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Executive Summary

The Creative Economy is an economic driving force fueled by the entire Creative Community of a given area or region.  This community is comprised of Creative Workers and Creative Industries that depend upon the creativity of design, art, innovation and language in production.  This community of individuals, organizations and industries add to an area’s economic sustainability as well as its cultural and social well being by generating wealth and a high quality of life within the community.  


This report recognizes the strength of the Creative Economy and its importance to the future economic and social well being of the City of Burlington.  Burlington is by all definitions a Creative Community.  The above definition presents an amalgamation of ideas from some of the leading thinkers and organizations that are working to define this new economic sector.  Burlington is on the leading edge of this new knowledge based economy, ranked by Richard Florida as the fourth most creative city in the country.  Burlington’s past efforts to support the arts, heritage, and culture of the City has paid off with large dividends; a high quality of life, a strong sense of community, a City recognized as one of the best places in the United States to live, all while maintaining a strong economy.  

The emphasis of this report is the Creative Economy of Burlington.  This “white paper” is the result of research conducted on the current literature surrounding the Creative Economy and how this economy exists in Burlington.  This paper is presented as an “introduction” to the Creative Economy of Burlington.  Next, we will present a discussion on the composition of a successful Creative Economy and how the City of Burlington has worked to develop and sustain its Creative Economy.  This report is not presented however, to be a definitive piece on the breadth and total strength of the Creative Economy in Burlington.  Throughout the research conducted for this paper, it was realized that very little empirical data is available on the make-up of the Creative Economy in Burlington.  More work is needed to fully recognize and understand the total impact and strength of this important economic sector.

To highlight the work has evolved in Burlington over the past few decades this introduction ends with a number of programs and projects that are featured to demonstrate the richness of creative activity within the city and the region.  The sustainability of these efforts and the continued growth of new opportunities will in large part be guided by a strategic plan to be utilized by Burlington to develop a sustainable Creative Community and use this community’s strong economic force as a centerpiece of future community economic development plans.  Key recommendations that emerged out of this study are available in a separate paper and will be presented during the 2044 Sustainable Communities Conference.  
 
For ease of reading, and for better utilization of the material contained within this paper, some of the original discussions contained within this report have been removed from the text and are available as appendices.  This move does not affect the flow of the report, however the original language can be requested by contacting the author.  For a full discussion of the Creative Economy as a growing discipline and concerning its role in Economic Development see Appendices A and B, respectively.
Introduction

Creativity is at the heart of economic progress.  Indeed economic expansion would be impossible were it not for creativity.  While necessity may be the mother of invention, creativity is the fuel.  While the industrial age of the United States was the beginning of mass production and assembly line mentality, the innovation that led to this great growth of manufacturing and therefore the strongest economy in the world came from creativity.  Thomas Edison was not just an inventor he was a creative genius.  Creativity is important in so many ways. 

“Creativity is fundamental to being human and is a critical resource to individual, community and economic life.  Creative communities are vibrant, humanizing places, nurturing personal growth, sparking cultural and technological breakthroughs, producing jobs and wealth, and accepting a variety of lifestyles and cultures”


The City of Burlington is a creative community, and creative communities are the engines of what many researchers, economists, and academicians are calling a new economy; an economy based on knowledge and ideas.  Over the past several decades, the nation has had a number of shifts from an industry driven economy, to a technology driven economy and more recently to what has become known as the “Creative Economy.”  Within this new economy, knowledge, ideas, and innovation are the raw materials that will be the driving force of economic prosperity in the future.  Richard Florida, the author of the groundbreaking book The Rise of the Creative Class, concurs.  Creativity is the key driving force in today’s new economy and “knowledge and information are the tools and materials of creation.”
  The Creative Community that resides in the City of Burlington, as will be shown in this report, is a leader in this new economy.   

Today, the United States has become so efficient at producing physical goods such as food, cars, and the like, that, as Business Week summed it up in August of 2000 in a Special Double Edition; “most of the workforce has been freed up to provide services or to produce abstract goods: data, software, news, entertainment, advertising and the like.”
  Thus, more people are available to, and indeed do, work as artists, designers, crafts people or work in other creative jobs.  Economic goods are no longer just items that come off a factory line, today a majority of economic goods are creative ideas and intellectual property that can be bought and sold as easily as a toaster or a car.  

The people working on creative goods has expanded greatly in the United States, and the world, over the past few decades outpacing new jobs in almost every other sector of the economy.  Employment in what will be defined in a later section of this report as the “creative industries” is one of the fastest growing sectors among all workers within the United States.  During the 2003 Lawrence and Isabel Barnett Symposium, “The Creative Industries and Cultural Professions in the 21st Century” at Ohio State University, data was presented that supported this conclusion.  Shown was “that between 1940 and 1998, the number of artists working in all sectors of the general economy (public, commercial, and nonprofit) grew at a rate roughly two and half times faster than that of other types of workers and now number at least 1.47 million.”
  Closer to home, The New England Council has conducted research into the impacts of the Creative Economy on the workforce and economy of New England.  Their research showed;

· Nonprofit cultural organizations and attractions generate $3.9 billion in revenue each year in the region

· More than 245,000 jobs are supported by the region’s Creative Economy

· The rate of growth within the Creative Economy from 1993 to 1997 was 14%, well over the 8% average growth of the overall economy in New England

· The Creative Economy accounts for more than 2% of New England’s entire workforce

Statistics like these show that the Creative Economy is indeed valuable to the economic future of New England and, more importantly for this paper, valuable to the economy of the City of Burlington.  As one researcher for the Center for an Urban Future in New York City stated, “It is critical that we understand the Creative Economy as an economic sector, equal to financial services, telecommunications, or manufacturing.”
  

However, the Creative Economy is much more than just its collective economic data and therefore should not be judged solely in terms of economics.  The Creative Economy also is valuable at building what will be defined as “community assets” including an important asset; social capital.  In a report called “Better Together” it is argued that “(t)he arts can nurture social capital by strengthening friendships, helping communities to understand and celebrate their heritage, and providing a safe way to discuss and solve difficult social problems.”
  This aspect of the Creative Economy is therefore as important to this discussion as the economical data.  The building of social capital in the Burlington region will be examined within this context and discussed.

Objectives of this Paper

This paper is presented as an introduction of the Creative Economy as it is recognized in Burlington.  It is the expectation of the author that by distilling the available information into one “white paper” to be used as a tool for the 2004 Sustainable Cities Conference in Burlington, a strategic plan with specific recommendations and action items can be developed for the City of Burlington.  As mentioned above, Burlington is a creative community, one of the most creative communities in the United States.  A strategic plan will allow Burlington to sustain and foster its Creative Economy and the competitive edge and high quality of life that are associated with strong creative communities.  However, we must recognize the limitations of the research available.  As of this printing, an exhaustive study on the Creative Economy in Burlington and all of its components does not exist.  Therefore, while much work has been started, more research is needed to truly understand how this important economic sector impacts the economy and social well-being of Burlington.  This report is intended as an introduction of the Creative Economy in Burlington to visitors and to residents alike so that a dialogue can begin on what the Creative Economy is, how it impacts the city, and what, if anything, the city should do to work to foster and sustain this economic sector.  We will look at current research that has been conducted upon the Creative Economy in Burlington to help us recognize and define this sector where it exists.  Then, we will look at a number of components necessary for a community to build and sustain a strong Creative Economy, and what Burlington has done in the past to become a recognized world leader in this new economic sector.

We begin with an attempt to calculate the total impact of the Creative Economy on the City of Burlington.  Information for this will be taken from a number of sources including Richard Florida’s work, the work from the New England Council and statistical sources such as the United States Census Bureau.  This will not be an exhaustive look at all of the components and actors of the Creative Economy in Burlington, but rather an argument to suggest that the Creative Economy is both valuable and large within the City.  

To follow will be a discussion on what leading researchers have determined to be essential components needed to create a successful and sustainable Creative Community that will generate a strong economy as well as a community’s strong social well-being.  As alluded to above, Burlington is one of the leading cities in the newly recognized Creative Economy of the United States.  The Burlington Mayor’s Office, Community Economic Development Office, and other agencies and nonprofits located in Burlington have long recognized and supported the arts, culture, heritage, and creative industries as well as programs that focus on quality of life and socioeconomic issues.  Finally, to provide a look into how Burlington has become a leader in this field, we will present a brief overview of a number of organizations, projects, and programs that currently exist in Burlington that combined have had a strong impact on the vitality and sustainability of Burlington’s creative sectors.  

It is important to note that this Introduction on the Creative Economy of Burlington is an abbreviated version of a report that was done on shaping the Creative Economy in Burlington.  The original paper was completed by the author for a Community Economic Development course at the University of Vermont in the Master of Public Administration Program.  Dr. Richard Schramm a leading scholar and practioner in the field of community economic development led the course.  To create a working tool, and thus an introduction of the Creative Economy of Burlington, some sections from the original report have been removed.  A discussion on the definition of the Creative Economy is available as appendix A.  Included in the discussion is a look at the leading theories on the Creative Economy, a definition of Social Capital and its role in the Creative Economy.  Appendix B is included as a discussion on diverging thoughts of the Creative Economy.  Not all scholars and economists recognize the Creative Economy as an economic engine and an in depth look at varying opinion is valuable to the overall contemplation of this new economic sector and how it may fit into Community Economic Development.  Again, a separate report is available.  Furthermore, there will be a presentation at the 2004 Sustainable Communities conference that utilizes these appendices and presents recommendations and action steps that will help the City of Burlington sustain it Creative Community and strong economy.

The Creative Economy in Burlington


Burlington has a long history of providing public support for the Arts, culture, heritage and creative industries and individuals.  As mentioned above, Burlington ranks very high on Richard Florida’s indices for highly creative communities.  Florida’s entire argument for supporting the Creative Economy rests on the premise “that regional economic growth is powered by creative people, who prefer places that are diverse, tolerant and open to new ideas.”
  Burlington has created this type of environment, and by the definition used here, is a creative community.  A quick look at the indices that Florida uses to rank creative places shows that Burlington ranks number one on the Creativity Index in the country for communities under 250,000 population, and fourth among all regions.  

To give communities a ranking, Florida has established a Creativity Index that looks at various indices to estimate what he calls “the 3T’s of economic development: Technology, Talent and Tolerance.”
  While an exhaustive look at the methodology behind these indices is not relevant to this report, an explanation of what Florida considered in developing the Creativity Index and where Burlington ranks in comparison to other communities is.  Florida provided regional comparisons of over 200 Metropolitan Statistical Areas or MSAs, by looking at six different indices; High-tech Index, Innovation Index, Gay Index, Bohemian Index, Talent Index and Melting Pot Index.  Florida’s methodology behind calculating the indices changed between the first printing of his book in 2002 and the paperback edition printed in 2004.  Below is a quick explanation of each index as it is calculated for the 2004 revision.

· High-Tech Index- based on the work of Ross DeVol of the Milken Institute.  This index looks at two factors.  First is the high-tech percentage output of an area as part of the total US high-tech output.  The second is the MSA’s total high-tech output as a percentage of its own total economic output.  These two numbers are combined, thus allowing comparisons between both large and small MSAs, to determine the MSA’s High-Tech Index.  

· Innovation Index- calculated using the average annual patent growth of an area from 1990 to 1999.

· Gay Index- based on research by Gary Gates, is a measure of the number of gay couples in a given area relative to the United States as a whole.  A ratio is calculated; a number over 1.0 recognizes a greater than average gay community, a number lower than 1.0 is representative of a low average.  

· Bohemian Index- calculated similarly to the Gay Index, is a measurement of the number of artistically creative people in an area as compared to the ‘us as a whole.  Includes, authors, designers, musicians, composers, actors, directors, painters, and sculptors, among others.  

· Racial Integration Index- calculated by comparing a region’s percentage of races and ethnicities in an MSA to the percentage in a number of different neighborhoods, or Census Tracks, within that MSA.  This is to show areas that may be racially/ethnically diverse, but that each different race or ethnicity lives in separate neighborhoods and therefore are not mixed well within the MSA.  A number closer to 1.00 shows a well mixed, and therefore assumed a tolerate MSA.

· Talent Index- is a measure of the number of people in the area with bachelor’s degree education or higher.  

· Melting Pot Index- looks at the percentage of foreign-born residents of the MSA compared to the United States as a whole.  

· Inequality Index- This index is new for the 2004 printing and it shows the difference between the Creative Class wages and salaries and the wages and salaries of other workers in the area.  This is an area of great concern because it is apparent that in areas with a high level of creative workers tend to also have a high level of inequality in wages.

It is interesting to note that of all of the above indices, Florida considers the Gay Index to be the leading indicator.  He argues that “the leading indicator of a metropolitan area’s high-technology success is a large gay population.  The five metropolitan areas with the highest concentration of gay residents are all among the nation’s top 15 high-technology areas: San Francisco, Washington D.C., Austin, Atlanta, and San Diego. Gays not only predict the concentration of high-tech industry, they are also a predictor of its growth.”
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Florida uses the above indices to create his Creativity Index that allows him to compare different MSAs across the US regardless of size, or geographical location.  The Creativity Index is “expressed as a percentage of the maximum possible score based on the groups being considered.”
  Considered in this index are the Gay Index, the Bohemian Index, the Melting Pot Index, and the Racial Integration Index.  The later was not used in the 2002 edition.  Thus, a perfect score of 4 would receive a 1.000 Creativity Index.  Ten MSAs in the United States received a Creativity Index of .900 or better in 2004, Burlington was among them.  Table 1 shows the top ten communities based on Florida’s Creativity Index.


Looking quickly at the numbers presented, Burlington ranks number four in the nation on Florida’s Creativity Index.  Obviously a very strong showing.  Interesting to note, is the fact that Burlington ranks number one in the nation on the Tolerance Index thus showing that not only is Burlington a creative community, it is a tolerant one as well.  This is important to bear in mind as we recall that the leading indicator of an area’s high-technology success is a large gay population.  Given the importance of this indicator suggests that Burlington can expect to grow its already strong high-tech sector.

	Table 1: Overall Rankings of Regions on the Creativity Index


	Region
	Creativity Index Rank
	Creativity Index
	Creativity Index Rank (2002)
	Technology Rank
	Talent Rank
	Tolerance Rank
	Wage Inequality Rank

	Austin
	1
	0.963
	2
	2
	9
	22
	7

	San Francisco
	2
	0.958
	1
	6
	12
	20
	5

	Seattle
	3
	0.955
	5
	21
	15
	3
	73

	Burlington, VT
	4
	0.942
	37
	18
	32
	1
	55

	Boston
	5
	0.934
	3
	35
	11
	12
	20

	Raleigh-Durham
	6
	0.926
	6
	5
	2
	52
	4

	Portland, OR
	7
	0.926
	18
	12
	45
	7
	139

	Madison
	8
	0.918
	20
	46
	21
	3
	117

	Boise City
	9
	0.914
	30
	1
	20
	53
	54

	Minneapolis
	10
	0.900
	11
	47
	22
	17
	69


Perhaps a more concrete way to determine the strength of the Creative Economy is by looking at the number of individuals, nonprofit organizations, and companies that work in Burlington and are a part of Burlington’s Creative Community.  Again, using Florida’s work, we can see that of Burlington’s regional total employment (96,100 people) 25.7% or 24,740 workers are among what Florida terms as the Creative Class.
  This includes both the super-creative core and the creative professionals (see Appendix A for a discussion on Florida’s definitions).  Looking at just the super-creative core, the employees that better match the definition supported by this report, 12.5% or 11,690 workers
 of Burlington’s large workforce work directly in the Creative Economy.  This includes artists, musicians, designers, writers (fiction and nonfiction), architects, scientists and others who are paid to create and their creations are readily transferable into new ideas and products.  Is 12.5% a high number of creative workers?  A look back at the NEC estimates shown above indicates that the creative workforce of New England accounts for just over 2% of the entire region’s workforce.  Both Florida’s estimates and the estimates from NEC use data sets from a number of sources including the Bureau of Labor Statistics, Current Populations Surveys, and the Standard Occupation Classification System.  All of which are available online.

Finally, to use yet another set of data to examine Burlington’s creative workforce one can look at statistics from the United States Census Bureau.  The Census Bureau tracks the number of establishments in an MSA by the North American Industry Classification System (NAICS) and the number of employees working in each classified industry.  Data can be gathered from their statistics on industries, however, as others have pointed out, this is neither all-inclusive nor an exact way to determine the employment within the Creative Economy.  Table 2; Creative Economy Industries in Burlington, provides an estimate of the industries that are a part of the Creative Cluster or that employ the Creative Workforce, as defined above.  

	Table 2: Creative Economy Industries in Burlington


	Description
	Establishments
	Sales, receipts 
or shipments
($1,000)
	Annual
payroll
($1,000)
	Paid
employees

	Applied Arts
	
	
	
	

	Architectural services
	22 
	14,977 
	5,105 
	136 

	Specialized design services
	30 
	13,110 
	4,869 
	133 

	Graphic design services
	23 
	10,231 
	3,688 
	107

	Advertising and Related Services
	44
	28,677 
	9,133 
	319

	Photographic services
	24 
	1,932 D 
	361 D 
	33* 

	Fabricated metal products
	28 
	265,482 
	64,699 
	1,572

	Printing and related activities
	41 
	134,357 
	39,537 
	1,292

	ARTS AND ENTERTAINMENT
	
	
	
	

	Performing arts companies
	14 
	1,803 D 
	372D 
	23* 

	Musical groups & artists
	7 
	D 
	D 
	* 

	Other music groups & artists
	3 
	D 
	D 
	*

	Commercial Retail Stores 
	
	
	
	

	Sewing goods and Needlework 
	7 
	5,489 
	954 
	46 

	Musical instrument and hobby stores
	19
	19,510
	2,232
	140

	Book Stores
	11 
	16,589 
	2,178 
	192

	Heritage and Culture
	
	
	
	

	Museums, historical sites, & similar institutions
	6 
	3,340 
	2,662 
	116 

	Totals
	272
	$515,497
	$135,790
	2,817

	D= information withheld to avoid disclosure

* Excludes estimates of employees withheld to avoid disclosure


	
	


Again, the total number of creative workers in Burlington represented by this table is far from complete.  Missing are estimates from industries that do not provide statistics on number of employees and total receipt numbers due to disclosure laws.  This can vary greatly depending on the industry.  Therefore, using just NAICS codes is imperfect.  What Table 2 does show, however, supports the same conclusion presented by NEC and Florida, Burlington has a large Creative Community.  At a minimum, the Creative Industries in Burlington support over 2,817 workers, and have combined annual receipts of well over $512 million.  

Again, these are very conservative estimates, and while the estimates of creative workers using NAICS codes is well below Florida’s mark it still supports the argument that the Creative Economy is a strong economic sector in Burlington.  In fact, using these lower estimates we can still see that creative workers make up 4.1% of Burlington’s workforce.  This represents a higher per capita average than the NEC estimate of 2% for the entire New England Region.  Furthermore, other creative people not included are the large number of educators in the arts and culture fields either in private practice or at any of the elementary, secondary and higher education schools in the city.  Additionally, it is not possible to draw from US Census Bureau statistics the number of self employed artists or residents that use their creative products as supplemental income to other full or part-time employment.  

However the data is determined, one thing is for certain; within the City of Burlington there is a large Creative Community, and the number people that depend on the Creative Economy of Burlington for their livelihood is great.  Furthermore, as discussed in Appendix A, a strong Creative Economy and all of its associated cultural activities, art programs, heritage programs and so forth creates a high quality of life and builds upon the social capital that is needed to attract creative people and foster economic growth.  This strong Creative Community also builds upon a number of the community assets that are needed to enhance a city’s competitiveness in the new global economy.  Now we turn to what components are needed to create and sustain a creative community and what Burlington is doing to support this economic sector and maintain Burlington’s high quality of life.

Components of a Successful Creative Community


Building and sustaining a Creative Community is the first step to creating a sustainable Creative Economy.  This process must begin with a new understanding of economic development.  Appendix B provides an in-depth discussion on utilizing the Creative Economy as a centerpiece for a new community economic development model.  The old model of economic development by itself cannot be counted upon to create economic prosperity and social well-being in a community.  A new model for the new economy must be explored.  Table 3 provides a quick comparison of the old model and a new model presented by the Memphis Talent Magnet Project, a group contracted to develop a Creative Economy strategy for the City of Memphis, Tennessee.

Table 3: Old Model vs. New Model

	Old Economic development
	New Economic Development

	Being a cheap place to do business was the key.
	Being a place rich in ideas and talent is the key.



	Attracting companies was the key.
	Attracting educated people is a key.

	A high-quality physical environment was a luxury stood in the way of attracting cost-conscious businesses.
	Physical and cultural amenities are key in attracting knowledge workers.

	Regions won because they held a fixed competitive advantage in some resource or skill.
	Regions prosper if organizations and individuals have the ability to learn and adapt.

	Economic development was government-led. lieve that:


	Only bold partnerships among business, government, and nonprofit sector can bring about change




Source: “Metropolitan New Economy Index,” Progressive Policy Institute Technology Project, with data from Richard Shatten and Paul Gottlieb, "Aha! Knowledge Economy," Innovation for Regional Advantage, vol. 2 (2000): pp. 4-7.

Developing this type of economic strategy requires a community to focus on a few key factors: quality of place, openness, public private partnerships to support talent, and supporting physical and cultural amenities that attract people, especially creative people, to an area.  This echoes Richard Florida’s concept of the 3T’s for economic prosperity; Talent, Tolerance, and Technology.  A region that offers large quantities of all three will be much more successful than communities that are lacking in any one or more area.  


In the United Kingdom, we can see these same key ingredients used to help communities retain talent and spur innovation and economic growth.  The United Kingdom’s Department for Culture Media and Sport (DCMS) in a 2000 report Creative Industries, the Regional Dimension provides several key elements in retaining and attracting talented people and creative industries.  The first, similar to Florida’s technology index, is easy access to facilities and new technologies that will allow local artists and creative industries to showcase their work and “reduce the spend on creative services outside of the region and increase regional employment in the creative industries.”
  The report continues as it suggests that the “image” of a region plays a significant role in whether talent remains or is recruited to an area.  Image could mean how hip an area is, or as noted by Kieran Healy, if the place has the right “buzz.”  This includes many different quality of life issues such as cultural amenities, nightlife, shops, and both indoor and outdoor recreational activities to name a few.  Image also includes the tolerance of a community and its openness to new ideas and new people.  Creative people that see the image of a community as open and tolerant are more likely to choose to move there than if the community is seen as tight knitted and not welcoming to new people or ideas.  Moving beyond the 3Ts, the DCMS also sees public investment strategies as key ingredients for a community that hopes to retain and recruit creative industries.  Public and private partnerships, grants, tax incentives, and other creative financial programs can be used to help creative industry start-ups and individual artists and entrepreneurs.  

James Johnson, of the University of North Carolina, Chapel Hill, suggests that there are numerous types of “community capital” assets that must be developed and made available in order for a city to become sustainable and remain competitive in the new global economy.  These include polity capital, physical capital, financial capital, human capital, cultural capital, and social capital.  Johnson argues “the absence of any one of the six types of capital… can seriously encumber the ability of a community to compete in the new economy.”
  Thus, reminding us that developing a sustainable Creative Community and depending upon its Creative Economy for economic prosperity is just a piece of a larger set of community development programs and tools that must be used.  Again, for a more complete discussion on Johnson’s theories see Appendix B.  Cities must address each of the six capital assets.  While the Creative Community is adept at building some of those assets such as social capital and cultural capital, it is not a panacea for all community economic development.  Developing and sustaining the Creative Community can however, be situated as a centerpiece of a community’s economic development planning.

Given the number of strategies and components necessary for a strong Creative Economy, one may ask if it is possible for any single community to provide such a plethora of programs and amenities.  More important, can Burlington offer all of these components?  Let us now turn to a series of programs, projects and partnerships in Burlington.  These programs help show that Burlington is a community that provides a high quality of life, has a strong image as a community with a good “buzz”, presents itself as an open and tolerant community, and offers technical support and financial help to members of the creative community as well as other business and organizational communities.  To be highlighted are Burlington City Arts, the Flynn Center for the Performing Arts, the South End Art and Business Association, The Savvy Artist Group, Very Special Arts Vermont, The Burlington Legacy Project, and examples of Community Building Efforts.  Of course, the list offered e is far from an exhaustive one.  Additionally, not all the programs highlighted are directly related to the Creative Economy.  Some have been chosen to shine a light on activities that occur in Burlington that have made the City such an attractive place to live in, thus making it the fourth most Creative Community in the United States and one of its most Livable Cities.

South End Arts and Business Association (SEABA)

[image: image15.png]


“Fusing Culture and Commerce in the South End of Burlington” the South End Arts and Business Association or SEABA, is a nonprofit association of individual artists, designers, and writers as well as local service providers, retailers, and manufacturers.  SEABA is the preeminent example of how an organization can support and grow the Creative Economy in Burlington.  As an arts and business association, SEABA is the embodiment of a true Creative Community linking nonprofits, businesses, community organizations and clients together.

“The mission of SEABA is to enhance the economic vitality and eclectic mix of Burlington's arts and business community by:

· Promoting our unique blend of art, commerce, industry and entrepreneurial sprit; 

· Providing an influential voice to promote and ensure our member's common interest; 

· Informing our members of issues that affect our community and actions we take on its behalf.”
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SEABA and its members are located in the South End of Burlington, comprised of the entire area South of Main Street, North of Home Ave. and West of Shelburne Road.  The South End is an area that was once comprised of such manufacturing companies as the Malt Food Company, the E.B & A.C. Whiting Company, the Welsh Brothers Maple Company and the Queen City Cotton Company which, at the height of its operation, employed over 600 people.  However, with the decline of manufacturing in the US, most of the companies in this area ceased to exist.  By 1970, only vacant buildings remained as reminders of the area’s once vibrant manufacturing economy.  This was not, however, to be the end of economic vitality in this area.  In the early 1970’s, Ray Unsworth purchased a large vacant building and transformed it into the Howard Space Center, sparking a renaissance in the South End.  “Other entrepreneurs followed suit, providing artist and small businesses with an affordable, more professional environment. The South End’s mix of artisans, businesses, and residences has created a unique space in which to work and live.”
  A number of the small businesses, artisans, and residents in the South End District formed together to create SEABA.

Today, SEABA works to promote art and culture policies in Burlington, provide a voice for member organizations and individuals, and seeks to build sustainability in the South End Arts District.  Housed in a former warehousing structure centrally located in the South End, SEABA has an open and visually appealing office space that is welcoming to members and newcomers.  SEABA offers a number of small studio spaces for artists, designers, and other creative workers.  SEABA is also valuable in building social capital, both in the south end and across the Burlington region.  Partners that SEABA has collaborated with recently include the Burlington Electric Department, the Intervale Composting facility and Burlington Hyundai.  At Burlington Subaru Hyundai, member artists display their work in the car showroom.  This arrangement provides exposure for new artists and creates a visually pleasing showroom for Burlington Hyundai clients.  For more information on the South End Arts and Business Association, please visit their site at wwww.seaba.com.  

South End Art Hop

For eleven years, SEBA has organized and promoted the annual South End Art Hop with 2004 being its 12th year.  Recently named one of Vermont’s Top Ten Events by the Vermont Chamber of Commerce, the Art Hop brings thousands of people from across Vermont and New England to the South End to view and purchase works of art from local artists.  In 2003 over 200 artists were able to show their work throughout Burlington’s South End.  Using a unique blend of retail shops, galleries, manufacturer buildings, and open air venues the Art Hop not only provides artists with venues, but provides local businesses much needed visibility.  Burlington Subaru Hyundai allows their showroom to be “taken over” by artists for the Hop.  Art in unlikely places is much of what the Art Hop is all about with everyone, the artists, businesses, and organizations mutually benefiting from the “marketing extravaganza.”

According to Bruce Seifer, the Assistant Director of Burlington’s Community Economic Development Office (CEDO) “You need to have culture to have a dynamic economy.  That’s what the Art Hop does.  It brings a level of culture to a community that is vital.”
  As if to prove what he is saying, the Art Hop is one of the reasons why Sara and Ethan Brown chose to start the Great Harvest Bread Co. in Burlington’s South End as opposed to other locations and other cities in New England.  In explaining why the Art Hop helped them make their decision Ethan Brown states “The art was just fantastic.  Not only did we like seeing the art, but the whole notion of the Art Hop was just cool.”  The Great Harvest Bread Company has since become a central feature of the event.

Burlington City Arts


Burlington City Arts is a cornerstone of the Creative Community in the Burlington Region.  However, unlike many of the arts organizations, theatres, and business organizations in Burlington, Burlington City Arts is unique as both a nonprofit organization and a department of the city.  Therefore, like other important city departments such as the Community Economic Development Office and the public works department, City Arts reports directly to the Mayor.  In addition, Burlington City Arts reports to a board of directors comprised of community members.  While Burlington City Arts raises over 85% of its yearly operating budget from private funding sources, its existence as a department of the City confirms Burlington’s commitment to and reliance on arts and culture as an integral part of Burlington’s identity and economic growth.  In testament to this concept, Burlington City Arts recently completed the renovation of the historic Ethan Allen Firehouse and unveiled its transformation into the Firehouse Center for the Visual Arts, a five-floor visual arts center located directly next to City Hall on the Church Street Marketplace.  This project’s success depended heavily on the department’s strong ties with the city, state and federal government in addition to the support of individuals. 



The role of Burlington City Arts (BCA) cannot be overstated.  They act as the lead organization in the city providing information on the arts to both residents and visitors.  The recent opening of the Firehouse Center for the Visual Arts has exponentially increased the opportunities available to artists, tourists and the general public.  While not all Burlington City Arts programs operate directly from the Firehouse Center for the Visual Arts, the building embodies the organization’s vision to fuse a dynamic relationship between the arts and community.  Over the years, BCA has developed a number of distinct art programs that “offer creative opportunities for the community, provide artists with jobs and outlets for their work, and cultivate enthusiasm for the arts in Burlington.”
  



I. Visual Arts
Firehouse Center for the Visual Arts Artist-in-Residence Program 


An exciting new venture for Burlington City Arts and the Firehouse Center for the Visual Arts is yet another example of the strong support for art and artists in Burlington.  BCA provides working space, a gallery and a small stipend ($2,000) for a different artist every three to four months.  The artist will also receive discounts with collaborating downtown merchants for the duration of their residency.  Included will also be support from BCA marketing staff and a consistent promotion of the artist’s work.  At the end of the residency, the artist will have an opening reception in the fourth floor studio to include the invitations, print ad, food and wine necessary to make the opening a success.  In return, the will teach an extensive art class, and provide 20 hours of open studio time for tours and visitation.  Additionally they will deliver their finished project in time for the opening reception. The Artist-in-Residence program ties together the many opportunities for experience available at the Firehouse Center for the Visual Arts. By inviting the public to take classes with the artist, drop in during open studio hours to observe and ask questions, and finally to see an exhibition of his or her complete work at the end of the residency, the creative process becomes a more interactive association for both artist and viewer. 
Programs such as this allow BCA to support local artists with resources such as money, time, and materials that they may otherwise not be able to gather for their work.  This program also allows the artist to spend more time working on art and less time just working to support themselves.  Furthermore, the exposure that both the artist and the Firehouse Center will gain from this arrangement is invaluable.  Future programs might possibly include living space, arranged with perhaps the University of Vermont, and food allotments.  

Another extension of this program could be an artist-in-residence program that works with local companies to pay artists to help them with product design or appearance.  This program is already in the early stages of planning as Doreen Kraft of Burlington City Arts has been meeting with numerous local businesses to gauge their interest in such an arrangement.  As cautioned by Kieran Healy, (see appendix A for more on this discussion) firms from outside of the creative industries may not be able to “tap into” the creativity and skills of those who work in the “creative industries.”  This program will create the bridge to span that gap thus linking the creative worker and industries to the more traditional manufacturing industries of the Burlington area.  

The Art in Public Places Program
The City of Burlington has made great efforts to include art in its development and revitalization of public spaces.  Included in the 2001 Burlington Municipal Development Plan are efforts to develop and sustain Burlington’s role as a cultural and arts center.  As a policy of the plan, Burlington will “Strengthen the City’s role as a cultural and arts center, and support efforts to introduce public art into the city’s built environment.”
  The City of Burlington is enriched with numerous examples of art in public places such as murals on buildings, sculptures on along the Church Street Marketplace, stone carvings along the Burlington Bike Path, and many other examples.  This type of visible art in the community “personalizes the city and offers seeds for conversation and contemplation.”
  Burlington’s sense of public art also includes the performance artists that perform on Church Street and in the public parks.  Burlington’s efforts to encourage public art echoes much of what the leading thinkers on the Creative Economy have determined will create a community with a good buzz that attracts creative people and industries. “Public art also includes performance art. Street musicians, jugglers, dancers, and magicians add vitality, activity, and a sense of community. Diverse offerings of public art should be encouraged and celebrated as distinctive elements of Burlington’s quality of life.”
  Burlington has also made Public Art a key theme in its Waterfront Revitalization Plan.

Burlington City Arts not only administers the Art in Public Places program for the City, but they have taken this program of Art in Public Places a step further.  Burlington City Arts recently released the Art in Public Places Walking Tour, a map and guide that highlights works from the greater Burlington Area that span the ages. This guide enhances both the resident and visitor experience with public art in Burlington. This guide marks the first time Burlington has cataloged so much of its public art in one place and is available to visitors as a way to support and attract tourism.

Firehouse Gallery 

The Firehouse Center for the Visual Arts’ street-level gallery exhibits the work of local, regional and international artists and is dedicated to promoting challenging and engaging work to a regional audience.

First Friday Art Tours

On the first Friday of each month, local galleries jointly promote the opening of new exhibitions. Burlington City Arts initiated the program with the goal of promoting the viewing and sale of works by local artists.  

Artist Market

This is Burlington City Arts’ seasonal, outdoor opportunity for artists to display and sell their work on the Firehouse Plaza.  With the long-lived Farmer’s Market flourishing adjacently in City Hall Park, Saturdays in downtown Burlington swarm with pedestrians.

Curatorial Services                

In addition to curating exhibitions in its own galleries, Burlington City Arts curates art exhibits in other public locations, including the Metropolitan Gallery in City Hall and the rotating art exhibits in Burlington International Airport. Curatorial services are also contractually available to the private sector and offer businesses a database of Vermont artists from which to select artists.


II. Arts Education

Art Classes 

Between the collective resources of the Firehouse facilities, the Clay and Craft Studio and Print Studio 250, Burlington City Arts offers a wide variety of classes for all ages. In addition, Burlington City Arts’ after-school and weekend arts education classes provide a range of skill-based activities designed to engage children aged six and up and to appeal to art makers at all levels of development.  In 2003, more than 50 classes, camps, after school programs, weekend workshops and mentor/student relationships served 975 children.  Classes and workshops served 378 adults through 34 classes, and weekly informal drop in classes served 587 adults.

Summer Camps

The Firehouse runs weeklong summer workshops, either half-day or full day, for children and teens aged 6 to 18. Subjects range from painting and drawing to printmaking and photography. Working parents are eager to arrange high quality, stimulating experiences for their children during the summer months and BCA’s summer camps have grown to meet this urgent need. BCA employed more than 20 teaching artists and engaged 350 youths in summer camps during 2003. Surveys indicate that similar opportunities should be available for students during their winter and spring vacations, and that “summer intensive” (two-week or longer) sessions would be well-attended if offered.

Firehouse Photography Program
The goal of the program is to raise the awareness of photography as a current art form through regular classes, special workshops and open studio hours that attract interest regionally and nationwide. A state-of-the-art community darkroom is located on the lower level of the Firehouse Center, providing beginner to advanced instruction by prominent photographers, as well as open studio hours for darkroom members.  

Studio 250

Located in Memorial Auditorium, this BCA satellite facility houses the fully equipped Clay & Craft Studio and Print Studio, providing classes and studio time for students of all ages, from preschoolers to seniors. It is especially successful as a studio space and meeting place for professional artists working in these complex mediums.

Early Arts

These programs target pre-schoolers and Head Start youth. In 2003, teacher/artists engaged over 200 children in art, music, and literacy projects in pre-school classrooms, several youth centers, the YMCA, and in Firehouse studios. The Head Start program in Vermont is served by a consortium of statewide arts agencies. Thus, brining arts into the Head Start environment.  BCA’s Burlington Head Start program is now in its 10th year. BCA also trains both pre-school and Head Start teacher/artists in how to integrate the arts into their curriculum.

Art From The Heart

Burlington City Arts organizes volunteers who provide opportunities for hospitalized children to create art during their stay at the pediatric wing of the Medical Center Hospital in Burlington. Many of the art pieces are also exhibited throughout the hospital. This program serves 400-500 children yearly. 


Foster Arts

Under the guidance of a Burlington City Arts coordinator, Foster Arts matches artists with at-risk youths ages 9-16 for hands-on arts training in a mentoring relationship once a week during after-school hours. Each youth and his or her mentor meet and work in Burlington City Arts facilities and in the mentors’ own studios. The pairs make art, take trips to museums and galleries and talk about art and life, building relationships that foster self-esteem and aid the youth in building important life skills. The goal is to divert the youths from negative, destructive behavior to the more positive, productive passions of life. 


The Write Place

The mission of The Write Place is to build a community of writers while promoting an appreciation for writing and literature among the general public. Writing classes and workshops are held throughout the year for children, teens, and adults. Created in late-2002, this program fills a long-standing void in the community for non-accredited writing programs. Write to Read, a monthly open reading, is free and open to the public and a special effort is made to actively recruit members of the homeless population and the refugee community to participate in these readings. 

I. Performing Arts 
Burlington City Arts Free Concert Series 

Originally conceived to provide local musicians with an audience and income and residents of the low-income neighborhood bordering this neglected trouble spot with weekly free entertainment in a congenial setting, this is Burlington City Arts’ oldest program.  The park is now a clean, tranquil haven overlooking Lake Champlain. This series celebrates its 23rd anniversary in 2004, and draws an audience of 5000 people during Thursday concerts in July and August.

Discover Jazz Festival

The Discover Jazz Festival grew out of local jazz musicians’ desire to make a living playing jazz. Initially the broader Festival goals were to cultivate a taste for jazz in the general population, hence the name “Discover” Jazz, and to stimulate the local economy. Burlington City Arts, in partnership with the Flynn Theater, discussed below, created a week long event, which features internationally known jazz artists and local musicians performing in venues throughout the city and draws more than 40,000 attendees each year. Now in its 21st year the Flynn in association with BCA produces the festival.

Music on the Move

BCA’s partnership with the Vermont Symphony Orchestra (VSO) and the Vermont Youth Orchestra (VYO) is designed to bring the symphony orchestra experience to every elementary student in Chittenden County. VYO and VSO musicians conduct workshops and perform in area schools, and as a program finale over 2,500 students are brought by bus to the Flynn Theater to attend a full symphony concert in two performances. During the life of this program over 15,000 students have been exposed to classical music, classical music workshops, and the Flynn Theater. 

Flynn Center for the Performing Arts 

Synonymous with arts and culture in Burlington is the Flynn Center for the Performing Arts.  Since its “rebirth” in 1981 as the Flynn Theatre for Performing Arts, the Flynn has been recognized internationally as a world-class performing arts theater with superb technology, a wonderful ambiance, excellent presentations all set in a historic building in the heart of the City of Burlington.  Initially constructed in 1930 by John J. Flynn, the first role of the theatre in Burlington was as an entertainment palace and vaudeville house.  The Flynn Theatre then became a movie house during the golden age of Hollywood, and maintained this role in downtown Burlington for nearly 50 years.  However, with the creation of the suburban mall and the accompanying movie multiplexes during the 1970’s, the movie business for the Flynn began to decline and was eventually discontinued.


In the late 1970’s the theater was “rediscovered” by the Lyric Theatre, a Burlington based community theatre group.  Lyric Theatre began a fund raising campaign to help restore the live performance aspect of the historic building.  This work continued for a few years and reopened the space for performances in 1981.  Throughout the 1980’s the Flynn Theatre for the Performing Arts focused on continued restoration and on providing Burlington and the surrounding region with a well-managed, comfortable theatre from which to take in local, national, and international performances.  For much of this time the main output of the Flynn Theatre was the Flynn MainStage Series.  Increasingly, by the end of the 1980’s, the Flynn began to venture into more direct community outreach activities such as teacher training workshops, student programs, and direct partnerships with numerous local schools.  By the end of the 1990’s, the Flynn Theatre had successfully conducted two large capital campaigns, and completed its restorative work on the original theatre space and opened a smaller venue, the FlynnSpace, for more intimate performances.  The capital campaign also allowed the Flynn to develop an education fund to continue its work on community outreach and education programs.


Today, the Flynn Center for the Performing Arts, as it was renamed in September 2000, offers numerous programs that help foster and develop social capital and cultural amenities that are so important for sustaining the Creative Community in Burlington.  The Flynn Center recognizes, as others do, that the arts, and education through the arts, is vital to community life.  The Vermont Arts Council, a statewide nonprofit organization established to promote and support the arts throughout Vermont states, “the arts enrich lives, expand minds, and form a vital thread in the fabric of Vermont community life.”
  The Flynn Center has the following Missions Statement;

“The Mission of the Flynn Center for the Performing Arts is to foster the enjoyment and understanding of the performing arts in Vermont and the region (by): developing an historic theatre into a full service-state-of-the-art performing arts center; presenting a diverse range of high-quality performances that expand the community’s cultural experiences; developing educational programs for children and adults that bring performing arts into school and community life; and supporting artists in the development and presentation of their work.”


To accomplish the mission the Flynn Center has developed, over the past decade and a half, a number of education programs and community outreach programs that allow the Flynn to reach out to the community, local schools, and artists and provide a strong and positive impact upon the social capital and community life of Burlington as well as its economy.  The Flynn Center’s economic impact on the city and its area businesses cannot be overlooked.  Using a conservative 3 to 1 multiplier on ticket sales at the Flynn, their activities directly or indirectly generate more than $18 million dollars in revenues locally.  The following is a brief description of a number of the valuable programs offered by the Flynn.  For a more comprehensive look at everything that is offered by the Flynn Center, visit their website at www.flynncenter.org.

FlynnArts
FlynnArts is a series of programs offered to children, teens, and adults year round.  This education program links these students to a vital arts community through classes on the performing arts such as dance, theater, and music thus “Igniting the Creative Spirit.”
  FlynnArts also integrates with the Flynn Student Matinee Series highlighted below by presenting lectures prior to and after performances that help provide context to the performances and allow students an opportunity to meet the artists.  Finally, FlynnArts is more than introductory classes to arts.  FlynnArts provides Masterclasses and workshops, taught by visiting artists for local artists and community members.

Flynn Student Matinee Series

Using the performing arts to teach students, the Flynn Student Matinee Series is a group of theater presentations that link history, culture, and literature to art.  The performances provided are developed to complement school curriculum.  The matinees reach 45,000 students each year and often introduce art forms to the children of Vermont that are outside of current curriculum thus expanding the student’s learning experience.  Just one example of over twenty different theater presentations offered in 2004 is “The Civil War: The South Carolina Black Regiment.”  This musical performance, which is offered once for grades 4-5 and again for grades 6-8, links to the studies of African-American history, the Civil War, slavery, theater and music.  Presenting history to students in an exciting manner such as theater brings history alive and allows the Flynn Center to connect “children, their teachers and schools with performing arts in deep and meaningful ways.”
The performances are also complemented by a series of in-class workshops, and companion workshops, that are taught in the classroom by professional “teacher-artists.”  These workshops are tailored to different grade levels and work to enhance and build upon student’s understanding and experience of the performing arts and the subjects that were broached in the performance piece.

The Flynn MainStage Series
Through its MainStage Series, the Flynn Center presents over 40 high quality music, Broadway, theater, dance, and family performances every year.  Recent examples include STOMP, the Moscow Festival Ballet “Giselle”, Mary Chapin Carpenter, and Baaba Maal.  As with its other spaces the Flynn MainStage is also rented out to many community arts organizations and other promoters such as the UVM Lane Series, the Lyric Theater Company, The Vermont Youth Orchestra, and the Vermont Stage Company.  Thus providing the community with even more opportunities to sample and enjoy arts and performances from across Vermont, the region and the world. 
FlynnSpace

Completed in 2000, the FlynnSpace has enabled the Flynn Center to greatly broaden the type of performances that the Flynn can offer.  Small, flexible and intimate, the FlynnSpace offers emerging and more cutting edge artists with a performance venue thus allowing the Flynn to expand its mission of providing the community with even more world class performances each year.  Like the MainStage, the FlynnSpace is also available for rent to local community organizations, artists, individuals, and commercial enterprises.

Supporting Artists

The Flynn Center’s support for local, regional, national and international artists takes many forms and includes both in-kind and direct financial assistance.  Through the Summer Artist Development Project the Flynn Center offers use of its facilities, housing assistance, and time to nationally known artists so that they can develop new work.  The Flynn has worked with known artist such as choreographers Doug Verone and Liz Lerman, and theatre artist Dan Hurlin.  The Flynn also supports new work through its New Arts Space Assistance (NASA) grant, which provides artists or groups with free space to create, rehearse and perform new work.  Additionally, the Flynn also provides artists with an opportunity to teach through the already mentioned FlynnArts Classes.

Local Festivals and Events

The Flynn Center for the Performing Arts is also involved with numerous local events and festivities.  Two such events that are produced by the Flynn Center are the annual Burlington Discover Jazz Festival and the Fine Wine and Food Festival.  The Discover Jazz Festival, produced by the Flynn in association with Burlington City Arts, is a nine day event that hosts an array of jazz forms from across the globe.  The Jazz Fest brings thousands of people to the City each year.  The Fine Wine and Food Festival, held each year at Shelburne Farms, is always sold out well in advance and provides participants with an opportunity to sample a plethora of locally produced meats, cheeses, breads, sauces, and more.  Both of these events have been pivotal in making Burlington a nationally recognized cultural destination.
An illustrative example of how the Flynn Center for the Performing Arts interacts with the greater community through all of its outreach and education programs will occur this fall during a two week residency of the Axis Dance Company.  Taken from their website the Axis Dance Company “is in the forefront of paving the way for a powerful and inclusive dance form, physically integrated dance.”
  Using performances designed by dancers with and without disabilities, the company has developed a very large and internationally acclaimed body of work.  

The Flynn Center is bringing the Axis to Burlington and will use their work, both on the stage and through interactive educational programs to pave the way to an open discussion on diversity and inclusiveness both with local students and business people.  Prior to the performances, the Flynn Center, the Axis, and downtown merchants will hold discussions on creating a Downtown Business Access Project.  The Flynn will also provide the Axis performances through its Flynn Student Matinee Series, which will include companion workshops with teacher artists both from the Flynn and from the Axis Dance Company.  The performances will also occur in the evening and will be accompanied by a lecture series and workshops for community residents.  

Savvy Artist Group


The State of Vermont has long recognized the importance of supporting and growing small businesses.  Many examples exist in Vermont of small businesses that have grown to become national companies such as Ben and Jerry’s Homemade Inc., Jog Bra, and Cabot Farms.  The Vermont Communities Action Program (VCAP) has developed a statewide program that assists Vermonters with beginning and operating small businesses.  The Micro Business Development Program exists in five VCAP regional offices across the state and has an Internet site at http://www.vtmicrobusiness.org/.  The mission of the Micro Business Development Program (MBDP) “is to provide technical assistance and training to low (and) moderate income Vermonters who own or intend to start a small business.”
  


In Burlington, the MBDP has taken on a new project.  Called the Savvy Artist Group, a series of meeting and trainings have been specifically tailored to meet the business requirements of Artists.  Sponsored by MBDP and Burlington City Arts, the group meets once each month and “is open to any artist who is looking for ways to make their artistic endeavor a viable business opportunity.”
  The meetings are informal and often will have a guest speaker to address artists on topics relevant to their work.   In the past there have been presentations on Getting Work into a Gallery, Pricing your Product and Buying a Computer.  This group is an excellent example of the State of Vermont and the City of Burlington providing invaluable services to creative people hoping to start or improve their small businesses.  Programs such as this are an integral part of building a sustainable Creative Economy.  

The Burlington Legacy Project


“Burlington has won national awards for being a livable city, for offering a vibrant lifestyle, and being a place where people can choose to raise families. These are a few of the many attributes that make Burlington unique.”
  The Burlington Legacy Project worked with thousands of people of all ages and walks-of-life throughout Burlington to build a common vision for the future of Burlington.  Working in collaboration with the Institute for Sustainable Communities (ISC), a Vermont based non-profit founded in 1991, Burlington was able to create an action plan that would sustain what people liked most about life in Burlington, and change what they hoped future generations would not have to experience.  The project developed the following common vision:
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Maintaining Burlington as a regional population, government, cultural, and economic center with livable wage jobs, full employment, social supports, and housing that matches job growth and family income 
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  Improving the quality of life in neighborhoods 
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Increasing participation in community decision-making 
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Providing youth with high-quality education and social supports, and lifelong learning opportunities for all 
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Preserving environmental health 

The Legacy Project developed fourteen Sustainable Strategies that were determined important in keeping Burlington ranked as the country’s Most Livable City.  Included in the strategies were several that have a direct link to developing and fostering a sustainable Creative Economy such as Arts, Music and Cultural Heritage, Housing, Clean Environment, Recreation, and Civic Participation.  Listed is the need to support the arts, music, and cultural heritage of the City.  “The human needs that are met by art, music, and cultural heritage activities in a community are the need for self-expression, the need for aesthetic enjoyment, and a need for connection to cultural and historical traditions in a community.”
  This project created for the residents of the City of Burlington and by the residents of the City, is a wonderful example of recognizing the importance of livability and sustainability for a city’s economic future.

Very Special Arts Vermont

Education of the arts is invaluable in providing a pool of skilled workers for creative industries.  In Burlington a series of weekly arts programs in such categories as dance, drama, the visual arts, and music are presented by Very Special Arts Vermont (VSAVT), a nonprofit organization created to make arts more accessible to underrepresented citizens.  The programs are provided free of charge to Vermont’s low-income, at-risk, refugee, and disabled children as well as to adults and families.  The program collaborates with numerous other nonprofit organizations throughout Burlington including the King Street Youth Center, Mental Health Services, the Champlain Initiative, and COTs

Very Special Arts Vermont teaches valuable academic skills to children with learning disabilities.  It offers vocational skills to adults with developmental disabilities.  VSAVT also provides skills training and vocational training to at-risk youth while also encouraging community involvement.  According to their website (http://www.vsavt.org/) the organization has “witnessed the rapid advancement of members of the disability community and their expanded opportunities for accessible educational and employment opportunities through the arts.”
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A recent project of VSAVT was the “Flight, Freedom, and Dreams” Mural Project.  A mural project that was created to prevent graffiti in downtown Burlington by increasing the presence of art in public.  The project was a collaboration of VSAVT, Howard Community Services, the Community Justice Center and Straight Talk Vermont.  Numerous Burlington Businesses and organizations provided materials and expertise and over 40 people worked on the creation. 

Community Building Efforts


Burlington has long supported and helped neighborhoods build communities.  Creative people want to live in cities with plentiful cultural activities, a good image or “buzz”, and a commitment to community and heritage.  The programs that focus on these types of quality of life initiatives develop social capital.  There are numerous examples of events and programs around Burlington that have helped Burlington develop into this type of city.  The first example is the Hill Section Summer Block Party.  In 1999 Tom Licata, a resident of Burlington’s Hill Section, decided that he “…thought it would be nice to get our community together and enjoy each other…to celebrate our community.”
  Over 150 residents got together during the summer of 1999 to meet, play games, and socialize with other members of the community.  Licata’s focus was on the children of the community; “The focus will be on getting people together, and for younger kids to better know their neighborhood; for them to expand their sense of community and to feel secure in their more immediate environment.”
  Included in the day’s events were pony rides, games, music, and magic.


Another success story of developing social capital is also a story of using technology to create a forum where neighbors can “gather.”  Michael and Valerie Wood-Lewis created the Five Sisters Neighborhood Email Forum after realizing that although they had lived in the Five Sisters Neighborhood for a couple of years, they had not developed relationships with many of their neighbors.  Once created, the Email Forum quickly gathered over 100 members from the neighborhood and helped neighbors with a plethora of activities; “Making connections, renting apartments, hiring dog-walkers, selling used furniture, finding lost cats, reporting traffic accidents, organizing block parties, debating local bus  service, requesting city services, pursuing local environmental and health issues, and more!”
  The forum has become a virtual “meeting place” for neighbors and has spurred numerous activities such as Holiday Caroling and community get togethers.  The Burlington’s Mayor’s Office has compiled success stories like these and many other into a book that is available online and in print “Building Burlington’s Neighborhoods- Stories of Success.”  The book describes the events that have taken place around the City and gives details on how to recreate the activities in other neighborhoods.



As stated above, the organizations, projects and programs presented do not even approach the total breadth and vitality of the Creative Economy in Burlington.  To provide a full list of all of the players involved in Burlington would cover much more space than is available in even a relatively comprehensive paper.  The items described here, dso however provide a glimpse into why Burlington has been so successful at building, more importantly, sustaining a strong and vital Creative Community that fuels and drives the city’s most important economic engine, its Creative Economy.

Conclusion

The Creative Community of Burlington has fostered a strong Creative Economy that thousands of individuals and businesses depend upon for their livelihood.  Even using the most conservative estimates, the Creative Economy in Burlington provides jobs for over 4% of the workforce and accounts for over $512 million in annual receipts.  Again, this is conservative; some very detailed research places this estimate at over 12% of the workforce population.  However, this sector should not be valued solely for its economic strengths.  The Creative Community of Burlington is also invaluable in building social capital that bridges gaps between residents and businesses, provides a strong sense of community and a strong social well-being for the residents of Burlington.  

Burlington as a community has long valued the components necessary for attracting creative people and sustaining a Creative Community.  Burlington has invested well over the years in programs and projects that improve quality of place, tolerance, public private partnerships to support talent, and physical and cultural amenities that attract people, especially creative people, to an area.  These investments have paid off in large dividends, a large and active Creative Community and an important and vibrant Creative Economy.  According to Richard Florida, Burlington is the most tolerant city in the United States and ranks fourth among the most Creative Cities.  All of the residents of the City of Burlington should be proud of these accomplishments.

Burlington cannot however, rest on its laurels.  As stated above, more research is needed to determine the true impact of the Creative Economy on the City of Burlington.  An extraordinary opportunity currently exists for the social and economic development of Burlington’s economy.  Recognizing this new economy and incorporating its development with all community economic development plans of Burlington is vital.  The next steps include developing a series of recommendations and creating a strategic plan that will allow    Burlington to create a sustainable Creative Community that will provide current and future generations of Burlington with quality jobs, strong communities, and a high quality of life that few outside of Burlington can achieve.

“Ideas are the growth engines of tomorrow, so the nurturing of the communities where ideas can flourish is the key to success.  Ideas take root where creativity is cultivated and creativity thrives where communities are committed to ideas.  Creativity resides in everyone everywhere so building a community of ideas means empowering all people with the ability to express and use the genius of their own creativity and bring it to bear as responsible citizens.” 

Appendix A

Defining the Creative Economy 

Perhaps the most challenging task for any researcher is not recognizing the Creative Economy, but attempting to define the Creative Economy so that it may be recognized where it exists.  In fact, numerous different names have been used to describe this economic sector including the Knowledge Economy, Creative Industries, Creative Clusters, and the Cultural Economy.  For our purposes here, these terms will be interchangeable unless otherwise noted.  While discussions of the Creative Economy have taken place for over thirty years, scholars and policy makers have yet to accept a universal definition, or as illustrated above, even a universally accepted name.  The definition tends to be “fluid,” as Michael Levine, Project Director of the Vermont Council on Culture and Innovation, has stated.
  This is mainly because different researchers and policy makers tend to see vastly different components of the Creative Economy and therefore must provide a definition that meets the needs of their economy’s constituents.  

Research shows that there are currently two overarching versions of the Creative Economy theory.  Kieran Healy, an Assistant Sociology Professor at the University of Arizona, in an article for the Journal of Arts Management, Law and Society, explains this.  Healy writes “the first argues that the creative sector is a rapidly growing part of the new economy.”
  Therefore, the Creative Economy is a force that acts upon the overall economy much like the industrial economy or the technological economy (the latter of which is included in many definitions on the Creative Economy.)  Healy continues, “The second version views creativity as vital to the economy more generally.”
  This view recognizes that not all industries are in the Creative Economy, but many of their employees may be.  For example, banking is not necessarily a creative industry, but the employees that work for the bank and provide new and innovative public educational material are creative workers and therefore are a part of the Creative Economy.  This view sees the “creative worker” as being vital to all businesses and therefore the national economy.

The champion for the first view is John Howkins.  In his book the Creative Economy, Howkins uses intellectual property laws to help define the sector.  The four types of intellectual property (IP) law are patents, copyrights, trademarks, and designs. Each IP type has its own laws and each is designed to protect very different types of intellectual property.  Utilizing the IP laws to establish his definition of the Creative Economy, Howkins throws a very wide net.  His definition includes the sciences (patent law), film, music, and bookmaking (copyright law), marketing (trademark law) and fashion, design, and architecture (design).  Each section of IP law has a different industry attached to it, “these four industries constitute the creative industries and the Creative Economy.”
  Using Howkins’ concept of the Creative Economy is convenient because this enables one to use The North American Industry Classification System (NAICS) to determine very specifically which industries are in the Creative Economy and which are not.  The NAICS codes replaced the United States Standard Industrial Classification (SIC) codes in 1997.  This creates a black and white and simplistic system.  Howkins writes “What is the Creative Economy?  It is the ideas business.  Turning ideas into products.  Buying and selling.”
  If a product, physical or intellectual, began with a creative idea and was turned into a sale, it, and the industry that made it with all of its employees, are a part of the Creative Economy.

Others agree with Howkins and his definition.  Creative Clusters Ltd. (CCL), a British company that specializes in providing assistance and development tools to people involved in the creative industries, as defined by them.  The CCL definition includes artists, designers, architects, film, fashion, broadcasting and much more.  CCL also helps to work on and provide research for UK policy that will foster and grow the Creative Economy.  Like Howkins, the Executive Director of Creative Clusters, Simon Evans, sees the Creative Economy as a group, or cluster, of very specific individuals and businesses that provide creative or cultural products.  Their definition, taken directly from the UK Government’s Department of Culture, Media and Sports is “those activities which have their origins in individual creativity, skill and talent and which have a potential for wealth and job creation through the exploitation of intellectual property.”
  Again, using either a standard industrial classification system, such as NAICS codes or another methodology, one can very easily define which industries are a part of the Creative Economy and which ones are not.  This straightforward classification allows researchers to gather information that provides insight into the Creative Economy’s total impact on a region, state, or nation.

Richard Florida, the author of The Rise of the Creative Class, provides a definition that is more useful to the second view presented earlier.  Florida uses occupation and not industry to define the parameters that make up the Creative Economy.  In his view, it is the individual creative worker or Creative Class and not a business sector or industry cluster that drives the Creative Economy.  Included in Florida’s definition are scientists, architects, engineers, healthcare, law and finance professionals, as well as the more recognized groups such as musicians, artists and designers.  Florida recognizes the difference between his definition of Creative Economy and Howkins’ “(w)hile I define the Creative Economy in terms of occupation, Howkins defines the Creative Economy to include fifteen “creative industry” sectors.”
  However the two do have one thing in common, both attempt to provide a very encompassing definition.  Florida too throws a wide net with his explanation of what, or who, makes up the Creative Economy.  The members of the creative class, according to Florida, have one distinguishing characteristic, creative class people “engage in work whose function is to “create meaningful new forms.”

Florida separates the creative class into two distinct groups of workers.  The first group is what he calls the Super Creative Core.  Included in this core are “scientist and engineers, university professors, poets and novelists, artists, entertainers, actors, designers and architects, as well as the thought leadership of modern society: nonfiction writers, editors, cultural figures, think-tank researchers, analysts and other opinion-makers.”
  A very wide net indeed.  “I define the highest order of creative work as producing news forms or designs that are readily transferable and widely useful.”
  The core is therefore comprised of people who are paid to think and paid to create.  The second group is termed the “creative professionals” and is comprised of people who use creative thinking and problem solving in their everyday work, but who are not specifically paid for this creativity.  Included here are workers in the high-tech sectors, financial sector, business management, and the law and healthcare fields.  This group typically must rely on a high degree of formal education and be able to draw from a vast and complex body of knowledge to solve specific problems.

The New England Council (NEC), an alliance of businesses, nonprofit organizations and institutions formed to promote economic growth in New England, has developed an important definition that should be considered for this discussion.  The definition presented by NEC is an excellent combination of both Howkins’ views and Florida’s views (among others) in a useable format that encompasses not only the individuals and businesses that directly create cultural products, but also the individuals that work outside of the creative industries but do creative activities.  

NEC first established their definition in June of 2000 after several years of research and discussion.  “Through our research we can see that there is a “Creative Economy” in New England that is made up of both nonprofit and commercial sectors, as well as a significant portion of individuals engaged in or trained in artistic or cultural fields.”  Therefore, for this definition, the Creative Economy encompasses both the creative industries that produce cultural products and all of the occupations outside of those industries that provide creative work.  Thus, not only is a self-employed artist a contributor to the Creative Economy, but also, so is the person employed within a manufacturing company that does the advertising and marketing work.

The NEC breaks down the Creative Economy into three major components, the Creative Cluster, the Creative Workforce, and the Creative Community.  Individually, each of these components can be viewed as a strong economic driving force in its own right, but together they form the Creative Economy that the NEC charges is “vital to the future of New England’s economic growth and competitiveness.”
  Diagram 1 helps describe the relationship of these components.  Let us look quickly at each component.  

The Creative Cluster is made up of those industries and individuals that directly or indirectly produce cultural products.  According to NEC, this accounts for more than 245,000 jobs in New England, or approximately 3.5% of the region’s total work base.
  This cluster also is growing.  Between 1993 and 1997, this field grew at a rate of 14%, just less than double the overall growth rate of New England, which was 8%.

The Creative Workforce is comprised of those individuals that are trained with specific cultural, creative or artistic skills, but that do not necessarily work in historically recognized arts and culture fields.  These, according to NEC, may include architects, graphic designers, photographers, and musicians.  NEC recognizes that this sector of the workforce accounts for over 2% of New England’s total workforce.
  It is interesting to note that unlike Florida’s definition of the creative class, professionals that practice in other fields such as law, healthcare, and accounting are not included here.  

The Creative Community is simply defined as “a geographic area with a concentration of creative workers, creative businesses and cultural organizations.”
  Creative communities tend to have high quality of life standards, inspire downtown revitalization efforts, and are found across New England (and the world) in cities of all different sizes.  It is here in this definition that we also look upon the Creative Economy as a tool to build the social capital of a community.  This will be discussed in a later section.

Diagram 1
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Source: The New England Council; http://www.creativeeconomy.org/mission/cec.html

The New England Council is not alone in using this encompassing definition of the Creative Economy.  Other national organizations and cities recognize this definition as well as many international ones.  In Great Britain, as previously noted, the United Kingdom Government Department of Culture, Media and Sport, recognize both the creative industries and the individuals that work in the fields of “advertising, architecture, the art and antiques market, crafts, design, designer fashion, film and video, interactive leisure software, music, the performing arts, publishing, software and computer games, television and radio.”
  Within the United States, many localities and larger regional areas to include some states, use similar definitions.

In a report to the Montana Governor’s Office of Economic Opportunity, Regional Technology Strategies, Inc (RTS) describes the Creative Enterprise Cluster as it exists in Montana and provides a series of recommendations on how to support and grow this important economic cluster.  RTS organizes the creative cluster into three tiers; “(1) those individuals (and enterprises) who derive their income from the art, craft, and words they produce with their hands and from their minds; (2) those firms that convert them into commercial products or ventures; and (3) those enterprises that apply art, design and creative writing to other areas of commerce.”
  Therefore, similar to the New England Council’s definition, Montana recognizes both the individuals and firms that create cultural products, and those workers who provide creative work in business and industry not normally recognized as artistic or creative.  The Montana report also recognizes the social capital aspects, or the creative community, of the Creative Economy “Creativity is a trait that crosses class, races, and gender…the talent is found in all cultures and all communities.”
  Many other states and localities are conducting research and working to support the Creative Economy located within their boundaries including Iowa, Washington, and Oregon, and Seattle, New York City, and Maine.

As argued above, the Creative Economy is one of the key driving forces of the new economy in the United States.  The growth in this sector is out pacing both manufacturing growth and the currently slowing growth of the technology sector.  Indeed, the Creative Economy, if supported and allowed to grow can have a great impact on community, regional, and even national economic development.  However, the Creative Economy is not just about economics.  Well ingrained into the ideas of creativity and cultural products is the concept of community and the building of what is termed here as Social Capital.  Social Capital, as defined by Francis Fukuyama of George Mason University “is an instantiated informal norm that promotes cooperation between two or more individuals.”
 In other words, social capital is the tie that binds two or more people to trust one another and work together.  Looked at another way, “everyday forms of association provide the basis for more extraordinary cooperative efforts in community development.”
  Thus the building of social capital, or creating more associations and bridges between the people and organizations of a community, can have great affects upon positive community development.

The Creative Economy is adept at building this type of social capital.  The New England Council determined that the ties between the Creative Economy and the community are so important that, as shown above, one of the three key components of their definition is the Creative Community.  While the Creative Community is defined as a geographic area, or cluster, comprised of a high level of creative workers and industries, the NEC recognizes that this cluster has a positive social impact upon the community as a whole. 

“(T)he power of creativity in a community extends beyond its appeal to employers or cultural tourists.  For while much creative activity does depend on the availability of institutions, facilities and other physical resources, the heart of creativity resides in the human beings who are actively engaged in the creative process.  Examples of creative expression are not limited to downtown areas but abound in churches and community centers, neighborhood schools and youth centers.”


In a groundbreaking book on social interaction and civic participation, Bowling Alone, Robert Putnam laments that a loss of social capital, and with it a decline in community life, has occurred over the last half of the twentieth century.  For Putnam, social capital means reciprocity, you do for me and I’ll do for you.  Putnam showed this decline in social capital through a series of data that showed people are less inclined today than in generations past to be involved civically; voter registration is down, union membership numbers are lower, church attendance is low, and as the title suggests, less people are joining bowling leagues and other social clubs even though more people are bowling today than ever.  Putnam argues “a society characterized by generalized reciprocity is more efficient than a distrustful society… When economic and political dealing is embedded in dense networks of social interaction, incentives for opportunism and malfeasance are reduced.” 
   Therefore, the building of social capital, and the resulting strong ties that occur within a community, should be a priority for any community development effort.


Richard Florida disagrees in part with Putnam’s take on social capital.  Florida argues that it is weak ties, and not strong ones that help create a community that is attractive to creative people and therefore able to foster a strong Creative Economy.  “Weak ties are critical to the creative environment of a city or region because they allow for rapid entry of new people and rapid absorption of new ideas.”
  However, weak ties with neighbors and associates should not be confused as an absence of community ties.  Creative people tend to seek out areas with a strong sense of community, history and culture.  Again, as mentioned above, the Creative Community fuels the Creative Economy.  Witness the high scores on the “Creativity Index” of such cities as Seattle, Chicago, and Burlington where history and culture is balanced well with tolerance and openness.  Florida suggests that a new model of community, a Creative Community, is what members of the Creative Economy are looking for, not the old style community of strong ties where everyone knows what everyone else is doing, but is often resistant to change and all but closed to newcomers. Nor the less desirable community in which people do not know their neighbors and do not participate in local activities.  What is needed is a place where people can “build what they envision as real lives in real places.  They yearn for some balance between being themselves and having some sort of community, not the old-style community Putnam romanticizes, but a new more accepting kind.”
  Communities that can provide this atmosphere will be most able to attract creative people, creative industries, and thus build strong Creative Communities that will in turn fuel strong Creative Economies and strong social capital in unison.


With the new community style comes a new style of community economic development.  Regardless of the definition chosen to meet our needs of the Creative Economy, one thing is certain, communities must move beyond the old models of economic development.  The industrial economy has slowed in many areas across the country, and in some areas, it has declined.  Therefore, creating new industrial parks, and giving huge tax breaks, and factory chasing, can no longer be the strategy used by communities hoping to compete in a new economy in a global marketplace.  While attracting industry to create jobs is still an important factor to consider, it is only a small piece of an effective community economic development plan.  Communities must recognize the importance of place, quality of life issues, and cultural issues when attempting to create strategic goals in community economic development plans.  Incorporating an effective Creative Economy strategic plan with all other community development plans of the City will help Burlington meet these needs.  In the next section, we will explore in more depth a new model for developing Creative Communities and globally competitive cities.

For now, however, it is important to gather from the information above a definition that meets the needs of Burlington as it moves forward with sustaining and enhancing its Creative Economy.  The Creative Economy is not just about economics.  Nor is it solely about using culture, heritage, and the arts to create a community that is rich in social capital and offers a high quality of life.  The Creative Economy is much more:

The Creative Economy is an economic driving force fueled by the entire Creative Community of a given area or region.  This community is comprised of Creative Workers and Creative Industries that depend upon the creativity of design, art, innovation and language in production.  This community of individuals, organizations and industries add to Burlington’s economic sustainability as well as its cultural and social well-being by generating wealth and a high quality of life within the community.  

Once recognized as a community and not just an economic cluster, it is seen that this community is self-perpetuating and constantly changing and expanding as its collective actions create an environment that attracts other creative people and industries and makes itself open and tolerant to new arrivals.  It is important that players in the Creative Economy and those who would work to support and sustain this valuable sector recognize that this community has a responsibility to improve the area in which they live.  Through creative ideas, industries, culture, and products a city can create a sustainable and economically viable community that people from all walks of life desire to live in and be a part of.  The NEC recognizes this; “Creative New England is rooted in the conviction that the human creative impulse generates cultural activities, products and enterprises that are of enormous economic and social value.”
 The Creative Community must also recognize that theirs is just a part of a larger community in which they exist and that the Creative Economy is just a piece of the entire economy of an area.  Collaboration across the entire community, be it a village, town, or city, is truly key to sustainable community economic development.  This notion that the Creative Economy alone is not enough to sustain a city’s entire economy will be discussed in the next section.

Recognizing the value of the Creative Economy the City of Burlington can create a strategic plan that supports and works to sustain the Creative Community of Burlington.  The Creative Economy of Burlington and each of its components as we will see in a later section are already strong.  Building upon and strengthening this Creative Economy will help Burlington continue to be an economically viable city that consistently ranks high as one of the best places in the United States to live.  Fostering the Creative Economy will not only help Burlington prosper, but it will also help it remain true to its nature and to its heritage, as it becomes a truly sustainable community.  As Peter Gilbert, the Executive Director of the Vermont Humanities Council, said so succinctly;


“Our sense of place and Vermont’s distinctive identity are enhanced by the presence of Creative Economy jobs and by the cultural resources that encourage those jobs.  Art, humanities, historical preservation, and cultural organizations keep Vermont Vermont, and that is essential to tourism, to attracting people to live here and to giving native Vermonters ways to stay.”

Appendix B

the Creative Community as a Centerpiece of Community Economic Development


As with any research topic, the research presented on the Creative Economy is not without detractors.  In fact, many economists and community economic development experts offer strong arguments that oppose Florida’s ideas on the Creative Class, and some that oppose the entire concept of a Creative Economy as defined by Howkins and the NEC.  One such detractor is Joel Kotkin, a journalist and professor of public policy at Pepperdine University, who argued in an issue of the magazine American Enterprise that Florida has misrepresented the new economy.  He claims Florida’s advice that mayors concentrate on luring "singles, young people, homosexuals, sophistos, and trendoids”
, is off the mark.  Kotkin argues that industries, creative or not, are more interested in affordable housing and labor costs than they are in locating in areas that have amenities such as cultural activities, nightlife, and high-end shopping.  In fact, Kotkin adds that some of the model cities Florida holds up as the best Creative Cities (San Francisco, Boston and Portland) all rank in the top 10 worst metro areas to do business in according to one factor: job creation in 2003.
  This is because these cities are pricey and rely too heavily on high-tech industry.  Kotkin places cities such as Atlanta, Las Vegas, and Oklahoma City on a higher pedestal because all of them outpaced Florida’s top ten cities in job creation.  These cities are far from what anyone would consider Creative Communities.

While not as opposed to the overall theory of the Creative Economy as Kotkin, Kieran Healy is still not convinced.  Healy offers a number of questions and concerns over recognizing the Creative Economy as the “axial principal” of the new economy.  “Exciting as it is, the new theoretical work on the organization of the creative industries is not quite enough to convince us that this sector is now central to a new economy.”
  Healy argues that while the new theories may be important to those “interested in broadening the scope of cultural policy,” arguing that they are key to the new economy leaves many unanswered questions.  Healy asks, “Cultural policies will become more important as the creative sector grows, but what kind of policies?”
  Given the broad range of industries, individuals, nonprofit organizations, and small businesses that have been included by Florida and others in this economy, can there be a shared policy agenda?  Furthermore, Healy wonders if firms from outside of the creative industries can tap into the skills and talents of artists and creative workers, thus presenting a gap between traditional industries and creative industries.  While these questions are important, there may be answers.  In a later section that presents recommendations for fostering and sustaining the Creative Economy in Burlington, we will look at this issue and propose a strategy to overcome this gap.

Finally, Healy also takes issue with Florida’s idea of a Creative Class.  Florida argues that creative workers must begin seeing themselves as members of a new class and therefore become a “more cohesive, more responsible group.”
  Creative workers, in Florida’s view, have a responsibility to take collective action on issues such as investment in creativity, class divides that weaken our social fabric, and building new forms of social cohesion.  Healy is troubled by this “tall-order”, “if they show no evidence of thinking of themselves in these terms – the potential impact of the creative class is greatly weakened.  It would go the way of symbolic analyst, the free agents, Generation X, and other groups that have only a weak basis in the identities of real people.”
  In other words, the Creative Economy may just be the new buzz in community economic development circles but may not last the test of time to become a true economic sector.  

Given the above arguments, should community economic development professionals ignore the concepts behind the Creative Economy?  While the Creative Economy may not be the axial principle of the new economy that Healy is looking for, the numbers presented earlier showing the overall strength and employment within the sector cannot be ignored.  The Creative Economy, no matter how it is defined, has a strong economic and social impact upon a community.  What must be recognized is that this economy and its associated Creative Community, do not operate in a vacuum.  Other economic sectors and clusters are also at play and so are other important community building tools.  In order to build competitive a city, and therefore a sustainable city, in the new global economy, encouraging the Creative Economy is just one piece of the puzzle, albeit a very important piece.  In an article published in Urban Affairs Review James H. Johnson Jr. moves beyond the support of just the Creative Economy as he discusses what he considers all of the necessary pieces.

Johnson, of the University of North Carolina, Chapel Hill, recognizes the importance of human, social, and cultural capital and the ideas behind the Creative Economy, but he presents us with a very important model that he argues will enhance a city’s competitiveness in the new knowledge economy.  This model, briefly described here, will help connect the Creative Economy to development of the other “capital assets” of a community.  Johnson argues that there are “six types of community capital assets – polity, physical, financial, human, cultural, and social – that all U.S. cities will have to develop to thrive locally in the highly integrated global economy.”
  He argues that the absence of any one of the six types will severely limit a city’s ability to be competitive.  Johnson states

“…the model for enhancing community health and competitiveness is predicated on the ability of the leadership of city government to leverage its polity capital assets to forge win-win and/or reciprocal relationships with for-profit (business) and nonprofit institutions. From that basis, the other five sources of “community capital” can be aggregated to foster civic entrepreneurship strategies that can reduce poverty, create jobs, and develop a healthy and economically competitive community.”

Polity capital is the tools and resources that the local government has at their disposal to improve and enhance the well-being of its residents and increases its competitiveness in the global marketplace.  Figure 1 shows a description of Johnson’s model for enhancing community health and competitiveness.    
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The second form of capital, financial capital, is recognized as venture capital for innovative start-ups and community development projects as well as other more traditional forms of financial capital.  Johnson states that cities with “can do” attitudes and with economic development policies that encourage innovation and adaptation to change are more likely to be competitive.  “Unless a society and a community are open to the development of new ideas, they are unlikely to see much development.”
  

The third type of capital is physical capital.  These assets are the community’s infrastructure, the highways, railways, airports, and telecommunication systems.  This also includes vacant or abandoned land that can be redeveloped or improved upon to make the community more attractive.  


Human capital is Johnson’s fourth type.  According to Johnson and others “What brings about transformation is the people who can create in innovative and creative ways.”
  Here, Johnson’s model ties in very closely with the Creative Economy model in that it is the creative workers and entrepreneurs that drive success in building human capital assets in the new economy.  Keys to building human capital are cutting-edge research facilities and large scale investments in local schools (K-12, community colleges, universities). 


Johnson’s fifth capital, cultural capital differs from what was described above as culture.  This type of capital is the policies and procedures that support the citizen’s beliefs and attitudes about their ability to become or remain successful in their community.  “Communities that value rather than tolerate their cultural capital assets create a climate in which all citizens, regardless of their race or ethnicity, gender, religion, sexual orientation, and so on, are fully able to maximize their potential to participate in the new economy.”
  This type of capital correlates closely with Florida’s third T, tolerance.  This is a type of capital that Burlington has heavily invested in.  


The final type is social capital.  Johnson’s views on social capital echo the description given above.  “Social capital is defined as contacts through which individuals maintain their social identity and receive emotional support, material aid and services, information, and new social contacts.”
  The argument presented in this report is that the Creative Community is adept at building this type of social capital.  By encouraging and working toward a sustainable Creative Economy in Burlington, the City can develop this asset.


As stated above, this model differs from the Creative Economy model of community development as presented by Florida, Howkins and others, but it differs only in that it expands upon what is required for cities to become sustainable and competitive in the new knowledge economy.  Cities such as Burlington planning for future sustainability must develop all of its six community assets.  This is not to downplay the importance of the City’s Creative Community and its associated Creative Economy.  Quite the contrary, developing this sector will enhance a number of the community’s assets including its physical, cultural, social, and human capital.  The Creative Economy is most certainly a part of this expanded model and if properly developed can act as the centerpiece of community economic development.  Florida’s 3T’s of technology, talent, and tolerance, as they will be discussed below, are all well represented in Johnson’s six types of community capital (culture, human, and social capital).  Therefore, the Creative Economy can and should become a centerpiece of a Burlington’s strategic plan on community economic development and sustainability.







Burlington’s Physical Capital:


 “Burlington, Vermont, is building a network. Like many municipalities across North America, it has decided to construct an advanced fiber network on its own. The AFN is being deployed first to support city services. Then, as part of the four-phase project, this municipality of just 40,000 will extend blazingly fast Internet service to businesses and residences.”  This system will offer inexpensive internet access to residents and businesses making Burlington a very attractive city to many expanding or relocating industries.


Source: Lessig, L. (Dec. 2003) �”Fiber to the people”; Wired Magazine, Dec. 2003, Issue 11.12; http://www.wired.com/wired/archive/11.12/view.html?pg=5











Building Tolerance in Burlington; Racism Circles


Burlington values tolerance.  In 2003 Burlington held racism study circles to focus on racism and white privilege in the community.  From these study circles numerous community action priorities were established including the establishment of "Racism and Prejudice Training" in schools for teachers, staff, parents, guidance counselors and students.” 





Source: Burlington Department of Community Economic Development; http://www.cedoburlington.org/racism/Anti-Racism_Community_Action_Priorities_Schools.htm











STAINED GLASS SKYLIGHT �By Phillip Godenschwager �Public works and Parks and Rec Office 2000


With the construction of Burlington’s Central Maintenance Facility for the Department and Public Works and Department of Parks and Recreation, BCA commissioned a stained glass skylight for the public reception area that depicts a colorful map of Burlington, Lake Champlain and the surrounding communities.





The FLYNNDOG gallery, managed by Bren Alvarez Farrington, is a space for artists and other angels.
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