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Building a ‘Creative’ Lazio

STRATEGIC OBJECTIVE NO. 1 
Encouraging regional creativity

Action 1. Definition of a specific political-administrative guideline regarding cultural and creative industries 
with the identification of objectives, measures and timeline of implementation.

Action 2. Establishment, at the Presidency of the Region, of a Task Force responsible, in cooperation with 
the relevant regional secretary offices, for the implementation of the CreativeLazio program.

STRATEGIC OBJECTIVE NO. 2
Building a creative class

Action 3. Census of creative industries in Lazio, defining the economic value of the sector, its contribution 
in terms of employment and geographical distribution.

Action 4. Realisation of a web platform Lazio as a Creative Region. 

Action 5. Realisation of a volume on Creative Lazio.

Action 6. Development, in cooperation with associations, of a system of awards for creativity to acknowledge 
regional best practices.

Action 7. Organisation of Creativity Days.

Action 8. Realisation of awareness-raising programs for education to creativity in schools.

Action 9. Realisation of a Creative Lazio Brand.

Action 10. Establishment of the Council of Creativity.

STRATEGIC OBJECTIVE NO. 3
CreativeEnterpriseGrows

Action  11. Establishment of a Fund for Creativity and instruments to facilitate access to credit aimed at 
meeting the specific needs of the sector.

Action  12. Development of a system of support services to creative industries.

Action 13. Development of a system of Vouchers to encourage the integration of creative services in traditional sectors.

Action  14. Organisation of job seeking services specifically designed for creative professions.

Action  15. Definition of an internationalisation strategy for the creative industries of Lazio.

STRATEGIC OBJECTIVE NO. 4
LazioCreativeSpace

Action 16. Inventory of public buildings to be destined to creative settlements.

Action 17. Realisation of a network of places for creativity (i.e. fablabs, coworking spaces, etc.).

Action 18. Realisation of an exhibition venue to display the creative products of Lazio and promote cultural and 
creative industries at a regional level.

STRATEGIC OBJECTIVE NO. 5
For a creative PA

Action 19. To facilitate the introduction of innovative and creative solutions by appealing to public demand 
(smart procurement).

Action20. To establish an award system (challenges) to improve the quality of administrative services through 
‘creative’ solutions.
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1. Is there a dialogue among designers, 
communication experts and companies in local 
traditional sectors that could lead to innovative 
and more competitive products? In a world in 
which the interplay between urban planning, 
architecture and contemporary art is at the basis 
of ‘global’ phenomena such as the Guggenheim 
in Bilbao, is the local creative scene driving 
urban transformation and development of the 
tourist offer? Is the public administration using 
public demand in a 'creative' manner to provide 
efficient responses to the citizens' needs? 
And yet, on a partially different plane, can 
universities and training centres help to create 
professionals in the specialised areas of the 
local creative industries? Are the operators of 
these industries a community with a culture and 
a specific representation or are they just a series 
of individuals who do not 'communicate' with 
the government? In the 'public debate’ regarding 
the local dimension, how much attention is paid 
to creativity compared with the more traditional 
economic sectors? 

These are just some of the questions that 
policymakers interested in promoting the 
development of cultural and creative industries 
should ask themselves1. 

These questions are even more necessary in a 
region such as Lazio, which in this sector can 
rely on assets unlikely to be replicated. First of 
all, because it is a region in which the creative 
industries weigh much. And not only from the 

economic point of view. While a significant 
proportion of regional GDP is generated by 
the creative industries, there are qualitative 
aspects that are as important. There are peaks of 
excellence in different areas: top-notch training 
institutions at a public and private level; a relevant 
number of youths and a dynamic cultural life, 
as testified by the many festivals in the region 
and the associations promoting initiatives in 
different sectors. And, again, there is a 'potential' 
on the international stage which is as important 
as neglected. Suffice it to say that Rome - and 
the success of the film "The Great Beauty" 
further confirms that - is one of the best known 
metropolitan brands with an unquestionably 
cultural appeal. A number of elements that should 
almost 'naturally' push towards a leadership in 
this area, at a European and global level. 

2. When there is a global vague on cultural and 
creative industries, therefore, there is always 
an opportunity there. And you cannot but 
take it. All the more so in light of the gap that 
exists, on several levels, between Lazio and 
the most dynamic regions in Europe. The low 
competitiveness of its economy - marked by a 
'downgrading' in international rankings and the 
marginal role in the debate taking place between 
the major metropolitan regions of the world - 
does not allow to waste any more resources2. 
This is no longer time to let it happen. On the 
contrary, there is an urgent need to redefine the 
economic-regional 'scenario' and its specific 
strategic positioning. 

INTRODUCTION
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It is a process in which the creative industries 
have a specific role to play. In addition to the 
above-mentioned direct economic 'weight' and 
the indirect effects on the traditional production 
sectors, there is something more in the industries 
of this segment. Less tangible, if you want, but 
not less important. They are the ones, more than 
others, to 'shape up' a region, to contribute to 
its image and its positioning at the international 
level. They are, to some extent, its 'ambassadors'. 
In other words, its creative industries define the 
region as modern, as being able to make different 
sectors interact, to attract talents from other 
regions of the world, to create an environment 
conducive to doing business. There is, in short, an 
intangible component in the value to be attributed 
to the creative industries, which - paradoxically 
but not so much so - has also its weight. 

3. These are the urgent needs that underlie 
this paper, whose aim is to contextualize the 
situation of Lazio and, on this basis, identify 
possible lines of action. 

It is a goal that brings us back to the questions 
from which this work starts. The analysis of the 
situation of Lazio through the prism of those 
issues lays stress, in fact, on the importance of 
public action. The answers refer us to a known 
framework: a government that has not yet 
actually assimilated the 'value' of creativity in 
its action; a fragmented dialogue between the 
creative class and institutional actors; a poor 
perception in the regional 'economic debate’ 
about the importance of this sector; an only partial 
development of the possibilities of cooperation 
between creative industries and traditional 
ones; a 'creative class' still individualistic and 
unaccustomed to a system structure. 

Thus, there is a gap to fill. With few exceptions, 
Lazio does not 'see' its creative potential, nor 
puts it to good use. A situation that must be 
viewed in the light of an additional element, 
regarding Europe this time. In the attention paid 
to the issue, in fact, the fact of being at the start 
of a cycle of the Structural Funds programming 
that has the support of cultural and creative 
industries as one of its key points3 is also 
important. A new feature that requires a careful 
consideration of regional specificities. 

4. With these objectives in mind, the paper is 
divided into four sections. 

The first focuses on context-related reasons - a 
European context, above all - which are at the 
basis of a regional initiative in this area. 

The second gives an account of the specific 
situation of the creative industry of Lazio in 
quantitative and qualitative terms. Stress is laid 
on the importance of the segment to start off 
a new development dynamics, and to define a 
regional economic identity: two central elements 
for the 'collapse' of a development model that 
during the economic crisis has shown all its 
weaknesses. 

Then, the third section goes into the details of 
the issues dealt with at the start and identifies 
possible strategies for regional action. 

The fourth and final section aims at identifying, 
without claiming to be exhaustive, some specific 
actions on which the regional administrative 
activities could focus.
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1.1  Over a few years, creativity has become 
the keyword of economy and law. Until not 
too long ago it would have been unthinkable 
- given the distance from the two disciplines - 
to use it so regularly in these areas. Thinking 
about boosting the economy with 'creativity' 
or seeing the term 'creative industries' being 
used in regulatory provisions would have been 
a wild guess, almost a provocation. In many 
ways it was quite the opposite. Just think of the 
negative connotations of terms such as 'creative 
financing' or 'creative accounting', which were 
used to explain the financial scandals of the 
eighties and the nineties. 

Creativity and the 'serious' world were, in fact, 
distant from each other. Almost physically, 
one might say. On the one hand we had suits 
and ties; earrings and sneakers on the other. A 
simplification, of course, but not too far away 
from the perception that we had until not long ago. 

Then, as it sometimes happens, everything 
changed. And fast. Born in the Anglo-Saxon 
legal systems between the end of the last 
century and the first decade of the present 
one, the rhetoric of the creative industries has 
conquered the world4. Very quickly. Sustained 
by a seductive 'public debate', in a few years it 
has become one of the most successful nouvelles 
vagues of local policies worldwide, especially 
in urban areas. 

The result is that there’s open talk now about 
creativity as being a driver of the development 
of a region and this is happening everywhere: 
from municipal and regional "strategic plans" 
to the analyses of supranational organizations, 
through the economic doctrine and the growing 
attention of the press5. 

On closer inspection, the reasons for this success 
are basically two. 

1. THE CONTEXT OF A 
PROGRAM ‘FOR’ THE 
CREATIVE INDUSTRIES 
OF LAZIO
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The first - of economic nature - starts from 
the assumption that, in a global competitive 
environment, the creative industries are 
among the factors that explain the dynamics 
of 'qualitative'  growth, able to maintain 
the competitive advantage of the advanced 
economies. Not only do the surveys show - 
with often surprising results - that this is one 
of the largest sectors in quantitative terms and 
with the best growth performance. There is, 
in addition to this, an acknowledged positive 
'external effect' of the creative industries on the 
business sector6. Spillovers of creativity explain 
the improvements in the competitiveness of 
traditional companies with which they come 
in contact. An effect that derives from the 
comparison with an 'active' culture, paying 
attention to the communicative dimension 
of production and based on a paradigm of 
'breaking with convention' which is key to 
'keep up' in a tighter competitive environment7. 
But not only that. To some extent there is a 
'genetic' connotation of creative businesses 
that should not be underestimated. There is 
a 'natural' predisposition to collaboration in 
them, induced primarily by their pulverisation. 
One aspect that is extremely important in an 
economic environment that, 'culturally' at least, 
sees in the contact between the different sectors 
of production, in the hybridization, one of the 
keys to restart growth. The attention to the 
creative industries, as it happens for innovation, 
is therefore first and foremost the result of the 
awareness that Europe's competitiveness must 
be based on new factors, being able to break with 
tradition and to 'speak' in different languages. 

However, if this is the first point, a second one, 
of a more distinct sociological nature, can be 
immediately seen behind it. It cannot but be 
noticed, in fact, that the one based on creativity 
is a growth model having many features aligned 
to the air du temps. It is based on a concept of 
an open and integrated society; it provides an 

entrepreneurial outlet for culture; it contributes 
to the overall sustainability of a community. 
In many ways, the adoption of the values of 
'creativity' is a genuine 'social pattern’, as well 
as an economic recipe. And it is a model that, 
if you look at it carefully, suits the specificities 
of Europe: both for the crucial role played by 
the urban phenomenon; the significance of the 
cultural issue and the pluralism of its society. 
Three aspects that come to configure real 
competitive advantages of the 'Old Continent' 
compared with many of its competitors. 

1.2 There is definitely this to explain the interest 
and the activism of the European Union on this 
issue. In fact, it should be acknowledged that 
the Commission was ready to ‘smell' what was 
going on in the most advanced legal systems in 
this regard. And that it took a specific stance on 
the matter that has influenced, in turn, policy 
choices in the member states. 

The path pursued by the European authorities, 
now that we look at it after a few years, has 
been articulated around specific turning points. 

The first one is certainly represented by the so-
called Kea Report, the research study that for 
the first time has quantified the importance of 
the creative industries in Europe. And it’s right 
here that the story begins, one might say. The 
work initiated by the Commission demonstrates 
its importance for the European economy in 
terms of contribution to growth and to the 
creation of new jobs8. Suddenly we realise 
that the creative industry is worth something. 
And even way more than other more important 
sectors, at least for statistical purposes. Total 
turnover is € 654 billion compared to 271 
of the automotive industry; the contribution 
to the Gross Domestic Product of Europe is 
2.6% whereas the percentages for the chemical 
industry and the food industry are respectively 
2.3% and 2%. Some surprising data, which 
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have ended up putting the cultural and creative 
industries in the spotlight. 

This first step was followed by the designation 
of 2009 as the European Year of Creativity 
and Innovation. If it is in many ways a merely 
'symbolic' event, as it happens when the EU 
choice coincides with a 'real' phenomenon, 
it has come to focus attention on the part of 
policy-makers on all levels, thereby 'giving 
credibility' to this issue in settings that would 
have not considered it otherwise. 

These first signs of interest were followed 
by others progressively more concrete. In 
this regard, four lines of interventions by the 
European Union can be identified. 

The first is the adoption of a series of 
communications that have contributed to make 
the value assigned by the EU to the creative 
industries ‘leak out’ into national legal systems9. 

In parallel, there has been an increasingly frequent 
reference to creativity in the 'macroeconomic' 
initiatives of the Commission, i.e. those most 
directly related to the promotion of economic 
development and the implementation of the 
Europe 2020 strategy10. 

Along with this ‘deep’ interest in the subject, 
and this is the third step, we entered into a 
dialogue with local policy makers aimed at 
promoting the dissemination of best practices 
in this segment11. The Commission - having 
observed the existence of 'more' than one Europe 
and different realities - has started an essential 
work for the dissemination of best practices. 

To complete this picture, there follow, finally, 
the concrete steps when it comes to the 
interventions. The first is the explicit reference 

to the regulations on the 2014-2020 Structural 
Funds, a figure that will have the inevitable 
effect of directing the national legal system to 
channel resources towards 'creative' actions. 
There is, secondly, the work with the Creative 
Europe program, which brought together the 
funding programs directly dedicated to the 
cultural and creative industries12. 

1.3 All these steps testify to the progressive 
centrality of the issue which, as mentioned, 
has undoubtedly reflected in national legal 
systems13, including our own. It was just 
referring to the European Year, in fact, that 
an ad hoc Commission, coordinated by prof. 
Walter Santagata, who had a very specific 
influence14 in this connection, was established 
by the Ministry of Cultural Heritage. In 
addition to 'bringing' creativity in the national 
institutions, the Commission's work has been 
key to understand the scope of action of the 
Italian creative industries, to assess their weight 
on the national economy and to identify the 
strategies to promote it15. The 'White Paper' 
with which the Commission terminated its work 
has somehow marked the boundaries of a 'game 
in motion' and several best practices, in terms 
of excellence and impact on the territory, were 
recorded at a local level in those years, such as 
Bollenti Spiriti in Apulia16.

The result of this joint action is that, over the 
last five years, creativity has officially become 
part of our system - a fact that responds to 
what happened in other contexts and, at the 
same time, to a change in attitude towards 
the economic value of cultural resources. Just 
think of the now widespread awareness in this 
regard, as evidenced by the attention paid to 
this issue by a paper like Il Sole 24 Ore and 
the work of various organizations that were 
influential in the cultural debate, such as 
Symbola or Civita17.
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2. THE SITUATION OF

2.1 It is precisely along this 'institutional chain' 
- starting from Brussels through the different 
levels of government - that careful thought 
must be given to the implications for a region 
like Lazio. Even more so, since for a number 
of factors specific to its economic 'condition', 
it is a region suitable for a policy initiative in 
this area. 

a) The economic importance of the cultural and 
creative industries. There is, first and foremost, 
a quantitative issue to consider. Thinking of 
cultural and creative industries in the region, 
the first thing to mention is their size. Lazio is 
ranking among the first Italian regions: coming 
after Lombardy and preceding Veneto. With an 
added value of more than 10 billion Euros in 
2011, regional cultural and creative industries 
accounted for almost 14% of the total added 
value generated by these industries at the 
national level (Lombardy accounts for 25% 
and Veneto 11%). In other words, creativity 
accounts for 6.8% of the regional economy, 
therefore more than the construction sector. 
Employment data are equally significant. 
Almost 160,000 people were working in this 
sector in 2011. More than 11% of the whole 
creative workforce on a national basis and 
6.3% of workers in the region. Also in this case 
a comparison is worth way more than numbers. 

The employees of the cultural and creative 
industries are almost four times as many as 
those of agriculture and the same number as 
in construction, as confirmed by the number 
of firms in the creative and cultural production 
system. 88,000 firms in Lombardy (almost 20% 
on a national basis) are followed by more than 
53,000 in Lazio (11 .7% of the total number 
of firms in the sector at the national level and 
almost 9% of all enterprises in Lazio). These 
data gain even greater importance if considered 
‘in progress’, given an annual increase of 4.5%, 
second only to Lombardy18. 

b) Top-notch creative industries. If we are 
then talking about a sector of undoubted 
worth, there is not only the economic value 
to induce its promotion. To this figure, in fact, 
more appropriate quality assessments must be 
added first, which start from the best practices 
recorded in individual production sectors; 
interaction experiences between traditional and 
creative industries; the contribution of training 
centres that can ensure effective continuity in 
the 'production' of creative professionals. Some 
concrete examples can better explain what we 
are referring to. 

(i) A creative industry with peaks of excellence. 
With regard to the manufacturing sector, 

'CREATIVITY IN LAZIO' 
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creative industries in Lazio hold leadership 
positions at the national level or have the 
potential to become leaders19. 

With no doubt, the audiovisual industry plays 
the lion’s share in the region20. The presence of 
RAI and its suppliers, along with that of other 
stakeholders - national ones such as Mediaset 
and Mondo TV or international like Sky -  make 
the majority of employees in the sector at a 
national level reside in the region. On top of the 
television sector, there is also the film industry. 
Some of the most dynamic national realities 
in the production and distribution sector - 
Wildside, Fandango, Lucky Red, Cattleya, 
Medusa, Indigo Film, Filmaster, Good Film, 
Vivo Film and Paco, just to mention a few - poke 
their 'heads' out in Lazio. Next to them there is, 
then, the heart and soul of the industry, i.e. CGI 
-  with surprises like Why Worry Productions, 
involved in first-rate foreign productions - 
and costumes. The latter, in many ways a true 
hidden excellence, can rely on high-quality 
production - with world-class couture houses, 
such as AnnaMode, Tirelli and Farani -  and 
personalities honoured by international awards 
such as the Academy award winner Gabriella 
Pescucci, the immediate heir of the great 
tradition of Piero Tosi and Danilo Donati, also 
Academy award winners. 

In parallel to the above-mentioned leading 
sectors, there are also the traditional sectors. 
Fashion in the first place, where next to historic 
brands like Fendi and Bulgari, production 
facilities of the tertiary sector like the one 
in Sora, with the potential to become a real 
district, are also growing. These are actual 
centres of educational excellence where new 
individualities are changing the face of the 
sector, both in Italy and abroad. Suffice it to 
think, among the designers, of people like 
Frida Giannini (Gucci) and Maria Grazia 
Chiuri and Pier Paolo Piccioli (Valentino), real 

world-renowned stars; young talents that are 
'establishing themselves' are Caterina Gatta, 
Benedetta Bruzziches, Stella Jean and Marco 
de Vincenzo; and then, there is the large group 
of expatriates, trained in the Roman schools 
and gone to seek fortune elsewhere, such as 
Giambattista Valli and Maurizio Galante, 
recently honoured by the French government 
for his merits. 

Architecture and design, also decimated by the 
brain drain towards more dynamic European 
and international realities, have nourished 
generations of professionals who received 
important national and international awards. 
The middle generation boasts of names like laN 
+ ma0, Labics, Insula, Lazzarini and Pickering 
just to mention a few among architects, whereas 
famous designers include Rikrea by Matteo 
Carbonoli and Guido Lanci, Paolo D'Arrigo, 
Silvana Angeletti and Daniele Ruzza. Also 
promising are the new generations who, resisting 
the international allure, stay to preserve the 
local tradition. Among architects, think about 
realities like stARTT (first winners of the YAP 
MAXXI competition), 2a + p (editors of San 
Rocco magazine), -scape (operating in Rome 
and with an office in Paris), Orizzontale (also 
winners of YAP MAXXI 2014) Crilo, 3Gatti 
(already operating in the East) and T-Spoon 
among architects. While, among designers, the 
work of Santa DesignStudio, Mario Alessiani, 
Giulio Patrizi, Gabriele Rosa, Grado sei, and 
Emily Catena is worth mentioning. 

On the other end of the spectrum, there still 
remain, with their influence, personalities like 
Massimiliano Fuksas and Paolo Desideri in 
architecture, Giovanna Talocci, Carlo Urbinati 
and Fabio Lenci in design. 

Other segments on which to draw your 
attention are publishing and photography. 
The former can boast of some of the most 
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vibrant realities at a national level featuring 
papers with well-characterized editorials 
'lines' - Minimum Fax, Nottetempo, Orecchio 
Acerbo, Voland and 'creative' publications like 
Artribune, Nero and Cura to name just a few - 
as well as well-established brands like E/O and 
Newton Compton. In regard to photography, 
some distinguished personalities are operating 
in our region such as Francesco Zizola, Paolo 
Pellegrin, Angelo Turetta, Riccardo Venturi, 
Fausto Podavini, to name just a few, who have 
collected international awards in recent years 
starting from the World Press Photo and that 
allow us to talk about a real 'Roman school'. 
The Agency Contrasto is, by now, the most 
important reality in this field at a national 
level while in regard to publishing, examples 
of excellence are Peliti, Postcart and the 
above-mentioned Contrasto which, on top of 
book publishing, also offers services for the 
organization of exhibitions and events in Italy 
and abroad. 

There are other sectors that if properly recognized 
and 'rooted' in the local economy could open 
up and set the stage for significant growth, i.e. 
communication and advertising. Here Rome 
features - along with a significant number 
of multinationals, from Saatchi&Saatchi to 
Publicis and McCann Erickson, TBWA/ITALIA, 
Y&R, JWT - many firms that specialize in specific 
segments. Suffice it to think of Inarea, a leader 
in branding at the national level, and Marimo, 
Dnsee and Frame by Frame that in some cases 
are receiving awards at an international level. 

Equally rich is the food and wine sector, 
now become an integral part of the creative 
industries, with Eataly and Gambero Rosso 
playing the lion’s share in a scenario seeing 
the rise of designer restaurants, starting from 
the pioneer Gusto, up to Pigneto and Ostiense 
neighbourhoods in Rome, along with a group 
of new players who are innovating the industry. 

Or, again, to bear witness to the reality of lively 
and creative enterprises, albeit 'hidden', it is 
worth mentioning what is happening in two 
areas directly related to the cultural vocation of 
the region, such as tourist and museum services 
and technologies applied to cultural heritage. 
Leading national organizations in the field of 
exhibitions operate in Rome - such as Mondo 
Mostre, which boasts of some of the most 
visited exhibitions ever nationwide including 
Caravaggio and the Cento Capolavori 
dall’Hermitage and, most recently, Frida 
Kahlo - and best practices in the use of digital 
technologies in the cultural offer such as Mizar, 
the leading organization of some of the most 
successful projects of the sector such as Domus 
Romane in Palazzo Valentini in Rome and 
installations in Cerveteri21. Looking ahead, 
then, we must not ignore the potential impact on 
the economy - deriving not only from tourism 
but also from allied activities in the industrial 
and service sector - related to the presence of 
the theme parks Zoomarine in Torvaianica, 
Rainbow MagicWorld in Valmontone and 
Cinecittà World in Castelromano. 

This brief overview of the creative industry 
sector  - a biased review, as already stressed 
- could not be considered exhaustive without 
the ICTs, an actual 'hub' in their role as the 
platform on which many of the industries in 
this sector run. Here, too, large-sized Italian 
businesses have based their activities in Lazio, 
such as Engineering and Almaviva, along with 
large international players such as Ericsson 
and IBM and a network of small and medium-
sized enterprises that are often the epitome of 
international excellence22: a real manufacturing 
district, that has developed regardless of any 
public policy in this connection. 

(ii) Experiences of creative contamination. 
On the other hand, the interest of Lazio is also 
addressed to experiences of 'contamination' 
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that can become best practices of dialogue 
between different sectors of the economy. For 
example, let us think about the experience of 
Civita Castellana, where an entire district - 
ceramics and bathroom furnishings - found 
new momentum in the nineties, going back 
to being competitive, thanks to the interaction 
with firms located in Viterbo such as Cielo, 
Flaminia, Catalano and domestic and foreign 
designers, including the 'pioneers' Nilo 
Gioacchini and Roberto Palomba. The same 
applies to Boating and Navigation, where a 
close collaboration between designers - such 
as Studio Zuccon and Duck Design - and the 
world of production brought results that at 
the end of the last century bore witness to a 
true international excellence, if you think of 
Canados. All these scenarios have shed light on 
the potential and the advantages deriving from 
an encounter between the world of production 
and creativity, as replicated by individual 
operators. Let us think, on the industrial level, 
about the 'case' of SLAMP, a Pomezia-based 
manufacturer of lamps designed by some of 
the most famous designers in the world which 
'combines' interest in production with the 
training and the dissemination of the culture 
of creativity among young people of the area. 
Or, thinking of the craft sector, let us mention 
some experiences that are 'at the crossroads', 
such as Codice a Barre by Alessio Gismondi, 
a carpenter-designer in Civitavecchia who 
participated in the MUSE of Trento and the 
Salone del Mobile in Milan, or La Maison 57 
by Stefano Scarani, which in Rieti pushes to the 
limits the boundaries between design, fashion, 
new technology and furniture. 

(iii) A region of creative development. The same 
result, this time in terms of quality, is recorded 
in the education sector. Not only does the region 
boast of the highest number of universities 
and research centres in the country, it can also 
rely on the presence of important educational 

centres in the creative industries. Just think 
of ISIA, IED, Quasar, RUFA for design and 
other disciplines in the field; the Accademia 
di Costume e Moda, Koefia, Ida Ferri and the 
Accademia delle Belle Arti in Frosinone for 
fashion; or important organizations in the music 
industry - the many conservatories, the Saint 
Louis and the Scuola Popolare di Testaccio 
as well as actual centres of excellence such as 
the Campus Internazionale of Sermoneta - and 
live performances with the National Academy 
Silvio D'Amico; up to food and wine training 
centres, both public and private, such as Boscolo 
Etoile Academy in Tuscia. And back to the 
metropolitan area of Rome, let us mention the 
liveliness of the Street Art, a result of the efforts 
of many individuals - including NuFactory, 
Dorothy Circus, Walls, and Wunderkammer 
- which in many cases combine a didactic-
popular dimension with a more strictly artistic 
one. And yet, definitely not connected with the 
metropolitan and regional areas, is the network 
of foreign Academies in Italy, often promoters 
of high-level initiatives that, however, do not 
'speak' with the region in which they operate. 
Also in this case we are dealing with an asset 
that, if properly rooted in the cultural and 
creative life, could become an instrument of 
connection with other realities of the world. 

2.2 If, therefore, despite this brief and concise 
overview, the proliferation of entrepreneurial 
and training activities related to the different 
worlds of creativity appears to be evident, there 
are two additional factors to mention in order 
to explain why one should be interested in 
creative industries in this area. 

The first has to do with the nature of Lazio as a 
'metropolitan region'. It cannot be denied that, 
given the essentially urban dimension of the 
phenomenon, it is precisely this type of regions 
to be 'naturally' suited to be affected by it23. All 
the more for the fact of having a 'capital' like 
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Rome, not just a 'centre' in economic terms but 
a reality with a symbolic potential, especially 
in the current global competitiveness24. 

Another factor is, on the other hand, the 
condition of substantial 'non-recognition' 
of the phenomenon. The above-mentioned 
quantitative and qualitative data, which 
reflect the potential in comparison with other 
local situations, do not match the common 
perception, which is very different25. Despite 
its weight, the wealth of individuals and the 
changes recorded in recent years, the regional 
socio-economic fabric is not fully represented, 
nor does it represent itself as a creative local 
system. Apart for specific exceptions, the main 
aspects considered to be 'signs' of 'creative 
environments'26 are lagging behind: struggling 
connections between the world of culture 
and the business environment; no dialogue 
between the business community and research; 
a weak system of venture capital unable to 
finance the ideas born in the territory; different 
sectors of the creative industries trapped in 
a logic of  'watertight compartments' which 
do not talk to each other, unless on a one-off 
basis. In addition to this, there are institutional 
and sociological factors which must be 
acknowledged in explaining the current status 
quo. The local government, for example, did 
not rely on specific centres of expertise and 
did not 'promote' change as it would have 
been necessary to encourage dialogue between 
economic players in different sectors and 
accelerate the potential deriving from advances 
in technology. On the other hand - on a more 
general level - a culture of merit compared 
with the more traditionally 'relational' one is 
struggling to establish itself and the 'osmotic' 
process between different areas of production 

that characterizes the most dynamic realities in 
the world appears to be slow. Both the regional 
territories and the metropolitan area of Rome 
do not represent, in short, a public-private 
partnership that supports experimentation, 
resourcefulness and creativity. 

2.3 It is a fact that, on closer inspection, is 
confirmed by an additional element. What is 
largely missing  - both at a metropolitan and 
regional level - is an overall policy debate on 
the creative class, identified as a social 'block' 
with a clear identity within a modern territorial 
reality. Interest is there, but it is not pursued in a 
penetrating and continuing manner. And so the 
champions of cultural and creative industries 
of the area - from audiovisual production 
houses, the main players of the productive 
sector, the protagonists of the digital era - 
are spontaneously born outside of a regional 
strategy or a plan shared by the stakeholders. 
 
And this also stems from the fact that, despite 
its 'weight', there has never been a clear 
indication of the choice of the regional policy 
to ‘stake’ everything on this sector. Intervention 
programs were one-off, in fact. And no one has 
ever bothered to connect the one-off initiatives 
resulting from public actions. The result was 
that the category that in other contexts is 
emerging as a component of the society in a 
better position to help shape the identity of 
a territory - the creative class, in fact - ends 
being a combination of individual talents 
rather than a group with a common 'culture', a 
'social function' and a plan. This fact has some 
inevitable implications both in terms of actual 
ability to have an 'influence' on policy choices, 
and of the same 'idea' of the region that results 
from it. 
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3.1 The situation - even in what appears to be 
a weird schizophrenia - is well-defined. There 
are, on the one hand, some policy guidelines 
- coming directly from Brussels - which call 
on the government to invest in the cultural 
and creative industries in terms of strategies, 
resources, regulation. These European 
guidelines are also 'supported' by a national 
white paper reiterating the importance of the 
sector and the need to take action. All this takes 
place, then, in a context that, setting aside the 
conservative attitudes of the past, identifies 
culture as having a remarkable economic 
value. This is further evidenced by both the 
aforementioned campaign conducted by the 
financial daily paper Il Sole 24 Ore on this 
theme, and the constant reference to creativity 
as a 'driver' of development in the newspapers 
and the media. 

In view of these political-administrative and 
'context-related' indications, the government 
is struggling to give attention to the issue, 
both nationally and regionally. And Lazio is 
no exception. Suffice it to say that it is only 
for some time that following along the lines 
of President Zingaretti’s electoral program, 

special attention is now being given to the 
topic27. The provisions of the recent regional 
Stability Law point right in this direction - on 
top of measures in favour of business start-ups 
- by setting up a Fund for Creativity dedicated 
to supporting new businesses in the creative 
sector28. On the other hand, some of the calls 
for the 2007-2013 European programming 
period were specifically meant for creative 
industries29. On a parallel plane, but with a 
future outlook, supporting creativity is one of 
the strategic objectives in the guidelines of the 
European Funds approved in April 201430. 

These are all signs that bear witness to the will 
to fill a serious gap, which requires, in order 
to do so, an equally serious public action. It is 
not just the 'news' of the subject that demands 
it. There are also the 'intrinsic' features of 
an industry that is placed along the 'border'. 
The fact that cultural and creative industries 
are placed 'across' different disciplines has a 
number of implications. Initiatives on ambitious 
creativity - since this is what we are talking 
about here - must affect areas that range - just 
to name a few -  from education to training, 
to business support, and the relationship with 

3.  STRATEGIC AXES OF 
INTERVENTION OF THE 
PROGRAM 
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the government. Such a 'multidisciplinary' 
approach presupposes precisely the overcoming 
of those 'cultural' and organization barriers that 
characterize the Italian public administration. 
And that, in addition to this, provides for 
measures that often pass through that narrow 
'eye' of the needle that is, based on the national 
experience, the collaboration between the 
public and private sectors.

3.2  And it is precisely because of this inherent 
multidisciplinary nature that there are two 
actions that the regional government should 
take as a priority. 

The first is the full engagement in the issue at 
the political level. What we mean by this is 
that there is a need for precise guidelines, in 
accordance with the directions of the electoral 
campaign and the first administrative steps 
taken, stating clearly the choice to 'stake' on 
this sector, having it high on the agenda for 
regional action. It must be 'pointed out' to 
a world divided by its very nature - give the 
many ‘souls’ of the creative industries - that 
the regional government is considering it as 
a whole, in the light of its specificities and 
with precise strategic guidelines. A sign that 
would speak to other stakeholders - from the 
Chambers of Commerce to foundations and 
to the banking sector - and that could act as 
a catalyst to define a common framework for 
action. It may be useful, with this goal in mind, 
to have an analytical document produced by a 
specialized think tank on these issues - a sort of 
Kea Report for Lazio - and a summary allowing 
everybody, and not only experts, to understand 
the reasons for which the Regional  Government 
has decided to focus on this sector31. 

Directly linked to this first aspect there is a 
second organizational one. If the 'atypical' 
nature of the sector requires a multi-sectoral 

action, there is a change to engage on when 
it comes to this point. There needs to be an 
administrative 'place' for creativity. Therefore, 
a specific office should be identified - a Task 
Force on Creativity - endowed with specific 
expertise in the fields of culture, economy, law, 
European programming and communication. 
This administrative body - which will be led 
by an expert or by an operator of the sector, a 
kind of regional Mr. Creativity - will be given 
a key role in driving policy and coordinating  
the powers of the different decision-makers, 
both at the government and corporate level. 
The Task Force should act as a 'driver' of policy  
'for'  creativity at a regional level, in charge 
of the implementation of the program. What 
does this mean in practice? It’s very simple. It 
means that the Task Force will be responsible 
for the analysis and the survey of the sector and 
shall prepare guidance documents; in addition, 
it will outline intervention programs and 
initiatives and follow the initiatives realized 
with available European resources in the 2014-
2020 programming period. But not only that. In 
addition to these significant 'internal' activities, 
the Task Force would also have responsibility 
for a number of related ‘external’ activities. Let 
us think about how it would be helpful for the 
penetration in other markets of the products 
of the Lazio-based creative industries to have 
a 'network' between the creative businesses 
operating in the area and abroad. Or how 
important it would be to identify the European 
regions with which to establish bilateral 
cooperation and take initiatives to exchange 
experiences32. Or again, how important it might 
be to carefully follow the European consultation 
processes on creativity and cultural industries 
to bring the specificity of our region 'in the' EU 
policy-making. And finally, on a much more 
operational plane, think about how key it would 
be - thinking of an EU program like Creative 
Europe that has raised much expectation within 
the EU - to coordinate a technical assistance 
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STRATEGIC OBJECTIVE NO. 1 
Encouraging regional creativity

Action 1. Definition of a specific political-administrative guideline regarding cultural and creative industries 
with the identification of objectives, measures and timeline of implementation.

Action 2. Establishment, at the Presidency of the Region, of a Task Force responsible, in cooperation with 
the relevant regional secretary offices, for the implementation of the CreativeLazio program.

service, a kind of Creativity Information Desk, 
to facilitate the access to European funds by 
business operators. 

This is the type of activity that the Task Force 
could play either directly or using the relevant 
offices, ensuring coordinated action. Because 
of the importance of its role as a driver and the 

multi-sectoral areas of intervention, this body 
should be governed by the President of the 
Regional Government and carry out its activities 
in close collaboration with the stakeholders 
involved on all levels: the Regional Secretary 
Office for Culture, the Regional Secretary 
Office for Economic Development, the agency 
Sviluppo Lazio.
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4.  THE THREE MISSIONS 

If a preliminary assumption is the focus of 
regional policy on the strategic choices and their 
organization, there are three specific lines of 
business identified starting from the highlighted 
shortcomings of the Lazio system. 

The first set of initiatives - aimed at Building 
a creative class - aim to strengthen the weight 
of the regional creative community and its 
'institutional recognition'. 

The second area of intervention - aimed at Making 
creative industries grow - is directly linked to 
the consolidation of the creative industry in our 
region, including actions to promote its birth, 
growth and internationalization. 

The third area - Spaces for Creativity - 
concerns a basic profiling of the most dynamic 
experiences in terms of policies for creativity: 
spaces in which to develop the cultural and 
creative industries. 

4.1  Activity no. 1: Building a Creative Class  
The initiatives of the first of the three activities in 
the pipeline aim to consolidate the 'stature' of the 
regional creative class, increasing its 'visibility'. On 
this point, there are specific steps to be taken. It 
is, first, necessary to assess the size of the creative 
industries in order to bring out their value and 

promote recognition within the regional economic 
system; to create opportunities for the best practices 
in our area to interact; to increase their visibility on 
the Italian markets and abroad; to define points of 
representation and claim management between the 
public and private sectors. 

Some of the actions that the regional government 
might take in this area are listed below. 

1. Census of the creative industries in Lazio. Among 
the difficulties of policy-making in this area there 
is the definition of a scope of action. What are we 
referring to when we talk about creative industries? 
This is the first question that should be answered. 
In this regard - based on the now consolidated 
methodologies and following international                  
standards - an accurate assessment of the industry 
should be carried out, focusing on its strengths, and 
its growth potential and weaknesses33. This activity 
may be carried out by the Task Force on Creativity 
with the collaboration of Sviluppo Lazio, the 
regional development agency, in light of its newly 
established Research Department34. 

2. Portal for Lazio as a Creative Region. Even on 
the basis of the experience of the Rome as a Creative 
Province program conducted by the Provincial 
Government of Rome in the 2008-2013 period, 
a second element could be the development of 

‘FOR’ CREATIVITY
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an institutional portal dedicated to the subject. 
The web platform CreativeLazio - planned as 
a pivotal action in the guidelines for the use of 
European funds - should become the vehicle for 
the dissemination of information on the cultural 
and entrepreneurial initiatives in different sectors, 
giving visibility to the protagonists of the regional 
creative class. And so, the portal will give news 
about calls for funding for operators in the 
sector; awards and outreach initiatives; portraits 
of industry players and other materials deemed 
to be of interest to 'train' a regional creative 
class. The platform should contain, among other 
things, a timeline of coordinated initiatives of the 
different actors of regional creativity (training 
schools,  cultural institutions, leaders of the 
business sector). Moreover, the portal shall 
include sections dedicated to innovative financing 
instruments such as crowdfunding and services 
that facilitate the matching between demand and 
supply of 'creative' labour. 

3. Award Scheme for Creativity. At the same time 
- and still to bring out the quality of the regional 
creative class - there should be a system of competi-
tions and awards for the most promising creative 
people. There are several experiences from which 
to draw inspiration: the British experience of the 
New Radicals is a good example35. In parallel,            
cooperation activities must be launched with 
associations which, within Lazio, are in charge 
of award-giving initiatives in specific sectors. 
An example of this can be the promotion of joint 
initiatives with ADI (Association for the Industrial 
Design) as part of the selection process for the ADI 
Compasso d'Oro Award in regard to design. Also 
important, on this point, is the cooperation with the 
television - primarily with the regional Rai offices 
- for publicizing the awards and tell the stories of 
creative award winners. 

4. A Volume on Creative Lazio. A volume giving an 
overview of the best practices in the industry should 
be published annually - in printed and digital formats 
and with an English translation. The book should 

be selectively distributed to interested economic 
operators, both in Italy and internationally, and also 
in this case the possibility of a partnership with the 
TV channels for the dissemination of information 
on selected creative people could be explored. On 
the other hand, to increase the importance and 
after an appropriate selection, the volume may be 
the means to identify the members of the creative 
class of Lazio participating in the events organized 
by the industry at a national and international 
level, whose presence is considered to be strategic 
(think about, but this is only one of many possible 
examples, the Salone del Mobile in Milan and the 
possibility of having a representative delegation of 
regional excellence). 

5. Cultural Initiatives related to Creativity. Specific 
attention will be given to cultural animation and 
dissemination of creative values. Among the 
different possible programs, at least three - based 
on specific experiences - should be mentioned. 

a) the regular organization of workshops 
and seminars in which to invite national and 
international personalities36; 

b) the establishment of a creative bonus system 
to support activities carried out in cooperation 
between economic and cultural operators37; 

c) the organization of a recurring event dedicated 
to the creative and cultural industries as a meeting 
point between the world of industrial production and 
the artistic and cultural sectors, comparing policy-
making choices at a national and international level 
to improve the performance of the sector. 

6. Creativity Education Programs in Schools. Since 
the creative industries are becoming a        strategic 
sector for the regional economy, we should start 
thinking about future generations, both as players 
and users. In this context, the development of a 
'creative class' endowed with all the appropriate 
instruments, both technical and cultural, should 
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be part of the training process starting from the 
school years38. This means raising the awareness 
about the economic value of this industry and 
its potential in terms of employment; it implies 
that the values of creativity are handed down to 
new generations; it means, finally, to provide the 
children with the necessary tools to develop their 
potential in the creative industries, from digital 
technologies to design thinking. Also in this case, 
one should consider the successful programs 
that have been implemented in other systems; 
understand which ones are the best suited to meet 
local needs; replicate them in pilot projects and, 
subsequently, 'upgrade' them. These activities, 
once again following along the lines of the most 
innovative experiences, could be conducted both 
in collaboration with institutions - Chambers of 
Commerce or Universities - and with the business 
operators39. 

7. Defining a Creative Lazio Brand. In order 
to increase its recognition among the public, 
the initiatives promoted or sponsored by the 
Regional Government of Lazio in the field will 
share a common brand. This step is particularly 
important in this area. And this is because most 
of the tasks are entrusted to the brand: to build 
a common thread among different sectors and 

initiatives such as those affected by a policy 
on creativity; to give a common identity to 
areas with different traditions and vocations; to 
distinguish the products of Lazio on national and 
international markets; to point out the choice of 
decision-makers to firmly focus on this area. In 
the light of all this, and to have such an initiative 
be 'rooted' in the different areas, the Task Force 
will be responsible for the definition of a Creative 
Lazio brand, which could be realized as the result 
of a competition between graphic designers of the 
region and in collaboration with leading design 
schools. 

8. Establishment of the Council of Creativity. To 
overcome the problems of representation we have 
referred to above, an ongoing dialogue should 
be established between the 'creative class' and 
institutions. To this end, the establishment of a 
'Council of Creativity' with advisory functions 
should be promoted, composed of representatives of 
the different sectors of the creative class. The Council 
will contribute to the development of guidelines by 
identifying best practices and exploring a way to 
replicate them; to propose actions and policies to 
support the business environment and make our 
region more attractive; to define the areas on which 
to focus financial resources.
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4.2  Activity no. 2: Making Creative Industries Grow 
As regards the second activity 'in the pipeline', that 
of business support, we can identify the following 
pillars. 

1. Financial instruments ad hoc. The specificity 
of the sector - and in particular the small size of 
the companies and the 'difficult' relations with the 
banking sector which is not used to the appraisal of 
intangible assets - lays stress on the issue of public 
financial instruments40. On this point, in addition to 
possible synergies with the broader field of start-up                  
businesses, two scopes of action may be identified. 

a) Funding for start-ups in the sector. As evidence 
of the interest in this regard, a Fund for Creativity 
has been established with the 2014 regional 
stability law41. Also thanks to the use of European 
funds - the Fund is a key action of the 2014-
2020 programming period - the tool will give 
non-repayable grants to promote the start-up of 
companies in the creative industry. The Fund, 
in order to avoid ‘indiscriminate’ interventions, 
should be used selectively, and thus directing its 

resources towards the areas of creativity that are 
considered strategic for regional development. 
These will be identified and reviewed periodically 
through the contribution of the Task Force and of 
the Council of Creativity. 

b) Facilitated access to credit. In light of the above-
mentioned 'distance' between this sector and the 
banking world, there is a need for measures to 
facilitate access to credit. In addition to more 
traditional instruments, measures designed ad hoc 
could be foreseen. Among the possible options 
there would be a mechanism for the selection of 
businesses on the part of the lenders with the help 
of experts from the creative industries. The latter 
would act as 'facilitators' in the relationship with 
the banking system, granting their support in the 
evaluation of the most credible and promising 
creative businesses, while a public guarantee 
mechanism would cover potential loan losses. 

2. Services supporting business growth. In parallel 
to the support initiatives aimed at stimulating the 
creation of enterprises, additional ones need to be 

STRATEGIC OBJECTIVE NO. 2
Building a creative class

Action 3. Census of creative industries in Lazio, defining the economic value of the sector, its contribution 
in terms of employment and geographical distribution.

Action 4. Realisation of a web platform Lazio as a Creative Region. 

Action 5. Realisation of a volume on Creative Lazio.

Action 6. Development, in cooperation with associations, of a system of awards for creativity to acknowledge 
regional best practices.

Action 7. Organisation of Creativity Days.

Action 8. Realisation of awareness-raising programs for education to creativity in schools.

Action 9. Realisation of a Creative Lazio Brand.

Action 10. Establishment of the Council of Creativity.



21

Building a ‘Creative’ Lazio

addressed. As it is well known, 'creative' firms are 
'fragile' when it comes to the functions performed 
by traditional businesses42. A program designed 
to fill the gaps in the market must therefore be 
equally careful in considering additional profiles. 
Among them, for example, the provision of 
services to support accounting, administrative, 
fiscal and labour law, and marketing activities. 
On a somewhat different but similar plane, 
regular meetings between creative businesses and 
professionals from the world of finance should be 
organized with a view to raising capital. 

3. Embedding creativity in traditional sectors. 
An essential component of any initiative for 
the creative industries is the promotion of 
dialogue between this sector and that of more             
traditional industrial and craft activities (known 
as cross-sectoral innovation). The strengthening 
of a 'close' connection between the two areas has 
mutual benefits. Traditional activities can find 
in the encounter with the creative services - and 
more generally with the culture of the 'creative 
class' - a tool to innovate products and services 
and increase their competitive potential43. On 
the other hand, for the creative industries - and 
especially those in the early stages of business 
- the priority is to have a significant chance of 
'openness' to traditional markets and customers 
whom they would have hardly reached on their 
own. 

To encourage this 'dialogue' - in line with the 
most innovative ideas at a European level - on 
top of the promotion of meetings between the 
different sectors, the possibility of a system of 
vouchers for creative services could be explored. 
The mechanism would consist in providing 
business from traditional sectors with a voucher 
to purchase services delivered by creative 
companies and professionals44. The resources - 
that must be invested in a specific project or in 
view of a specific trade fair - will be oriented both 
on the local dimension - by focusing, for example, 
on individual districts - or on products and 

services to buy (design thinking, Web 2.0 services, 
communication, e-commerce). 

A similar role may be played by the financing 
of a service of "creative Assistants," creative 
professionals in the embedded creative systems, 
who would support traditional industries in-house 
and for a specific period to help them redefine 
their business model in terms of methodologies 
and planning. 

4. Creative Employment in Lazio. In parallel to 
the activities 'for' the birth and growth of the 
company, in collaboration with universities and 
training institutions, specific activities to support 
self-employed workers in the sector should also 
be structured. In this sense, despite the specificity 
of individual industries, some general proposals 
may be put forward. 

a) Analysis of creative labour demand and supply 
to take action on any gaps existing within the 
creative industries, which often encounter difficulty 
in finding the skills they need. As a result of this 
research, also using the resources of the European 
Social Fund, training courses specifically dedicated 
to these skills could be designed. 

b) Forecast of tools for job search designed to suit 
the specific characteristics of workers in these 
industries. The priority, if possible, is to define 
different curricula (through videos, for example); to 
use the CreativeLazio portal to make labour demand 
and supply match; to work, in collaboration with 
training institutions, on the placement of trainees. 
In this context, given the specificities of the sector, 
career days should be organized to bring together 
professionals of the creative class and business 
operators looking for specific professional profiles. 

c) Development of a system of vouchers for 
creative services aimed at businesses available to 
organize internships with trainees in the creative 
industries. 
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5. Creative Lazio! Specific attention must be finally 
paid to the search for outlet markets. According 
to leading analysts, the limited contribution 
to employment in the sector in Italy depends, 
essentially, "from its poor export capacity," since 
"the language barrier" is the "greater constraint to 
the growth of exports."45  If this is true for Italy, 
it is even more so at a regional level. Here the 
propensity to 'target' foreign markets is very low. 
Suffice it to say that creative exports in Lazio 
have a low absolute value - 800 million per year 
compared to 8 billion in Lombardy - with none 
of the provinces among the top thirty exporters. 

And it is to address this shortcoming that - among 
the initiatives for the internationalization of the 
regional government - a specific program for those 
areas of creativity that show the greatest potential 
should be defined. The task of the Task Force - 
in collaboration with the regional Chambers of 
Commerce and with the diplomatic and consular 
network - could be the start of exchanges with 
local leaders in the fields of creativity and with the 
markets of potential interest for the production of 
our territory. And also making use of our regional 
'network' of creative professionals operating, often 
successfully, in such contexts.

STRATEGIC OBJECTIVE NO. 3
CreativeEnterpriseGrows

Action  11. Establishment of a Fund for Creativity and instruments to facilitate access to credit aimed at 
meeting the specific needs of the sector.

Action  12. Development of a system of support services to creative industries.

Action 13. Development of a system of Vouchers to encourage the integration of creative services in traditional sectors.

Action  14. Organisation of job seeking services specifically designed for creative professions.

Action  15. Definition of an internationalisation strategy for the creative industries of Lazio.

4.3  Activity no. 3: LazioCreativeSpaces
The third pillar of the program is the creation of 
spaces - from business incubation initiatives to 
coworking and FabLab initiatives - specifically 
dedicated to the promotion of cultural and creative 
industries. 

This is a key point. It is in the comparison between 
different disciplines and cross-disciplinary 
knowledge that the creative industries are key to 
their growth. And it is in the local setting that this 

encounter takes place. The objective is to create 
a network of spaces 'for' creativity: distributed 
on a regional basis, part of a unified strategy, and 
specifically designed to meet local needs. 

1. Census of Creative Spaces. The starting point 
of this third activity in the pipe-line should 
be a census of public property suitable for the 
establishment of new creative businesses or 
creative activities. It is an action to be carried out 
on the whole region, enabling collaborations with 
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STRATEGIC OBJECTIVE NO. 4
LazioCreativeSpace

Action 16. Inventory of public buildings to be destined to creative settlements.

Action 17. Realisation of a network of places for creativity (i.e. fablabs, coworking spaces, etc.).

Action 18. Realisation of an exhibition venue to display the creative products of Lazio and promote cultural and 
creative industries at a regional level.

individual municipalities and using CreativeLazio 
platform to publicize the results. 

2. LazioCreativeSpaces. To create a series of 
'hubs' of creativity disseminated at the local level, 
two lines of action can be envisaged: 

a) Networking of existing public spaces for 
incubation in the regional context. Through reward 
mechanisms a link between the contributions 
from the Fund for Creativity and the settlement 
choice of the winning companies of the calls with 
the aim of directing them towards public space 
incubation could be created. It is in particular the 
network of BIC incubators - which already shows 
the specialization in cultural enterprises in Viterbo, 
I-Cult - that could be used to accommodate 
companies of this sector. The purpose would be 
twofold: to create some specialized clusters of 
creative industries and promote a breeding ground 
of creative business in traditional contexts, in order 
to improve overall productivity. 

b) Use of public spaces by private individuals. 
By continuing and reconverting initiatives 

already undertaken by the regional government 
in CreativeLazio, an action to promote the 
dissemination on the region of spaces dedicated 
to creativity should be carried out. The scheme, 
to be implemented in collaboration with the 
municipal governments, should establish a system 
of direct calls for associations and traders for 
the management of spaces identified with the 
CensusOfCreativeSpaces action. These spaces 
should be characterized by a common logo to ensure 
the recognition and visibility of the CreativeLazio 
initiative. 

3. Creative Lazio Workshops. Inside one of the 
buildings owned by the regional government, 
CreativeLazioWorkshops could be realized, a 
place for exhibitions, meetings, cultural products 
and orientation of the system of regional creative 
spaces. This place - which in agreement with the 
Provincial Government of Rome might be the 
Palace of Creativity in Viale Manzoni in Rome, 
intended for that purpose by the Provincial 
Government in 2012 - would be the space where to 
lead cultural outreach initiatives: a sort of 'embassy' 
of creativity at a regional level.
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In the background - but it is a background of 
great importance - there is the strengthening of 
the connection between the public administration 
and the world of cultural and creative industries. 

In addition to the immediate economic impact, 
the added value of promoting this segment lies 
in the potential of its contribution to improving 
the quality of administrative actions and services 
offered to citizens. 

In this perspective, the government must fully 
take up the role of 'analyst' of the demands 
of citizens as well as 'promoter' of innovative 
services to meet them. It  is a crucial step in 
which the government must play a key role in 
the process of needs’ assessment, identification 
of possible solutions and the selection of creative 
operators to implement them at the lowest cost to 
the community. 

The point, at least in theory, is simple: use 
the leverage of public demand for improving 
the efficiency of public services provided to 
citizens and contributing to integrate design 

thinking in the regional government culture46. 
Just to mention a few examples, it is about the 
use of public procurement to encourage the 
participation of designers and the 'creative 
class' in the planning of public services (the so-
called smart procurement); to initiate a policy 
of crowd sourcing to collect, with the support 
of the creative class, ideas and proposals for the 
improvement of the government performance47; 
to organize competitions and awards leading to a 
confrontation between the public and the creative 
class on poorly addressed and most characteristic 
topics such as, among others, active aging, health 
and employment services; to stimulate the use of 
digital technologies in key sectors for a regional 
economic identity such as culture and tourism. 

The same applies to communication. How 
could the public-private relationship transform a 
modern way to communicate making use of new 
technologies, incorporating the full potential of 
nudging to change the behaviour of individuals? 
On this point, the encounter between the creative 
class and the government would set the stage for 
interesting scenarios48. 

FOR A PUBLIC 
ADMINISTRATION PROMOTING 
CREATIVITY
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These examples are enough - along with many 
others we may make - to understand the importance 
of a transition that is first of all 'cultural'. The 
point is, in fact, to 'bend' a practice that does not 
take into account the potential contribution of the 
creative classes and move towards a comparison 
with professional profiles that are far from 
traditional administrative roles. 

In order to do so, a number of steps must be 
taken. To 'draw on' this knowledge and enable 
the government to improve its performance, the 
experience of the Council of Creativity must be 
used as a 'place' in which to bring out the needs of 
the sector and develop the 'lingua franca' necessary 
for the interaction between traditionally distant 

worlds. In parallel, also taking the opportunity of 
the European Territorial Cooperation and direct 
funding programs, a 'dialogue' with the centres of 
innovation and with the most innovative European 
administrative realities should be started. 

On top of this, a place for reflection is needed - and 
this may be one of the most important tasks of the 
Task Force on Creativity - in order to focus on the 
way in which the generated ideas may be translated 
into administrative and communication actions. 
In short, a 'practical' space, verifying the concrete 
procedures used in the administrative sector and the 
ways in which they can make room for the principles 
of creativity and innovation and the practical 
solutions proposed by the creative class. 

STRATEGIC OBJECTIVE NO. 5
For a creative PA

Action 19. To facilitate the introduction of innovative and creative solutions by appealing to public demand 
(smart procurement).

Action20. To establish an award system (challenges) to improve the quality of administrative services through 
‘creative’ solutions.
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CONCLUSIONS

This paper has outlined a number of options for 
the promotion of creative industries in Lazio, 
trying to identify weaknesses and outline potential 
measures. 

The underlying reason is the belief that a lot will 
be ‘staked’ on the cultural and creative industries 
in our region in the coming years. 

The recent recognition coming from Europe 
confirms this orientation. As stated by the 
Commissioner for Regional Policy Johannes 
Hahn when, in January 2014, he talked about 
the situation of Lazio for the next programming 
period,  these activities are key to this region49: 
political attention and resources should be focused 
on them to start pilot projects on an administrative 
level. 

The reasons are, at this point, clear. As already 
mentioned, the creative industries have a 
significant economic weight. And this not only for 
their intrinsic value, or because of their activity 

as 'positive outsiders' capable of generating 
beneficial effects other than those immediately 
perceived. There is something more. They are 
the most modern international experiences to 
indicate where to look to take full advantage of 
their contribution. An environment 'favourable' to 
creative industries is an environment favourable to 
doing business: in which stakeholders - both public 
and private - are capable of an in-depth dialogue; 
where public services incorporate the most 
efficient solutions; where youth entrepreneurship 
is fully recognised; in which the cultural climate 
offers and feeds on the values of innovation such 
as risk, nonconformity, interbreeding. 

All topics essential to the context of Lazio. 

In the process of transformation of the 'economic 
environment' in the region, the action of the public 
sector in this area is therefore crucial as an ‘agent 
for  change'. And it is precisely in this context 
that the 'Creative Lazio' program could be one of 
its tools.
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This paper is the result of a 'long' process. It starts, in fact, from the experience gained with 
RomaProvinciaCreativa (RomeCreativeProvince) that, over four years has traced a 'creative' route with the 
cooperation between the public administration and operators in the metropolitan area. Our thanks for the 
work and enthusiasm shown in recent years go to the people of the Innovation and Business Department of 
the Provincial Government of Rome: Rosanna Capone Patrizia Serra, Arnaldo Criscuolo Miriam Marcoaldi 
and Gaspare Nardella. We work for different institutions now, but everything we shared stayed with us. 
Many of the people I have met over the years have read an earlier version of this paper. Many have made 
comments and voiced criticism that I am sure has helped to improve it. Even if the ultimate responsibility 
is on me alone, the marks of several people are more or less visible in this paper: Simone Capra, Matteo 
Carbonoli, Adriano Franchi, Alessio Gismondi, Alberto Iacovoni, Nicola Maccanico, Alessandra Mauro, 
Paola Manfroni, Paola Mostile, Massimiliano Tonelli, Alessandra Torella, Michele Trimarchi and Pietro 
Valentino .

1. The notion of cultural and creative industries adopted in this work is taken from the European 
Commission Green Paper of 27 April 2010 – Unlocking the potential of the cultural and creative 
industries (COM/2010/183). In that work, the "cultural industries" are defined as being industries that 
manufacture and distribute goods or services considered to have a specific attribute, use or purpose 
which embodies or conveys cultural expressions, irrespective of their commercial value. In addition to 
the traditional art sectors (performing arts, visual arts, cultural heritage - including the public sector), 
these goods and services also include movies, DVDs and videos, television and radio, video games, 
new media, music, books and printed material. Also in the same work, the European Commission 
refers to "creative industries" are using culture as an input even if their outputs are mainly functional in 
nature. These include architecture and design, which integrate creative elements into wider processes, 
and sub-sectors such as graphic design, fashion design or advertising.

2. In recent years Lazio has been losing ground in the ranking of the most competitive European regions. 
In particular, in 2010 it was 133rd in the ranking of competitiveness developed by the European 
Commission, while in 2013 it dropped to 143rd place. To get a picture of the situation in 2013, the area 
of London is in 2nd place out of 262 positions, the Ile de France is in 8th place. The first Italian region 
in this ranking – bearing witness to the difficulty that affects the country as a whole - is Lombardy, 
which ranked 128th in 2013 compared to its 95th place in 2010.

3. The discipline that governs the programming of European Structural Funds for 2014-2020 provides an 
explicit reference to the cultural and creative industries. In particular, see references to cons. 8 of Regulation 

NOTE

*
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(EU) No. 1301/2013 of 17 December 2013 - on the European Regional Development Fund - and cons. 10 of 
Regulation (EU) No. 1304/2013 of 17 December 2013 relating to the European Social Fund.

4. The entrance of creativity in politics dates back to the mid-sixties. And to bring it into this arena was a 
personality destined to be talked about in later years. It was, in fact, in Ronald Reagan’s campaign as 
Governor of California that, in 1966, the goal of a "Creative Society" was first set. Crossing the Pacific, 
the concept of "creative industries" was picked up by the Australian Labour government of Paul Keating 
with the report "Creative Nation: Commonwealth Cultural Policy" (DCA 1994) before bouncing back 
to Europe. Later developments - and to some extent the institutionalization of this policy – were linked 
to the UK experience, when in 1998, a precise strategy was built around the Department of Culture, 
Media and Sports. For a review of the literature on the subject, please refer to the book edited by Pietro 
Valentino, L’arte di produrre Arte, Marsilio, 2012, in particular pp. 41-77. At a metropolitan level, 
please refer to the pioneering study sponsored by the Port Authority of New York and New Jersey 
and the Cultural Assistance Center in the New York-New Jersey Metropolitan Region: The Arts as an 
Industry: Their Economic Importance to the New York - New Jersey Metropolitan Region, May 1983.

5. This is not a phenomenon which exclusively affects the so-called advanced economies. In this regard, 
please note the attention paid by UNESCO to this issue in its annual report (http://www.unesco.org/
new/en/culture/themes/creativity/creative-economy-report-2013-special-edition/), and its policy 
manuals (http://www.unesco.org/new/en/culture/themes/cultural-diversity/cultural-expressions/tools/
policy-guide/ ).

6. On this point see the essay of H. Bakhshi E. McVittie and J. Simmie J (2008), Creating innovation. Do 
the creative industries support innovation in the wider economy?, NESTA Research Report, London, 
2008. Likewise, see the report prepared for the next programming period of the European Funds by 
Pier Luigi Sacco, one of the most attentive Italian observers Culture 3.0: A new perspective for the EU 
2014-2020 Structural Funds programming of 2011.

7. The theme - analyzed by observers like E. Gruenfeld, in his essay Thinking creatively is thinking 
critically, in New Directions for Youth Development, p. 71, 2010 - is now accepted in far more 
'institutional' contexts. Significant, on this point, are the remarks of the Commission in its Work Plan 
for Culture 2011 - 2014 (see in particular, p. 7: http://ec.europa.eu/culture/our -policy-development/
documents/120505-cci-policy-handbook.pdf ). In this regard, please see the results of the study 
commissioned by the German government and the Fraunhofer and Prognos institutes, specifically 
dedicated to the analysis of chains of impact, degree of innovation and the potential of the cultural and 
creative industries specifically in relation to traditional industries: The cultural and creative industries 
in the macroeconomic value added chain, December 2012 (http://goo.gl/7Hw4iX ).

8. The text of the Kea Report is available at http://www.centres-eu.org/knowledge-bank/reports/kea-
report-on-ci-contribution/ .

9. In this regard, see the above-mentioned Green Paper of 2010, Unlocking the potential of cultural and 
creative industries, 27 April 2010 (COM 2010/183).

10. See the reference to the creative industries in the communication of 28 October 2010, An Integrated 
Industrial Policy for the Globalisation Era: putting Competitiveness and Sustainability at centre stage 
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(COM/2010/614 final.). For further reference on this point, please see the Communication from the 
Commission of 26 September 2012, Promoting cultural and creative sectors for growth and jobs in the 
EU (COM (2012) 537 final); for a reference to the creative industries as important for the "European 
industrial renaissance," see Communication COM (2014) 14, For a European industrial Renaissance, 
22 January 2014.

11. An example of this activity is the Policy Handbook dedicated to the use of EU support programs to 
support culture as a driver for growth in the regions referred to in note 7.

12. The Creative Europe program - which has replaced the previous Media and Culture - is funded with 
a budget of 1.46 billion Euros. Information can be found at http://ec.europa.eu/programmes/creative-
europe/index_en.htm .

13. With regard to the British experience, certainly the most advanced in Europe, please refer to the 2013 
study A Manifesto for the Creative Economy, published in April 2013 by Nesta (reporting that the 
creative sector in Britain numbers 2.5 million workers). In regard to other experiences, the German 
one is particularly significant, pointing to a specific government initiative on the subject and an annual 
report devoted to it (the last one, dating back to 2011, is available at http://goo.gl/mykbXS ). On our 
country see the report prepared by UnionCamere and Fondazione Symbola L’Italia che verrà (available 
at http://www.symbola.net/assets/files/Italia_che_verr%C3%A0_2012_PER_WEB_1343817495.pdf).

14. Walter Santagata has been one of the most important Italian scholars of the Economy of Culture. Passed 
away in August 2013, Professor Santagata left a gap in the important debate on the issues of creativity 
and produced influential studies for policy making in this field, including the book La Fabbrica della 
Cultura, Il Mulino, 2009; the entry Economy of Culture in Treccani Encyclopedia (see address http://
goo.gl/BGXKtS ); Il Governo della Cultura, published by Il Mulino in 2014, is the last book by the 
Piedmontese scholar.

15. In 2009, the Commission, made up of experts in different disciplines of the creative industries, produced 
the White Paper on creativity. Towards an Italian model of development, published by Egea, Bocconi 
University, Milan. The book, along with policy indications, gives an 'overview' of cultural and creative 
industries,  calculates their value in terms of GDP, which stood at 9.1%.

16. The experience of Apulia region is certainly among the most interesting at the national level and has won 
many awards at a European level. Several initiatives are taken, ranging from the financing of projects, the 
reuse of abandoned places for cultural and creative purposes and training activities. For an overview of 
the activities undertaken under the program log on to http://bollentispiriti.regione.puglia.it/.

17. This refers to the initiative of the Sole 24 Ore, i.e. the Manifesto for Culture and the activities conducted 
by the mentioned associations. As for the manifesto sponsored by the Sole 24 Ore in February 2012 
titled Niente Cultura, Niente Sviluppo log on to http://goo.gl/41hfbP. For the activities promoted by 
Symbola and Civita see their official websites (http://www.symbola.net and http://www.civita.it). The 
most recent volume by Civita is P. Valentino’s (ed.), L’arte di produrre Arte. Imprese italiane del 
design a lavoro, Marsilio, 2014.

www.symbola.net
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18. Data are taken from the report Io sono cultura – l’Italia della qualità e della bellezza sfida la crisi  drawn 
up in 2014 by the Fondazione Symbola. See, in particular, the first chapter titled Imprese culturali in 
Italia (Cultural Businesses in Italy), p. 8 et seq. The report can be downloaded at http://goo.gl/AQCUsf. 
The most recent report, published in June 2014, is available at http://goo.gl/xfByQ7 .

19. In Lazio, the impact of the creative sector on total economy as a whole is 6.8%, being the first Italian 
region in a ranking where only three other regions exceed 6% (6.4% in the Marches, 6.2% in Lombardy 
and Veneto).

20. Regarding the data on the audiovisual sector see the results of the research Il senso del cinema e 
dell’audiovisivo per i territori, published in March 2014 by the Fondazione Rosselli (http://goo.gl/
C9OMqS ) The results estimate the contribution given by Lazio to this segment on the national average: 
20% in terms of employment and more than 50% of the business operators.

21. It should be noted, on this point, that a Technological District For Cultural Goods and Activities, 
promoting valuable initiatives in cooperation with the central government, has been active in the region 
since 2008.

22. Examples of these hidden best practices are often given by the daily press. A recent example is the 
story of Digital Video SpA, based in Rome and founded by researchers from the Institute of Nuclear 
Physics, whose animation software Toonz is used, among others, by masters like Hayao Miyazaki and 
the Japanese animation Film Studio Ghibli founded by him. See the article on this story in Pagina99, 
2 May 2014, Gli italiani che colorano lo studio Ghibli del maestro Miyazaki (http://goo.gl/auaxjY ).

23. The data relative to the geographical distribution of Italian creative industries show their polarization 
around Rome and Milan, with respectively, 17.5% and 17.2% of the employees who work there: the 
data are taken from the book edited by Pietro Valentino, L’arte di produrre Arte, p. 33. In Rome, in 
particular, the lion’s share is played by workers in the film industry (49.5%) and the Radio and TV 
sector (41.1%).

24. On this point the data show the profile of a metropolitan region, strongly anchored in the city of Rome. 
Data refer to all the  firms in the industry based in the Province of Rome (44 668) compared with 
the number of firms in the entire region (53 561). If, then, more than 80% of businesses have their 
headquarters in Rome, there are interesting signs of vitality in the region on other levels. Frosinone, 
for example, is one of the Italian provinces in which most creative businesses led by young people are 
established (295 in 2012, 16% of the total number of start-ups in the province). Equally important, in 
the area of Frosinone, is female entrepreneurship, for which the province is in fourth place on a national 
basis with regard to the ratio between the total number of cultural enterprises and those run by women 
(523 businesses representing 28.7% of all firms in the industry on a provincial basis). The data are 
provided in the above-mentioned Symbola report.

25.  See, in this regard, the document commissioned by the European Commission to the European Cluster 
Observatory, Priority Sector Report: Creative and Cultural Industries, D. Power, Uppsala University, 
and T. Nielsen, Volante QNB Research, March 2010 (Lazio is in eighth place in Europe for creative 
activities after Ile de France (Paris), Inner London (London), Lombardy, West Neederland (Amsterdam), 
Community of Madrid, Catalonia, Denmark).
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26. For a description of the 'factors' at the basis of creative cities see W. Wung, Dynamic Cities 
and Creative Clusters, World Bank Policy Research Working Paper 3509, February 2005,  
http://goo.gl/kb2u5 . The factors are: (i) outstanding university research and commercial linkages; 
(ii) availability of venture capital; (iii) anchor firms; (iv) mediating organisations; (v) appropriate 
base of knowledge and skill; (vi) targeted public policies; (vii) quality of services and infrastructure; 
(viii) diversity and quality of place.

27. In the electoral program for the 2013 elections, there was a section specifically devoted to the 
implementation of a program aimed at promoting the creative industries in Lazio. See chapter 2.2.5 
"The CreativeLazio Project."

28. The fund was provided for in Article 7 of Regional Law no. 13 of 30 December 2013. 2014 Regional 
stability Law. The allocated fund is estimated at € 1.5 million per year for 2014-2016.

29. Among the interesting calls for the creative and cultural industries launched after April 2013 the 
following are worth mentioning: Creativi Digitali, for young people under 35 and funded with a 
total of EUR 4 million: Progetto Zero (promotion of audiovisual products); APP ON (support for 
the design and development of platforms and applications for smartphones and tablets in the tourist 
sector); New Book and Cultura Futura (for technology products in the fields of publishing and 
cultural events).

30. In the "Linee di indirizzo per un uso efficace delle risorse finanziarie destinate allo sviluppo 2014-
2020” (“2014-2020 Guidelines for the effective use of financial resources for development") - 
presented by President Zingaretti on 3 March 2014 and approved by the Regional Council by the 
Board resolution no 26 of 10 April 2014 – the support for the creation and development of digital 
and creative start-ups is identified as a tool to ensure the economic progress of the region. Among 
the actions identified in the next programming period, the establishment of a Regional Fund for 
Creativity and the implementation of a web platform LazioCreativeRegion are directly related to 
creativity.

31. An example of such a study is the one commissioned by the Regional Government of Lombardy 
to IULM Foundation in 2010 and coordinated by Pier Luigi Sacco. The report – presented in May 
2011 and entitled Le industrie culturali e creative in Lombardia: elementi per un nuovo modello 
di competitività territoriale (The cultural and creative industries in Lombardy: drivers for a new 
model of regional competitiveness) - after a methodological introduction, pointed out the strengths 
and weaknesses of the cultural and creative industries in Lombardy. The text is available at http://
goo.gl/Fq9GPZ .

32. In this regard, it is interesting to recall the experience of Dissemination Platform under the Creative 
Europe program specifically dedicated to the exchange of information related to projects supported 
by the EU. See http://ec.europa.eu/programmes/creative-europe/projects/ . Also interesting is the 
experience of the European Creative Industries Alliance, a platform launched in 2012 that aims 
to facilitate the exchange of experiences in this policy area between different European partners 
(http://www.eciaplatform.eu/ ). In this regard it should be noted that FILAS, the financial service 
company in the region, has participated in European projects that have set the stage for partnerships 
with several clusters in the creative sector. In particular, since 2011 FILAS has been responsible for 
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FAME - Facilitating Access and Mobilisation of European Finance for Growth and Creative Industries 
- an initiative dedicated to the issue of access to credit in the creative sector and thanks to this experience 
it has participated in the working group for the Access to Finance in the mentioned European Creative 
Industry Alliance (ECIA) . The path that the Task Force, in collaboration with the regional development 
agency should pursue, is precisely focused on elaborating on these initiatives and integrating them in 
a strategy policy on the issue.

33. The debate on the 'measurement' of the creative industries has been, over the years, pretty lively. 
Depending on the criteria used in the industrial sector, they can, in fact, differ greatly in terms of 
size. There are, however, now consolidated methods to draw inspiration from: among them the British 
experience of the Nesta think tank and the British government are the most advanced. An organization 
like the Task Force should have among its tasks the definition, in collaboration with ISTAT and 
specialized research centers, of an industry standard.

34. The establishment of Research Department within Sviluppo Lazio was the result of resolution no. 10 
of 13 December 2013 (Disposizioni in materia di riordino delle società regionali operanti nel settore 
dello sviluppo economico e imprenditoriale - Provisions relating to the reorganization of the regional 
companies operating in the field of economic and business development).

35. The initiative of the New Radicals is the result of an award-activated reporting in crowd sourcing and a 
screening of a panel of experts: http://www.nesta.org.uk/blog/britains-50-new-radicals-2014   

36. An example of this type of animation is given by the organization Creative NRW supported by the 
Ministry of Economic Affairs of the North Rhine-Westphalia region with its Creative Talks (http://
www.creative.nrw.de/news.html )

37. An example of this type of instrument are the creative vouchers developed within the framework of 
the CreativeWorks London initiative supported by the European Regional Development Fund. The 
vouchers fund collaborative projects between academia and business and non-profit entities (see  
http://www.creativeworkslondon.org.uk/creative-voucher-scheme/ ). An interesting aspect of the 
British system is the need for applicants to participate in the workshops for the presentation of financial 
instruments and the forecast, among the selection criteria, of the impact of a concrete initiative on 
the creative scene of the British capital: two aspects that highlight the 'attention to the 'densification' 
process of the creative class.

38. The need to incorporate creative values in the school curriculum is, by now, part of the global debate 
on this topic. One of the most authoritative thinkers here is definitely Ken Robinson, former head of 
the Commission which developed the well-known report by the British Government, All our Futures: 
Creativity, culture and education in May 1999 (to listen to his famous TED conference log on to http://
goo.gl/u7A1cT ).

39. A review of issues and experiences - even in regard to the development of their internal relations 
of public-private collaboration - is contained in the report of Nesta think tank, Decoding Learning: 
The Proof, Promise and Potential of Digital Educational http://www.nesta.org.uk/areas_of_work/
public_services_lab/digital_education/assets/features/decoding_learning_report . Regarding Lazio, 
the experience of the Fondazione Mondo Digitale should be mentioned. This organisation, funded 
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by the Municipal Government of Rome, was established precisely with the aim of spreading digital 
culture in schools. Its most recent activities include a Gym for Innovation, a Fab-Lab in a school in 
Quadraro neighbourhood in Rome. This structure serves as a centre of education to innovation (both 
technological and social) with training programs for digital technologies and creativity for different 
subjects, schools and associations, located in Rome (http://www.mondodigitale.org  ).

40. The issue of access to credit recurs in the literature and in reports from different countries. It should be 
noted, on this point, that these issues are even more relevant in Italy, where "the size of businesses (...) 
is smaller than the companies operating in other countries, as pointed out in L’arte di produrre Arte 
edited by Pietro Valentino, p. 36.

41. See note 28.

42. Reference here is to the report Mentoring In The Creative Sector of the British think tank Nesta in 
February 2014. The report, based on interviews with entrepreneurs of the creative class and available at 
www.nesta.org  laid stress on the demand for specialized services provided by the creative industries.

43. In this regard, see the results of the above-mentioned report The cultural and creative industries in the 
macroeconomic value added chain, commissioned by the German government.

44. The scheme is, in essence, that of the Innovation Vouchers promoted by the European Union as part of 
the Digital Europe initiative (https://ec.europa.eu/digital-agenda/en/ict-innovation-vouchers-scheme- 
regions). It could be broadened to provide services in strictly creative areas, on top of digital ones. Best 
practices to look at area the Austrian Vinci, the Spanish Creativity and Innova + FAD-INS under the 
European Creative Industries Alliance program supported by the European Commission (http://goo.
gl/gqGnya ).

45. See the already mentioned work edited by Pietro Valentino, L’arte di produrre arte, p. 36.

46. The issue is complex and does not concern only our legal system. Also in the British experience, one of the 
most advanced on the point, "the systematic use of public procurement to drive innovation (...) remains an 
unfulfilled dream." In this regard, see the aforementioned Manifesto for a creative economy, p. 54.

47. An interesting example in this regard is the initiative recently launched by the Municipal Government 
of Barcelona to solve urban problems with the help of the creative class: http://bcnopenchallenge.org/ 

48. Reference is to the theory developed in the work by Daniel Kahneman and Richard Thaler on the possibility 
of changing the architecture of consumers’ choices 'inducing' them to have specific behaviours. The role 
that the creative techniques - from design thinking to communication - could play for the effectiveness 
of administrative action is very clear. For a very interesting study on the potential applications to public 
policies see the book by C. Sunstein and R. Thaler, Nudge, Yale University Press, 2008.

49. In this regard, see the ANSA statement of 31 January 2014 (h. 20:03): Fondi UE: Hahn, bene progressi 
Regione Lazio per 2007-2013, “I welcome the progress made during the past year on the 2007-2013 
operational program for Lazio", said the EU Commissioner for Regional Policy Johannes Hahn, on the 
meeting held today with the President of the Lazio Regional Government Zingaretti. "We welcome the 
desire expressed by President Zingaretti – goes on Hahn - to explore further ideas on how Lazio could 
use the funds in the 2014-2020 programming period in an innovative way, for example, supporting 
creative industries."
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