, followed by design goods worth $5 million. Imports stood at $79.2 million
in 2014 generating a trade deficit of $66.1 million for the same period. Art crafts such as traditional pottery, leatherwork,
woodcarving, beadwork, lekgapho, and basket weaving play an important role in preserving Botswana’s culture and account

for nearly 50 per cent of creative goods exports.
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Botswana

Botswana - Creative Goods Exports by Botswana - Creative Goods Exports by
Region 2005 Region 2014
Asia Europe _Qceania Asigurope ch;nia
Americd2% America s ’
1%

H Africa M Africa

B America B America

W Asia W Asia

W Europe W Europe

m Oceania m Oceania

TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014

Economy Values in Million US' $ Values in Million US $
Ranking Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 South Africa 3,10 65,57 -62,47 South Africa 8,98 56,24 -47,26
2 Namibia 1,28 0,15 1,14 Zambia 1,59 0,03 1,56
3 Zambia 0,40 0,03 0,37 Namibia 0,94 0,10 0,84
4 United Kingdom 0,35 3,71 -3,36 United Kingdom 0,82 9,24 -8,42
5 Zimbabwe 0,19 0,48 -0,29 Zimbabwe 0,30 0,24 0,06
6 Eswatini 0,05 0,00 0,05 United States 0,12 1,29 -1,17
7 Lesotho 0,05 0,00 0,05 India 0,07 0,78 -0,71
8 United States 0,03 1,39 -1,36 Eswatini 0,06 0,10 -0,05
9 Morocco 0,02 0,00 0,02 Denmark 0,03 0,00 0,03
10 Japan 0,02 0,11 -0,09 Kenya 0,02 0,02 -0,00

}
: In 2014, the main destination markets for Botswana’s exports of creative goods were Africa with a share of 91% and Europe
: with a 7% share. Botswana exported $8.9 million worth of goods to South Africa, but also imported $56.2 million worth of
1 goods imported from South Africa as well, resulting in a significant trade deficit. Creative services exports stood at $17.6
1 million in 2014.

1

1
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Botswana

CREATIVE SERVICES

BOTSWANA

2010 2011 2012 2013 2014
EXPORTS 8,9 9,7 14,6 16,8 17,6
Charges for the use of intellectual property n.i.e
Other business Services 7,3 4,4 12,2 10,2 4,9
Research and development (R&D) 7,3 4,4 12,2 10,2 4,9
Telecommunications, computer, and information services 1,5 5,3 2,4 6,6 12,7
Computer services 1,5 5,3 2,4 6,6 12,7
IMPORTS 15,2 20,4 15,0 10,2 24,0
Charges for the use of intellectual property n.i.e
Other business Services 7,3 10,3 3,7 4,6 15,5
Research and development (R&D) 7,3 10,3 3,7 4,6 15,5
Personal, cultural and recreational services
Telecommunications, computer, and information services 7,9 10,0 11,3 5,6 8,5
Computer services 7,9 10,0 11,3 5,6 8,5

Highlights:

e In 2016, the Ministry of Youth, Sports and Culture said that the creative industry had contributed towards the
economic growth in the Ngmailand District and that arts and culture were economic drivers in communities.*

e Wacona Cultural Village is involved in promoting tangible and intangible Botswana culture through cultural
tourism. The cultural village specializes in traditional cuisine based on game meat and offers accommodation in
traditional huts representing the different ethnic groups.?

1 Botswana:Creative Industry Economy Driver, July 2016

2 Support Programme for ACP Cultural Industries, Report Botswana
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Brazil

COUNTRY PROFILE - Brazil
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Brazil 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 1.044,26 | 1.012,50 | 1.042,86 | 1.107,51 | 888,52 904,91 945,47 916,90 941,80 923,47
Imports 658,62 921,80 1.056,40 | 2.052,47 | 1.802,33 | 2.382,88 | 3.122,37 | 3.057,77 | 2.989,47 | 2.962,92
Balance of Trade | 385,64 90,70 -13,54 -944,96 -913,81 -1.477,97 | -2.176,90 | -2.140,87 | -2.047,67 | -2.039,45
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Brazil Brazil

Creative goods exports stood at $923.4 million in 2014. Design goods, such as fashion, accessories, interior design and
jewelry were leading exports. The crown jewel of Brazil’s growing creative economy is the fashion industry. However, it is
worth noting that the value of exports of design goods declined from $880 million in 2005 to $614 million in 2014. New
media, such as film, stood at $102 million followed by visual arts at $92 million and art crafts at $73 million. Imports tripled
the level of exports with a value of $2.9 billion in 2014. Overall, music, film and online media were growth sectors in Brazil.
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Brazil

Brazil - Creative Goods Exports by Region 2005 Brazil - Creative Goods Exports by Region 2014
Oceania _ Africa Oceania
0% 4% 0%
 Africa i Africa
B America B America
M Asia Asia M Asia
4%
B Europe B Europe
B Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Brazil Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States | 376,09 51,51 324,58 United States 184,82 175,74 9,07
2 France 106,83 46,17 60,66 United 115,96 53,65 62,31
Kingdom
3 United 59,92 11,24 48,69 Peru 56,21 2,44 53,77
Kingdom
4 Argentina 52,92 16,62 36,30 Angola 47,38 0,00 47,38
5 Spain 43,01 23,86 19,14 Chile 45,41 3,15 42,26
6 Germany 40,58 6,77 33,82 Bolivia 43,18 0,01 43,17
(Plurinational
State of)
7 Netherlands 35,39 3,30 32,08 Mexico 41,29 20,42 20,87
8 Chile 31,32 12,73 18,59 Paraguay 40,42 5,77 34,65
9 Portugal 25,71 2,52 23,19 Uruguay 38,41 2,01 36,40
10 Mexico 22,71 1,94 20,77 Argentina 36,76 12,01 24,74

=== e e e e e e e e e m
: The main destination markets for Brazil’s creative goods exports were the America’s (63%), Europe (24%), Africa (9%) and :

: Asia (4%). While the proportion of exports to the America’s continued to grow, that to Europe declined from 34 percent in
: 2005 to 24 percent in 2014. The top export partners for creative goods were the United States, United Kingdom, Peru,

: Angola and Chile. Brazil had a positive trade balance with its key trade partners.
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Brazil

CREATIVE SERVICES

BRAZIL

2011 2012 2013 2014
EXPORTS 701,6 974,4 940,1 1.808,7
Charges for the use of intellectual property n.i.e
Other business Services 463,6 593,1 496,2 525,1
Research and development (R&D) 463,6 593,1 496,2 525,1
Personal, cultural and recreational services 2,0 0,2 0,5 265,4
Audiovisual and related services 2,0 0,2 0,5 265,4
Telecommunications, computer, and information services 236,0 381,1 443,4 1.018,2
Computer services 216,6 336,2 393,6 946,9
Information services 19,4 44,9 49,8 71,3
IMPORTS 4.305,9 4.613,4 5.106,9 4.602,7
Charges for the use of intellectual property n.i.e
Other business Services 32,4 41,8 56,4 90,8
Research and development (R&D) 32,4 41,8 56,4 90,8
Personal, cultural and recreational services 237,9 125,1 138,4 1.273,9
Audiovisual and related services 237,9 125,1 138,4 1.273,9
Telecommunications, computer, and information services 4.035,6 4.446,5 4.912,2 3.238,0
Computer services 3.802,4 4.207,5 4.673,6 3.016,2
Information services 233,2 239,1 238,6 221,8

Highlights:

e In 2014, the sector employed over 11 million people (about 2 million were new jobs), and exports keep growing.
With a 37.5% increase in its middle classes since 1980 (a third of the total population), the country is now one of
the biggest cultural markets in the world, and the government has recognized the importance of the creative and
cultural industries by creating a permanent Secretariat for Creative Economy within the Ministry of Culture.?

e Based in Recife, Porto Digital is Brazil's most successful and innovative digital and cultural cluster. It host 265
enterprises and institutions from the ICT sector, Creative Economy and Technology for Cities. The park hosts
business incubators, research centers, and organizations of related services as well as several Government
agencies.?

e  Brazil creative services exports stood at $1,808 million in 2014, led by Research and Development at $ 525.1 million,
Computer services at $946.9 million, Audiovisual and related services at $265.4 million and information services at
$71.3 million.

1 After the Crisis: How Brazil can Create Growth, April, 2016

2 Porto Digital Parque Tecnologico
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Brunel Darussalam

COUNTRY PROFILE - Brunei Darussalam
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Brunei Darussalam 2005 | 2006 2007 | 2008 | 2009 | 2010 2011 2012 2013 2014
Exports 0,00 | 1,44 0,00 | 0,00 | 0,00 | 0,00 0,00 7,92 2,22 3,34
Imports 0,00 | 52,39 | 0,00 | 0,00 | 0,00 | 0,00 0,00 127,85 | 89,88 | 135,29
Balance of Trade 0,00 | -50,95| 0,00 | 0,00 | 0,00 | 0,00 0,00 -119,93 | -87,66 | -131,95
150 -~
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Brunei Darussalam Brunei Darussalam

Creative goods exports reached a peak in 2012 with exports worth $7.9 million; however, as a consequence of the economic
crisis of 2011-2012, they then declined to just $3.3 million in 2014. Design goods, such as jewelry, fashion accessories and
interior design were key exports with a value of $2 million, followed by performing arts at a value of $1 million. Imports
stood at $135.2 million in 2014. Main imports included publishing (books, journals) at $73 million, followed by design goods
at $40 million and by art crafts at $9 million.
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Brunel Darussalam

Brunei Darussalam - Creative Goods
Exports by Region2014
Europe .
0% Oceania ]
° 1% _— America
Africa 0%
0%
M Africa
B America
Asia
M Europe
Oceania
Asia
99%

TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Malaysia 1,78 22,80 -21,02
2 Singapore 1,14 17,08 -15,94
3 China 0,29 19,58 -19,28
4 New Zealand | 0,02 0,03 -0,01
5 Japan 0,02 1,09 -1,07
6 Saudi Arabia | 0,01 0,03 -0,02
7 United 0,01 2,08 -2,07
Kingdom
8 Hong Kong 0,01 1,99 -1,98
(China)
9 Australia 0,01 0,19 -0,18
10 Philippines 0,01 0,76 -0,75

The main destination market for creative goods exports from Brunei Darussalam was Asia. The top 10 export partners
included Malaysia, Singapore, China, New Zealand, Japan, Saudi Arabia, United Kingdom, Hong Kong (China), Australia and

Philippines. Brunei Darussalam had a trade deficit with all its top ten export partners.

Highlights

Brunei Darussalam has identified the Technology and Creative Industry as one of the clusters that can help diversify the
economy according to the Brunei Economic Development Board.
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Bulgaria

COUNTRY PROFILE - Bulgaria
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Bulgaria 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 214,39 | 240,42 | 336,34 | 377,46 | 270,66 | 285,34 | 336,67 | 357,93 | 383,38 | 448,40
Imports 356,13 | 419,49 | 651,64 | 774,07 | 543,18 | 528,83 | 595,50 | 529,64 | 588,79 | 635,64
Balance of Trade | -141,74 | -179,07 | -315,30 | -396,61 | -272,52 | -243,49 | -258,83 | -171,71 | -205,41 | -187,24
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a 600 -
3 400 - .
- o - 0 O 0 - “
§ 20 m u
T 0
£ 00 4 2 2007 2008 2009 2010 2011 4 |
-400 - Bulgaria |
-600 -
=#=_RBalance of Trade B Exports Imports
Creative Goods Exports by Product Category, Creative Goods Imports by Product Category,
2005 & 2014 2005 & 2014
B Exports - 2005 W Exports - 2014 M Imports - 2005 W Imports - 2014
. 300 - A 400 -
2380 230 -
2 150 - 2 200 -
2108 - £ 100 -
£ a 0 S s ] oy 2 - 0 ©n c © %) oo Q
® > 0z 0 s = s 5 = 2 T % £ &
3] 2 s g 2y 2 = 3] 2 2 £ o0 @ =
£ 3 = £ 5 3 g 8 : £ 2 3
< 3 s £ & ¢£ < 3 i E 3 2
= = ¢ 2 = 8
& &
Bulgaria Bulgaria

-
: Creative goods exports more than doubled from a value of $214 million in 2005 to $448 million in 2014. Design goods stood:
: at $280 million, followed by new media at $77 million and publishing at $38 million. Imports stood at $636 million. I\/Iain:
: imports included design goods, worth $343 million, followed by art crafts at $137 million and new media at $70 miIIion.:
1 Bulgaria posted a trade deficit of $187 million in 2014. Bulgaria is striving to catch up with Central Europe, where economies!
: based on low-cost manufacturing and exports are shifting to innovative and creative industries.*
|
1

! Bulgaria strives to become tech capital of the Balkans, October, 2016
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Bulgaria

Bulgaria - Creative Goods Exports by Region 2005
Africa

0% America
8%

Oceania
0%

Asia
4%

Bulgaria - Creative Goods Exports by Region

2014
Africa
Oceania_ 1% America
0% [_ 4%

W Africa H Africa
America America
W Asia m Asia
M Europe W Europe
H Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Bulgaria Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Italy 59,68 73,03 -13,35 Italy 71,48 101,60 -30,12
2 Germany 26,31 45,23 -18,92 Germany 47,30 69,74 -22,44
3 United States | 15,62 3,85 11,77 Romania 46,13 25,48 20,65
4 France 15,15 30,85 -15,71 France 41,61 34,10 7,51
5 United 14,22 13,17 1,06 Greece 34,55 63,40 -28,85
Kingdom
6 Greece 12,62 24,24 -11,62 United 18,71 22,48 -3,77
Kingdom
Belgium 10,13 7,44 2,69 Belgium 16,22 16,68 -0,45
Poland 7,16 22,50 -15,33 Poland 14,69 24,34 -9,65
Romania 5,54 7,19 -1,65 Netherlands 12,70 18,77 -6,07
10 Austria 5,29 4,62 0,67 United States 12,25 2,26 10,00

From 2005 to 2014, Europe was the main destination market for Bulgaria’s creative goods exports. In 2014, Europe
accounted for 86% market share, followed by Asia with a 9%. The top ten trading partners were Italy, Germany, Romania,
France, Greece, United Kingdom, Belgium, Poland, Netherlands and the United States. Bulgaria posted trade deficits with
nearly all of its top trading partners. After ten years of European Union’s membership, software is the best performing
sector of the ICT industry in the country. Total incomes in 2016 reached nearly 1 billion euros according to Invest Sofia
Agency. Creative services exports stood at $2.1 billion in 2014.
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CREATIVE SERVICES

BULGARIA
In millions of §

EXPORTS

Charges for the use of intellectual property n.i.e
Licences for the use of outcomes of research and
development

Licences to reproduce and/or distribute audio-
visual and related products

Licences to reproduce and/or distribute audio-
visual products

Licences to reproduce and/or distribute computer
software

Licences to reproduce and/or distribute other
related audio-visual products

Other business Services

Advertising, market research, and public opinion
polling services

Architectural services

Architectural, engineering, scientific, and other
technical services

Industrial Processes

R&D, sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to
increase the stock of knowledge
R&D, Copyrights arising from R&D

R&D, Industrial processes and designs

R&D, Provision of customized and non-customized
R&D services
Research and development (R&D)

Research and development (R&D), Patents
Personal, cultural and recreational services
Artistic related services(audiovisual and related)
Audiovisual and related services

Audio-visual services

Other personal, cultural, and recreational services,
heritage and recreational services
Telecommunications, computer, and information
services

Computer Service, software

Computer services
Information services
Information services, News agency

Information services, Other (other than news
agency)
IMPORTS
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2010
1.253,8
22,6
0,1

9,1

7,1

4,1

2,1

577,5
104,4

25,7
108,0

0,0
0,0
112,8

0,0
0,0
112,8

113,7
0,0
82,9
4,0
27,7
23,7
27,5

570,8

115,0
313,3
71,2
1,5
69,8

1.223,6

Country Profiles / Creative Economy Outlook -UNCTAD

Bulgaria

2011
1.543,3
21,3
1,0

9,9

8,2

0,6

1,7

697,9
118,5

16,1
57,4

0,1
0,1
167,6

0,0
0,0
167,4

170,6
0,0
74,7
4,4
22,0
17,5
30,7

749,4

135,3
434,4
89,8
0,4
89,4

1.140,4

2012
1.737,3
39,6
1,5

17,0

15,3

4,0

1,8

703,3
118,0

25,4
87,2

0,4
0,4
156,8

0,0
0,0
156,4

158,7
0,0
109,1
8,2
40,0
31,7
29,2

885,3

179,0
502,8
101,8
0,5

101,3

1.273,9

2013
1.976,5
50,0
1,3

23,5

21,6

1,9

1,7

818,9
137,5

10,9
54,7

0,4
0,4
204,4

0,0
0,0
204,0

206,7
0,0
91,3
8,0
29,6
21,8
32,0

1.016,3

217,9
599,5
99,4
0,3
99,1

1.104,4

2014
2.121,7
56,7
2,1

25,9

23,1

2,8

2,8

796,2
175,8

12,7
82,0

0,4
0,5
170,1

0,0
0,0
169,7

184,9
0,0
91,0
6,0
29,5
23,5
32,1

1.177,8

261,4
645,6
135,5
0,7

134,8

1.370,0
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Bulgaria

Charges for the use of intellectual property n.i.e 150,4 185,1 258,3 257,6 314,7
Licences for the use of outcomes of research and 11,3 14,3 17,7 43,8 33,4
development

Licences to reproduce and/or distribute audio- 54,8 66,6 92,1 82,2 105,6
visual and related products

Licences to reproduce and/or distribute audio- 46,6 53,1 70,5 65,4 91,3
visual products

Licences to reproduce and/or distribute computer 29,5 37,5 56,3 49,5 70,2
software

Licences to reproduce and/or distribute other 8,2 13,5 21,6 16,7 14,2
related audio-visual products

Other business Services 730,4 495,2 632,5 524,1 643,3
Advertising, market research, and public opinion 27,5 38,9 39,7 46,6 67,7
polling services

Architectural services 38,0 9,2 15,3 10,8 8,8
Architectural, engineering, scientific, and other 362,2 108,5 225,3 102,1 127,4
technical services

Industrial Processes 0,0 0,1 0,1 0,1 3,8
R&D, sale of proprietary rights arising from R&D 0,1 0,1 0,1 0,1 8,1
R&D work undertaken on a systematic basis to 100,9 112,8 117,3 121,4 142,5
increase the stock of knowledge

R&D, Copyrights arising from R&D 0,0 0,0 0,1 0,1 3,4
R&D, Industrial processes and designs 0,0 0,0 0,0 0,0 0,1
R&D, Provision of customized and non-customized  100,7 112,6 117,1 121,3 134,4
R&D services

Research and development (R&D) 100,9 112,9 117,4 121,6 146,5
Research and development (R&D), Patents 0,0 0,0 0,0 0,0 0,7
Personal, cultural and recreational services 76,6 189,1 103,6 81,4 40,5
Artistic related services(audiovisual and related) 3,0 32,4 4,0 3,2 1,6
Audiovisual and related services 35,7 90,9 47,9 37,3 16,8
Audio-visual services 32,6 58,7 43,9 34,1 15,3
Other personal, cultural, and recreational services, 5,3 7,1 7,7 6,8 6,8
heritage and recreational services

Telecommunications, computer, and information  266,2 271,0 279,6 241,3 371,5
services

Computer Service, software 54,8 50,9 44,7 43,0 78,9
Computer services 157,1 150,6 114,7 122,6 185,1
Information services 27,1 34,8 60,1 37,8 53,7
Information services, News agency 2,1 3,1 1,8 1,7 1,5
Information services, Other (other than news 25,0 31,7 58,2 36,1 52,3

agency)
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Burkina Faso

COUNTRY PROFILE - Burkina Faso
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Burkina Faso 2005 2006 | 2007 2008 2009 2010 2011 2012 | 2013 2014
Exports 2,71 0,00 3,02 2,80 2,78 2,31 1,78 0,00 3,21 2,41
Imports 18,21 | 0,00 26,96 | 28,06 | 30,99 | 46,10 36,32 | 0,00 73,21 | 34,76
Balance of Trade -15,50 | 0,00 -23,94 | -25,26 | -28,21 | -43,79 -34,54 | 0,00 -70,00 | -32,35
100 -~
Creative Economy Trade Performance 2005 - 2014.
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Creative Goods Exports by Product Category, Creative Goods Imports Performance by
2005 & 2014 Product Category, 2005 & 2014
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Burkina Faso Burkina Faso

Creative goods exports stood at $2.4 million in 2014 and design goods accounted for the largest share at $2 million. Similarly,
Burkina Faso’s imports of creative goods stood at $34.7 million in 2014. Design goods accounted for the largest share of

of $2 million in 2005 up to $9 million in 2014. Books and journals with a value of $8 million accounted for the largest share
of imports in 2014, which doubled the figure for 2005.

1 1
1 1
1 1
1 1
1 1
1 imports with a value of $13 million followed by art crafts. Imports of art crafts increased more than four times from a value :
! .
1 1
1 1
1 1
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Burkina Faso

Burkina Faso - Creative Goods Exports by Burkina Faso - Creative Goods Exports by
Region 2005 Region 2014
Oceania Oceania
0% 0%
M Africa M Africa
B America W America
Asia Asia
W Europe W Europe
B Oceania B Oceania
Asia America
6% 3%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Burkina Faso | Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Togo 0,90 1,40 -0,50 France 0,71 7,92 -7,21
2 France 0,77 6,55 -5,78 United States 0,24 1,27 -1,03
3 Bangladesh 0,14 0,00 0,14 Zambia 0,18 0,01 0,17
4 Belgium 0,13 0,23 -0,10 Germany 0,17 0,70 -0,53
5 Mali 0,11 0,15 -0,04 Cambodia 0,17 0,00 0,17
6 Netherlands 0,11 0,10 0,01 Japan 0,12 0,04 0,08
7 Ghana 0,10 0,53 -0,43 Morocco 0,12 0,11 0,00
8 Cote d'lvoire 0,10 1,32 -1,22 Cote d'lvoire 0,11 4,38 -4,27
9 Niger 0,05 0,10 -0,06 Cameroon 0,08 0,03 0,06
10 United States | 0,05 0,65 -0,60 Belgium 0,07 0,62 -0,55 14

In 2005, Africa was the main destination market for creative goods exports from Burkina Faso, accounting for 50% of market :
share. However, iby 2014, the main destination markets for Burkina Faso’s creative goods exports had changed significantly. :
Europe became the main destination market with a share of 45% while Africa’s share declined to a 29%. Asia’s share :
increased from 6% in 2005 to 14% in 2014. The market share of the Americas increased from 3% in 2005 to 12% in 2014. :
The top export partners for creative goods were France, United States, Zambia, Germany and Cambodia. France was the :
second-largest bilateral donor of development assistance to Burkina Faso (€44 million in 2014), including assistance for :
cultural cooperation. i
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Burkina Faso

CREATIVE SERVICES

Burkina Faso 2010 2011 2012 2013 2014
EXPORTS (in millions of $) 3,3 9,4 28,8 28,4 14,3
Charges for the use of intellectual property n.i.e
Other business Services 0,2 0,5 0,5 0,5 0,4
Research and development (R&D) 0,2 0,5 0,5 0,5 0,4
Personal, cultural and recreational services
Telecommunications, computer, and information services | 3,0 8,9 28,3 27,9 13,9
Computer services 3,0 3,9 3,6 3,7 3,4
Information services 5,0 24,7 24,2 10,5
IMPORTS 12,3 45,5 59,9 69,4 68,5
Charges for the use of intellectual property n.i.e
Other business Services 0,0 0,0 0,8
Research and development (R&D) 0,0 0,0 0,8
Personal, cultural and recreational services 0,2 0,4
Audiovisual and related services 0,2 0,4
Telecommunications, computer, and information services | 12,3 45,5 59,9 69,2 67,3
Computer services 12,3 9,3 15,9 20,0 18,3
Information services 36,2 44,0 49,3 48,9
Highlights

e Exports of creative services stood at $14.3 million in 2014.
e The Pan-African Film Festival of Ouagadougou (FESPACO), Burkina Faso, is among the biggest African film events
in the region.
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Burundi

COUNTRY PROFILE - Burundi

Creative Industries Trade Performance, 2002 and 2015

Value in Million USS

=¢=PBalance of Trade

B Exports Imports

Burundi 2005 | 2006 | 2007 | 2008 | 2009 2010 2011 2012 2013 2014
Exports 0,18 0,52 0,88 0,10 0,07 0,13 0,06 0,17 0,01 0,16
Imports 5,57 7,29 5,37 9,39 14,00 11,61 17,90 | 16,43 | 20,91 | 16,59
Balance of Trade -5,39 | -6,77 | -4,49 | -9,29 | -13,93 | -11,48 -17,84 | -16,26 | -20,90 | -16,43
30 -
Creative Economy Trade Performance 2005 - 2014.
20 +
2 10 -
)
5 0o+—m - | n m n |
€ 10 2 2009 2010 2011 2012 2013 2014
o |
-20 A
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In millions USD

Creative Goods Imports by Product Category, 2005 & 2014

Imports - 2005

=
ONPOOOON

M Imports - 2014

Design -

Art crafts

Audiovisuals

New media I

Burundi

Publishing -

Performing arts

Visual arts

: From 2005 to 2014, Burundi was a net importer of creative goods. In 2014, exports were less than $1 million while imports:

: stood at $16.5 million. Crafts and handicrafts (tightly woven baskets, masks, and wooden statutes) are an important part of:

: Burundi’s cultural heritage. However, imports of art craft tripled from $3 million in 2005 to $10 million in 2014. Design goods:

: imports also increased from $1 million in 2005 up to $3 million in 2014. Both art crafts and design goods accounted for the:

: largest share of imports generating a trade deficit of $16 million in 2014.
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Burundi

Burundi - Creative Goods Exports by Region Burundi - Creative Goods Exports by Region
2005 2014
Oceania Oceania
Europe
9 0% . 0%
11% 0 America
0%
M Africa Africa
B America B America
Asia M Asia
® Europe Asia P M Europe
0, .
Asia  Oceania 0% 69% W Oceania
78% America
0%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $§
Rankin Partner Exports Imports | Balance | Partner Exports | Imports | Balance
g
1 Viet Nam 0,13 0,59 -0,46 Rwanda 0,10 0,06 0,04
2 Belgium 0,01 0,46 -0,44 Switzerland 0,03 0,06 -0,03
3 France 0,01 0,89 -0,89 Russian Federation 0,01 0,00 0,01
4 Tunisia 0,00 0,00 0,00 Dem. Rep. of the Congo | 0,00 0,01 -0,01
5 Sudan 0,00 0,00 0,00 Zambia 0,00 0,00 0,00
6 Senegal 0,00 0,00 0,00 Djibouti 0,00 0,00 0,00
7 United States 0,00 0,06 -0,06 United Republic of 0,00 3,42 -3,42
Tanzania
8 Dem. Rep. of 0,00 0,00 0,00 United States 0,00 0,27 -0,27
the Congo
9 Japan 0,00 0,00 0,00 Italy 0,00 0,07 -0,07
10 Rwanda 0,00 0,02 -0,01 Cameroon 0,00 0,00 -0,00

In 2005, Asia was the main destination market for Burundi’s creative goods exports with a market share of 78% followed by
Africa and Europe with an 11% market share respectively. In 2014, Africa was the main destination market for Burundi’s
creative goods exports with a 69% market share, followed by Europe with 31%. The East African Community Creative and

Cultural Industries Bill 2015, from the East African Community, seeks to establish the Creative and Cultural Industries

Development Council for the enhancement and stimulation of creativity and innovative endeavors among the citizens of
the Community. However, exports to Rwanda may show a decline in coming years due to the two countries’ worsening
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Burundi

CREATIVE SERVICES

2011 2012 2013 2014
EXPORTS 0,3 0,8 1,5 1,5
Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services
Telecommunications, computer, and information services 0,3 0,8 1,5 1,5
Computer services 0,8 1,5 1,5
Information services 0,3
IMPORTS 3,0 2,0 3,1 2,5
Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services
Telecommunications, computer, and information services 3,0 2,0 3,1 2,5
Computer services 2,0 3,1 2,5
Information services 3,0

Highlights

e Creative services exports stood at $1.5 million in 2014.
e The minister of Youth, Sport and Culture strongly encourages the pursuit of traditional dance and drumming.
Another widespread form of entertainment is storytelling and the overall oral culture.!

! The Republic of Burundi: Cultural Heritage, Dance, Music, Arts and Literature
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Cabo Verde

COUNTRY PROFILE — Cabo Verde

=¢==Balance of Trade

B Exports

Imports

Creative Industries Trade Performance, 2005-2014 Values in Million USS
Cabo Verde 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,08 0,12 0,19 0,00 0,12 0,06 0,18 0,35 0,20 0,25
Imports 10,89 12,18 11,68 16,16 14,67 13,50 15,63 16,17 12,51 14,87
Balance of Trade -10,81 -12,06 -11,49 -16,16 | -14,55 -13,44 -15,45 -15,82 -12,31 -14,62
20 - Creative Economy Trade Performance 2005 - 2014.
a 10 -
v
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Creative Goods Imports Performance by Product Category, 2005 & 2014

Art crafts

Audiovisuals

Design

New media I

Cabo Verde

Performing arts

Publishing .

Visual arts

Imports - 2005
B Imports - 2014

Cabo Verde’s creative economy is small but has potential. There is also only now a better emerging picture of their trade in
creative goods. In 2014, for instance, creative goods exports from Cabo Verde were less than half a million dollars.
Conversely, imports stood at $14.87 million, resulting in a trade deficit. Main imports included design goods (fashion
accessories, interior design, jewelry), which accounted for a $10 million deficit, followed by publishing (books and journals)
at $2 million and new media (films, DVD, CDs) at $1 million in 2014. The national economy is dominated by the informal
sector with 88% of the economy flowing through it. It is estimated that 66% of the cultural sector operates informally, which
complicates the collection of statistical data to assess its contribution to the economy. To support Cabo Verde, UNCTAD
prepared the study “Cabo Verde’s Creative Economy: Leveraging culture and creativity for sustainable development”

available on UNCTAD’s website.
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Cabo Verde

Cabo Verde - Creative Goods Exports by Cabo Verde - Creative Goods Exports by
Region 2005 Region 2014
_ America Africa Oceania
Oceania 0% ) %
0% Asia 0% America
0% 8%
M Africa Africa
B America ® America
Asia M Asia
M Europe M Europe
® Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US' $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Portugal 0,05 4,79 -4,74 Portugal 0,04 7,77 -7,73
2 Spain 0,01 2,17 -2,16 Spain 0,02 1,22 -1,20
3 Germany 0,01 0,13 -0,12 Angola 0,01 0,01 0,01
4 Belgium 0,00 0,22 -0,22 United States 0,01 0,20 -0,19
5 Netherlands 0,00 0,11 -0,11 United Arab 0,01 0,00 0,00
Emirates
6 Sao Tome and 0,00 0,00 0,00 Netherlands 0,01 0,08 -0,07
Principe
Montenegro 0,00 0,00 0,00 Guinea-Bissau | 0,01 0,00 0,01
Togo 0,00 0,00 0,00 Senegal 0,01 0,02 -0,02
Rwanda 0,00 0,00 0,00 Belgium 0,00 0,07 -0,06
10 Antigua and 0,00 0,00 0,00 United 0,00 0,48 -0,48
Barbuda Kingdom

P e o e e e e e e e e e e e e e e e e e e e e e e e e e e Ee e e e e e e e e e e e e e e e e e M e e e e e e e e e e e e e e e e e e

: Cabo Verde diversified its export markets between 2005 and 2014. From exporting primarily to Europe in 2005, Cabo
: Verde’s main regional destination markets for creative goods exports expanded, with Europe still maintaining the lion’s
: share with 67% of the market, Africa with a 17% share and Asia with America with an 8% each. In 2014, the top export
: partners of Cabo Verde were Portugal, Spain, Angola, United States and the United Arab Emirates. Cabo Verde has a very
1 high emigration rate, with more people living outside the country than inside. In 2015, UNCTAD prepared the study on Cabo
| Verde’s Creative Economy, which maps out a series of strategic interventions for a creative economy development plan.
: There are no available services data from Cabo Verde.

|
1
1
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Cabo Verde

Highlights:

e Among the 2015 UNCTAD report recommendations are that Capo Verde should:
o establish an African Observatory for Creative Economy in Cabo Verde;
o expand and strengthen the concept of Creative Neighbourhoods;
o create a National Program for Creative Education at the Ministry of Higher Education, Science and
Technology of Cabo Verde;
o formulate a national and international policy for the movement and export of Cabo Verde creative
products based on the “Cabo Verde creative” brand.

e In 2018 Cabo Verde held its fifth edition of Atlantic Music Expo (AME) — a powerful think tank and advocacy group
for the African music sector, reinforcing transatlantic music exchanges. The 2017 edition drew over 550 delegates
from 40 countries to Praia.?

1 Atlantic Music Expo- A platform for transatlantic cultural exchanges
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Cambodia

COUNTRY PROFILE- Cambodia
Creative Industries Trade Performance, 2002 and 2015 Value ( in Million US$)

Cambodia | 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 55,51 21,14 22,17 13,92 40,74 36,16 47,12 48,38 74,34 111,63
Imports 520,99 | 714,26 | 517,84 | 215,08 | 283,04 | 475,88 | 719,91 | 792,61 | 975,81 | 2.560,13
Balance of -465,48 | -693,12 | -495,67 | -201,16 | -242,30 | -439,72 -672,79 | -744,23 | -901,47 | -2.448,50
Trade
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Cambodia Cambodia

: Creative goods exports stood at $111.63 million in 2014 nearly doubling the value of exports of 2013. Visual arts accounted

: for the largest share of exports with a value of $59 million, followed by design goods at $45 million. It is worth noting that
: in 2014 design exports stood at $9 million, making a fivefold increase over 2005. Export-oriented textile and apparel
1 production accounted for 16% of Cambodia’s GDP employing nearly 45% of the manufacturing labor force. Imports stood
: at $2,560 million in 2014. Art crafts was the main import with a value of $2,158 million, a fivefold increase over the value
: ($439 million) reported in 2005. Cambodia posted a trade deficit of $2.4 billion in 2014.

|
1
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Cambodia

Cambodia - Creative Goods Exports by Cambodia - Creative Goods Exports by
Region2005 Region2014
Eur . .
! Spe Afri Oceania Africa
3% rica 1o Oceania oy
0% Europe 4%
10%
1 Africa i Africa
B America B America
M Asia M Asia
W Europe W Europe
B Oceania W Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Cambodia Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Japan 35,01 0,59 34,42 United 42,21 7,31 34,90
States
2 United States 13,23 1,46 11,77 China 39,26 1.570,54 -1.531,28
3 Singapore 1,20 7,45 -6,25 Australia 4,48 1,77 2,71
4 United 1,06 0,20 0,86 Japan 4,37 17,93 -13,56
Kingdom
5 Hong Kong 0,92 171,97 -171,05 United 3,81 0,60 3,21
(China) Kingdom
6 Australia 0,73 0,19 0,54 Germany 2,93 18,71 -15,79
7 Malaysia 0,70 38,14 -37,44 Canada 1,92 0,24 1,69
8 Viet Nam 0,61 9,79 -9,18 Thailand 1,44 97,85 -96,41
9 China 0,38 106,43 -106,05 Viet Nam 1,39 168,41 -167,02
10 Canada 0,30 0,02 0,28 France 1,32 1,83 -0,50

: In 2005, Asia was the main destination market for Cambodia’s creative goods exports with a market share of 71 percent. In
: 2014, the main market was still Asia, but its market share declined to 46 percent. America had gained market share from
: 25 percent in 2005 to 40 percent in 2014. Exports of creative services stood at $2 million, mainly related to exports of
: telecommunications, computer and information services.
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CREATIVE SERVICES

Cambodia
EXPORTS (in millions of $)

Charges for the use of intellectual property n.i.e
Other business Services

Personal, cultural and recreational services
Telecommunications, computer, and information
services

Computer services

IMPORTS

Charges for the use of intellectual property n.i.e
Other business Services

Personal, cultural and recreational services

Telecommunications, computer, and information
services
Computer services

Highlights

2010

0,3

0,3

0,3
0,9

0,9

0,9
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Cambodia

2011

0,0

0,0

0,0
1,5

1,5

1,5

2012

0,3

0,3

0,3
2,7

2,7

2,7

2013

0,1

0,1

0,1
4,7

4,7

4,7

2014

3,2

3,2

3,2
38,6

38,6

38,6

e More than 30 years ago, the country began a revival of Khmer art and culture — a difficult task with so

many of its artists lost in the genocide. It started slowly, with the reopening of the Phare Ponleu Selpak

arts centre, followed by refugees’ painful return to their country, and the birth of a new generation of

daring, determined artists. Today, the Cambodian art scene is thriving.!

e A key promoter of cultural and creative industries is The Bophana Center, which has provided archivists, film and

audiovisual technicians as well as young filmmakers with vocational training as well as professional support. The

center has developed a new multimedia training curriculum. While being a discussion forum for the artists, the

Bophana Center also supports art creation in all its forms and produces documentaries and fiction films about

Cambodia.?

1The Art Scene in Cambodia: More than a Cultural Revival, February 2017

2 http://bophana.org/ 2017
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Cameroon

COUNTRY PROFILE- Cameroon
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Cameroon 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,53 1,27 1,05 1,01 1,14 1,16 0,76 0,97 0,00 1,06
Imports 43,11 43,94 51,81 58,15 57,05 52,40 67,54 54,53 0,00 78,93
Balance of Trade -42,58 -42,67 -50,76 -57,14 -55,91 | -51,24 -66,78 -53,56 0,00 -77,87
100 Creative Economy Trade Performance 2005 - 2014.
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In 2014, creative goods exports stood at $1 million while imports were substantially higher at $78.9 million.
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Cameroon

Cameroon - Creative Goods Exports by Cameroon - Creative Goods Exports by
Region 2005 Region 2014
Oceania Oceania
0% 0%

m Africa m Africa
= America = America
= Asia = Asia
= Europe / = Europe
Asia
= Oceania 4% = Oceania
2%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Cameroon Values in Million US $ Values in Million US S
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 France 0,15 16,28 -16,13 Chad 0,23 0,00 0,23
2 United States 0,08 0,94 -0,86 France 0,15 15,83 -15,68
3 Dem. Rep. of the | 0,06 0,00 0,06 Gabon 0,11 0,00 0,10
Congo
4 Sao Tome and 0,04 0,00 0,04 South 0,10 0,77 -0,66
Principe Africa
5 Congo 0,04 0,00 0,04 United 0,09 1,93 -1,85
States
6 Spain 0,03 0,24 -0,21 Equatorial 0,07 0,00 0,07
Guinea
Gabon 0,02 0,01 0,01 Belgium 0,04 2,65 -2,60
Senegal 0,02 0,00 0,01 Germany 0,04 1,52 -1,47
Belgium 0,01 0,61 -0,60 Turkey 0,04 1,07 -1,04
10 Equatorial 0,01 0,00 0,01 Central 0,03 0,00 0,03
Guinea African
Republic

: In 2014, the main destination markets for creative good exports were Africa (59%), Europe (28%) and the Americas (9%).
:The top export partner was Chad. Creative services exports decreased from $5.8 million in 2011 to $1 million in 2014. The
:key creative services exports were related to telecommunications, computer, and information services. Creative services
:imports stood at $4.6 million and were mainly driven by telecommunications, computer, and information services.

CREATIVE SERVICES

UNCTAD Creative Economy Outlook / Country Profiles
118



Country Profiles / Creative Economy Outlook UNCTAD

Cameroon

Cameroon 2011 2012 2013 2014
Exports 5,87 1,10 1,16 1,08
Personal, Cultural and recreational services 4,58
Audiovisual and related services 4,58
Telecommunications, computer, and information services 1,29 1,10 1,16 1,08
Computer services 1,29 1,10 1,16 1,08
Imports 5,73 2,85 4,02 4,65
Personal, Cultural and recreational services 2,41
Audiovisual and related services 2,41
Telecommunications, computer, and information services 3,32 2,85 4,02 4,65
Computer services 3,32 2,85 4,02 4,65
Highlights

e The 90’s was the golden age of the music industry in Cameroon and the 2000s, that of new technologies and self-
production. However, the record industry in Cameroon is today a victim of piracy, which is undermining African
music industry in general. The slow pace of adaptation to new technologies and the difficult implementation of a
real cultural policy is jeopardizing the activity of actors in the production and distribution sectors.!

1 'industrie du disque au Cameroun, Music in Africa
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Canada

COUNTRY PROFILE - Canada
Creative Industries Trade Performance, 2002 and 2015 Value in Million USS
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Canada
Exports | 10.422,95 | 10.264,88 | 9.803,73 9.337,48 6.501,29 7.005,72 7.211,07 6.245,26 6.292,42 6.242,54
Imports | 10.429,97 | 11.528,94 | 14.182,68 | 15.312,96 | 12.951,34 | 14.516,55 | 14.527,01 | 14.571,41 | 14.674,18 | 14.288,50
Balance | -7,02 -1.264,06 | -4.378,95 | -5.975,48 | -6.450,05 | -7.510,83 | -7.315,94 | -8.326,15 | -8.381,76 | -8.045,96
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Canada Canada

Creative goods exports stood at $6.2 billion in 2014. Main exports included newspapers and journals with a combined value
of $2.9 billion, followed by interior design goods worth $2.1 billion. Visual arts, art crafts and new media exports were worth
$927 million. At $14.2 billion, imports, which were more than double creative goods exports, were driven by books at $1.1
billion, interior design at $2.8 billion, fashion accessories at $1.8 billion and jewelry at $1.1 billion. Canada posted a trade
deficit of $8 billion in 2014. Canada is recognized globally for its high-quality creative content and industries, which are an
engine of economic growth and a competitive advantage.
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Canada

Canada - Creative Goods Exports by Canada - Cr;ati\_le Gz‘:)‘:‘is Exports by
P egion
Europe Oceania Reglon 2009 Africa Europe OceanizAfgca
0 1% 6%
9% 0% Asia 0%, 1%
Asia 10%
5% Africa Africa
B America ® America
M Asia M Asia
W Europe W Europe
H Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States | 8.505,28 4.626,89 3.878,39 United 4.711,61 4.988,64 -277,03
States
2 United 316,90 187,46 129,44 India 227,10 295,43 -68,33
Kingdom
India 158,75 127,37 31,38 Brazil 165,06 19,19 145,87
4 Netherlands 119,63 13,74 105,89 United 147,76 188,50 -40,73
Kingdom
5 Brazil 106,53 18,97 87,56 Hong Kong | 64,48 49,11 15,36
(China)
6 France 98,73 254,51 -155,78 France 61,44 267,83 -206,39
7 Germany 83,95 90,62 -6,67 Colombia 50,07 1,32 48,75
8 Switzerland 79,03 27,82 51,21 Turkey 49,37 50,81 -1,45
9 Turkey 66,07 26,14 39,93 Taiwan 47,89 173,58 -125,69
Province of
China
10 Taiwan 65,92 102,39 -36,47 Mexico 47,88 558,08 -510,20
Province of
China

From 2005 to 2014, Canada’s main destination market for creative goods exports was the Americas with 83% of market
share. Creative services exports stood at $24.9 billion in 2014. Architectural, engineering, scientific, and other technical
services accounted for the largest share of exports at $6.6 billion, followed by telecommunications, computer, and
information services at $ 6.3 billion, and audiovisual and related services exports worth $1.3 billion. Prime Minister Justin
Trudeau is insisting that Canada will not sign a renegotiated North American Free Trade Agreement that doesn't
protect Canada's cultural sectors — including the news media — or a dispute resolution mechanism.!

1 No NAFTA without cultural exemption and a dispute settlement clause, Trudeau vows, CBC News, 2018
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CREATIVE SERVICES
CANADA

EXPORTS
Charges for the use of intellectual property n.i.e

Licences for the use of outcomes of research and
development

Licences to reproduce and/or distribute audio-visual

and related products

Licences to reproduce and/or distribute computer
software

Other business Services

Advertising, market research, and public opinion
polling services

Architectural, engineering, scientific, and other
technical services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Telecommunications, computer, and information
services
Computer services

Information services
IMPORTS
Charges for the use of intellectual property n.i.e

Licences for the use of outcomes of research and
development

Licences to reproduce and/or distribute audio-visual

and related products

Licences to reproduce and/or distribute computer
software

Other business Services

Advertising, market research, and public opinion
polling services

Architectural, engineering, scientific, and other
technical services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Telecommunications, computer, and information
services
Computer services

Information services
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2011
23.525,3
3.047,9
1.596,7

500,2

951,0

10.331,2
926,7

5.038,8

4.365,7
2.114,1
2.114,1
8.032,1

6.894,2
1.137,9
18.171,2
7.504,6
4.106,0

1.108,6

2.290,0

5.013,5
709,4

3.166,1

1.137,9
2.075,7
2.075,7
3.577,5

2.688,1
889,3
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Canada

2012
25.629,8
3.429,8
1.717,4

459,4

1.253,0

11.775,6
1.356,1

6.073,9

4.345,5
2.191,8
2.191,8
8.232,7

6.742,5
1.490,2
21.454,4
8.746,1
4.645,8

1.064,9

3.035,5

6.207,0
955,8

3.867,1

1.384,1
2.484,0
2.484,0
4.017,3

3.134,5
882,7

2013
26.514,9
3.817,3
1.742,1

493,3

1.581,9

13.651,2
979,8

7.466,5

5.204,9
2.149,0
2.149,0
6.897,5

5.790,5
1.107,0
22.599,6
9.570,8
5.130,1

775,9

3.664,8

6.721,7
672,0

4.595,1

1.454,7
2.004,3
2.004,3
4.302,8

3.439,5
863,3

2014
24.962,4
4.119,9
1.901,3

167,3

2.051,3

12.950,9
951,1

6.672,1

5.327,7
1.524,3
1.524,3
6.367,4

5.602,5
764,8
21.987,1
9.228,8
4.742,8

576,8

3.909,2

6.607,0
689,8

4.556,5

1.360,6
1.704,2
1.704,2
4.447,1

3.439,1
1.008,0
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Canada

Highlights:

Creative Canada is a new approach to creative industries and growing the creative economy by the Government of
Canada. Together with the $1.9 billion in new funding announced by the Government in 2016, this policy charts a
course towards continued growth and investment in Canada’s creative sector, including funding for the Canada
Media Fund and a significant funding commitment to Canada’s Creative Export Strategy of $125 million over five
years.?

The book industry is a $1.15 billion industry, with 13,845 jobs. Online channels (including online, mobile app, and
ebook/audio) increased from 46.2% of the market share in 2015 to 48% in 2016. Physical channels (including
chains, bookstores, general, discount, book clubs, and grocery) decreased from 53.7% in 2015 to 52% in 2016.3
Canada has S$7 billion worth of film and television production. Film and television productions in Canada
are booming because the costs of production are significantly cheaper with the decline of the Canadian dollar.
Foreign producers can access combined federal and provincial tax credits ranging from 32 % to 70 % of eligible
labor. 4

Canada is a world leader in digital animation and visual effects. In Vancouver, over 60 studios make up the VFX
(visual effects) and Animation industry, the world’s largest cluster of domestic and foreign-owned studios. Over
170 video game development studios are located in Canada.

2 Creativ

e Canada Policy Framework, Government of Canada

3 Canadian Publishing in 2016: A Review, 2017

4 How to

Break into Film and Television in Canada , Immigration Requirements, Forbes, 2016
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Chile

COUNTRY PROFILE - Chile
Creative Industries Trade Performance, 2005- 2014 Value in Million USS$
Chile 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 321.29 342.97 354.44 378.81 368.46 335.92 450.40 380.77 344.66 276.78
Imports 672.07 843.14 1'097.79 1'362.89 1'026.60 1'465.21 1'702.83 1'839.40 1'912.99 1'831.65
Balance of Trade -350.78 | -500.17 | -743.35 -984.08 | -658.14 -1'129.29 | -1'252.43 | -1'458.63 | -1'568.33 | -1'554.87
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Chile Chile

: Chile’s exports of creative goods stood at $267.7 million in 2014 showing a decline from $344.6 million in 2013. Main exports!

| in 2014 included design goods such as toys (586 m), fashion ($36 m) and accessories and interior design goods (24 m). Chllel
|was a net importer of creative goods, with imports worth $1.8 billion in 2014, giving a trade deficit of $1.5 billion. De5|gnl

| products accounted for 63% of imports, followed by art crafts (yarn and carpets) and publishing. Interior design and fashlon:
1 goods were the main imports, followed by new media (recorded media and video games) at $216 million, audiovisuals (CD' s,:
: DVS's and film) at $112 million and publishing at $97 million (Books, newspapers and other printed matters).
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Chile

Chile - Creative Goods Exports by Region Chile - Creative Goods Exports by
. 2005 Region 2014
Asi Africa Europe Asia
0%
M Africa M Africa
B America B America
Asia Asia
B Europe B Europe
B Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Chile Values in Million US $§ Values in Million US $§
Ranking Partner Exports Imports | Balance | Economy | Partner Exports | Imports | Balance
1 Peru 86.92 6.94 79.98 Peru 104.14 | 17.26 86.88
Chile
2 Bolivia 52.96 0.42 52.54 Bolivia 99.14 0.37 98.77
(Plurinational Chile (Plurinational
State of) State of)
3 United States | 39.56 54.11 -14.55 Paraguay 21.93 0.24 21.70
Chile
4 Argentina 31.67 27.93 3.74 United States | 11.58 163.56 | -151.97
Chile
5 Ecuador 14.93 0.61 14.32 Ecuador 8.71 0.80 7.91
Chile
6 Paraguay 13.46 0.07 13.39 Colombia 8.55 17.27 -8.73
Chile
7 Brazil 13.10 33.09 -19.99 Argentina 8.09 19.54 -11.45
Chile
8 Mexico 12.40 11.36 1.04 Mexico 4.19 32.63 -28.44
Chile
9 Venezuela 9.55 0.22 9.33 Panama 1.96 10.71 -8.74
(Bolivarian Chile
Rep. of)
10 Colombia 8.41 10.05 -1.64 Uruguay 1.84 2.23 -0.39
Chile

In 2014, Chile's top 10 partners for its exports of creative goods were Peru, the Plurinational State of Bolivia, Paraguay,:

United States and Ecuador, with which it had positive trade balances except for the United States, with which it had a trade:
deficit of $152 million. Main exports were design goods, audiovisuals and publishing. Data for Chile's exports of creative:
services was limited as the country only reported some items in this category. Exports of computer services (software!

originals) stood at $290 million in 2014 and imports posted an even higher value of $432 million for the same period.
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Chile

CREATIVE SERVICES

CHILE
2008 2009 2010 2011 2012 2013 2014
In millions of $
EXPORTS
Charges for the use of intellectual
property n.i.e
Telecommunications, computer, 127.0 142.7 195.0 229.7 205.7 248.0 259.9

and information services
Computer services 127.0 142.7 195.0 229.7 205.7 248.0 259.9

Other business Services
Personal, cultural and

recreational services
IMPORTS
Charges for the use of intellectual
property n.i.e
Telecommunications, computer, 273.1 312.5 356.3 442.8 523.3 505.1 431.9
and information services
Computer services 273.1 312.5 356.3 442.8 523.3 505.1 431.9
Other business Services

Personal, cultural and
recreational services

Highlights:

e Creative economy in Chile contributes to 2.2% of GDP and 82% of population thinks that they improve the
perception of the country at the international level.

e In 2014, there were an estimated 31,351 creative enterprises, amounting to 3.3% of total enterprises in Chilel.

e The presence of Chilean films at international festivals and awards, as well as the growing importance of local
festivals and exhibitions, confirms the fact that Chilean cinema is consolidating its position as one of the strongest
film industries in Latin America.?

e The Vina del Mar International Song Festival is a music festival that started in 1960 and it is the largest and best-
known music festival in Latin America.

e Chile Creativo is a public-private partnership promoted by the Chilean Corporation Corfo through the Strategic
Programme prioritized by the National Productivity Agenda 2014-2018 to foster a competitive environment for
export companies in the audiovisual, publishing, music and design sectors, in order to help diversify the Chilean
economy.

1 Mapeo de las Industrias Creativas en Chile, Consejo Nacional de la Cultura vy las Artes, Chile

2 El gran momento del cine chileno en el extranjero, Fundacién Imagen de Chile, March 2017
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China

COUNTRY PROFILE- China
Creative Industries Trade Performance, 2005-2014 Values in Million USS
China 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 54.850,91 | 61.898,40 | 77.632,31 | 90.288,72 | 79.715,37 | 101.775,17 | 129.032,75 | 150.645,08 | 166.620,00 | 191.409,94
Imports 3.610,02 | 3.969,62 | 9.439,50 | 9.855,95 | 9.377,21 | 11.372,97 | 14.054,12 | 14.113,65 | 13.971,44 | 14.507,33
Balance of Trade | 51.240,89 | 57.928,78 | 68.192,81 | 80.432,77 | 70.338,16 | 90.402,20 | 114.978,63 | 136.531,43 | 152.648,56 | 176.902,61
Creative Economy Trade Performance 2005-2014.
(in millions of $)
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1
Chinese creative goods dominate the world market and China is a net exporter of creative goods. Creative goods exports!
rose from $54.8 billion in 2005 to $191.4 billion in 2014 while imports remained significantly lower, standing at a level of 1
$14.5 billion in 2014. China’s creative goods trade balance recorded a surplus of $176.9 billion in 2014. Today, China is the:
largest market for a significant volume of luxury goods, as shown by the level of exports and imports of design goods. Exports :
of creative products such as art crafts doubled between 2005 to 2014. New media, publishing and visual arts also grew.!
Imports into China for audiovisuals, new media and design have grown significantly since 2005 as the Chinese marketplace1
has expanded and become more consumer-driven. '
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China

China - Creative Goods Exports by Region China - Creative Goods Exports by Region
Africa _ Oceania Oceania _,  Africa
2% 2% 0% 1%
America
. Europe 0% = Africa
Europe m Africa 5
% A% America
28% America America
38% Asia
Asia
Europe
Europe
. . Oceania
Oceania Asia
61%
Asia
30%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Value in Million USS Value in Million USS
Ranking | Partner Exports Imports Balance Country Exports Imports Balance
1 United States 18.032,51 369,19 17.663,32 | Hong Kong 55.668,47 | 598,56 55.069,91
(China)
2 Hong Kong 8.150,30 341,31 7.808,99 | United States 37.635,56 | 1.345,68 | 36.289,88
(China)
3 Japan 4.011,31 582,37 3.428,94 | Japan 7.834,53 840,09 6.994,45
4 Russian 3.319,99 30,18 3.289,82 | Russian 6.457,41 19,45 6.437,97
Federation Federation
5 Germany 2.629,69 226,44 2.403,25 | United 6.336,53 354,90 5.981,63
Kingdom
6 United 2.207,96 63,56 2.144,40 | Germany 5.400,64 511,00 4.889,64
Kingdom
7 Netherlands 1.758,55 34,13 1.724,42 | Netherlands 3.987,48 113,07 3.874,41
8 Italy 1.212,61 111,39 1.101,22 | Malaysia 3.614,23 101,57 3.512,66
9 Canada 1.182,38 17,32 1.165,06 | Singapore 3.576,33 1.494,51 | 2.081,82
10 France 1.027,28 98,49 928,79 United Arab 3.554,59 1,50 3.553,09
Emirates

the sector are that creative services saw robust growth.
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In 2014, the main regional markets for China’s creative goods exports were Asia (61%), the Americas (10%), and Europe
(28%). The Asian market expanded significantly, doubling in size from 2005, and crowding out other regional markets, with
Hong Kong (China), Japan, Malaysia, Singapore and the United Arab Emirats accounting for the large Asian share of Chinese
creative goods exports. European trade partners maintained a 28% share of Chinese creative goods exports over the period.
Despite the lack of available data on Chinese creative services imports and exports for the period, indications from within
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China
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China has consistently moved toward a more creative, consumer-driven economy. The value added from China's
culture-related sectors tallied $463.9 billion in 2016, a 13% rise from the previous year, according to data from the
National Bureau of Statistics and reported by China Daily.

In just eight years, the number of museums in China more than doubled — from 1,722 museums in 2007 to 4,510
museums by 2015.1

China is the world’s biggest art market. According to Artprice and Artron, sales in the Chinese market stabilized in
2016 with total sales at auction reported to be $4.79 billion, representing 38% of the world market, with the United
States at 28% and the United Kingdom at 17%.2

The Chinese film market is set to expand significantly. “The Chinese film market is going to be the largest film
market in short order,” said Charles Rivkin, a former US assistant secretary of state, who in January 2018 took over
from Christopher Dodd as Motion Picture Association of America (MPAA) chairman. “They’re building about 25
screens a day.” 3

China’s increasing accessibility to internet, breakneck pace of technology evolution, and booming population
consuming digital media have also paved the way for the development of China’s game industry.*

! Canada M

useum Association, 2015; State Administration of Culture Heritage, 2015

2 A Snapshot of China’s Creative Industries- Canada, 2016

3 Hollywood says China will soon be world’s top film market, as ticket sales overtake US-Canada in 2018

4 Understanding the Chinese Game Industry (Part 1), 2016
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Hong Kong, SAR

COUNTRY PROFILE - Hong Kong, SAR
Creative Industries Trade Performance, 2005- 2014 Value in Million USS
Hong Kong | 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
SAR
Exports 26'446.1 | 26'959.2 | 32'889.8 | 34'789.7 | 29'806.4 29'829.6 | 33'843.4 | 34'144.9 | 31'684.5 | 29'824.3
Imports 19'857.0 | 21'832.3 | 28'362.3 | 31'345.5 | 27'758.5 | 29'511.8 | 36'563.6 | 37'659.6 | 36'550.2 | 37'284.1
Balance of 6'589.1 5'127.0 4'527.5 3'444.2 2'047.9 317.8 -2'720.3 -3'514.8 -4'865.7 -7'459.8
Trade
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:Creative goods exports stood at $29.8 billion in 2014. Design goods exports accounted for the largest share of exports.
Jewelry stood at $8.7 billion, followed by fashion at $6.6 billion and toys at $5.7 billion. Imports stood at $37.2 billion led by
:imports of jewelry at $15 billion and fashion accessories at $6.6 billion. Hong Kong, SAR posted a trade deficit of $7.4 billion
:in 2014 nearly double the figures reported a year earlier. Creative industries are important economic drivers for Hong Kong,
SAR. They help to increase the innovation capacity of the economy and can be a powerhouse for future economic growth.
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Hong Kong, SAR

Hong Kong SAR - Creative Goods Hong Kong SAR - Creative Goods
Exports by Region 2005 Exports by Region 2014
Oceania Africa Oceania _Africa
2% 1% 3% 0%
W Africa M Africa
B America B America
Asia Asia
M Europe M Europe
m Oceania Asia H Oceania
47%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Hong Values in Million US Values in Million US $§
Kong, SAR
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United 10'094.92 | 753.80 9'341.12 United 6'562.23 | 2'470.55 4'091.68
States States
2 Japan 2'487.38 1'770.64 716.74 China 5'075.02 | 18'084.50 | -13'009.48
3 China 2'155.45 14'251.25 | -12'095.80 | Japan 2'213.85 | 1'276.96 936.89
4 United 1'665.62 248.91 1'416.70 United 1'541.87 | 959.86 582.01
Kingdom Kingdom
5 Germany 1'516.58 109.09 1'407.49 Switzerland 1'215.02 | 2'326.67 -1'111.65
6 Italy 927.01 537.76 389.25 United Arab | 1'093.21 | 714.21 379.00
Emirates
7 France 819.27 441.44 377.84 Macao 1'034.14 | 190.49 843.65
(China)
8 Canada 656.45 60.66 595.79 Germany 989.98 220.55 769.43
9 Australia 592.75 46.19 546.56 Taiwan 877.96 1'965.14 -1'087.18
Province of
China
10 Spain 481.53 33.36 448.17 France 861.52 1'782.03 -920.50

In 2014, the main destination markets of creative goods exports were Asia (47%), Europe (25%) and the Americas (25%).
The main export partner was the United States followed by China. Hong Kong, SAR maintained a significant trade deficit
with mainland China at $13 billion. Creative services exports stood at $2.5 billion with telecommunication, computer and
information services accounting for the largest share of exports at $1 billion, followed by advertising, market research and
polling services at $768.8 million in 2014. Hong Kong, SAR is developing into a regional design centre.
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CREATIVE SERVICES: EXPORTS AND IMPORTS
Hong Kong, China
Value in millions of $
EXPORTS
Charges for the use of intellectual property n.i.e

Telecommunications, computer, and information
services
Computer services

Information services
Other business Services
Research and development (R&D)

Advertising, market research, and public opinion
polling services

Architectural, engineering, scientific, and other
technical services
Personal, cultural and recreational services

Audiovisual and related services
IMPORTS
Charges for the use of intellectual property n.i.e

Telecommunications, computer, and information
services
Computer services
Information services
Other business Services
Research and development (R&D)

Advertising, market research, and public opinion
polling services

Architectural, engineering, scientific, and other
technical services
Personal, cultural and recreational services

Audiovisual and related services
Highlights:

2010

2'181.6

885.2

811.8
73.4
1'184.6
50.8
651.7

482.0

111.9
111.9
1'453.8

564.3

487.6
76.7

850.0
116.9
479.5

253.7

39.5
39.5
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Hong Kong, SAR

2011

2'336.6

945.9

850.6
95.3
1'280.4
68.7
732.4

479.3

110.2
110.2
1'553.2

541.0

447.2
93.8

948.6
117.8
511.8

319.0

63.6
63.6

2012

2'488.8

1'004.7

906.0
98.8
1'372.0
78.1
785.2

508.7

112.0
112.0
1'690.6

577.6

477.8
99.8
1'042.9
135.0
579.9

328.0

70.1
70.1

2013

2'572.7

1'038.3

940.3
98.0
1'440.0
116.4
831.7

491.9

94.4
94.4
1'792.0

694.6

549.3
145.3
1'037.6
137.8
565.5

334.3

59.8
59.8

2014

2'586.8

1'045.4

951.8
93.6
1'454.3
155.9
768.8

529.7

87.1
87.1
1'889.8

787.8

656.0
131.8
1'051.8
161.2
524.8

365.9

50.2
50.2

e Hong Kong (China) has developed a leading edge in key areas of creative industries like film, television, music,

design, architecture, advertising, digital entertainment, and publishing and printing.!

e The software, computer games and interactive media domain has been a dominant component among all CCl
domains. It accounted for 31.6% of the total value added of CCl in 2005, growing to 42.4% in 2015. Key members
of this domain are Internet services and development of software and computer games, which together accounted
for some 90% of the value added of this domain in 2015.2

e While publishing is the second largest component of CCl (in terms of both value added and employment), the
business performance of this domain has been rather moderate in recent years, partly due to keen competition,
especially in the business of newspapers and magazines, and challenges arising from free newspapers and

information portals.

e Hong Kong (China) is developing into a regional design centre. Design is playing an important role as a source of
innovative content and a key driver of enhancing economic value of products and business competitiveness. In
2015, the value added of the design domain was $4.1 billion, accounting for 3.8% of the total value added of CCI.

! Hong Kong: The Facts Creative Industries, April 2016

2 Hong Kong Monthly Digest of Statistics, June 2017
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Macao SAR

COUNTRY PROFILE — Macao, SAR

Creative Industries Trade Performance, 2005-2014 Value in Million USS
Macao SAR 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 74,94 93,89 138,72 171,18 172,72 6,01 38,81 31,92 0,00 135,03
Imports 365,23 488,61 624,56 680,44 747,91 974,88 1.796,81 2.057,62 0,00 2.308,50
Balance of Trade -290,29 | -394,72 | -485,84 | -509,26 | -575,19 | -968,87 | -1.758,00 -2.025,70 0,00 -2.173,47
3000 -
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:In 2014, creative goods exports stood at $135 million. Design goods accounted for the largest share of exports led by jewelry

:at $74 million and design accessories at $42 million. Macao SAR has thriving industries such as textiles, electronics and toys,

:as well as a notable tourist industry. Imports stood at $2.3 billion mainly driven by the imports of jewelry. Macao SAR is an

:important marketplace for all sectors of the global jewelry industry, with a wide range of jewelry products, including antique

:and estate jewelry, fine jewelry, diamonds, pearls, gemstones. The sector grew as the city-state’s thriving gaming and

:tourism sectors continued to attract affluent Chinese tourists; however, the number of Chinese visitors has decreased,

:which has affected tourism in Macao SAR.
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Macao SAR

Macao SAR - Creative Goods Exports by Macao SAR - Creative Goods Exports by
Region 2005 Region 2014
Oceania
2% ; .
America Africa America Oceania
6% 1%
M Africa H Africa
B America = America
= Asia m Asia
B Europe B Europe
H Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Hong Kong 34,46 100,12 -65,66 Hong Kong 123,37 872,19 -748,82
SAR SAR
2 China 30,64 109,90 -79,26 China 3,10 364,40 -361,31
3 United States 4,24 18,75 -14,51 Italy 2,03 318,31 -316,28
4 Australia 1,11 21,51 -20,40 Australia 1,27 17,58 -16,32
5 France 0,74 26,81 -26,07 Singapore 1,23 2,18 -0,95
6 Germany 0,42 1,64 -1,22 Philippines 1,23 4,93 -3,70
7 San Marino 0,38 0,00 0,38 Japan 0,67 120,08 -119,41
8 Taiwan 0,35 30,27 -29,92 South Africa 0,42 1,02 -0,59
Province of
China
9 Netherlands 0,34 0,23 0,11 Taiwan 0,34 19,94 -19,60
Province of
China
10 Italy 0,27 9,35 -9,08 Switzerland 0,29 27,46 -27,16

lIn 2014, the main destination market for creative goods exports from Macao SAR was Asia, with a 97% of market share. The
|top export partner was Hong Kong SAR. The top products were precious metals exported to Hong Kong SAR and mamland:
IChlna. Macao SAR exports to Italy included knitted or crocheted articles of garment, pearls and precious stones. In 2014,
:Macao SAR maintained a significant trade deficit with Hong Kong SAR at $748 million. Data for creative services exports was:
lnot available. Imports of creative services stood at $60 million driven mainly by telecommunications, computer, and'
||nf0rmat|0n services, which stood at $57 million in 2014. '
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Macao SAR

MACAO SAR

In millions of $ 2012 2013 2014
EXPORTS

Other business Services

Telecommunications, computer, and information services

IMPORTS 44,3 51,6 60,3
Charges for the use of intellectual property n.i.e

Other business Services 1,3 2,4 2,9
Research and development (R&D) 1,3 2,4 2,9
Telecommunications, computer, and information services 43,0 49,2 57,4
Computer services 43,0 49,2 57,4

Highlights:

Macau SAR is a place where traditional Chinese culture has assimilated Portuguese and Western ways to create a
unique cultural mix.

In 2016, UNCTAD participated and contributed to the Forum on Cultural Industries: One Belt One Road Initiative
for Macao Cultural Industries. The aim was to discuss opportunities to develop its cultural industries based on its
strategic location as an important stop on Maritime Silk Road, its strong cultural value, its privileged location in the
Pearl River Delta and the mature resources of gaming industry and tourism. The Chinese Cultural Exchange
Association and Peking University organized the event.

The Cultural Affairs Bureau of Macao SAR has set up the Department for Promoting Cultural and Creative Industries.
The Government of Macao SAR launched the Macao Cultural and Creative Industries (www.macaucci.gov.mo),
2016.

The Cultural Affairs Bureau (IC) is launching the 2018 edition of the Macao Cultural and Creative Map (CCM Map)
in paper and its mobile app in order to promote Macao’s cultural and creative industries close by residents and

tourists®.

Creative Macau is a local NGO centre for local creative industries with the primary task of assisting local creative
industries enhance their profile and potential value.?

The Macao International Music Film Festival celebrated its 30™" anniversary in 2017. The Festival gives off an
overwhelming power of radiance to Macao audience featuring works presented by young talents, reinterpretation
of classics and brings internationally famous ensembles.3

12018 Macao Cultural and Creative Map invites entities to register for inclusion in the map, 2018

2 Creative Macau

3 The Macao International Music Festival, 2017
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http://www.macaucci.gov.mo/
http://www.macaucci.gov.mo/en/content/?id=12589&catid=71&subcatid=71
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https://www.icm.gov.mo/en/events/12
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Taiwan Province of China

COUNTRY PROFILE- Taiwan Province of China

Creative Industries Trade Performance, 2002 and 2015

Value in Million USS

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 3.106,99| 3.246,20| 3.261,59| 3.228,88| 6.555,74| 8.548,25 | 9.569,95| 9.380,43 | 8.493,51| 9.656,15
Imports 2.087,17| 2.064,75| 2.232,93| 2.386,32| 3.169,46| 4.375,08 | 4.920,13| 4.473,45| 4.053,99| 4.298,90

Balance of 1.019,82| 1.181,45| 1.028,66| 842,56
Trade

3.386,28| 4.173,17 | 4.649,82| 4.906,98 | 4.439,52| 5.357,25
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Taiwan Province of China is a net exporter of creative goods. In 2014, creative goods exports tripled from $3.1 billion in
2005 to $9.6 billion. New media (recorded media) stood at $5.7 billion and accounted for the largest share of creative goods
exports, followed by design goods (interior design and fashion goods and toys) at $2 billion and art crafts at $1 billion.
Creative goods imports stood at $4.2 billion, generating a positive trade balance of $5.3 billion in 2014. In 2013, the industry
consisted of about 62,000 business establishments with a combined annual revenue of NT$785.6 billion (US$24.2 billion).
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Taiwan Province of China

Taiwan Province of China- Creative Goods Taiwan Province of China -Creative Goods
Exports by Region20052005 Exports by Region 2014
Oc;.;nia Africa Europe OCMTE America
Europe ’ 2% 15% l%lﬁ 18%
14% ‘V

Asia Asia
48% 65%
= Africa = America Asia m Europe = Oceania = Africa = America Asia m Europe = Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US S Values in Million US S
Ranking Partner Exports | Imports | Balance | Partner Exports Imports Balance
1 United 930,66 127,36 803,30 Hong 2.499,31 | 242,91 2.256,39
States Kong SAR
2 Hong Kong 370,39 113,54 256,85 United 1.511,78 | 254,28 1.257,50
SAR States
3 Japan 342,21 400,27 -58,07 China 1.219,09 | 1.522,90 | -303,81
4 China 207,61 539,82 -332,21 | Japan 828,84 437,48 391,35
5 Viet Nam 109,38 32,48 76,90 Viet Nam 425,78 69,59 356,18
6 United 106,79 41,14 65,65 United 378,52 49,75 328,77
Kingdom Kingdom
7 Singapore 74,39 49,20 25,18 Germany 275,10 82,15 192,95
Germany 72,27 46,40 25,87 Singapore 201,71 75,99 125,72
Canada 56,96 78,26 -21,31 Netherlands 170,57 45,89 124,68
10 India 56,61 30,75 25,86 Republic of 129,53 169,79 -40,26
Korea

In 2014, the main destination markets for creative goods exports were Asia (65%), the Americas (18%), and Europe (15%).1
The top export partner for creative goods was Hong Kong SAR. Taiwan is a leading country of ICT technology in the worId.:
World Economic Forum ranks Taiwan 14th out of 138 economies in its Global Competitiveness Report in September 2016.:
Creative industries combined with the latest digital and innovative technology can lead to unique products and services.:
Over 25,000 cultural and creative workers are currently exhibiting some 400,000 products on the platform Pinkoi, a1
Taiwanese e-commerce platform for cultural and creative products. :
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Taiwan Province of China

Highlights:

e Legislative act 2010, the “Law for the Development of the Cultural and Creative Industries” is the major policy
resource of CCl in Taiwan. There are multiple financing resources for the CClI sector including Culture
entrepreneurship, crossover cooperation, matchmaking and training, training of CCl intermediary agents, a subsidy
for stationing in a National culture cluster and a subsidy for a CCl joining an international trade fair or exhibition. !

e National Taiwan University of Arts, Taipei National University of the Arts and Tainan National University of the Arts
are three major universities of Arts in Taiwan. National Taipei University of Education also has a department of the
CCl sector. Shih Chien University is the leading university in the design and fashion sector in Taiwan.

e Inthe above-mentioned universities alone, nearly 30,000 university students study arts in Taiwan.

e There are 5 national creative clusters: Huashan Creative Park (Taipei), Taichung, Tainan, Hualien and Chiayi.?

e Huashan Creative Park (Taipei) has nearly 500 employees and over one million visitors per year. It was a ROT
(Reconstruction, Operation, and Transfer) project, and is self-financed.

Sources:
Interview with Mr. Cheng Chang Li, Taiwan, Province of China.
Taiwan Business Topics, December 2015

L http://law.moc.gov.tw/law/EnglLawContent.aspx?lan=E&id=8

2 Interview Mr. Cheng Chang Li, Taiwan Province of China.
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Colombia

COUNTRY PROFILE -Colombia
Creative Industries Trade Performance, 2005-2014 Valuesin Million US$
Colombia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 426,52 454,99 636,24 729,10 514,08 408,16 448,89 452,10 413,53 358,15
Imports 383,15 | 480,57 691,28 | 793,33 667,03 815,67 1.062,97 1.166,85 1.174,66 1.258,85
Balance of 43,37 -25,58 -55,04 -64,23 -152,95 | -407,51 | -614,08 -714,75 -761,13 -900,70
Trade
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: In 2014, creative goods exports stood at $358 million. Key sectors were Design, especially interior design, with exports at
1577 million and fashion accessories at $41 million. Colombia has high- quality textiles, but its exports have decreased in the
:recent years due to the changes in the fashion system, which requires more brands instead of commodities. Other key
: sectors are the art crafts (yarn) which stood at $79 million in 2014. Nearly 300,000 Colombian artisans work and preserve
I the art of manual techniques and the sector is expanding its internationalization. The Publishing sector stood at $72 million,
: mainly driven by the export of books (school texts/books) and journals.
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Colombia

Colombia - Creative Goods Exports by Colombia - Creative Goods Exports by
Region 2005 Region 2014
frica ) )
Asia Eur;)pe 0% __Oceania Eurogtceg;ma Agr;:a
19% 4% 0% Asia 79 0 0
4%
1 Africa 1 Africa
B America B America
M Asia M Asia
W Europe W Europe
B Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US' $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 122,14 61,95 60,19 Ecuador 65,90 4,68 61,22
2 Venezuela 76,05 2,31 73,75 United 53,18 123,04 -69,86
(Bolivarian Rep. States
of)
3 Mexico 58,96 14,94 44,02 Mexico 43,41 53,40 -9,99
4 Ecuador 36,38 1,50 34,88 Peru 33,73 32,03 1,69
5 Panama 18,98 3,21 15,77 Panama 26,09 2,54 23,55
6 Peru 18,41 15,53 2,88 Venezuela 23,01 0,41 22,60
(Bolivarian
Rep. of)
7 Guatemala 9,98 0,14 9,84 Chile 14,97 8,90 6,07
Chile 9,93 8,83 1,10 Guatemala 8,17 0,24 7,94
Costa Rica 9,24 3,05 6,19 Brazil 8,12 56,25 -48,14
10 Dominican 6,87 0,02 6,85 Costa Rica 7,50 0,18 7,31
Republic
o o e e e e e e e e e e e e e e - ————— 1

: In 2014, the main destination markets for creative goods exports were the Americas (89%), followed by Europe (7%) and :
: Asia (4%). The Top ten export partners for creative goods included Ecuador, the United States, Mexico, Peru, Panama,:
1 Bolivarian Republic of Venezuela, Chile, Guatemala, Brazil and Costa Rica. Regional integration mechanisms such as the
: Andean Community of Nations (CAN) has strengthened the cooperation within the region and Colombia has taken good :
: advantage of this system. Colombia recorded a trade deficit of nearly $70 million with the United States in 2014.
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Colombia

CREATIVE SERVICES

COLOMBIA

2010 2011 2012 2013 2014
Colombia
EXPORTS 141,5 140,5 161,8 316,9 362,1
Charges for the use of intellectual property n.i.e
Other business Services 58,3 55,5 68,3 85,6 195,1
Advertising, market research, and public opinion polling 47,5 45,2 49,4 60,8 64,5
services
Architectural, engineering, scientific, and other technical 10,8 10,3 19,0 24,8 130,6
services
Personal, cultural and recreational services 28,1 34,6 26,9 96,2 40,6
Audiovisual and related services 28,1 34,6 26,9 96,2 40,6
Telecommunications, computer, and information services 55,1 50,4 66,6 135,1 126,4
Computer services 49,5 44,9 59,4 129,2 120,2
Information services 5,6 5,5 7,1 5,9 6,1
IMPORTS 338,4 455,4 419,7 681,9 660,6
Charges for the use of intellectual property n.i.e
Other business Services 131,3 218,6 178,2 188,3 195,1
Advertising, market research, and public opinion polling 54,5 56,6 75,0 93,3 111,9
services
Architectural, engineering, scientific, and other technical 76,8 162,0 103,3 94,9 83,2
services
Personal, cultural and recreational services 55,6 34,0 41,1 67,0 45,6
Audiovisual and related services 55,6 34,0 41,1 67,0 45,6
Telecommunications, computer, and information services 151,6 202,7 200,4 426,7 420,0
Computer services 113,5 159,4 156,5 374,5 388,6
Information services 38,1 43,3 43,9 52,2 31,4

Highlights:

e From 2010 to 2017, Colombia invested over $530 billion in building and reconstructing 428 cultural spaces, many
of which were in regions that were far from the capital or had been hit by violence.!

e The national cinema is thriving. Between 2010 and 2017, 215 films were released. 2017 witnessed the premiere
of 43 nationally produced or co-produced films and more than 3.3 million spectators.?

e  Organized by the Chamber of Commerce of Bogotd and Proimagenes Colombia, with the support of the Fund for
Cinematographic Development (FDC), the Bogotd Audiovisual Market (BAM) is the most important audiovisual
market in Colombia. It seeks to publicize Colombia’s wide offering of completed films, films in post-production,
projects in development, and audiovisual production services.?

! Historica Inversion de MinCultura en Espacios Culturales para los Colombianos, December, 2017
2 |dem

3 https://www.accioncultural.es/en/bam-2018-bogota-audiovisual-market
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Democratic Rep. of the Congo

COUNTRY PROFILE - Congo
Creative Industries Trade Performance, 2005- 2014 Value in Million USS
Congo 2005 | 2006 | 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,00 0,00 0,44 0,33 0,29 0,28 1,16 1,04 0,91 1,07
Imports 0,00 0,00 13,66 15,48 15,40 15,94 20,84 | 25,94 | 25,97 | 36,81
Balance of Trade 0,00 0,00 -13,22 | -15,15 | -15,11 | -15,66 -19,68 | -24,90 | -25,06 | -35,74
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Congo Congo

IIn 2014, creative goods exports stood at $1 million and key exports were design related goods. Imports were con5|derably'
|h|gher than exports and stood at $37 million in 2014 generating a large trade deficit. For a country that has undergonel
Idecades of social and political unrest, the Democratic Republic of Congo, has produced some of the finest music in Africa. | 1
:Initiated by the Ministry of Industry, a "Made in Congo or Congolese consume" campaign was launched in 2015 to encourage :
land support Congolese companies working in the cultural-creative spheres. !
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Democratic Rep. of the Congo

Congo - Creative Goods Exports by Region
2014

Oceania

0% America
(]
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Asia
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H Africa

M America
Asia

W Europe

® Oceania

TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 | ‘ 2014 | ‘
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance
1 France 0,88 8,32 -7,44
2 United States | 0,05 0,50 -0,45
3 Cameroon 0,03 0,01 0,02
4 South Africa 0,02 0,38 -0,35
5 Senegal 0,01 0,02 -0,00
6 Netherlands 0,01 0,24 -0,23
7 United 0,01 0,24 -0,23
Kingdom
8 Angola 0,01 0,01 -0,00
Togo 0,01 0,10 -0,09
10 Dem. Rep. of 0,01 0,11 -0,10
the Congo

: In 2014, the main destination market for creative goods exports from RDA was Europe, with an 86% of market share. The:
! top five export partners for creative goods were France, the United States, Cameroon, South Africa and Senegal. Creative!
1 services imports stood at $7 million in 2014. :
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CREATIVE SERVICES

Congo, Dem. Republic

Congo, Dem. Rep. of

EXPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services
Telecommunications, computer, and information services
IMPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services
Telecommunications, computer, and information services
Information services

Highlights

Country Profiles / Creative Economy Outlook -UNCTAD

Democratic Rep. of the Congo

2013

14,2

14,2
14,2

2014

7,0

7,0
7,0

e In August 2013, the National Assembly approved the Declaration on Cultural Policy, which defines the scope,

principles and objectives of as well as guidelines and recommendations for a national cultural policy.

e The country’s achievements include creating a collective society for the management of intellectual property

rights, finalizing a national book policy and transforming an existing fund for cultural promotion into an

institution for public funding and organizing a cinema week that enabled a mapping of the film sector to be

carried out.?

L UNESCO : https://en.unesco.org/creativity/activities/democratic-republic-congo-harnessing-cultural
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Costa Rica

COUNTRY PROFILE- Costa Rica

Creative Industries Trade Performance, 2002 and 2015 Value in Million USS

Costa Rica 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 74,00 76,00 82,00 85,00 60,00 84,00 89,00 106,00 | 83,00 0,00
Imports 185,00 | 215,00 | 294,00 | 308,00 | 196,00 | 281,00 | 430,00 | 366,00 | 357,00 | 0,00
Balance of -111,00 | -139,00 | -212,00 | -223,00 | -136,00 | -197,00 | -341,00 | -260,00 | -274,00 | 0,00
Trade

Creative Economy Trade Performance 2005 - 2014
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Costa Rica Costa Rica

E While creative goods exports increased from $74 million in 2005 to $83 million in 2013, imports nearly doubled from $185
: million in 2005 to $357 million in 2013. Data for 2014 is not available. In a decade, Costa Rica managed to build a cluster of
: Information and Communication Technologies (ICT) to become the main producer per capita of that sector in Latin America.
I Costa Rica is strong in mobile infrastructure (the cheapest and most widespread mobile-cellular services in
I Americas) and has the highest percentage of IT professionals in Latin America®.

1 INCAE Business School
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Costa Rica

Costa Rica - Creative Goods Exports by Costa Rica - Creative Goods Exports by
Asia Region 2005 Region 2013
0% Europe Oceania Africa

1%

0% Euro sia

6 m%ﬁ 0%
Africa
0% Oceanj

= Africa 0% m Africa
= America = America
= Asia = Asia
m Europe Europe
m Oceania = Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2013
2005 2013
Values in Million US S Values in Million US $
Ranking Partner Exports Imports Trade Partner Exports Imports Trade
Balance Balance
1 United 48,53 78,01 -29,48 United 48,15 114,62 - 66,47
States States
2 Nicaragua 3,90 0,23 3,67 Panama 7,34 11,05 -3,71
3 Honduras 3,57 5,58 -2,01 Guatemala | 4,95 4,85 0,1
4 Colombia 3,02 8,91 -5,88 Nicaragua 4,81 0,54 4,27
5 Panama 2,70 3,20 -0,50 El Salvador | 3,64 5,16 -1,52
6 El Salvador 2,37 1,02 1,34 Honduras 2,50 6,08 -3,58
7 Dominican 2,17 0,09 2,08 Dominican | 2,34 0,03 2,31
Republic Republic
Guatemala 2,16 2,02 0,13 Mexico 1,84 28,20 -26,36
9 Jamaica 1,77 0,00 1,77 Venezuela 1,82 0,04 1,78
(Bolivarian
Rep. of)
10 Mexico 0,84 12,30 -11,46 France 1,50 0,68 0,82

2 1
: In 2013, the top destination export market for creative goods exports was the United States in 2013 with which Costa Rica

: also kept a trade deficit of $66,4 million. Data for 2014 were not available. Costa Rica’s digital technology is growing

: rapidly in terms of art and software for gaming and both 3 D and 2D animation. The Digital Animation School at Veritas
| University, for example, has doubled its number of students since 2009 from 170 to approximately 370.
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Croatia

COUNTRY PROFILE - Croatia

Creative Industries Trade Performance, 2002 and 2015

Values in Million USS

Croatia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 311,13 | 309,52 | 355,17 | 321,11 | 248,62 | 233,86 231,79 | 210,53 | 224,72 | 284,35
Imports 719,63 | 824,46 | 995,88 | 984,75 | 741,25 | 615,52 646,41 | 562,49 | 558,60 | 618,08
Balance of Trade -408,50 | -514,94 | -640,71 | -663,64 | -492,63 | -381,66 -414,62 | -351,96 | -333,88 | -333,73
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Croatia Croatia

Creative goods exports stood at $284,3 million in 2014. Design goods and publishing accounted for the largest share of
exports. In 2014, the creative industries in Croatia employed over 42,000 people, or 3% of all people employed in Croatia
and generated more than 2.6% of Croatian GDP. Croatian cultural and artistic heritage was quite unknown to Europe and
the world in the 1990s, but by 2015 Croatia had over 12 million tourists. Croatia may be a small country, but it has a
remarkably vibrant film industry, with exceptional local talent and production companies that have an impressive record in

domestic and international production.
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Croatia

Croatia - Creative Goods Exports by Region Croatia - Creative Goods Exports by
2005 Region 2014
Ocefnia Agr;:a America Africa Asia
0% ° 0% 2% _Oceania
1%
0%
Africa Africa
= America m America
H Asia H Asia
W Europe W Europe
B Oceania H Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Croatia Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 118,79 10,23 108,57 Germany 47,75 108,38 -60,63
2 Bosnia and 36,69 8,90 27,79 Slovenia 39,10 62,83 -23,74
Herzegovina
3 Italy 34,40 242,83 -208,43 Bosnia and 31,71 13,16 18,55
Herzegovina
4 Germany 27,35 55,94 -28,59 Austria 24,99 64,50 -39,51
Slovenia 20,00 102,21 -82,21 Serbia 17,92 13,48 4,44
6 Federal 18,71 4,81 13,89 Italy 17,15 112,33 -95,17
Republic
of Yugoslavia
7 Austria 12,27 52,17 -39,90 United 14,20 13,56 0,64
Kingdom
8 United 11,05 10,79 0,27 Russian 13,64 1,42 12,22
Kingdom Federation
9 France 6,78 11,74 -4,96 Netherlands 10,02 35,55 -25,54
10 Netherlands 4,08 5,38 -1,30 France 8,26 7,60 0,66

-
: In 2014, the main market destination was Europe, which accounted for 97% of creative goods exports. The top ten export
: partners for creative goods were all European countries. In 2014, Croatia maintained trade deficits with Germany of $60
1 million and with Austria at $40 million. Creative services exports stood at $1.2 billion in 2014. Telecommunication, computer
: and information services accounted for the largest share of creative services exports at $397 million followed by
: Architectural, engineering, scientific, and other technical services at $338 million and advertising, market research and
|
1

public opinion public services at $325 million.
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Croatia

CREATIVE SERVICES

CROATIA

2010 2011 2012 2013 2014
EXPORTS 903,0 1.107,1 1.023,4 1.073,1 1.251,4
Charges for the use of intellectual property n.i.e 0,0 0,0 0,0 20,7 25,8
Licences for the use of outcomes of research and 0,0 0,0 0,0 20,7 25,8
development
Licences to reproduce and/or distribute audio- 0,0 0,0 0,0 0,0 0,0
visual and related products
Licences to reproduce and/or distribute audio- 0,0 0,0 0,0 0,0 0,0
visual products
Licences to reproduce and/or distribute computer 0,0 0,0 0,0 0,0 0,0
software
Licences to reproduce and/or distribute other 0,0 0,0 0,0 0,0 0,0
related audio-visual products
Other business Services 666,9 794,6 744,3 773,0 784,7
Advertising, market research, and public opinion 235,1 310,3 285,2 292,4 325,5
polling services
Architectural, engineering, scientific, and other 341,4 368,9 346,1 375,7 337,9
technical services
Organization services 0,0 0,0
Research and development (R&D) 90,4 115,4 113,0 104,9 121,3
Personal, cultural and recreational services 16,3 19,8 21,1 25,1 43,7
Audiovisual and related services 16,3 19,8 21,1 25,1 43,7
Other personal, cultural, and recreational services, 0,0 0,0 0,0 0,0 0,0
heritage and recreational services
Telecommunications, computer, and information  219,8 292,8 258,0 254,3 397,2
services
Computer services 202,0 269,1 237,1 233,8 368,2
Information services 8,9 11,8 10,4 10,4 14,6
Information services, News agency 2,9 3,9 3,5 3,3 2,7
Information services, Other (other than news 6,0 7,9 7,1 6,8 11,8
agency)
IMPORTS 738,2 732,1 670,2 912,0 970,7
Charges for the use of intellectual property n.i.e 243,0 247,0
Licences for the use of outcomes of research and 243,0 247,0
development
Licences to reproduce and/or distribute audio- 0,0 0,0
visual and related products
Licences to reproduce and/or distribute audio- 0,0 0,0
visual products
Licences to reproduce and/or distribute computer 0,0 0,0
software
Licences to reproduce and/or distribute other 0,0 0,0
related audio-visual products
Other business Services 443,2 386,6 341,2 322,5 347,4
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polling services

Architectural, engineering, scientific, and other
technical services

Organization services

Research and development (R&D)
Personal, cultural and recreational services
Audiovisual and related services

Other personal, cultural, and recreational services,
heritage and recreational services
Telecommunications, computer, and information
services

Computer services

Information services
Information services, News agency

Information services, Other (other than news
agency)

Highlights:

231,3

28,4
67,5
67,5
0,0

227,5

173,8
26,8
1,2
25,7
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Croatia

01,2-

151,7

33,7
80,0
80,0
0,0

265,5

202,8
31,3
1,4
29,9

03,8

111,1

26,4
56,6
56,6
0,0

272,4

208,2
32,1
1,4
30,7

83,6

110,4

0,0
28,6
72,5
72,5
0,0

273,9

203,5
35,2
1,1
34,1

T178,4~
119,7

0,0
49,4
78,5
78,5
0,0

297,8

219,7
39,2
0,7
38,3

e Since 2012, Croatia has offered financial incentives for film and TV productions. With a 20% rebate, skilled

professional crews, and production costs among the lowest in Europe, there has been a steady increase in the

number of international film productions being shot in Croatia.?

e A new technology Park covering 7,333 m? is being developed and is intended for developing start-up businesses

creating and producing innovative and high-tech solutions to enable young, educated and innovative people and

their teams to stay in Zagreb and in Croatia to develop their ideas and turn them into entrepreneurial ventures in

a stimulating environment.?

! Filming in Croatia

2 New Zagreb Technology Park to Open Soon, April, 2017
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Cuba

COUNTRY PROFILE -Cuba
Creative Industries Trade Performance, 2005-2014 Values in Million US$
Cuba 2005 2006 2007 | 2008 | 2009 | 2010 2011 | 2012 | 2013 | 2014
Exports 15,76 20,56 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
Imports 108,46 | 110,19 | 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
Balance of Trade -92,70 -89,63 0,00 0,00 0,00 0,00 0,00 0,00 0,00 0,00
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Cuba Cuba

In 2005, creative goods exports from Cuba stood at $17 million. However, since then data on creative goods and services
has not been available. According to UNESCO, Cuba’s world of music and audiovisual production is beginning to open up
with concert performances and documentary and feature film productions growing, reinforcing the need for creative

professionals to find new ways of promoting and strengthening their work. Building on events such as Haban-Arte, the
Havana Biennale, which promotes innovative and experimental work from local artists, Cuba recognizes the importance of 1
its creative industries and has ensured that the public has better access to cultural goods and services such as film, music :
art, theatre and cinema.? :

1 Keeping up with Changes on Cuba’s Creative Scene through the 2005 Convention, 2016
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Cuba

Africa Cuba - Creative Goods Exports by

0% Region 2005
Europe
6% Asia Oceania
1 0%
= Africa
America
= Asia
America = Europe
93% = Oceania

TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Cuba Values in Million US $§ Values in Million US $§
Ranking Partner Exports | Imports | Balance | Partner Exports | Imports | Balance
1 Venezuela 12,68 1,12 11,56
(Bolivarian Rep.
of)
2 Mexico 0,69 2,73 -2,05
3 United States 0,56 3,57 -3,01
4 Canada 0,33 6,60 -6,26
5 Spain 0,23 17,28 -17,05
6 Switzerland 0,17 0,10 0,08
7 France 0,17 1,29 -1,11
8 Germany 0,16 2,30 -2,13
9 Dominican 0,14 0,23 -0,10
Republic
10 United Kingdom 0,09 0,42 -0,33

-
: Cuban cinema has achieved international success during the last decade, especially in Latin America, both in terms of awards :
: for its actors and for its filmmakers. However, structural problems remain.? Music is another key sector in Cuba. A report :
1 presented in 2017 by the Center for Research and Development of Cuban Music indicated that the institutional system :
: supports more than 16,000 musicians throughout the Island in different ways.3 :
1 -

2 La realidad del cine Cubano, 2016

3 Una industria de puro ritmo cubano, 2017
UNCTAD Creative Economy Outlook / Country Profiles

152



https://www.revistaarcadia.com/cine/articulo/industria-del-cine-en-cuba-pelicula-cubana-el-acompanante/47651
http://www.granma.cu/cultura/2017-12-20/una-industria-de-puro-ritmo-cubano-20-12-2017-23-12-46

Country Profiles / Creative Economy Outlook -UNCTAD

Cyprus

COUNTRY PROFILE - Cyprus
Creative Industries Trade Performance, 2005-2014 Values in Million USS
Cyprus 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 30,44 27,28 30,86 30,11 28,11 29,95 33,84 35,19 39,20 39,08
Imports 308,68 347,70 445,62 505,23 | 408,64 | 375,68 365,30 288,23 230,94 262,13
Balance of Trade -278,24 | -320,42 | -414,76 | -475,12 | -380,53 | -345,73 -331,46 -253,04 -191,74 -223,05
600 -
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Cyprus Cyprus

Creative goods exports increased from $30 million in 2005 to $39 million in 2014. Interior design, jewelry and fashion
accessories accounted for the largest share of exports. The recently formed Cyprus Fashion Design Association is enabling
Cypriot fashion designers to promote their offerings on both an international and national level, and the Cypriot fashion
scene is gaining momentum season on season. Imports stood at $262 million in 2014 generating a trade deficit of $223
million.

————————————
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Cyprus

Cyprus - Creati\./e Goods Exports by Cyprus - Creative Goods Exports by
Region 2005 Region 2005
Oceania Oceania
0% Afrolca America
1% 1%
M Africa M Africa
B America B America
M Asia M Asia
W Europe W Europe
® Oceania ® Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Greece 15,91 89,44 -73,53 Greece 20,40 82,31 -61,91
2 United 3,36 30,37 -27,01 Egypt 1,80 0,37 1,43
Kingdom
3 Saudi Arabia 3,18 0,02 3,16 Switzerland 1,33 2,20 -0,87
Russian 0,88 0,24 0,64 United Arab 1,19 0,40 0,79
Federation Emirates
5 United Arab 0,85 0,85 0,00 Austria 1,12 1,52 -0,40
Emirates
6 Hong Kong 0,72 6,87 -6,14 Montenegro 1,12 0,00 1,12
(China)
7 Israel 0,52 0,79 -0,27 United 0,91 22,97 -22,06
Kingdom
8 Belgium 0,33 5,87 -5,55 Italy 0,86 45,36 -44,49
9 Gibraltar 0,32 0,00 0,32 United States 0,83 2,18 -1,35
10 Lebanon 0,31 1,34 -1,03 Germany 0,74 11,89 -11,15

: In 2014, Cyprus’s creative goods exports went to Europe (76%) and Asia (22%). The top ten export partners for creative
: goods exports were mainly European countries. Cyprus maintained trade deficits with Greece, Italy and the United Kingdom.
: Creative services exports stood at $138 million in 2014 with Advertising, market research, and public opinion polling services
: accounting for the largest share at $43.8 million, followed by Personal, cultural and recreational services exports, which
| stood at $ 1.3 million.
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Cyprus

CREATIVE SERVICES: EXPORTS AND IMPORTS

CYPRUS

(in millions of $) 2010 2011 2012 2013 2014
EXPORTS 84,8 168,2 128,5 2.779,0 138,0
Charges for the use of intellectual property n.i.e 0,0 1,4 0,0 2,7 1,3
Licences for the use of outcomes of research and 0,0 0,0 0,0 0,0 0,0
development

Licences to reproduce and/or distribute audio-visual 0,0 0,0 0,0 0,0 0,0
and related products

Licences to reproduce and/or distribute audio-visual 0,0 0,0 0,0 0,0 0,0
products

Licences to reproduce and/or distribute computer 1,4 0,0 2,7 1,3
software

Licences to reproduce and/or distribute other related = 0,0 0,0 0,0 0,0 0,0
audio-visual products

Other business Services 62,2 150,1 122,1 131,4 130,0
Advertising, market research, and public opinion 33,1 95,9 65,5 47,8 43,8
polling services

Architectural services 12,5 9,0 10,6

Architectural, engineering, scientific, and other 12,5 9,0

technical services

Industrial Processes 0,0 0,0 0,0 0,0 0,0
Organization services 0,0 0,0 0,0 0,0 0,0
R&D, sale of proprietary rights arising from R&D 0,0 1,3 2,7 10,6
R&D work undertaken on a systematic basis to 14,6 9,7 12,8 23,9 25,2
increase the stock of knowledge

R&D, Copyrights arising from R&D 0,0 1,3 2,7 10,6
R&D, Industrial processes and designs 0,0 0,0 0,0 0,0 0,0
R&D, Provision of customized and non-customized 9,7 10,3 19,9 14,6
R&D services

Research and development (R&D) 14,6 9,7 12,8 23,9 25,2
Research and development (R&D), Patents 0,0 0,0 0,0 0,0 0,0
Personal, cultural and recreational services 6,6 7,0 1,3 2,7 1,3
Audiovisual and related services 6,6 7,0 1,3 2,7 1,3
Other personal, cultural and recreational services, 0,0 0,0 0,0 0,0

heritage and recreational services

Telecommunications, computer, and information 15,9 9,7 5,1 2.642,2 5,3
services

Computer Service, software 1.314,5

Computer services 1.314,5

Computer services, Software, Software originals 0,0 0,0 0,0 0,0 0,0
Information services 6,6 5,3
Information services, News agency 15,9 9,7 5,1 6,6

Information services, Other (other than news agency) 0,0

IMPORTS 120,5 118,2 95,1 1.445,9 585,1
Charges for the use of intellectual property n.i.e 1,3 1,4 2,6 14,6 17,2
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Cyprus

Cicences for the use of outcomes of researchand . 0,0 00 _ 00 00  _ ~ — — = T
development
Licences to reproduce and/or distribute audio-visual 0,0 0,0 0,0
and related products
Licences to reproduce and/or distribute audio-visual 0,0 0,0 0,0
products
Licences to reproduce and/or distribute computer 1,3 1,4 2,6 14,6 17,2
software
Licences to reproduce and/or distribute other related 0,0 0,0 0,0 0,0
audio-visual products
Other business Services 103,3 73,7 64,2 430,2 2,7
Advertising, market research, and public opinion 76,8 62,6 56,5 170,0
polling services
Architectural services 2,8 1,3
Architectural, engineering, scientific, and other 2,8 1,3 2,7
technical services
Industrial Processes 0,0 0,0 0,0 0,0 0,0
Organization services 0,0 0,0 0,0 0,0 0,0
R&D, sale of proprietary rights arising from R&D 6,6 1,4 1,3 65,1
R&D work undertaken on a systematic basis to 6,6 1,4 1,3 65,1
increase the stock of knowledge
R&D, Copyrights arising from R&D 6,6 1,4 1,3 65,1
R&D, Industrial processes and designs 0,0 0,0 0,0 0,0 0,0
R&D, Provision of customized and non-customized 0,0 0,0 0,0 0,0
R&D services
Research and development (R&D) 6,6 1,4 1,3 65,1
Research and development (R&D), Patents 0,0 0,0 0,0 0,0 0,0
Personal, cultural and recreational services 0,0 37,5 20,6 18,6 9,3
Audiovisual and related services 37,5 20,6 18,6 9,3
Other personal, cultural and recreational services, 0,0 0,0 0,0 0,0 0,0
heritage and recreational services
Telecommunications, computer, and information 15,9 5,6 7,7 982,5 555,9
services
Computer Service, software 551,9
Computer services 966,6
Computer services, Software, Software originals 0,0 0,0 0,0 0,0 0,0
Information services 3,9 8,0
Information services, News agency 15,9 5,6 3,9 4,0 4,0
Information services, Other (other than news agency) 0,0 4,0

Highlights:

e Cyprus is keen to promote creative industries, tourism and technology sectors. Creative industries are supported
through various programmes, including subsidies for publishing houses engaged in publishing and promoting works
of significant Cyprological content. In the field of music, the Ministry of Education and Culture are supporting
certain festivals through grant procedures. In the Visual Arts, the State Gallery of Cypriot Contemporary Art
acquires work of art to enrich its collection. In Cinema, the Programme fo the Development of Cyprus Cinema has
supported local productions and festivals.!

1 Compendium Cultural Policies and Trends in Europe, 2015
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Cyprus

~ e The International Short Film Festival of_Cﬁru?w?s set u_p Wt_e Cultural Services of the M_inis_try_of Education and
Culture in 2000. In 2017, it celebrated its seventh edition.
e  Cyprus is a small country with 10,000 years of history and civilization.
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Czechia

COUNTRY PROFILE - Czechia
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Czechia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 2.344,86 | 3.022,97 | 4.228,42 | 5.639,08 | 4.777,25 | 4.976,39 | 5.524,39 | 5.601,27 | 6.054,98 | 6.647,93
Imports 2.016,31 | 2.458,50 | 3.657,99 | 4.551,48 | 3.625,92 | 3.384,57 | 3.718,77 | 3.475,30 | 3.722,41 | 3.889,84
Balance of Trade 328,55 564,47 570,43 1.087,60 | 1.151,33 | 1.591,82 | 1.805,62 | 2.125,97 | 2.332,57 | 2.758,09
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Czech Republic Czech Republic

Creative goods exports tripled from $2.3 billion in 2005 to $6.6 billion in 2014. Toys, interior design and fashion accessories:
accounted for the largest share of exports. Czechia known for its traditional handmade wooden toys and wooden toy crafts, :
which go back hundreds of years. The Czech ceramic industry has an excellent worldwide reputation thanks to its unique:
and top-quality hand-crafted production. Roughly 150 companies represent the glass and ceramic industry and more than:
22,000 employees (2014) are employed in this sector. Imports of creative goods stood at $3.8 billion in 2014. Czechia had:

a positive trade balance of $2.7 billion in 2014.
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Czechia

Czechia - Creative Goods Exports by Region

2005
Oceania Africa America
1% |
0% g 6% Asia

4%

Czechia - Creative Goods Exports by
Region 2014

2%
0%

Africa Africa
B America B America
M Asia M Asia
W Europe W Europe
H Oceania m Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Germany 886,10 768,38 117,72 Germany 2.036,29 747,79 1.288,50
2 Austria 285,50 118,86 166,65 United 451,76 66,82 384,94
Kingdom
Slovakia 176,80 102,31 74,49 Slovakia 423,29 128,78 294,51
United States 134,76 18,59 116,18 France 417,13 87,59 329,54
United 108,87 54,75 54,12 Russian 364,04 6,78 357,25
Kingdom Federation
6 Netherlands 76,56 60,17 16,38 Austria 347,70 209,52 138,18
7 France 75,60 45,74 29,85 Poland 319,50 262,00 57,49
8 Poland 72,84 114,33 -41,49 Italy 221,43 140,29 81,14
9 Italy 57,13 83,56 -26,43 Netherlands 182,14 99,35 82,80
10 Russian 54,12 9,11 45,00 Australia 144,87 0,76 144,11
Federation

In 2014, the main destination markets for creative goods exports were Europe with a 86% share and Asia with 9%. The top
ten export partners for creative goods are all European countries. Czechia has many very talented designers who succeed
both at home and abroad. A growing number of companies are trying to strengthen their competitiveness through design.
Nowadays, it asserts itself increasingly in all branches of industry, including engineering. Creative services exports stood at
$7.5 billion in 2014. Telecommunications, computer, and information services together with Computer services accounted

for nearly half of creative services exports, with an export value of $3.1 billion in 2014.
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Czechia

CREATIVE SERVICES

Czechia 2010 2011 2012 2013 2014
Exports (in millions of $) 4.167,2 5.999,4 5.737,6 6.355,5 7.575,3
Charges for the use of intellectual property 353,9 406,7 398,4 394,4 551,1
n.i.e

Licences for the use of outcomes of research 71,6 70,5 99,6 107,8 147,2
and development

Licences to reproduce and/or distribute audio- | 132,0 159,1 136,9 131,0 167,4
visual and related products

Licences to reproduce and/or distribute audio- | 98,4 118,7 72,1 53,2 133,1
visual products

Licences to reproduce and/or distribute 18,3 18,1 24,9 24,6 69,0
computer software

Licences to reproduce and/or distribute other | 33,6 40,4 64,9 77,8 34,4
related audio-visual products

Other business Services 2.029,1 3.096,7 2.463,3 2.745,5 3.455,0
Advertising, market research, and public 755,9 765,0 699,8 613,8 630,0
opinion polling services

Architectural services 11,3 15,3 13,0 13,1 14,7
Architectural, engineering, scientific, and 696,9 941,6 924,8 1.023,0 809,1
other technical services

Industrial Processes 36,7 195,9 48,4 56,0 196,2
Organization services 27,5 27,9 21,2 24,8 25,3
R&D, sale of proprietary rights arising from 36,7 195,9 48,4 56,0 196,2
R&D

R&D work undertaken on a systematic basis to | 166,9 383,7 252,0 338,2 593,2
increase the stock of knowledge

R&D, Copyrights arising from R&D 0,0 0,0 0,0 0,0 0,0
R&D, Industrial processes and designs 0,0 0,0 0,0 0,0 0,0
R&D, Provision of customized and non- 130,3 187,7 203,6 282,2 397,0
customized R&D services

Research and development (R&D) 166,9 383,7 252,0 338,2 593,2
Research and development (R&D), Patents 0,0 0,0 0,0 0,0 0,0
Personal, cultural and recreational services 227,7 277,5 414,2 437,5 461,5
Artistic related services(audiovisual and 1,2 1,4 1,3 2,7 0,9
related)

Audiovisual and related services 75,9 91,6 135,8 144,0 152,2
Audio-visual services 74,7 90,2 134,4 141,4 151,2
Audio-visual services, Audio-visual Originals 72,3 87,3 130,3 139,0 148,4
Other personal, cultural and recreational 3,7 7,1 12,5 10,5 8,8
services, heritage and recreational services

Telecommunications, computer, and 1.556,5 2.218,5 2.461,8 2.778,1 3.107,7
information services

Computer Service, software 154,9 223,7 259,4 412,6 558,3
Computer services 1.263,0 1.819,4 2.045,1 2.147,6 2.330,6
Computer services, Software, Software 61,7 89,1 111,6 189,2 178,4
originals

Information services 38,4 43,2 22,9 28,7 40,3
Information services, News agency 1,9 1,5 0,9

Information services, Other (other than news 36,7 41,5 22,0

agency)
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Czechia

IMPORTS T5.673.9 | 6.540,1 69539 | 6.297,5 170676
Charges for the use of intellectual property 1.562,5 1.690,6 1.346,8 1.282,4 1.643,7
n.i.e
Licences for the use of outcomes of research 79,2 86,8 62,0 102,9 96,7
and development
Licences to reproduce and/or distribute audio- | 698,2 754,1 607,5 552,5 746,1
visual and related products
Licences to reproduce and/or distribute audio- | 136,5 131,5 140,3 110,6 193,0
visual products
Licences to reproduce and/or distribute 86,8 95,3 69,6 74,5 54,9
computer software
Licences to reproduce and/or distribute other | 561,7 622,8 467,3 441,9 553,0
related audio-visual products
Other business Services 2.296,9 3.007,6 3.690,7 2.994,3 3.381,0
Advertising, market research, and public 495,3 622,7 620,8 608,7 549,3
opinion polling services
Architectural services 3,2 4,7 5,7 6,0 7,2
Architectural, engineering, scientific, and 404,6 603,9 783,9 732,8 607,4
other technical services
Industrial Processes 120,2 153,3 211,7 143,9 113,0
Organization services 18,7 23,5 22,7 29,2 43,4
R&D), sale of proprietary rights arising from 120,2 153,3 211,7 143,9 113,0
R&D
R&D work undertaken on a systematic basisto | 418,3 533,2 682,0 491,3 686,9
increase the stock of knowledge
R&D, Copyrights arising from R&D 0,0 0,0 0,0 0,0 0,0
R&D, Industrial processes and designs 0,0 0,0 0,0 0,0 0,0
R&D, Provision of customized and non- 298,1 379,9 470,3 347,3 573,9
customized R&D services
Research and development (R&D) 418,3 533,2 682,0 491,3 686,9
Research and development (R&D), Patents 0,0 0,0 0,0 0,0 0,0
Personal, cultural and recreational services 185,6 188,6 219,8 288,5 263,6
Artistic related services(audiovisual and 6,2 6,0 6,8 6,1 6,1
related)
Audiovisual and related services 60,2 57,9 69,4 92,1 84,8
Audio-visual services 54,0 52,0 62,4 86,0 78,7
Audio-visual services, Audio-visual Originals 51,1 49,2 60,6 84,3 76,8
Other personal, cultural, and recreational 14,0 23,5 20,6 19,9 17,2
services, heritage and recreational services
Telecommunications, computer, and 1.628,9 1.653,3 1.696,6 1.732,4 1.779,3
information services
Computer Service, software 161,6 178,0 194,6 210,9 207,9
Computer services 1.167,3 1.298,7 1.277,9 1.360,7 1.294,7
Computer services, Software, Software 77,2 84,9 87,9 93,1 105,1
originals
Information services 111,3 45,9 68,1 67,7 171,7
Information services, News agency 1,9 1,9 2,1
Information services, Other (other than news 109,6 43,9 66,0
agency)

Sources

Czech Trade Offices —Traditional Czech Export Sectors
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Denmark

COUNTRY PROFILE - Denmark
Creative Industries Trade Performance, 2005- 2014 Value in Million USS
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Denmark
Exports 3.129,16 | 3.235,04 | 3.922,63 | 4.042,56 | 3.377,25 | 3.810,74 | 4.138,47 | 3.480,73 | 3.563,43 | 3.712,72
Imports 2.636,75 2.928,82 3.891,68 | 4.228,78 | 3.447,62 3.624,66 3.750,07 3.162,68 3.143,06 | 3.443,01
Balance 492,41 306,22 30,95 -186,22 -70,37 186,08 388,40 318,05 420,37 269,71
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Denmark Denmark

In 2014, creative goods exports stood at $3.7 billion. Design goods exports accounted for the largest share of exports with
interior design goods worth of $1.2 billion followed by toys and fashion combined at $567 million. Denmark is a design
society with design penetrating most spheres of life, from world-class uniquely designed products and buildings, over
sustainable city planning to integrated innovative clusters. In recent years the Danish fashion & clothing sector has seen
significantly increasing revenue and internationalization.
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Denmark

Denmark - Creative Goods Exports by Denmark - Creative Goods Exports by
Region 2005 Region 2014
Oceania MFiferica _ Oceania __Africa America .
0% __,0%% ﬁ;-‘; 1% oy 5%
Africa Africa
W America W America
M Asia M Asia
W Europe W Europe
W Oceania W Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Sweden 637,66 476,90 160,77 Sweden 717,46 472,50 244,97
2 Germany 635,17 395,68 239,49 Norway 696,95 63,63 633,32
3 Norway 401,83 87,78 314,05 Germany 504,89 420,51 84,37
4 United 315,85 126,85 189,00 United 240,82 209,03 31,79
Kingdom Kingdom
5 United States 156,27 58,97 97,30 France 178,69 74,49 104,20
6 France 147,07 53,71 93,36 United States | 113,36 53,89 59,46
7 Netherlands 104,73 138,12 -33,39 Finland 110,10 33,44 76,65
8 Finland 82,72 60,55 22,17 Netherlands 107,00 355,11 -248,10
9 Spain 58,09 18,38 39,71 Switzerland 54,23 18,97 35,26
10 Switzerland 52,07 53,52 -1,45 Poland 53,38 75,52 -22,14

-
: In 2014, the main destination markets for creative goods exports were Europe (90%), America (5%) and Asia (4%). The top:
: ten export partners for creative goods were European countries. Creative services exports stood at $11.2 billion in 2015.:
1 Architectural, engineering, scientific, and other technical services and computer services accounted for the largest share oft
: exports at $1.5 billion. In terms of the audiovisual sector, Danish films and TV programmes have won numerous international
: awards. In 2006, 3 million of the 12 million tickets sold domestically were to see Danish feature films.
|
1
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CREATIVE SERVICES: EXPORTS AND IMPORTS

DENMARK

EXPORTS

Charges for the use of intellectual property
n.i.e

Licences for the use of outcomes of
research and development

Licences to reproduce and/or distribute
audio-visual and related products

Licences to reproduce and/or distribute
computer software

Other business Services

Advertising, market research, and public
opinion polling services

Architectural services

Architectural, engineering, scientific, and
other technical services

R&D), sale of proprietary rights arising from
R&D

R&D work undertaken on a systematic basis
to increase the stock of knowledge

R&D, Provision of customized and non-
customized R&D services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Other personal, cultural, and recreational
services, heritage and recreational services
Telecommunications, computer, and
information services

Computer services

Information services
Information services, News agency

Information services, Other (other than
news agency)
IMPORTS

Charges for the use of intellectual property
n.i.e

Licences for the use of outcomes of
research and development

Licences to reproduce and/or distribute
audio-visual and related products

Licences to reproduce and/or distribute
computer software

Other business Services

Advertising, market research, and public

2010

8.645,6
1.374,2

1.277,7

82,4

14,2

4.387,1
682,5

59,6
1.364,3

69,4

683,8

614,6

913,0
240,7
208,4
32,3

2.643,5

2.146,6
248,4
93,0
155,5

8.337,6
669,6

3449

136,0

188,7

4.075,3
738,6
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2011

10.442,8
1.894,7

1.816,6

72,6

5,6

6.055,9
653,8

45,4
1.539,1

0,0

1.066,4

1.066,4

1.684,9
186,0
149,9
36,1

2.306,2

1.834,6
235,8
57,9
177,9

11.151,1
651,1

285,3

130,7

235,1

6.479,1
1.020,9
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Denmark

2012

12.274,1
1.704,6

1.619,3

72,2

13,1

7.634,3
650,1

44,1
1.655,5

0,0

1.496,6

1.496,6

2.291,4
249,3
180,0
69,3

2.685,9

2.180,8
252,5
55,3
197,4

10.978,4
640,6

356,1

107,4

177,1

6.279,3
1.037,2

2013

11.541,8
1.582,5

1.456,8

99,9

25,8

6.188,3
713,5

98,1
1.859,1

21,8

1.103,4

1.081,7

1.310,8
266,9
203,6
63,3

3.504,2

3.074,8
214,7
64,3
150,5

10.661,6
1.028,9

373,7

223,6

431,6

5.507,1
1.171,6

2014

11.250,9
1.576,4

1.364,7

165,4

46,4

5.578,7
710,6

83,7
1.598,3

141,9

953,4

811,6

1.279,2
312,7
272,4
40,2

3.783,1

3.515,2
134,0
41,0
92,8

11.762,4
1.063,7

236,8

281,9

545,0

5.876,5
1.293,2
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Denmark

opinion polling services

Architectural services 31,5 152,5 13,1 16,1 26,7
Architectural, engineering, scientific, and 784,2 1.873,1 1.049,8 1.201,6 1.213,9
other technical services

R&D, sale of proprietary rights arising from 0,0 0,0 0,0 16,1 24,2
R&D

R&D work undertaken on a systematic basis = 793,7 1.077,2 1.320,8 967,8 1.025,3
to increase the stock of knowledge

R&D, Provision of customized and non- 793,7 1.077,2 1.320,8 951,7 1.001,1
customized R&D services

Research and development (R&D) 933,5 1.278,3 1.537,7 1.182,2 1.292,1
Personal, cultural and recreational services 768,38 709,6 810,7 941,7 1.226,9
Audiovisual and related services 668,7 594,0 623,4 728,8 868,5
Other personal, cultural and recreational 100,1 115,6 187,4 213,0 358,4
services, heritage and recreational services

(blank)

Telecommunications, computer, and 2.823,8 3.311,2 3.247,7 3.183,9 3.595,3
information services

Computer services 2.434,8 2.909,8 2.990,6 2.899,5 3.283,7
Information services 194,5 200,7 128,5 142,2 155,9
Information services, News agency 33,4 25,0 15,7 23,5 32,0
Information services, Other (other than 161,2 175,8 113,0 118,7 123,7

news agency)

Sources:

Ministry of Industry, Business and Financial Affairs, Summary: Denmark at work - Plan for growth in the creative industries

and design.

Ministry of Foreign Affairs of Denmark, Competitive through Danish Design.
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Dominican Republic

COUNTRY PROFILE — Dominican Republic
Creative Industries Trade Performance, 2005-2014 Value in Million USS$
Dominican Republic 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 545,82 543,86 776,95 617,42 250,86 260,02 242,65 194,56 243,32 312,78
Imports 223,62 295,37 441,89 514,97 397,05 | 386,59 431,06 397,00 437,23 497,08
Balance of Trade 322,20 248,49 335,06 102,45 -146,19 | -126,57 | -188,41 | -202,44 | -193,91 | -184,30
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Dominican Republic Dominican Republic

In 2014, creative goods exports stood at $312 million. Jewelry (5253 million) and fashion accessories ($22 million) accounted
for the largest share of exports. The jewelry business, which owes its origin to goldsmithing, is a highly remunerated activity,

books and journals and art crafts being the main imports. Dominican Republic had a trade deficit of $184 million in 2014.

1
1
1
1
: but its main promoters develop it discreetly, taking a "low profile". Imports stood at $497 million in 2014 with design goods,
:
1
1
1
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Dominican Republic

Dominican Republic - Creative Goods Dominican Republic - Creative Goods
Exports by Region 2005 Exports by Region 2014
Africa Asia
Eulr;pe o, ~0% ch;nia Europe Africa Asoiaoceania
M Africa B Africa
B America B America
W Asia M Asia
B Europe B Europe
m Oceania M Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 287,98 144,57 143,41 United States | 287,22 264,13 23,09
2 United 1,57 0,04 1,52 Haiti 14,93 0,00 14,93
Kingdom
3 Haiti 0,88 0,04 0,84 Honduras 3,16 5,88 -2,73
4 Canada 0,66 7,14 -6,48 Nicaragua 0,84 0,37 0,48
5 El Salvador 0,37 0,15 0,22 Jamaica 0,74 0,03 0,70
6 France 0,31 0,62 -0,31 France 0,69 3,08 -2,39
7 Mexico 0,28 5,05 -4,76 Mexico 0,62 18,15 -17,53
8 Netherlands 0,26 0,03 0,23 Spain 0,54 12,29 -11,75
Antilles
9 Barbados 0,19 0,01 0,19 Guatemala 0,44 2,68 -2,24
10 Japan 0,18 0,16 0,03 Panama 0,43 4,17 -3,74

In 2014, the main destination market for creative goods exports was the Americas with 99% of market share. The top flvel
export markets for creative goods were the United States, Haiti, Honduras, Nicaragua and Jamaica. The Carlbbeam
Development Export Agency found that the tourism industry in the Dominican Republic is developed along traditional,
services and that there could be opportunities to interconnect it with other activities and that Caribbean fashion events'
may serve as a show-room to world markets.! In 2012, the Dominican Rep. established (Parque Cibernetico Santol
Domingo)to advance technological knowledge in the country, which it is hoped will promote technology, including Art|f|C|aI|
Intelligence, Cybersecurity and Creative Industries, among others. ,

! https://www.carib-export.com/obic/documents/Final_Individual_Reports_November_2010.pdf
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Ecuador

COUNTRY PROFILE - Ecuador
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Ecuador 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 24,62 31,61 24,09 52,36 82,34 31,71 28,51 33,62 32,99 34,89
Imports 280,38 304,62 311,86 464,41 332,70 418,93 480,44 517,20 553,39 475,98
Balance of Trade -255,76 | -273,01 | -287,77 | -412,05 | -250,36 | -387,22 -451,93 | -483,58 | -520,40 | -441,09
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Creative goods export stood at $34.8 million in 2014. Key exports included design goods (fashion accessories like hats,
belts), publishing (books and journals) and art crafts (yarn, wickerware). Imports stood at $475 million in 2014. Key imports
included design goods and new media (recorded media and video games). In 2014, the textile sector was the second largest

I
1
1
1
1
1
: sector in terms of employment, with 174,250 jobs, representing 5% of the manufacturing sector in Ecuador.
1
1
1
1
1
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Ecuador

Ecuador - Creative Goods Exports by Ecuador - Creative Goods Exports by
Region 2005 Region 2014
Oceania Africa Oceania Africa
0% 0% 1% 0%
Asia
2% .
m Africa Asia m Africa
5%
B America B America
W Asia W Asia
W Europe W Europe
m Oceania m Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 13,35 43,95 -30,59 United 9,57 41,46 -31,89
States
2 Colombia 2,13 38,13 -36,00 Colombia 5,48 64,70 -59,22
3 Spain 1,53 10,00 -8,47 Panama 2,82 1,38 1,44
4 Mexico 1,37 6,05 -4,68 France 1,62 2,05 -0,44
5 Venezuela 1,03 0,55 0,49 Guatemala 1,34 0,03 1,31
(Bolivarian Rep.
of)
6 Chile 0,76 18,63 -17,87 Germany 1,26 6,97 -5,71
7 Peru 0,74 14,62 -13,88 Peru 1,22 17,12 -15,91
8 Italy 0,47 2,83 -2,36 Costa Rica 1,20 0,04 1,16
9 France 0,42 1,46 -1,04 Venezuela 1,14 0,09 1,05
(Bolivarian
Rep. of)
10 Argentina 0,41 4,43 -4,02 Chile 1,12 10,24 -9,11

In 2014, the main destination markets for creative goods exports were the Americas (78%), Europe (16%) and Asia (5%).
The top export partner for creative goods exports was the United States. In terms of audiovisuals, Ecuador is experiencing

today have the potential to reach international markets. Nearly 10,000 people are professionally involved in the audiovisual

-
1
1
1
}
: growth in the film industry. It went from releasing a movie every two or three years to more than ten per year, films that
1
1
: sector. Creative services exports stood at $99.3 million with personal, cultural and recreational services accounting for the
1
1

largest share of creative services exports.
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Ecuador

ECUADOR

2010 2011 2012 2013 2014
EXPORTS 66,4 82,0 100,0 109,5 99,3
Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services 66,4 82,0 100,0 109,5 99,3
Audiovisual and related services 66,4 82,0 100,0 109,5 99,3
Telecommunications, computer, and information 0,0 0,0 0,0 0,0
services
Computer services 0,0 0,0 0,0 0,0
Information services 0,0 0,0 0,0 0,0
IMPORTS 168,2 187,6 210,0 236,8 270,3
Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services 168,2 187,6 210,0 236,8 270,3
Audiovisual and related services 168,2 187,6 210,0 236,8 270,3
Telecommunications, computer, and information
services

Highlights:

e In collaboration with the Ecuadorian Institute for Intellectual property (IEPI), WIPO carried out a study into “the
economic contribution of the industries related to copyrights”, 2017. According to the report, copyright industries

contributed 4.4% of GDP in 2014 and accounted for 3.4% of employment in Ecuador. Growth was mainly driven
by ICT programmes, databases (software) and advertising. Architecture, art crafts and textiles were also
considered to be an important link between creativity and industrial development in Ecuador.?

e  Ecuador produces some of the finest straw hats in the world from the cities of Montecristi and Cuenca. These are
produced with the fibers of palm trees that only grow along the coasts of Ecuador and they are exported mainly to
European countries like France, Spain and Italy, where they can be sold for as much as $25,000 per hat. The
techniques and knowledge encompass traditional techniques of cultivation, production, various forms of social
organization and as a craft tradition is a distinctive feature of Ecuadorian identity and component of their cultural
heritage.?

LEIIEPI promueve el uso de herramientas para el fomento de las industrias creativas, May 2017
2 Las Industrias Creativas en la economia Ecuatoriana- Pablo Cardoso, December, 2017
3 Tejido tradicional del sombrero ecuatorianos de paja toquilla, UNESCO
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Egypt

COUNTRY PROFILE - EGYPT
Creative Industries Trade Performance, 2002 and 2015 Value in Million USS
Egypt 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 65,23 116,28 218,11 595,11 1.046,95 1.074,63 1.152,54 1.144,08 1.125,39 1.103,29
Imports 196,20 213,82 230,06 585,53 637,52 816,47 641,14 675,38 682,06 674,15
Balance of -130,97 | -97,54 -11,95 9,58 409,43 258,16 511,40 468,70 443,33 429,14
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: Creative goods exports increased significantly from a $65.2 million in 2005 up to $1.1 billion in 2014. Exports of carpets
: and other yarn goods accounted for the largest share of exports. Egypt has a rug-weaving tradition that dates back to at
!'least the sixteenth century. Fashion is also growing, and the government has taken important steps to restore confidence

and accelerate the recovery of tourism to Egypt.’ Imports stood at $674 million in 2014 mainly driven by design goods,

Lhttp://media.unwto.org/press-release/2016-02-24/unwto-confident-egypt-s-tourism-recovery
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Egypt

books and journals and art crafts.”

Egypt - Creative Goods Exports by Region Egypt - Creative Goods Exports by Region
2005 2014
Oce?nla Oceania
1% 1%
America
11%
M Africa M Africa
B America B America
M Asia o Asia
W Europe B Europe
® Oceania ® Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Saudi Arabia 9,45 1,84 7,61 United 199,42 28,78 170,64
States
2 China, Hong 7,38 0,53 6,85 Saudi 150,70 9,32 141,38
Kong SAR Arabia
3 United States 6,03 13,59 -7,56 United 78,31 10,17 68,14
Arab
Emirates
Lebanon 4,06 2,45 1,61 Germany 56,20 31,15 25,06
5 United Arab 4,01 2,12 1,89 Italy 54,56 32,69 21,87
Emirates
6 Libya 3,07 0,00 3,06 Turkey 40,29 65,19 -24,90
7 Italy 2,89 6,21 -3,32 United 35,72 34,66 1,06
Kingdom
8 France 2,04 3,76 -1,72 China 35,39 262,68 -227,30
9 Morocco 1,97 0,03 1,94 Qatar 30,50 0,47 30,04
10 Jordan 1,76 0,52 1,24 Jordan 29,30 1,69 27,61

: In 2014, Egypt had well diversified destination markets for creative goods exports, including Asia (44%), Europe (25%),
: America (21%) and Africa (9%). The top five export partners for creative goods were the United States, Saudi Arabia, United
: Arab Emirates, Germany and ltaly. In terms of audiovisuals, Egyptian cinema is recovering strongly and nearly 40 feature
: films were made in 2016 compared with just 20 in 2011.2

2 Government’s Chamber of Cinema, Sherif Mandour, producer and executive board member
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Egypt

CREATIVE SERVICES

EGYPT
2006 2007 2008 2009
Values in Million US $
EXPORTS 51,5 87,9 218,8 170,7
Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services

Telecommunications, computer, and 51,5 87,9 218,8 170,7
information services

Computer services 51,5 87,9 218,8 170,7
IMPORTS

Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services

Telecommunications, computer, and
information services

Sources:

Egypt hopes to refashion tourist industry in style, August 2016
After the revolution, Egyptian cinema plots comeback, CNN December 2016
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2010

151,9

151,9

151,9

2011

163,2

163,2

163,2

2012

203,2

203,2

203,2


https://www.al-monitor.com/pulse/originals/2016/08/egypt-fashion-meeting-tourism-sector-economy.html
https://edition.cnn.com/2016/12/06/middleeast/egypt-revolution-cinema/index.html
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El Salvador

COUNTRY PROFILE - El Salvador
Creative Industries Trade Performance, 2002 and 2015 Value in Million USS
El Salvador 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 60,40 65,96 79,76 93,92 91,33 108,98 130,56 125,44 145,68 120,10
Imports 214,16 222,50 300,92 282,57 185,67 208,80 218,41 272,46 281,86 302,35
Balance of Trade -153,76 | -156,54 | -221,16 | -188,65 | -94,34 -99,82 -87,85 -147,02 | -136,18 | -182,25
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: Creative goods exports stood at $120 million in 2014. Art crafts, design and publishing sectors accounted for the largest :
: share of creative goods exports. Nearly 90,000 handmade products of wood are produced in El Salvador and are exported :
1 to Europe and the United States. Imports stood at $302 million in 2014. Creative companies venturing into the field of:
: creative industries include publishing, music, audiovisual media, video games and internet sectors and, by April 2016, had !
: created over 300 jobs and have stimulated the birth of approximately 32 companies and studios dedicated to the field. An :
: example is the project, called NuPixels Caps Videogames, a complementary training program launched by the OAS in :
1
1

conjunction with the Ministry of Economy (Minec), with the purpose of training young people in the videogame industry. :

UNCTAD Creative Economy Outlook / Country Profiles
174



Country Profiles / Creative Economy Outlook -UNCTAD

El Salvador

Region 2005

Asia Africa
0% 0% _Europe
1%

Oceania
0%

El Salvador - Creative Goods Exports by

El Salvador - Creative Goods Exports by
Region 2014

B Africa M Africa
B America B America
M Asia = Asia
W Europe W Europe
B Oceania M Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Honduras 23,28 3,85 19,43 Honduras 40,37 16,42 23,96
2 United States | 22,66 112,90 -90,24 United States | 35,88 99,16 -63,28
3 Guatemala 5,23 11,41 -6,18 Guatemala 15,64 15,48 0,16
4 Nicaragua 4,88 0,07 4,80 Nicaragua 10,83 0,69 10,14
5 Costa Rica 1,44 2,14 -0,70 Mexico 6,05 35,77 -29,72
6 Mexico 1,02 14,77 -13,75 Costa Rica 2,94 2,47 0,47
7 Dominican 0,41 0,52 -0,11 Panama 1,78 8,67 -6,89
Republic
8 Panama 0,38 9,41 -9,04 Dominican 0,83 0,22 0,61
Republic
9 Italy 0,17 0,79 -0,63 United 0,77 3,17 -2,40
Kingdom
10 Germany 0,13 0,62 -0,50 Viet Nam 0,66 2,09 -1,43

1
1In 2014, the main destination market for creative goods exports was the Americas with 97% of market share. The top export
: partners for creative goods were mainly central American countries and the United States. However, the creative industries
'are underdeveloped in El Salvador. The number of young people who do not study or work represents 32 % of the population
1
: between 12 and 24 years of age. An online portal, Mi empresa, informs young entrepreneurs of the regulatory environment

1and its requirements for start-ups.®
1

1 UNCTAD;

Policy Guide on Youth Entrepreneurship, 2015,

https://unctad.org/en/PublicationsLibrary/webdiaeed2015d1_en.pdf?user=46
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CREATIVE SERVICES

EL SALVADOR

(in millions of S)

EXPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services

Audiovisual and related services

Telecommunications, computer, and information services
Computer services

Information services

IMPORTS

Charges for the use of intellectual property n.i.e
(blank)

Other business Services

Research and development (R&D)

Personal, cultural and recreational services

Audiovisual and related services
Telecommunications, computer, and information services

Computer services

Information services

Sources:

Industrias creativas ganan terreno en El Salvador, April, 2016

OEA Apova a la Industria videojuegos en El Salvador, April, 2017
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El Salvador

2011
1,1

11
1,1
0,0

15,7

15,7
15,7

2012
66,9

66,9
66,9
0,0

17,5

0,4

0,4

0,3
0,3

16,8
16,0
0,8

2013

59,7

0,0
0,0

59,7
59,7
0,0

17,3

0,5
0,5

16,8
16,8
0,0

2014
57,6

57,6
57,6

17,4

1,0

1,0

16,4
16,2
0,2


http://contrapunto.com.sv/economia/coyunturaeconomica/industrias-creativas-ganan-terreno-en-el-salvador/405
https://www.elsalvador.com/noticias/negocios/333184/oea-apoya-la-industria-de-videojuegos-en-el-salvador/

Country Profiles / Creative Economy Outlook -UNCTAD

Estonia

COUNTRY PROFILE - Estonia
Creative Industries Trade Performance, 2002 and 2015 Value in Million USS
Estonia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 227,47 | 244,16 | 311,87 | 334,46 | 297,91 | 370,46 516,24 | 534,17 | 618,53 | 528,69
Imports 214,66 | 270,50 | 371,33 | 386,96 | 260,56 | 268,67 336,36 | 360,33 | 392,84 | 397,03
Balance of Trade 12,81 -26,34 | -59,46 | -52,50 | 37,35 101,79 179,88 | 173,84 | 225,69 | 131,66
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1
:Creative goods exports increased from $227 million in 2005 up to $528 million in 2014. Key exports included design goods, '
:such as interior design (furniture and lighting industry) and the clothing and textile industry. The number of designer- 1
: entrepreneurs is growing. There are around 90 companies exporting design products and services. Outsourcing has been a :
:main source of income for the Estonian industry. Imports continued their growth from $214 million in 2005 up to $397 :
: million in 2014. Design goods, art crafts and publishing (books and journals) accounted for the largest share of imports. :

1
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Estonia

Estonia - Creative Goods Exports by Estonia - Creative Goods Exports by
Regign 2005 Region 2014
merica .
Americaafrica
M Africa B Africa
B America B America
= Asia = Asia
B Europe B Europe
m Oceania m Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US' $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Finland 52,79 24,24 28,56 Finland 118,90 25,03 93,87
2 Sweden 33,53 7,18 26,36 Russian 106,12 9,62 96,51
Federation
3 Russian 29,37 9,20 20,17 Latvia 59,75 21,68 38,07
Federation
4 Germany 25,54 16,35 9,18 Sweden 56,07 14,45 41,62
5 Denmark 15,20 4,73 10,47 Norway 50,72 2,16 48,56
6 Latvia 12,24 6,65 5,59 Denmark 38,83 6,07 32,76
7 Norway 11,57 1,59 9,97 Germany 22,36 20,65 1,71
8 United 8,72 5,69 3,03 Lithuania 14,72 11,99 2,74
Kingdom
9 Lithuania 5,00 3,49 1,51 United 13,60 11,26 2,34
Kingdom
10 France 4,88 3,67 1,20 France 10,89 10,53 0,36

In 2014, the main destination market for creative goods exports was Europe (97%) with Finland heading the list. As Estonia:
has a very limited market and a small population, it is vital for Estonian companies to cooperate with neighboring countries:
and form working clusters. Estonia has a number of incubators in Tallin and Estonia ranks high in digital development.:
Creative services exports stood at $S1 billion in 2014, with telecommunications, computer, and information services:
accounting for the largest share of exports with a value of $398 million, followed by advertising, market research, and public:
opinion polling services with exports worth $228 million in 2014. i
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Estonia

CREATIVE SERVICES

ESTONIA

Values in Million US $ 2011 2012 2013 2014
EXPORTS 256,2 626,4 877,6 1.038,2
Charges for the use of intellectual property n.i.e

Other business Services 333,2 521,1 588,8
Advertising, market research, and public opinion polling services 135,9 176,3 228,7
Architectural services 15,8 18,6 17,0
Architectural, engineering, scientific, and other technical services 63,1 74,1 68,1
R&D, sale of proprietary rights arising from R&D 1,9 4,0 14,5
R&D work undertaken on a systematic basis to increase the stock of 38,8 82,7 90,4
knowledge

R&D, Provision of customized and non-customized R&D services 36,9 78,6 75,9
Research and development (R&D) 40,7 86,8 94,3
Personal, cultural and recreational services 15,1 13,7 40,0 54,4
Audiovisual and related services 15,1 13,7 20,3 23,9
Other personal, cultural and recreational services, heritage and 0,0 19,7 30,5
recreational services

Telecommunications, computer, and information services 241,1 279,5 316,5 395,0
Computer services 226,7 264,0 288,4 317,5
Information services 14,4 15,4 28,1 77,5
IMPORTS 150,1 411,7 488,5 632,5
Charges for the use of intellectual property n.i.e

Other business Services 231,1 221,2 271,2
Advertising, market research, and public opinion polling services 80,3 89,9 103,9
Architectural services 23,9 11,7 19,9
Architectural, engineering, scientific, and other technical services 95,3 46,5 79,3
R&D, sale of proprietary rights arising from R&D 4,9 11,3 7,8
R&D work undertaken on a systematic basis to increase the stock of 10,4 24,2 22,4
knowledge

R&D, Provision of customized and non-customized R&D services 5,5 12,9 14,6
Research and development (R&D) 10,8 24,8 23,2
Personal, Cultural and recreational services 7,2 10,5 36,8 47,2
Audiovisual and related services 7,2 10,5 15,0 19,5
Other personal, cultural and recreational services, heritage and 0,0 21,8 27,7
recreational services

Telecommunications, computer, and information services 142,8 170,0 230,5 314,0
Computer services 129,4 142,0 175,0 201,5
Information services 13,4 14,0 27,7 56,3
Information services, News agency 0,5 0,4 0,4
Information services, Other (other than news agency) 13,5 27,4 55,9

UNCTAD Creative Economy Outlook / Country Profiles
179



Country Profiles / Creative Economy Outlook -UNCTAD

Estonia

Highlights:

About 5,000 institutions and companies operate in the creative industries sector. Over 28,000 people are employed
by these institutions and companies.*

In 2009, Enterprise Estonia launched an integrated program for raising awareness called Creative Estonia. The
program aims to facilitate contact between creative professionals and businesses, policymakers, students and
businesses from other sectors to promote creative entrepreneurship and creativity in society.?

These programs include cluster support programs (e.g. film industry cluster development), export support and
joint marketing programs (e.g. “Tallinn Music Week” — an event to show-case Estonian music, “Black Market” —a
film co-production), skills and knowledge development programs (e.g. design management training courses) and
awareness raising and entrepreneurship promotion programs (e.g. the Creative Estonia initiative).

1 Ministry of Culture, Republic of Estonia

2 Creative industries policy in Estonia
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Ethiopia

COUNTRY PROFILE- Ethiopia
Creative Industries Trade Performance, 2005-2014 Values in Million USS
Ethiopia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0,78 0,71 40,26 3,82 2,98 7,73 8,39 8,94 11,56 11,54
Imports 44,82 55,57 79,70 76,04 101,46 | 130,65 136,58 141,86 206,29 317,55
Balance of Trade -44,04 | -54,86 | -39,44 | -72,22 | -98,48 -122,92 -128,19 -132,92 -194,73 -306,01
400 -
300 - Creative Economy Trade Performance 2005 - 2014.
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Ethiopia Ethiopia

1 | Creative goods export grew from less than $1 milion in 2005 up to $11.5 million in 2014. Design goods are among the most
dynamic sectors in Ethiopia, in particular the exports of textiles and apparel. In 2014, Ethiopia had an estimated 175 textile
units, and the country was seeking foreign investment in this sector. Interior design goods and jewelry exports were worth
$7 million in 2014. Imports stood at $317 million. Design goods, publishing (books and journals) and art crafts accounted
for the largest share of imports. Ethiopia had a trade deficit of $306 million in 2014,
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Ethiopia

Ethiopia - Creative Goods Exports by
Region 2005

Oceania
0%

Ethiopia - Creative Goods Exports by
Region 2014

Oceania
1%

B Africa M Africa
M America W America
u Asia i Asia
B Europe W Europe
M Oceania m Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Djibouti 0,17 0,23 -0,06 United 5,30 5,72 -0,42
States
2 United States | 0,10 6,04 -5,94 Sudan 1,42 0,00 1,42
3 France 0,08 0,84 -0,76 Somalia 0,65 0,00 0,65
4 United 0,08 2,87 -2,79 Turkey 0,50 4,98 -4,48
Kingdom
5 Israel 0,06 0,70 -0,64 Germany 0,29 2,50 -2,20
6 Italy 0,05 1,50 -1,45 Kenya 0,29 0,51 -0,21
7 Belgium 0,04 0,56 -0,52 Congo 0,29 0,00 0,29
8 Germany 0,04 1,41 -1,38 Japan 0,24 0,86 -0,63
9 Mauritania 0,02 0,00 0,02 France 0,21 0,93 -0,72
10 Saudi Arabia 0,02 1,38 -1,36 Italy 0,20 4,53 -4,34

:In 2014, the main destination markets for creative goods exports were the Americas (48%), Africa (28%), Asia (12%) and :
:Europe (11%). It is worth noting that in 2005, Europe was the main key destination market with a 42% market share. U.S. :
investments in Ethiopia climbed to $4 billion in 2015 helped by several companies taking advantage of the renewed Africa 1
:Growth and Opportunity Act (AGOA) to venture into the East African nation. The top five export partners for creative goods :
:were the United States, Sudan, Somalia, Turkey and Germany.
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Ethiopia

ETHIOPIA
2008 2009 2010 2011 2012
Values in Million US $
EXPORTS 2,8 7,1 0,7 0,1 1,6
Charges for the use of intellectual property n.i.e
(blank)
Other business Services 0,9 5,5 0,1 1,4
Research and development (R&D) 0,9 5,5 0,1 1,4
Personal, cultural and recreational services 0,2 0,8 0,0
Audiovisual and related services 0,2 0,8 0,0
Telecommunications, computer, and information services 1,8 0,9 0,6 0,1 0,2
Computer services 0,3 0,3
Information services 1,5 0,6 0,6 0,1 0,2
IMPORTS 3,8 6,8 4,1 3,4 1,2
Charges for the use of intellectual property n.i.e
Other business Services 0,0 0,0
Research and development (R&D) 0,0 0,0
Personal, cultural and recreational services 0,0 0,0
Audiovisual and related services 0,0 0,0
Telecommunications, computer, and information services 3,8 6,8 4,1 3,4 1,2
Computer services 0,0 0,0
Information services 3,8 6,8 4,1 3,4 1,2
Highlights

The textile and garment industry in Ethiopia is very young and cotton quality and pricing present a big obstacle to Ethiopia’s
aspirations but it has good potential for development.

Checkered shirts for American chain Gap, Slate leggings for the Swedish store H&M and Twill shorts for Germany’s Tchibo
are among a growing list of clothes being stitched together for big brands in Ethiopia. French retailer Decathlon and over
150 companies from China and India will begin sourcing production from Ethiopia soon, said the investment commission.
Ethiopia is a cotton producer. While it has an estimated 2.6 million hectares suitable for cotton cultivation, only 130,000
has so far been used, and textile company owners say output from them is 10 times more expensive to purchase than the
average international price.?

Ethio-jazz, Ethiopian films, dance/circus, contemporary arts, are dynamic sectors in Ethiopia. The African Jazz Village, a
music school and jazz club dedicated to promoting Ethio-Jazz in Addis was established in 2015.2

1 Ethiopia bets on clothes to fashion industrial future, November 2017

2 Ethio-Jazz: The Amazing Story Behind Ethiopian Jazz, October, 2016
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Fiji

COUNTRY PROFILE - Fiji
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Fiji 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 4,59 4,40 4,66 5,30 5,55 7,26 13,94 10,78 | 9,96 9,94
Imports 57,16 | 51,01 | 42,69 | 60,61 | 38,22 | 49,96 59,54 51,93 | 58,42 | 63,27
Balance of Trade -52,57 | -46,61 | -38,03 | -55,31 | -32,67 | -42,70 -45,60 -41,15 | -48,46 | -53,33
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Fiji Fiji

:Creative goods exports continue to grow, from $4.5 million in 2005 up to $9.9 million in 2014. Jewellery and interior
:design goods accounted for the largest share of exports. Fiji is home to a growing perliculture sector, which in 2017 was
:forecast to produce about 30,000 pearls. The World Jewelry Confederation has pledged its support to Fiji’s efforts to
:develop its pearl industry as a standard bearer for environmental and social responsibility.” Clothing and garments is also an

:important sector. Near-sourcing sees first world countries like Australia and New Zealand, who find local manufacture
1
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In 2014, the main destination markets for creative goods exports were Oceania (73%), Asia (21%) and Europe (5%). Trade
between Fiji and its major trading partners has increased steadily. The top 10 export partners for creative goods are Oceania
countries and Asia. Creative services exports stood at $2.9 million in 2014, with computer services accounting for the largest
share of exports with a value of $2.8 million. Tourism is the largest foreign-exchange earner although it is vulnerable to the

uncompetitive because ot high local Tabour costs, outsourcing to local or geographically near producers, like Fiji. Imports

stood at $63 million in 2014.
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Fiji

Fiji - Creative Goods Exports by
Region 2005

Africa
0%

Fiji - Creative Goods Exports by
Region 2014
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Europe
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US' $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States | 0,81 2,21 -1,39 New 1,64 9,92 -8,28
Zealand
2 Singapore 0,73 4,65 -3,92 Singapore 1,54 3,33 -1,79
3 China 0,40 3,42 -3,02 Solomon 1,38 0,01 1,37
Islands
4 New Zealand 0,35 8,42 -8,07 Australia 1,01 16,04 -15,03
5 Australia 0,34 18,60 -18,27 Kiribati 0,74 0,00 0,74
6 Samoa 0,28 0,00 0,28 Vanuatu 0,61 0,01 0,60
7 Vanuatu 0,24 0,00 0,24 Samoa 0,42 0,00 0,42
8 Solomon 0,19 0,02 0,18 Papua New | 0,35 0,03 0,32
Islands Guinea
9 Kiribati 0,17 0,00 0,17 Denmark 0,30 0,01 0,29
10 Tonga 0,15 0,06 0,09 Tonga 0,29 0,00 0,29

climate.
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Fiji

CREATIVE SERVICES

FUI

2010 2011 2012 2013 2014
(in millions of S)
EXPORTS 2,7 2,8 1,6 1,0 2,9
Charges for the use of intellectual property n.i.e
Other business Services 0,1 0,2 0,1 0,1
Research and development (R&D) 0,1 0,2 0,1 0,1
Personal, cultural and recreational services 1,2 0,7 0,9 0,0
Audiovisual and related services 1,2 0,7 0,9 0,0
Telecommunications, computer, and information 1,4 2,1 0,6 0,9 2,8
services
Computer services 1,4 2,1 0,6 0,9 2,8
IMPORTS 13,4 15,7 20,4 20,6 33,8
Charges for the use of intellectual property n.i.e
Other business Services 0,1 0,2 0,2 0,7
Research and development (R&D) 0,1 0,2 0,2 0,7
Personal, cultural and recreational services 2,1 1,7 1,5 1,4 2,8
Audiovisual and related services 2,1 1,7 1,5 1,4 2,8
Telecommunications, computer, and information 11,4 13,9 18,7 19,1 30,3
services
Computer services 11,4 13,9 18,7 19,1 30,3

Highlights:

According to the Fiji Arts Council director, Peni Cavuilagi one of the main challenges facing Fiji artists, painters, sculptors,
print makers, designers, crafters, photographers, filmmakers concern intellectual copyright awareness. >

Sources:
Fiji Perl Industry Gets Support of World Jewelry Confederation, October 2017

Fiji successful as a viable manufacturing option for apparel, November 2015
Waisiliva Artist's

2 Visual Artists Propose Association Formation, Clarity On Copyright, October 2017
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Finland

COUNTRY PROFILES - Finland
Creative Industries Trade Performance, 20025-2014 Value (in Million USS)
Finland 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 928,07 1.026,04 | 1.277,01 | 1.220,71 | 694,87 753,04 835,40 770,41 744,11 747,10
Imports 1.209,39 | 1.336,38 | 1.905,71 | 2.094,57 | 1.686,9 1.731,17 1.830,75 | 1.649,44 | 1.567,65 | 1.504,30
7
Balance of -281,32 -310,34 -628,70 -873,86 -992,10 -978,13 -995,35 -879,03 -823,54 -757,20
Trade
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Finland Finland

| | Creative goods exports stood at $747 million in 2014. Publishing (books and newspapers) was the leading creative goods
. I export worth $306 million. With a population of just 5.5 million, Finland counts an average of 20 million book sales per year:
: (an average of four books per person) and one of the highest rates of books-per-capita in the world (it is claimed that thei
: country ranks second after Iceland).! Imports stood at $1.5 billion generating a trade deficit of $757 million in 2014.

L publishing in Finland: Its challenges and opportunities, September, 2017: http://2seasagency.com/publishing-in-finland/
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Finland - Creative Goods Exports by Region
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Finland

Finland - Creative Goods Exports by
Region 2014
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Sweden 196,13 164,34 31,79 Sweden 135,65 211,33 -75,68
2 Russian 151,72 28,92 122,80 Russian 117,82 16,23 101,59
Federation Federation
3 United 83,79 63,61 20,18 Germany 41,25 94,64 -53,39
Kingdom
4 Denmark 54,85 71,86 -17,01 Norway 37,78 13,93 23,85
5 Germany 54,26 139,16 -84,89 United 36,28 44,24 -7,96
Kingdom
6 Norway 51,72 17,25 34,47 Estonia 34,71 96,80 -62,09
7 Spain 47,82 19,05 28,77 Turkey 25,63 11,70 13,93
8 France 36,64 28,61 8,04 Netherlands 25,53 62,85 -37,31
9 Estonia 34,84 55,05 -20,21 Denmark 25,04 56,48 -31,44
10 Japan 21,18 15,55 5,64 India 23,33 35,28 -11,95

In 2014, the main destination markets for creative goods exports were Europe (77%), Asia (16%), Africa (4%) and the
Americas (3%). It is worth noting that exports to Asia doubled, from 8% in 2005 to 16% in 2014. The top ten export partners
for creative goods were nearly all European countries. Design, another dynamic sector is viewed as part of the wider product
development and innovation sector. Design plays an important role in the textile, clothing, leather-goods and footwear
industries as well as in the electrical and electronics industry. Finland has gone from forestry-based to technology-based

economy and is now undergoing a further transition to become a service-dominated society.?

2 Finish Industry : Constantly Adapting to a Changing World
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FINLAND
In millions of US$
EXPORTS

Charges for the use of intellectual property
n.i.e

Other business Services
Research and development (R&D)
Personal, cultural and recreational services

Telecommunications, computer, and
information services

IMPORTS

Charges for the use of intellectual property
n.i.e

Other business Services
Research and development (R&D)
Personal, cultural and recreational services

Telecommunications, computer, and
information services

Highlights

2010

366,6

366,6

366,6

4.273,2

4.273,2

4.273,2

2011

476,8

476,8

476,8

4.235,7

4.235,7

4.235,7
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Finland

2012

565,7

565,7

565,7

4.309,5

4.309,5

4.309,5

2013

838,0

838,0

838,0

2.950,4

2.950,4

2.950,4

2014

547,5

547,5

547,5

2.776,2

2.776,2

2.776,2

A working group, appointed by the Ministry of Education and Culture, the Ministry of Economic Affairs and Employment
and the Ministry of Social Affairs and Health, submitted its report on reinforcing creative economy in Finland. The report
reviews barriers to making use of creative competence. It contains proposals for developing business activities and
employment, for reforming funding instruments and for developing social security for creative professionals and artists.
The creative industries working group proposes that the Government launch the construction of multidisciplinary
development services called Creative Business Finland. It would be based on the Tekes bioeconomy programme and best

international practices.?

Design employs an estimated 22,000 people in design-intensive industries, in design service enterprises and in artistic

enterprises.*

3 Ministry of Education and Culture- Working Group Creative Business Finland Services should be created for creative

industries, April, 2017

4 Design industry economic forecast: plenty of appetite for growth but exports facing headwind, October, 2016
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France

COUNTRY PROFILE - France

Creative Industries Trade Performance, 2005 - 2014 Value in Million USS$
France 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports

12'279.33 | 13'513.29 | 16'357.06 | 17'936.64 | 15'466.32 | 16'130.68 | 19'757.05 | 19'791.18 | 21'080.15 | 21'439.33

Imports
15'557.44 | 16'470.25 | 21'571.81 | 23'867.08 | 20'255.40 | 21'219.39 | 24'593.69 | 23'246.04 | 23'597.95 | 25'052.48

Balance of Trade

-3'278.11 | -2'956.96 | -5'214.75 | -5'930.44 | -4'789.08 | -5'088.71 | -4'836.64 | -3'454.86 | -2'517.80 | -3'613.15
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France France

: Creative goods exports increased from $12.2 billion in 2005 to a significant $21.44 billion in 2014. Design goods were the
: leading exports, with fashion goods exports at $7.3 billion, followed by jewelry at $4.9 billion. The second largest subsector
1 was the publishing sector (books and journals) with exports worth $2 billion. France has nearly 5,000 publishing houses,
1 such as Hachette Livres, Editis, etc. The French devote an average of three hours per week to leisure reading, which trails
: behind time spent streaming music or videos. Visual arts is the cultural sector with the highest number of jobs (300,000)
: among the cultural and creative industries sectors.
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France

France - Creative Goods Exports by Region Oceania_France - Creative Goods Exports by
2005 1% Region2014
Oceania Africa Africa A .
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B Oceania Bl Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US' $ Values in Million US $
Partner Exports Imports Balance Partner Exports Imports Balance
1 United States 1'471.24 495.18 976.07 | Switzerland 3'601.83 891.88 2'709.95
2 Switzerland 1'183.52 362.12 821.40 | United Kingdom 2'033.63 929.15 1'104.48
3 Germany 1'171.17 1'720.31 -549.14 | United States 1'869.29 734.61 1'134.69
4 Belgium 1'019.93 994.27 25.66 | Germany 1'730.94 2'343.56 -612.61
5 Japan 1'018.91 265.37 753.54 | ltaly 1'683.13 3'342.79 | -1'659.66
6 Spain 929.46 866.35 63.11 | Hong Kong (China) 1'483.78 222.17 1'261.61
7 United 891.30 761.06 130.24 | Belgium 1'088.46 788.62 299.83
Kingdom
8 Italy 889.61 2'198.57 -1'308.97 | Japan 915.37 157.78 757.59
9 Hong Kong 345.47 107.74 237.74 | Spain 881.54 965.96 -84.42
(China)
10 Netherlands 273.25 405.36 -132.11 | Singapore 592.86 52.70 540.17

: In 2014, the main destination market for France’s creative goods exports was Europe with a 60% market share. It is worth
: noting the rise of exports to the Asian continent, from an 18% market share in 2005 to 24% in 2014. The top ten export
: partners for creative goods were European and Asian countries. France had a trade deficit with Italy of $1.6 billion, with
1 imports nearly doubling the level of exports to that country. France remains the second largest producer of video games in
: the world, after the United States. Success has been unfailing for the 300 French companies in this rapidly-growing sector.
: France has 31 million regular players, more than any other country in Europe. Creative services exports stood at $60.8 billion
1

}

in 2014.
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France

CREATIVE SERVICES

2010 2011 2012 2013 2014
France
EXPORTS (in millions of S)
Other business Services 8150.5 40783.8 41725.9 51528.3 60858.6
Advertising, market research, and public 5028.1 4579.2 5840.7 6478.4
opinion polling services
Architectural services 83.4 334 115.5 53.1
Architectural, engineering, scientific, and 10784.7 9898.6 13657.1 16503.2
other technical services
R&D, sale of proprietary rights arising from 237.7 283.9 608.1 1091.9
R&D
R&D work undertaken on a systematic 8069.7 8855.3 10143.9 12021.5
basis to increase the stock of knowledge
R&D, Provision of customized and non- 7832.0 8572.6 9535.8 10929.6
customized R&D services
Research and development (R&D) 8150.5 8748.1 9502.8 11627.0 13780.8
Personal, cultural and recreational 2298.8 2117.2 2510.6 2684.7 2901.6
services
Audiovisual and related services 2298.8 1773.8 1836.1 1933.2 2220.9
Other personal, cultural, and recreational 3434 674.5 751.5 680.6
services, heritage and recreational services
Telecommunications, computer, and 7409.8 8488.2 9460.4 11479.6 13544.6
information services
Computer services 6901.5 7398.3 7946.9 9368.5 11716.4
Information services 508.3 544.9 756.8 1055.5 914.1
Information services, News agency 79.2 77.1 179.2 147.3
Information services, Other (other than 465.7 679.7 876.3 766.8
news agency)
IMPORTS
Other business Services 10921.2 49747.3 51535.8 53901.0 62838.1
Advertising, market research, and public 6119.4 5979.7 6860.4 6250.2
opinion polling services
Architectural services 13.9 42.4 114.2 37.1
Architectural, engineering, scientific, and 7823.7 7958.4 8064.7 13491.6
other technical services
R&D), sale of proprietary rights arising from 4075.9 4152.7 4783.9 5256.5
R&D
R&D work undertaken on a systematic 11857.8 12445.2 12734.4 13991.7
basis to increase the stock of knowledge
R&D, Provision of customized and non- 7782.0 8293.8 7950.5 8735.2
customized R&D services
Research and development (R&D) 10921.2 12074.7 12663.6 13392.9 15075.7
Personal, Cultural and recreational 2110.0 2756.6 3595.0 3889.0 3763.9
services
Audiovisual and related services 2110.0 2299.3 2520.9 2412.5 2431.9
Other personal, cultural, and recreational 457.4 1074.1 1476.4 1332.0
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France

services, heritage and recreational services

Telecommunications, computer, and 8643.7 10263.4 10630.9 13450.0 13343.0
information services

Computer services 7792.1 8420.0 8688.2 10997.7 10891.2
Information services 851.6 921.7 971.4 1226.8 1225.9
Information services, News agency 27.8 54.0 91.6 71.6
Information services, Other (other than 893.9 917.4 1133.9 1154.3

news agency)

Highlights:

e French cultural and creative industries, which generate substantial export revenue, also contribute to the
development of tourism in France and to the attractiveness of the French university system. France’s reputation
and influence abroad is sustained by the soft diplomacy promoted by the French Ministry of Foreign Affairs in
conjunction with the Institut Francais and the French cultural network abroad.!

® For the third time in just four years, French films passed the 100 million spectator benchmark in foreign theaters
in 2015. With 106 million admissions and €600 million in box office revenues registered outside France, French
cinema celebrates 2015 as its third most successful year abroad in more than twenty years.?

e Franceis second in the world for the production of video games. Global sales are expected to rise from €41.9 billion
to €75 billion in 2015.3

e  France has managed to retain its crown as the most visited country in the world thanks to the 89 million visitors in
2017. France has around 39 sites on Unesco’s World Heritage list, putting it fourth in the global ranking.*

e  French publishing sales rose 4.25% in 2016 according to the French Publishers Association. Among the concern of
publishers has been the erosion of the traditional book market by online retailers.>

e  French musicians have never been more active outside France. One French recording in three is sold abroad and
exports sales can represent 40% to 70% of revenue for many recording labels.®

! France Diplomatie, Cultural and Creative Industries, France Diplomatie.

2 https://en.unifrance.org/news/14534/unifrance-releases-results-for-french-films-abroad-in-2015
3 France is second in the world for the production of video games (April, 2014)

4 89 million tourists: Why France is still the most visited country on earth, January 2018.

5 French Publishing Sales Rose 4.25% in 2016, Publishers Weekly, July 2017

6 Music, France Diplomatie
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https://www.diplomatie.gouv.fr/en/french-foreign-policy/cultural-diplomacy/the-fields-of-action-for-cultural-diplomacy/article/cultural-and-creative-industries
https://www.diplomatie.gouv.fr/en/french-foreign-policy/economic-diplomacy-foreign-trade/events/article/france-is-second-in-the-world-for
https://www.thelocal.fr/20180118/france-retains-crown-as-most-visited-country-on-earth
https://www.publishersweekly.com/pw/by-topic/industry-news/financial-reporting/article/74171-french-publishing-sales-rose-4-25-in-2016.html
https://www.diplomatie.gouv.fr/en/french-foreign-policy/cultural-diplomacy/the-fields-of-action-for-cultural-diplomacy/article/music-17915
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Gabon

COUNTRY PROFILE - Gabon
Creative Industries Trade Performance, 2005 - 2014 Value in Million USS
Gabon 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports
6.48 0.43 0.25 1.86 0.13 0.00 0.00 0.00 0.00 0.00

Imports

26.73 26.55 33.82 44,38 | 35.30 0.00 0.00 0.00 0.00 0.00
Balance of Trade

-20.25 | -26.12 | -33.57 | -42.52 | -35.17 0.00 0.00 0.00 0.00 0.00
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Gabon Gabon

: Creative goods exports stood at $6,4 million in 2005. However, Gabon stopped reporting data as of 2010. At the request of:
: his Excellency Ali Bongo Odimba, President of the Gabonese Republic, the African Music Institute aimed to offer Gabon a:

: prominent role on the international market for black music and training in the performing arts. The foundation stone Iaying:
: ceremony took place on January 1st, 2016. .
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Gabon

Africa
Oceania 1%
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Gabon - Creative Goods Exports by Region
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1%

Asia
0%

M Africa

W America
Asia
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M Oceania

TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Gabon | Values in Million US $ Values in Million US $
Partner Exports | Imports | Balance | Economy | Partner Exports | Imports | Balance
1 France 6.33 15.82 -9.49 | Gabon Maldives 0.00 0.00 0.00
United Solomon
2 States 0.09 0.55 -0.47 | Gabon Islands 0.00 0.00 0.00
Panama,
3 Cameroon 0.02 0.05 -0.03 | Gabon Canal Zone 0.00 0.00 0.00
4 Congo 0.02 0.00 0.01 | Gabon Albania 0.00 0.00 0.00
United
Republic of
5 South Africa 0.01 0.36 -0.35 | Gabon Tanzania 0.00 0.00 0.00
6 Spain 0.00 0.70 -0.70 | Gabon Algeria 0.00 0.00 0.00
7 Canada 0.00 0.09 -0.08 | Gabon Nepal 0.00 0.00 0.00
Equatorial American
8 Guinea 0.00 0.00 0.00 | Gabon Samoa 0.00 0.00 0.00
Saint Pierre
and
9 Nigeria 0.00 0.01 -0.01 | Gabon Miquelon 0.00 0.00 0.00
10 Brazil 0.00 0.15 -0.15 | Gabon Andorra 0.00 0.00 0.00
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The Gambia

COUNTRY PROFILE - Gambia

Creative Industries Trade Performance, 2005 - 2014 Value in Million USS
Gambia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports
0.05 0.05 0.04 0.04 0.06 0.98 0.27 0.30 0.56 0.14
Imports
3.94 5.35 5.13 7.87 4.68 6.24 5.21 5.43 471 6.07
Balance of Trade
-3.89 -5.30 -5.09 -7.83 -4.62 -5.26 -4.94 -5.13 -4.15 -5.93
10 -
Creative Economy Trade Performance 2005 - 2014.
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Gambia Gambia

Like other Economic Community of West African States (ECOWAS) countries, Gambia region imports more creative arts
contents than it exports and in 2014, and creative goods imports stood at $6 million and exports less than S$1 million.
Main imports were design and new media. The National Centre for Arts and Culture (NCAC) is a key entity. In recent times

the country has become increasingly popular as a location for shooting films by producers of the sub-region, especially
Nigerians. But most of the films shot in the country are realized by non-Gambian producers and directors, using largely
Gambian casts and already popular actors/actresses from Nigeria to leverage the films.
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The Gambia

Gambia - Creative Goods Exports by

Region 2014
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014

Gambia | Valuesin Million US $ Values in Million US $

Partner Exports Imports | Balance Economy | Partner Exports Imports | Balance
1 Senegal 0.03 0.46 -0.43 | Gambia Mali 0.10 0.00 0.10

United
2 Kingdom 0.01 1.01 -1.01 | Gambia Finland 0.02 0.01 0.01
3 United States 0.00 0.40 -0.40 | Gambia Guinea-Bissau 0.01 0.00 0.01
4 Guinea-Bissau 0.00 0.01 -0.00 | Gambia Netherlands 0.00 0.10 -0.10
5 South Africa 0.00 0.01 -0.00 | Gambia United States 0.00 0.47 -0.46
6 Sierra Leone 0.00 0.00 0.00 | Gambia Belgium 0.00 0.44 -0.44
7 Denmark 0.00 0.11 -0.11 | Gambia Senegal 0.00 0.08 -0.07
8 Belgium 0.00 0.17 -0.17 | Gambia Cote d'lvoire 0.00 0.00 0.00

United

9 Germany 0.00 0.27 -0.27 | Gambia Kingdom 0.00 0.61 -0.61
10 Finland 0.00 0.00 0.00 | Gambia Morocco 0.00 0.00 0.00

In 2014, Gambia’s creative goods export markets were Africa (85%) and Europe (15%). No data on creative services exports
were available. In 2016, an Economic Partnership Agreement (EPA) was signed by the ECOWAS Commission, Member States
and the European Union, which aims at promoting trade between the two regions not only in the exchange of goods but
also the promotion of Services, including Cultural Services between the two regions. According to the Director of the
Multilateral Trade at the Ministry of Trade and Industry, the culture sector would be adequately captured through the trade
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The Gambia

liberalization component of the agreement, where market access to entertainment services is expected to be granted by
both parties.

Creative services

2010 2011 2012 2013 2014

Gambia

EXPORTS

Telecommunications, computer, and information services 0.0 0.0 0.0 0.0

Computer services 0.0 0.0 0.0 0.0

IMPORTS

Telecommunications, computer, and information services 0.0 0.0 1.4 1.1

Computer services 0.0 0.0 1.4 1.1
Highlights:

e According to the National Center for Arts and Culture, Gambia, as the population is getting younger, the desire to
explore creativity and re-create the tourist industry has brought in a flurry of ideas, such as Fashion Weekend
Gambia, Gambia Fashion Night, Gambia Next Top Model, Queen of Companies etc., attracting countless young and
talented designers who explore an infusion of Gambian and African roots.’ In 2002, the Association of Fashion
Designers Gambia (AFDG) was founded not only to promote fashion design but also to support the empowerment
of women.?

L http://www.accessgambia.com/information/ncac.html
2 lbidem
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Georgia

COUNTRY PROFILE - Georgia
Creative Industries Trade Performance, 2005 - 2014 Value in Million USS
Georgia 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports
3.79 4.86 2.70 5.16 7.56 7.12 11.51 13.22 12.17 9.31
Imports
P 43.47 87.47 | 127.04 136.52 | 105.49 | 136.14 | 166.44 | 192.54 | 196.13 | 223.62
Balance of Trade
-39.68 | -82.61 | -124.34 -131.36 | -97.93 | -129.02 | -154.93 | -179.32 | -183.96 | -214.31
300 -+
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Georgia Georgia

Creative goods exports rose from $3.7 million in 2005 to $9.3 million in 2014. Design goods exports (interior design and
fashion goods) stood at $8 million; however, the value of exports declined compared to the $11 million posted in 2013.
Publishing exports (books and journals) stood at $1 million in 2014. George is a net importer of creative goods with the
value of imports at $223.6 million in 2014. Key imports included design goods, new media, art crafts and publishing goods.
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Georgia

Georgia - Creative Goods Exports by Region Georgia - Creative Goods Exports by
Oceania 2005 Region 2014
America America .
Europe 0% Oceania
8% 0%
Africa
0,

M Africa 0% M Africa

B America B America

= Asia W Asia

B Europe B Europe

M Oceania m Oceania

C
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Partner Exports Imports | Balance Economy | Partner Exports Imports | Balance
Turkmenistan 3.00 0.07 2.94 | Georgia Kazakhstan 2.63 0.02 2.61
Armenia 0.38 0.06 0.32 | Georgia Armenia 2.24 1.13 1.11
Azerbaijan 0.10 1.18 -1.08 | Georgia Azerbaijan 2.12 0.48 1.64
Netherlands 0.08 0.74 -0.66 | Georgia Tajikistan 0.73 0.00 0.73
United States 0.05 0.79 -0.74 | Georgia Turkey 0.61 49.64 -49.03
Russian United
Federation 0.04 5.35 -5.30 | Georgia Kingdom 0.13 3.37 -3.24
Ukraine 0.02 1.53 -1.51 | Georgia Lithuania 0.11 0.45 -0.34
United
Kingdom 0.02 0.74 -0.72 | Georgia Germany 0.10 12.51 -12.41
Russian

Canada 0.02 0.08 -0.06 | Georgia Federation 0.10 4.76 -4.66
Denmark 0.01 0.44 -0.43 | Georgia Kyrgyzstan 0.07 0.00 0.07

| The main destination markets for creative goods exports were Asia (92%) and Europe (8%). Georgia posted a significant |
! trade deficit with Turkey at $49 million for the imports of interior design, fashion goods and publishing (books and journals), |
1 which accounted for half of its imports with Turkey. Audiovisual and related services at $6.1 million and computer services 1
| at $3.2 million accounted for the largest share of creative services exports in 2014. :

1
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Georgia

Creative services

2010 2011 2012 2013 2014
Georgia
EXPORTS (in millions of S)
Other business Services 0.5 0.6 0.7 1.1 1.2
Research and development (R&D) 0.5 0.6 0.7 1.1 1.2
Personal, cultural and recreational services 2.9 4.1 4.7 7.0 6.1
Audiovisual and related services 2.9 4.1 4.7 7.0 6.1
Telecommunications, computer, and information services 7.4 5.3 3.8 2.7 4.2
Computer services 1.6 1.7 1.7 1.8 3.2
Information services 5.8 3.6 2.0 0.9 1.0
IMPORTS
Other business Services 0.6 0.7 1.4 0.9 1.5
Research and development (R&D) 0.6 0.7 14 0.9 1.5
Personal, cultural and recreational services 2.9 3.5 4.1 4.7 4.8
Audiovisual and related services 2.9 35 4.1 4.7 4.8
Telecommunications, computer, and information services 6.6 11.6 11.6 12.7 15.6
Computer services 3.7 7.4 8.0 8.6 11.8
Information services 2.9 4.2 3.6 4.1 3.9
Highlights:

e Georgia has been often featured in international media for its food, heritage, nature, fashion, design and film
becoming an attractive destination for tourists, hikers, foodies and wine experts.1
e CCls are one of the eight priorities in the National Culture Strategy 2025, leading to a specific CCIS roadmap.

e The UNESCO Culture for Development Indicators has revealed a high contribution of CCls to economy and
employment in Georgia. 2

1 Developing Cultural And Creative Industries In Georgia, by Cristina Farinha,
https://www.culturepartnership.eu/upload/editor/2017/Research/171116%20Creative%20Industries%20Report%20for%
20Georgia.pdf

2 UNESCO, Diversity of Cultural Expressions, https://en.unesco.org/creativity/activities/cdis
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Germany

COUNTRY PROFILE - Germany

Creative Industries Trade Performance, 2005-2014

Values in Million USS

In millions USD
(0]
o
o
o

Art crafts

Audiovisuals

Design

New media

Performing arts

Publishing
Visual arts

In millions USD

Art crafts

Audiovisuals

Design
New media

Performing arts

Publishing

Visual arts

Germany 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports
21'699.91 | 24'643.95 | 32'650.06 | 36'572.90 | 30'815.92 | 29'967.16 | 32'892.24 | 28'533.74 | 28'117.98 | 29'158.17
Imports
20'168.92 | 20'201.79 | 26'393.92 | 28'453.19 | 26'600.16 | 25'706.82 | 29'286.52 | 26'344.60 | 26'603.49 | 28'997.91
Balance of Trade
1'530.99 | 4'442.16 | 6'256.14 | 8'119.71 | 4'215.76 | 4'260.34 | 3'605.72 | 2'189.14 | 1'514.49 160.26
40000 + B Creative Economy Trade Performance 2005 - 2014.
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16000
14000

German creative goods exports increased from $21.6 billion in 2005 up to $29.1 billion in 2014. Germany reached a peak
in 2011, when exports of creative goods stood at $32.8 billion. Design goods, publishing and audiovisuals were the leading

creative goods exports. In 2014, interior design goods ($7 billion) and fashion goods ($2.3 billion) were the key exports,
followed by the exports of books, newspapers and other printed materials ($4.9 billion) and audiovisuals (CDs, DVDs and
tapes) at $3.6 billion. Penguin Random House, the world’s leading trade book publisher, is owned by German media

company Bertelsmann. Creative goods imports stood at $28.9 billion in 2014, led mainly by imports of design goods, new

media, publishing and audiovisuals.
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Germany

Germany - Creative Goods Exports by Region Germany - Creative Goods Exports by Region
Co‘ym Africa America Oceania 2014
6 .
Asia 0% Africa America
6% Asia 6%
B Africa m Africa
B America B America
" Asia m Asia
W Europe B Europe
H Oceania B Oceania
Europe Europe
87% 84%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Austria 2'733.21 1'193.38 | 1'539.83 | France 3'626.85 | 1'260.90 | 2'365.95
2 France 2'615.11 930.40 | 1'684.71 | Austria 3'593.77 | 1'206.49 | 2'387.28
3 Switzerland 2'264.64 778.39 | 1'486.24 | Switzerland 3'119.35 | 1'095.02 | 2'024.33
4 United United
Kingdom 2'233.93 724.39 | 1'509.54 | Kingdom 2'198.32 | 1'006.27 | 1'192.05
3 Netherlands 1'875.16 1'531.03 344.14 | Poland 1'763.55 | 2'251.14 -487.59
& Italy 1'106.50 1'218.84 -112.34 | Netherlands 1'713.65 | 1'477.86 235.79
7 United States 1'034.90 641.60 393.30 | ltaly 1'497.12 | 1'632.83 -135.70
8 Belgium 812.09 510.43 301.66 | United States 1'265.41 838.05 427.36
9 Spain 794.92 208.29 586.63 | Belgium 1'113.77 489.91 623.86
10 Czechia 604.40 616.07 -11.68 | Czechia 946.88 | 1'438.05 -491.17

In 2014, the main destination markets for creative goods exports were Europe (84%), Asia (9%) and the Americas (6%).
Germany’s primary creative goods export partners were its neighbours in the European Union and United States. France
and Austria have maintained their top two positions, with France taking the lead in 2014. Germany maintains a large trade
deficit with Czechia (5491 million), Poland ($487 million) and Italy (5135 million). Creative services exports from and imports
into Germany are well documented. Architectural, engineering, scientific, and other technical services ($14.3 billion),
advertising, market research, and public opinion polling service ($8.6 billion) and information services ($1 billion) accounted
for the largest share of creative services exports in 2014.
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Germany

CREATIVE SERVICES

2010 2011 2012 2013 2014
GERMANY
EXPORTS (in millions of $)
Charges for the use of intellectual property n.i.e 9728.4 | 10337.9
Licences for the use of outcomes of research and 9018.0 9301.7
development
Licences to reproduce and/or distribute audio-visual and 557.7 708.5
related products
Licences to reproduce and/or distribute computer software 152.7 327.7
Other business Services 32668.3 | 365119 36731.6 81762.3 92401.7
Advertising, market research, and public opinion polling 5966.5 5716.2 6432.0 8298.4 8662.2
services
Architectural services 144.7 188.4
Architectural, engineering, scientific, and other technical 13163.5 | 14542.2 @ 13646.5 | 12249.7 | 14334.0
services
R&D, sale of proprietary rights arising from R&D 1114.0 541.3
R&D work undertaken on a systematic basis to increase the 20176.4 | 22880.8
stock of knowledge
R&D, Provision of customized and non-customized R&D 19061.0 22338.2
services
Research and development (R&D) 13538.3 | 16253.4 | 16653.1 | 20718.1  23456.6
Personal, cultural and recreational services 2251.5 2210.3 2058.3 3545.1 3250.5
Artistic related services(audiovisual and related) 0.0 0.0 0.0 0.0 0.0
Audiovisual and related services 1125.8 1105.2 1029.2 1561.4 1432.9
Audio-visual services 1125.8 1105.2 1029.2 1561.4 14329
Audio-visual services, Audio-visual Originals 0.0 0.0 345.2 208.3
Other personal, cultural, and recreational services, heritage 0.0 0.0 77.0 176.5

and recreational services
Telecommunications, computer, and information services 17285.1 | 20031.8 21301.7 333529 35788.6

Computer Service, software 9323.4 9507.4
Computer services 17285.1 | 20031.8 21301.7 @ 22668.5  24055.0
Computer services, Software, Software originals 0.0 0.0 150.0 164.5
Information services 605.4 1030.9
Information services, News agency 13.3 65.0
Information services, Other (other than news agency) 592.2 965.9
IMPORTS

Charges for the use of intellectual property n.i.e 6682.5 7192.2
Licences for the use of outcomes of research and 3916.8 4301.3
development

Licences to reproduce and/or distribute audio-visual and 1318.4 1054.8
related products

Licences to reproduce and/or distribute computer software 1447.2 1836.2
Other business Services 26321.6 = 31221.0 | 32522.4 65395.2 76496.8
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Germany

Advertising, market research, and public opinion polling 6744.0 7002.1 6600.3 8247.9 | 10333.9
services

Architectural services 47.8 65.0
Architectural, engineering, scientific, and other technical 9737.2 | 13149.3 | 13876.5  12309.5 13918.8
services

R&D, sale of proprietary rights arising from R&D 100.9 99.5
R&D work undertaken on a systematic basis to increase the 14749.9 | 172475
stock of knowledge

R&D, Provision of customized and non-customized R&D 14649.0 @ 17148.0
services

Research and development (R&D) 9840.5 | 11069.6 | 12045.6 | 15290.3 @ 17684.0
Personal, cultural and recreational services 5562.6 5685.6 5070.1 5904.5 6704.0
Audiovisual and related services 2781.3 2842.8 2535.0 2550.6 2938.7
Audio-visual services 2781.3 2842.8 2535.0 2550.6 2938.7
Audio-visual services, Audio-visual Originals 0.0 0.0 750.2 691.2
Other personal, cultural, and recreational services, heritage 0.0 0.0 53.1 135.3

and recreational services
Telecommunications, computer, and information services 14597.8 | 16983.3 | 17891.7 | 29501.1 @ 26013.3

Computer Service, software 5737.2 4282.7

Computer services 14597.8 | 16983.3 | 17891.7 | 21753.7 @ 18985.6

Computer services, Software, Software originals 0.0 0.0 154.0 290.6

Information services 928.1 1227.2

Information services, News agency 335.9 427.2

Information services, Other (other than news agency) 592.2 800.0
Highlights:

e The culture and the creative industries are among the economy’s most innovative sectors. In Germany, their
contribution to total economic output (gross value added) is steadily increasing and is already on a par with major
sectors of industry, such as mechanical engineering.?

e According to the Federal Ministry of Economic Affairs and Energy, in 2016 Germany’s cultural and creative
industries:

o generated an annual turnover of 154 billion euros (5176 billion);

o employed approximately 1.6 million people;

o had about 253,000 freelancers and commercial companies which belong to the sector; and
o made a 3.1% contribution to the German gross domestic product.?

! Innovative Creative Industry, Facts about Germany
2 https://www.bmwi.de/Redaktion/EN/Dossier/cultural-and-creative-industries.html
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Ghana

COUNTRY PROFILE - Ghana

Creative Industries Trade Performance, 2005 - 2014

Value in Million USS

Ghana 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports
27.32 86.58 2.27 3.63 9.92 8.05 | 152.31 4.67 51.89 0.00
Imports
P 80.81 75.01 | 106.02 | 106.40 87.71 | 121.94 | 155.18 | 160.90 | 175.20 0.00
Balance of Trade
-53.49 11.57 | -103.75 | -102.77 | -77.79 | -113.89 -2.87 | -156.23 | -123.31 0.00
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Ghana Ghana

'Ghana s creative goods exports stood at $27.3 million in 2005 and increased to $51.8 million in 2013. Data for 2014 is not .
'avallable Imports of creative goods nearly doubled from $80.8 million in 2005 to $175.2 million in 2013, generating a trade | .

'def|C|t of $123.3 million in 2013. Data for creative goods imports for 2014 is not available. In the quest to create jobs for |

:the youth of Ghana, the government has been urged to focus on the development of the fashion industry.?

! Chairman of Radford University College, Nana Dwomoh Sarpong, http://citifmonline.com/2017/05/29/fashion-industry-

key-to-ending-unemployment-radford-university-chairman/
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Ghana

Ghana - Creative Goods Exports by Region2005
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Ghana Values in Million US $
Partner Exports Imports | Balance Economy | Partner Exports Imports | Balance
Ghana Canada 13.88 1.04 12.83 | Ghana Maldives 0.00 0.00 0.00
Solomon
Ghana Spain 5.05 0.17 4.88 | Ghana Islands 0.00 0.00 0.00
Panama, Canal
Ghana United States 3.08 4.09 -1.01 | Ghana Zone 0.00 0.00 0.00
Ghana Japan 1.64 0.11 1.53 | Ghana Albania 0.00 0.00 0.00
United
Republic of
Ghana Portugal 1.18 0.01 1.17 | Ghana Tanzania 0.00 0.00 0.00
Ghana Switzerland 0.51 0.26 0.25 | Ghana Algeria 0.00 0.00 0.00
Ghana Germany 0.44 2.05 -1.61 | Ghana Nepal 0.00 0.00 0.00
United Arab American
Ghana Emirates 0.25 2.28 -2.03 | Ghana Samoa 0.00 0.00 0.00
Saint Pierre
Ghana Denmark 0.22 0.28 -0.06 | Ghana and Miquelon 0.00 0.00 0.00
Ghana France 0.22 0.54 -0.32 | Ghana Andorra 0.00 0.00 0.00

The minister of Tourism, Culture and Creative Arts announced that feasibility studies to establish a creative fund were being
conducted by the ministry. There are various talented artisans and performing arts groups who remain unrecognized locally
and internationally because of financial and resource constraints.?

2 The Cultural Policy of Ghana: Its implementation within the Centre for National Policy, 2018
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Greece

COUNTRY PROFILE- Greece

Creative Industries Trade Performance, 2005-2014

Greece 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 632,11 740,22 831,59 990,31 744,37 786,60 829,18 782,38 840,78 808,74
Imports 2.017,73 | 2.126,02 | 2.813,21 | 3.293,47 | 2.482,62 | 2.219,68 | 1.728,75 | 1.275,02 | 1.301,08 | 1.428,02
Balance of Trade | -1.385,62 | -1.385,80 | -1.981,62 | -2.303,16 | -1.738,25 | -1.433,08 | -899,57 -492,64 -460,30 -619,28

Creative Goods Trade Performance, 2005 - 2014
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Creative goods exports more than doubled from $390.4 million in 2005 to $808,7 million in 2014. In 2014, design goods, :
art crafts, publishing and audiovisuals accounted for the largest share of creative goods exports. The financial crisis had :
an impact on the creative industries as we can observe in the decline of exports in 2009 but in 2014 signs of recovery were :
showing. A stabilizing trend is expected for the sectors of advertising, printing-manufacturing-handicrafts, arts and :
audiovisuals, while it appears that publishing, radio and TV will enter another downturn of low intensity.! :

1 Mapping the Cultural and Creative Industries in Greece, General Secretariat for Media and Communication
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Greece

Creative goods exports by region, 2005 Africa Creative goods exports by region, 2014
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy | Values in Million US $ Values in Million US $
Ranking Partner Exports Imports | Balance Partner Exports Imports | Balance
Russian Russian
1 Federation 140.67 12.75 127.92 Federation 109.13 13.23 95.90
2 Cyprus 84.86 21.42 63.44 Cyprus 108.94 23.09 85.86
United Arab United Arab
3 Emirates 62.99 1.97 61.02 Emirates 107.43 8.48 98.95
4 United States 37.27 27.55 9.72 Bulgaria 60.67 26.76 33.91
5 Germany 36.96 206.06 -169.09 Germany 41.47 142.55 -101.08
United United
6 Kingdom 30.99 110.50 -79.51 Kingdom 39.40 134.77 -95.37
7 Italy 29.84 358.74 -328.90 United States 32.16 12.54 19.62
8 Spain 22.55 61.73 -39.18 Italy 30.93 211.27 -180.34
9 France 18.86 117.91 -99.05 Romania 30.27 6.37 23.89
10 Bulgaria 15.74 12.43 3.31 Turkey 29.65 60.76 -31.11

In 2014, Europe was the main destination market for creative goods exports from Greece with a 70% market share, followed
by Asia and the Americas with 22% and 6% respectively. Greece had a high trade deficit with Italy at $180 million and
Germany at $101 million in 2014. The main export market was the Russian Federation, with exports worth $109 million.

for the largest share with exports worth $713 million followed by architectural, engineering, scientific, and other technical
services, at $366 million and advertising, market research, and public opinion polling services at $239 million. Imports stood
at $1.1 billion in 2014.

1
}
1
1
1
1
1
1 Creative services exports stood at $2.1 billion in 2014. Telecommunications, computer, and information services accounted
1
1
1
1
1
}
1
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Creative services
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Greece

2008 2009 2010 2011 2012 2013 2014
Greece 2155.4
EXPORTS
Other business Services 125.5 126.2 286.2 384.8 378.4 1104.8 1208.4
Advertising, market research, and public opinion polling 172.2 240.1 246.2 238.1 238.9
services
Architectural services 0.0 0.0 0.0 0.0 0.0
Architectural, engineering, scientific, and other technical 0.0 0.0 0.0 316.8 366.3
services
R&D, sale of proprietary rights arising from R&D 0.0 0.0
R&D work undertaken on a systematic basis to increase the 180.2 197.6
stock of knowledge
R&D, Provision of customized and non-customized R&D 180.2 197.6
services
Research and development (R&D) 125.5 126.2 114.0 144.7 132.2 189.6 208.0
Personal, cultural and recreational services 134.2 136.4 168.8 161.4 168.5 233.6
Audiovisual and related services 134.2 136.4 168.8 161.4 161.7 226.2
Other personal, cultural, and recreational services, heritage 0.0 0.0 0.0 6.8 7.4
and recreational services
Telecommunications, computer, and information services 401.5 496.1 519.1 460.6 531.5 713.4
Computer services 365.9 448.7 468.8 418.5 480.1 645.7
Information services 35.6 23.7 25.2 211 25.6 33.8
Information services, News agency 23.7 25.2 21.1 15.0 19.8
Information services, Other (other than news agency) 0.0 0.0 0.0 10.8 14.1
IMPORTS 1139.7
Other business Services 183.3 148.6 318.0 262.6 179.5 601.9 578.9
Advertising, market research, and public opinion polling 148.9 126.2 94.3 78.5 82.8
services
Architectural services 0.0 0.0 0.0 0.0 0.0
Architectural, engineering, scientific, and other technical 0.0 0.0 0.0 220.1 242.1
services
R&D, sale of proprietary rights arising from R&D 0.0 0.0
R&D work undertaken on a systematic basis to increase the 99.3 83.2
stock of knowledge
R&D, Provision of customized and non-customized R&D 99.3 83.2
services
Research and development (R&D) 183.3 148.6 169.1 136.4 85.2 104.6 87.6
Personal, cultural and recreational services 144.1 133.9 124.4 96.8 94.8 166.1
Audiovisual and related services 144.1 133.9 124.4 96.8 71.7 143.0
Other personal, cultural, and recreational services, heritage 0.0 0.0 0.0 23.1 23.1
and recreational services
Telecommunications, computer, and information services 498.2 622.6 550.5 304.1 310.4 394.7
Computer services 419.9 464.7 444.3 241.9 240.9 279.0
Information services 78.4 78.9 53.1 311 34.8 57.8
Information services, News agency 78.9 53.1 31.1 34.8 57.8

Creative Economy Outlook / Country Profiles
210



Country Profiles / Creative Economy Outlook-UNCTAD

Grenada

COUNTRY PROFILE - Grenada

Creative Industries Trade Performance, 2005 - 2014 Value in Million USS

Grenada 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0.33 1.93 0.25 0.20 0.00 0.00 0.00 0.00 0.00 0.00
Imports 11.59 29.29 16.81 11.94 8.95 0.00 0.00 0.00 0.00 0.00
Balance of Trade | -11.26 | -27.36 | -16.56 | -11.74 -8.95 0.00 0.00 0.00 0.00 0.00

40 -
30 Creative Economy Trade Performance 2005 - 2014.
A 20 -
(%]
-} 10 -
<
5 0 = . . ] ] d e 7S 7S e
E 10 4 2 2006 2007 2010 2011 2012 2013 2014
C
= -20 - Grenada |
-30 -
-40 -
=#=RBalance of Trade B Exports Imports
Creative Goods Exports Performance by Creative Goods Imports Performance by
Product Category, 2005 & 2014 Product Category, 2005 & 2014
W Exports - 2005 W Exports - 2014 B Imports - 2005 ™ Imports - 2014
1 - -
§ 0,8 - § 7 1
2 04 - 21
202 - 27 I
g€ 0 : IS |
= £ & » = £ 2 £ = | & €2 5 £ 2 2 ¢
5 2 ¢ g E & = S 2 8§ 2 Ex § =
+ =z O o 3 S o > a E 5t =2 ©
< =B 2 £ 5 32 £ 2 : 26 8 3
2 2 & & > E g 5 & 2
Grenada Grenada

Data for creative goods exports is not available beyond 2008. Similarly, data for creative goods imports is only available up 1
to 2009. The Ministry for Tourism, Civil Aviation, Culture and the Performing Arts has overall responsibility for the creation
and implementation of the National Cultural Policy. The Government of Grenada recognizes the critical and irreplaceable

the importance of education in developing self-reliance and an awareness of the possibilities of the cultural heritage for

! 1
! 1
! 1
! 1
! 1
! 1
: role of education in developing the creative imagination, not only for artistic interest but problem-solving in general and 1
| :
! 1
: stimulating self-reliance and self-realization.! 1

1

1 National Cultural Policy Grenada, Consultation document
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Grenada

Grenada - Creative Goods Exports by Region
2005

Africa
0% _ EUrope_Oceania

M Africa

B America
Asia

W Europe

® Oceania

100%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
Economy 2005 2014
Ranking Partner Exports Imports | Balance Partner Exports Imports | Balance
1 United States 0.27 5.93 -5.66 | Maldives 0.00 0.00 0.00
Solomon
2 Colombia 0.03 0.01 0.02 | Islands 0.00 0.00 0.00
Saint Vincent
and the Panama,
3 Grenadines 0.01 0.02 -0.00 | Canal Zone 0.00 0.00 0.00
Trinidad and
4 Tobago 0.01 1.10 -1.09 | Albania 0.00 0.00 0.00
United
Republic of
5 Barbados 0.00 0.07 -0.07 | Tanzania 0.00 0.00 0.00
6 Saint Lucia 0.00 0.05 -0.05 | Algeria 0.00 0.00 0.00
7 Bermuda 0.00 0.00 0.00 | Nepal 0.00 0.00 0.00
United American
8 Kingdom 0.00 1.87 -1.87 | Samoa 0.00 0.00 0.00
Saint Pierre
9 Guyana 0.00 0.09 -0.09 | and Miquelon 0.00 0.00 0.00
10 Jamaica 0.00 0.03 -0.03 | Andorra 0.00 0.00 0.00

The main markets for creative goods exports in 2005 were the United States and Colombia. Grenada held a trade deficit
with most of its major trading partners for creative goods. Over the past three decades, the economy has shifted from

sector. InJune 2018, the Caribbean Tourism Organization (CTO) ranked Grenada in the top three markets in terms of

1
1
}
1
1
: one of agriculture-dominant into that of services-dominant, with tourism serving as the leading foreign currency earning
1
}
| expected growth in tourists and said that the destination continues to be trending internationally.?

1

2 http://www.puregrenada.com/news/pure-grenadas-tourism-performance-maintains-hot-streak-with-double-digit-
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Grenada

Pure Grenada Music Festival mandated to create viable avenues for artistic expression and development of musicians in
Grenada, Carriacou and Petite Martinique. Over 100 Grenadian musicians, band members included were provided with
the coveted opportunity to make their mark in the music industry in 20183,

growth-year-to-date/
32019 dates for Pure Grenada Music Festival announced
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Guatemala

COUNTRY PROFILE - Guatemala

Creative Industries Trade Performance, 2005 - 2014 Value in Million USS
Guatemala 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 99.26 43.52 98.97 | 106.30 | 117.35 | 121.37 | 139.74 | 150.51 | 141.38 | 136.51
Imports 292.22 | 250.20 | 411.88 | 398.88 | 334.69 | 413.96 | 420.32 | 474.40 | 471.16 | 528.58
Balance of Trade | -192.96 | -206.68 | -312.91 | -292.58 | -217.34 | -292.59 | -280.58 | -323.89 | -329.78 | -392.07
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Guatemala Guatemala

ICreatlve goods exports increased from $99.6 million in 2005 up to $136.5 million in 2014. Interior design goods accounted |
:for the largest share of creative goods exports worth of $75 million. Standing at $20 million, audiovisual goods (CDs, DVDs), |
:was the second largest subsector in terms of creative goods exports, followed by art crafts at $19 million. The artisan sector :
1is a great generator of jobs, since it creates around 1 million jobs, most of which are held by indigenous women dispersed !
:across the 22 departments of Guatemala. In 2014, creative goods imports were four times higher than exports, with a total
'value of $528.5 million, generating a trade deficit of $392 million.
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Guatemala

Guatemala - Creative Goods Exports by Guatemala - Crea.tlve Goads Exports by
. Region 2014
£ Region 2005 Asia
UroP€ atrica Oceania Europe 1%
Asia °~0% 0% 2% ) Oceania
0% 0%

w Africa 1 Africa

® America ® America

M Asia M Asia

M Europe B Europe

H Oceania W Oceania

99% America
97%
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Values in Million US $ Values in Million US $
Partner Exports Imports | Balance Economy Partner Exports Imports | Balance
United States 59.29 90.27 -30.98 | Guatemala | United States 54.77 185.91 | -131.14
El Salvador 15.29 4.58 10.71 | Guatemala El Salvador 21.51 20.58 0.92
Honduras 8.42 0.30 8.13 | Guatemala | Honduras 16.85 3.95 12.91
Nicaragua 3.10 0.05 3.05 | Guatemala | Nicaragua 12.44 0.82 11.62
Costa Rica 2.50 2.06 0.44 | Guatemala Panama 6.45 23.66 -17.20
Mexico 2.39 27.52 -25.13 | Guatemala Peru 5.26 9.33 -4.07
Panama 2.07 5.64 -3.57 | Guatemala Mexico 5.18 57.32 -52.14
Dominican
Republic 1.15 0.19 0.96 | Guatemala | Costa Rica 4.69 6.56 -1.86
Dominican

Haiti 0.61 0.01 0.60 | Guatemala | Republic 1.98 0.48 1.50
Colombia 0.57 16.23 -15.66 | Guatemala | Bahamas 1.19 0.00 1.19

From 2005 to 2014, the main destination market for creative goods exports was the Americas. In 2014, Guatemala had a:
trade deficit of $131.1 million with the United states, and one of $52.1 million with Mexico. The audiovisual sector 01“I
Guatemala had, by 2015, doubled its production since the turn of the century and earned in excess of $800,000 dollars in:
exports, according to the Guatemalan Association of Exporters (Agexport). Carlos Argiiello, a renowned production digitah
designer from Guatemala, led the way for the creative industry or "orange economy " in producing a number of successful:

films, such as Las Crénicas de Narnia through its Studio C foundation. !
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Guatemala

Highlights:

Sources:

Guatemala is becoming a reference point for the design and processing of wood. "The products that we export the
most are doors and floors of fine woods; however, we not only use wood from our forests but we also import wood
from Canada and the United States, which we then process here and export again as finished products."

“With the Guatemalan Culture as a source of inspiration, particularly Mayan designs of cities and temples, the
Guatemalan creative industry has great potential."* However, stimuli are required to attract investment.
Guatemalan Carlos Argliello is known both as a creative and as a social innovator. The Oscar-nominated
mastermind behind unforgettable visual effects in Hollywood blockbusters like “The Chronicles of Narnia,”
“Batman and Robin,” “The Devil’s Advocate,” “The Mummy” and “Armageddon” and groundbreaking music videos
for artists like Michael Jackson and David Byrne is now using the same digital technology to explode preconceptions
of Latin American youth and create new futures in Guatemala and beyond. Through his Connect Americas
Foundation, he has embarked on a mission to train hundreds of young designers in Guatemala, El Salvador and
Costa Rica.?

Artesanias de Guatemala, tradicion y riqueza cultural, Inversion y Desarrollo, 2016

Los Muebles Guatemaltecos que brillan y enamoran en el extranjero, Negocios, 2016

Conoce a Carlos Argiello, un reconocido disefiador que apuesta al talento joven, Connect Americas, IADB

1 Sector audiovisual de Guatemala dobla su produccién en sélo 15 afios, La Prensa, 2016

2 Carlos Argiiello, Visualizing a Digital Future for Latin America, Revue, 2014
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Guinea

COUNTRY PROFILE - Guinea
Creative Industries Trade Performance, 2005 - 2014 Value in Million USS
Guinea 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 0.05 0.19 0.14 0.17 0.00 0.00 0.00 0.00 0.17 0.17
Imports 7.94 13.52 12.90 16.56 0.00 0.00 0.00 0.00 58.89 23.93
Balance of Trade -7.89 | -13.33 | -12.76 | -16.39 0.00 0.00 0.00 0.00 | -58.72 | -23.76
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Guinea Guinea

IIn 2014, while creative goods exports stood at less than $1 million, imports of creative goods stood at $23.9 million. De5|gnl
Igoods (fashion accessories, interior and jewelry), art crafts, publishing and new media accounted for the largest share ofl
I|mports Conakry was elected World Book Capital by UNESCO in 2017. In the 1960'’s, les Ballet Africains were establlshedl
to highlight Guinea’s rich cultural traditions. However, today, performances are undertaken at the national assembly duel
to the lack of their own space. l
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Guinea

Guinea - Creative Goods Exports by Region
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TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Guinea Values in Million US $ Values in Million US $
Partner Exports | Imports | Balance | Economy | Partner Exports | Imports | Balance
United
1 States 0.02 0.87 -0.86 | Guinea Germany 0.04 0.18 -0.14
United
Republic of United
2 Tanzania 0.01 0.00 0.01 | Guinea States 0.04 0.64 -0.60
3 France 0.01 1.81 -1.81 | Guinea Chile 0.03 0.00 0.03
4 Gambia 0.01 0.00 0.01 | Guinea Viet Nam 0.03 0.00 0.03
5 Senegal 0.00 0.06 -0.06 | Guinea France 0.02 3.23 -3.21
6 Belgium 0.00 0.17 -0.17 | Guinea Netherlands 0.01 0.08 -0.07
7 Netherlands 0.00 0.05 -0.05 | Guinea Switzerland 0.00 0.10 -0.10
Micronesia
(Federated
8 States of) 0.00 0.00 0.00 | Guinea Spain 0.00 0.14 -0.14
9 Switzerland 0.00 0.04 -0.04 | Guinea Belgium 0.00 0.18 -0.18
Papua New
10 Rwanda 0.00 0.00 0.00 | Guinea Guinea 0.00 0.00 0.00

In 2014, the main destination markets for creative goods exports were Europe and the Americas, and in particular to the:

German and the United States’ markets. Creative services exports stood at $12.1 million in 2013, led by the exports of:

personal, cultural and recreational services. Creative services imports stood at $23.8 million in 2013, driven by the exports:

of telecommunications, computer, and information services. Data for 2014 was not available.
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Creative services

Guinea
EXPORTS

Personal, cultural and recreational services
Audiovisual and related services

Telecommunications, computer, and information
services
Computer services

IMPORTS
Personal, cultural and recreational services
Audiovisual and related services

Telecommunications, computer, and information
services
Computer services

Highlights:

2008

2.35
2.35
2.35
0.28

0.28
7,4

7.4

7.4
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Guinea

2009

3.96
3.96
3.96
0.06

0.06
3,7

3.7

3.7

2010

5.06
5.06
5.06

0,62
0.01

0.01
0.61

0.61

2011

3.29
3.29
3.29
0.04

0.04
1,62

1.62

1.62

2012

4.46
4.46
4.46
0.84

0.84
2,77
0.01
0.01
2.76

2.76

2013

12.16
12.16
12.16

23,83
0.08

0.08
23.75

23.75

e Guinea was severely hit by the Ebola outbreak in 2014 and experienced a dramatic slowdown in the

economy. However, by 2016, the economy was growing again. Over the last 5 years, Guinea has

witnessed significant changes in the market, with the opening of renovated hotels and a 4* international

hotel.?

1 Special Market Report Guinea
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http://country-clone.htl-web.com/files/2017/02/MR85_Guinea.pdf

Country Profiles / Creative Economy Report-UNCTAD

Guyana

COUNTRY PROFILE- Guyana
Creative Industries Trade Performance, 2005-2014 Value in Million USS
Guyana 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 2,49 1,16 1,90 1,74 0,99 4,43 3,25 0,39 2,46 2,50
Imports 17,61 18,27 | 20,13 | 39,07 19,80 | 28,64 29,81 27,87 | 24,88 | 27,45
Balance of Trade -15,12 | -17,11 | -18,23 | -37,33 | -18,81 | -24,21 -26,56 -27,48 | -22,42 | -24,95
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Creative Economy Trade Performance 2005 - 2014.
40 -
a
2 20 -
(%]
S o n u » | I _ = m
E 20 - 2 2007 2008 2009 2010 2011 2012 2013 2014
= —————— |
Guyana
-40 -
-60 -
=¢=2Balance of Trade - Exports Imports
Creative Goods Exports by Product Creative Goods '“21P°'ts gy&roduct
Category, 2005 & 2014 Category, 2005 & 20
m Exports - 2005 m Exports - 2014 B Imports - 2005 M Imports - 2014
14
2,5 - 212 -
2 2 310 -
2 1,5 - g % ]
2 14 = 4 -
€05 -l I S % :L - -
= 0 - B J &S = 2 w2
2 o < o W w @ € 5§ 2 s 5 £ 5
£ 2 g £ £ 0§ 5 2 £ £ » & 3
S 2 a E £ £ 2 ® g 2 x £ S 3
£ 3 = 28 3§ 3 E z 5 * =
= E z & & > E £
< &
Guyana Guyana

: In 2014, creative goods exports stood at $2.5 million, of which design goods (jewelry), at a value of $2 million, accounted :
1 for the largest share. Imports stood at $27.5 million, driven mainly by imported books and journals worth $12 million,
: followed by design goods at $12 million, including fashion goods, interior design and jewelry. Guyana posted a trade deficit :
: of $24.9 million in 2014. !
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Guyana

Guyana - Creative Goods Exports by Guyana - Creative Goods Exports by
Region 2005 Reqion 2014
OceaniaAfrica _ Africa
0% 0% Oceania Asia 0%
0%
 Africa 1 Africa
® America = America
B Asia B Asia
W Europe H Europe
B Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Guyana Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 United States | 0,91 9,33 -8,42 United 2,21 13,78 -11,58
States
2 Netherlands 0,83 0,08 0,75 Trinidad and | 0,07 2,26 -2,19
Tobago
Barbados 0,17 0,03 0,15 Canada 0,06 0,61 -0,55
4 Grenada 0,12 0,00 0,12 Jamaica 0,03 0,04 -0,01
Dominican 0,11 0,01 0,10 Barbados 0,02 0,10 -0,08
Republic
6 Trinidad and 0,10 2,71 -2,62 Suriname 0,02 0,06 -0,04
Tobago
7 Netherlands 0,06 0,03 0,02 Brazil 0,02 0,38 -0,36
Antilles
8 Saint Lucia 0,05 0,00 0,05 Venezuela 0,02 0,00 0,02
(Bolivarian
Rep. of)
9 Dominica 0,04 0,01 0,03 Saint Lucia 0,02 0,01 0,00
10 Antigua and 0,03 0,04 -0,02 Saint Kitts 0,01 0,00 0,01
Barbuda and Nevis

In 2014, the main destination market for creative goods exports was the Americas with 99% market share. Guyana posted
a significant trade deficit of $11. 5 million with the United States in 2014. Creative services exports fell sharply from $7

1
1
1
1
: million in 2010 to stand at just $0.5 million in 2014.
1
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CREATIVE SERVICES

GUYANA

EXPORTS

Telecommunications, computer, and information
services

Computer services

IMPORTS

Telecommunications, computer, and information
services

Computer services

Highlights:

Value in Millions of $

2010

7,0
7,0

7,0
6,6
6,6

6,6

Country Profiles / Creative Economy Report-UNCTAD

Guyana

2011

8,3
8,3

8,3
8,9
8,9

8,9

2012

9,7
9,7

9,7
12,0
12,0

12,0

2013

5,0
5,0

5,0
9,0
9,0

9,0

2014

0,5
0,5

0,5
1,4
1,4

1,4

e The Caribbean Development Bank (CDB) has announced that it will provide the initial capitalisation for a multi-
donor fund to improve the competitiveness of the cultural and creative industries sector in its Borrowing Member
Countries (BMCs). The bank is making an initial contribution of $2.6 million for the establishment of the Cultural
and Creative Industries Innovation Fund (CIIF) as a pilot intervention and it will also administer the fund.?

e Underscoring the importance of protecting Guyana’s environment, an inaugural Environmental Film Festival was
held in 2017 in Umana Yana. The festival sought to use the creative industry component of films (via short films
and documentary features) to promote Guyana’s abundant natural resources and greenery while advocating

environmental sustainability.?

1 CDB establishes Cultural, Creative Industries Innovation Fund, July 2017

2 Film festival plugs the environment, June 2017
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http://www.caribank.org/news/cdb-establishes-cultural-creative-industries-innovation-fund
http://guyanachronicle.com/2017/06/03/film-festival-plugs-the-environment
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Honduras

COUNTRY PROFILE - Honduras
Creative Industries Trade Performance, 2002 and 2015 Value in Million USS
Honduras 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Exports 3,44 28,31 22,46 0,00 13,36 11,13 5,98 26,07 0,00 33,31
Imports 100,05 124,93 166,14 0,00 155,77 | 167,16 178,74 183,81 0,00 157,79
Balance of Trade -96,61 -96,62 -143,68 0,00 142,41 | -156,03 -172,76 | -157,74 | 0,00 -124,48
300 -
Creative Economy Trade Performance 2005 - 2014.
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Honduras Honduras

From 2005 to 2014, Honduras’s creative goods exports ranged from a low of $3.4 million in 2005 to a high of $33.3 million
in 2014. Design goods (fashion goods, interior design, and jewelry) stood at $17 million in 2014 and accounted for the
largest share of creative goods exports. Publishing (books and videos) is the second most dynamic group of creative goods
exports, valued at $13 million in 2014. Honduras’s imports of creative goods are seven times higher than its exports,
generating a trade deficit of $124.4 million.
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Honduras

Honduras - Creative Goods Exports by Honduras - Creative Goods Exports by Region
Region 2005 2014
AfricaOceania Europe Oceania .
Asia 0%_Europe Asia 39 0% Africa
6% 0%
H Africa M Africa
B America B America
 Asia W Asia
M Europe H Europe
H Oceania m Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 | | 2014 ‘ ‘
Honduras Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Nicaragua 1,53 0,34 1,20 United States | 17,90 39,85 -21,95
2 United States | 0,69 38,24 -37,55 El Salvador 3,97 7,63 -3,67
3 El Salvador 0,54 4,64 -4,09 Nicaragua 3,67 0,09 3,58
4 Guatemala 0,15 5,52 -5,37 Mexico 2,07 14,50 -12,44
5 Mexico 0,14 11,45 -11,31 Guatemala 1,30 9,49 -8,19
6 Costa Rica 0,11 2,75 -2,64 Philippines 0,50 0,22 0,28
7 China 0,05 9,44 -9,39 Italy 0,48 2,59 -2,11
8 Brazil 0,04 4,29 -4,25 Colombia 0,34 2,65 -2,31
9 Jamaica 0,04 0,00 0,04 China 0,32 52,07 -51,76
10 United 0,04 0,04 -0,01 Costa Rica 0,30 1,83 -1,53
Kingdom

In 2014, the main destination markets for creative goods exports were the Americas with 91% of market share, Asia (6%)
and Europe (3%). According to the World Bank, in 2016, 60.9% of households in the country were living in poverty.! As a
result, large numbers of youth try to emigrate, especially to the United States. Emerging street artists, like M. Urbano
and R. Blinky, are dedicated to bringing art into the city and creating positive spaces for young people to express themselves
non-violently. Honduras’s main creative services export is computer services, with earnings of over $8 million in 2013.

1 World Bank, http://www.worldbank.org/en/country/honduras/overview
Creative Economy Outlook / Country Profiles
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Honduras

CREATIVE SERVICES

HONDURAS
2010 2011 2012 2013

EXPORTS 4,5 9,4 8,1 8,4
Charges for the use of intellectual property n.i.e
Other business Services
Personal, cultural and recreational services
Telecommunications, computer, and information services 4,5 9,4 8,1 8,4

Computer services 4,5 9,4 8,1 8,4
Information services 0,0 0,0 0,0 0,0

IMPORTS

Charges for the use of intellectual property n.i.e

Other business Services

Personal, cultural and recreational services
Telecommunications, computer, and information services

Highlights:

e The creative scene is stronger than ever across the arts: from literature to music, art to design to theatre, with
Honduran artists searching for a new Honduran identity within the arts scene.?

e Honduras is a country with a forestry tradition and artisans have taken advantage of wood to create craftsmanship
with a high level of accomplishment. They carve almost anything that exists in the environment, people, faces,
landscapes, copies of primitive paintings among others.3

e One of the original ethnic groups of Honduras is the Lencas, the women of which a loom to make colorful
handicrafts, such as ponchos, head covers, tablecloths and textiles.

Sources:

Street Art to Save a Generation | Art World: San Pedro Sula, December 2015, Creators

2 Honduras Memoria Creativa
3 La artesania hondurefia, arte del pueblo v de la nacién, HIG
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https://creators.vice.com/en_us/article/z4qgda/street-art-to-save-a-generation--art-world-san-pedro-sula
https://hondurasmemoriacreativa.wordpress.com/2014/04/26/project-report/
https://hondurasisgreat.org/artesania-hondurena-arte-del-pueblo-y-de-la-nacion-honduras-is-great/
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Hungary

COUNTRY PROFILE - Hungary

Creative Industries Trade Performance, 2002 and 2015

Value in Million USS

=¢==Balance of Trade

B Exports Imports

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
Hungary
Exports | 651,50 620,62 824,42 1.005,39 | 868,63 958,76 1.186,56 | 1.140,83 | 1.264,95 | 1.380,87
Imports | 1.121,66 | 1.213,51 | 1.672,20 | 1.836,18 | 1.459,14 | 1.425,17 | 1.529,63 | 1.276,43 | 1.330,98 | 1.371,67
Balance | -470,16 | -592,89 | -847,78 | -830,79 | -590,51 -466,41 | -343,07 | -135,60 | -66,03 9,20
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Hungary

Creative goods exports more than doubled from $651.5 million in 2005 up to $1.3 billion in 2014. Design goods accounted
for the largest share of creative goods exports, consisting of interior design goods worth $416 million and toys $378 million.
Publishing (books and journals) was the second most dynamic sector in creative goods exports with a value of $119 million.
Creative goods imports stood at $1.3 billion driven mainly by design goods, art crafts, publishing and audiovisuals.
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Hungary

Hungary - Creative Goods Exports by Hungary - Creative Goods Exports by
Region 2005 Region 2014
Oceania _Africa 1 arica ~ Africa
0% &~ 7% Asia Oceania 0% —America
4% 0% 7%  Asia
5%
Africa Africa
B America B America
W Asia M Asia
M Europe B Europe
W Oceania B Oceania
TOP 10 EXPORT PARTNERS FOR CREATIVE GOODS, 2005 AND 2014
2005 2014
Economy Values in Million US $ Values in Million US $
Ranking Partner Exports Imports Balance Partner Exports Imports Balance
1 Germany 140,84 256,29 -115,46 Germany 268,05 266,50 1,55
2 Italy 72,08 101,87 -29,80 Czechia 196,00 56,07 139,93
3 Romania 47,81 39,68 8,13 Poland 92,62 157,12 -64,50
4 United States | 40,55 11,65 28,90 Romania 84,51 23,06 61,45
5 Austria 40,03 155,05 -115,01 Austria 82,49 124,88 -42,40
6 Poland 35,22 89,17 -53,95 Slovakia 81,01 97,24 -16,23
7 France 34,10 40,29 -6,19 Belgium 72,40 21,05 51,35
8 Belgium 29,03 31,10 -2,07 United 63,78 26,76 37,02
States
9 United 24,46 29,12 -4,66 Italy 61,51 51,82 9,69
Kingdom
10 Slovakia 20,17 23,28 -3,11 France 52,90 49,46 3,44

In 2014, the main destination markets of creative goods exports were Europe (88%) the Americas (7%) and Asia (5%). :
Hungary had a significant trade deficit with Poland at $64.5 million and another with Austria at $42.4 million. Creative '
services exports stood at $4.3 billion in 2014. Telecommunications, computer, and information services, architectural, :
engineering, scientific, and other technical services, advertising, market research, and public opinion polling services and
audiovisual and related services accounted for the largest share of creative services exports. :

1
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CREATIVE SERVICES

HUNGARY

EXPORTS
Charges for the use of intellectual property n.i.e
Other business Services

Advertising, market research, and public opinion polling
services
Architectural services

Architectural, engineering, scientific, and other technical
services
R&D, sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to increase the
stock of knowledge

R&D, Provision of customized and non-customized R&D
services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services
Other personal, cultural, and recreational services, heritage
Telecommunications, computer, and information services
Computer services
Information services
Information services, News agency
Information services, Other (other than news agency)
IMPORTS
Charges for the use of intellectual property n.i.e
Other business Services

Advertising, market research, and public opinion polling
services

Architectural services

Architectural, engineering, scientific, and other technical
services

R&D), sale of proprietary rights arising from R&D

R&D work undertaken on a systematic basis to increase
the stock of knowledge

R&D, Provision of customized and non-customized R&D
services

Research and development (R&D)

Personal, cultural and recreational services
Audiovisual and related services

Other personal, cultural, and recreational services,
heritage
Telecommunications, computer, and information services
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2010
3.124,4

1.602,6
490,2

1,7
363,8

0,0
120,2

120,2

506,6
192,2
162,9
29,3
1.329,5
1.282,0
23,7
5,4
18,4
3.031,6

1.750,4
319,0

4,8
268,0

11
104,4

103,2

950,0
358,0
339,5
18,4

923,2

In millions of $
2011 2012 2013
3.418,8 3.341,9 3.735,0

1.689,7 1.675,2 1.740,6
422,3 337,0 335,4

29 2,6 11,5
437,4 409,0 493,3

01 71,6 0,0
145,3 183,6 167,2

145,2 112,0 167,2

536,4 559,3 566,0
266,0 214,5 305,5
229,1 184,5 274,2
36,8 29,9 31,3
1.463,2 1.452,3 1.688,9
1.392,0 1.392,5 1.643,6

35,6 29,8 22,6
8,5 2,2 5,0
27,1 27,8 17,7

3.361,5 3.357,2