








Why does it matter?

The world is changing. Our systems

and economies must do the same.

This is a shift beyond a pure understanding
of economic growth as a singular driver, to
ensuring that our collective investment puts
the needs of our people and place at the centre
of all activities, with a lasting commitment to
ensuring that needs are equitably met, by default.

By building our understanding of creative
community economies, we are able

to support a vision for our region and
country to operate in an innovative
manner, to exist within the capacity of
our unique ecosystem, and learn to create
collective resilience through redefining
meaning and success.

This requires leaders in all sectors to
move past the short-term and often
individualistic approach found in the
current economic system, and to look at
longer-term possibilities and a broader
conception of value, which considers
impact and return for our communities
and future generations.

2 Federal Reserve Bank of St Louis Beyond GDP:
Three other ways to measure economic Health’
Grittayaphong, P., https://www.stlouisfed.org/
open-vault/2023/apr/three-other-ways-to-measure-
economic-health-beyond-gdp 19 April 2023

As we look to the future, it is vital that we
utilise new ways of measuring and under-
standing value. We need to embrace the
multifaceted nature of how meaning, value
and impact are experienced in our lives.

The standard means of measuring a
country’s growth has historically been
through economic activity. GDP, or Gross
Domestic Product is one of the most
common measures, focussed on the
value of the goods and services produced
within a country. That is, GDP is the sum
of consumption, investment, government
spending and net exports.?

3 Harvard Business Review ‘GDP Is Not a Measure
of Human Well-Being’ Kapoor, A and Debroy, B
https://hbr.org/2019/10/gdp-is-not-a-measure-of-
human-well-being 4 October 2019

Despite its popularity, GDP has long been
recognised as an imperfect measure

of overall economic wellbeing because

‘it was not designed to assess welfare or
the well being of citizens’. It often misses
the things that we hold dear as people.

It is complex to measure those things
that connect communities and establish

strong and reliable social bonds.

4 Social Value Aotearoa—Thought Leadership ‘Unlocking
the Potential of Social Investments: The power of the
Principles of Social Value’ June, 2024 https://
socialvalueaotearoa.nz/blogs/thought-leadership/
unlocking-the-potential-of-social-investment-the-
power-of-the-principles-of-social-value

Social value is an internationally
recognised framework that provides

a cohesive and practical approach to
determining how we measure, manage
and maximise the positive impact of
social investment. Within the social value
approach, are tools that can be used to
do so, such as subjective wellbeing and
Social Return on Investment (SROI).#



Social value encapsulates the social,
economic, and environmental benefits created
through various activities, going beyond
financial metrics to capture the broader
impact on people’s lives and communities.”

5 Ibid.

Who is this guide for?

This guide provides insights for
enablers and decision makers who
undertake mahi outside of the arts,
culture and creativity sector, this includes
but is not limited to:

Councils (local and regional) Community Trusts
Government Cross-sector networks
Philanthropic funders Health sector
Economic development Education providers

agencies and schools




How to use

The purpose of this guide is to
provide key enablers and decision-
makers with an understanding of how
social value can be applied to the arts,
culture and creativity sector.

It is not meant to provide prescriptive
formulae, but rather, a broad framework which
includes the different ways in which social value
can be applied in the arts, culture and creativity
sectors.

Like all high-level guides, this is an initial
guide for framing more detailed planning
to build from. It is not a replacement for
detailed research and analysis which will
be required for future developments (at
regional and local levels).

Benefits

By implementing these ideas
to support future investment we will:

Support positive sector
growth, and broader
community impact

Understand and measure
the broad-ranging values
and impacts of the Creative
Community Economy in
order to enable better
outcomes

Ultimately, this work is to inform sustainable
development and future investment, to
create positive impacts for the sector,
and also encourage a regional framework
for innovation and social change.

Enable skills development
to help people navigate the
polycrisis

Grow the economic impact
in alignment with positive
social change




What is the Creative
Economy?

Creativity as a component of the economy:

Fosters the skills and talents
we will need to confidently
and sustainably face the
Future of Work.”

Drives growth in the digital
age through innovation and
productivity, diversifying our
output beyond traditional
industries.

The Creative Economy is an
ecosystem that comprises a wide range
of organisations and occupations working
through the artistic, cultural and creative
activities.

Generates high value jobs

" X The Creative Economy has significant
and outputs—not just in the

potential to be a major component

The creative economy directly involves
the work of artists and creatives in a range of
fields, but also expands to include the work of
creative people in other sectors.

In their overview of the Future of the
Creative Economy, Deloitte describes
the Creative Economy as being
“distinguished by the generation of
wealth and jobs through individual
creativity driving the generation and
use of intellectual property.”®

6 https://www.deloitte.com/uk/en/Industries/tmt/
perspectives/the-future-of-the-creative-economy.

They also go on to say: “Over the longer
term, the creative economy is likely to
be a key driver of economic growth as
governments around the world look to
rebuild their economies”. While the
creative economy as an entity in itself
is an important driver of future growth,
there is broader scope to understand
the contribution.

7 https://wecreate.org.nz/wp-content/uploads/
WeCreate-Action-Plan-March-2019.pdf

html

creative industries, but in
every sector.

of the future of Waikato if we get the
conditions right.
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How do we understand
the Creative Economy?

Creativity is a foundational human talent.
Human imagination must be supported
to encourage original ideas and creative
collective meaning. This is our pathway
to future success.
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A healthy creative economy is a measure
of a healthy society. A healthy creative economy
embeds activity throughout the ecosystem. It
understands that accessible community activity
contributes to the pathways and future potential
of sustainable creative employment. This includes
creative education, creative infrastructure and

cultural events.

The Creative Economy contributes
value through:

- Concept creation and development
of IP and knowledge creation

- Production and distribution
(of tangible and intangible goods)

- Delivery of unique experiences

It is a component of tourism, city vibrancy,
placemaking, technological innovation,
export, service provision, and an
expression of unique cultural identity

that gives each place a character. Itis
important to note the importance of the
Maori economy and the role that nga toi
Maori and cultural storytelling have as
being a fundamentally unique component
of the NZ offering to a global audience.

The flow of activity moves from the
producers of knowledge, skills, talent,
and ingenuity who turn their creative
ideas into products and services which
contribute to the market. This is delivered
through various components of local
infrastructure before connecting to
audiences and communities.

Different contributors of change in this
value chain include:

- Local economic systems
- Technological access

- Societal engagement

- Cultural activity

- Political systems

- Environmental capital

13



We need a healthy creative economy because:

“The creative economy is a means of addressing
important social and cultural needs. It can
provide cultural representation by presenting
a diverse range of human experiences. It can
aid social cohesion, among the population at
large or particular communities, by enabling
the sharing of common narratives about the
contemporary, historical or mythical world in
which we live. The creative economy is the part
of the economy that tells our stories and the
creative works we leave behind as a society
are likely to define how future generations
understand us. The creative economy is also
valuable to the extent that its association with
individual creativity implies that it often involves
the creation of new knowledge, which will
create wider benefits through spillovers to
other sectors.”®

8 https://www.deloitte.com/uk/en/Industries/tmt/
perspectives/the-future-of-the-creative-economy.

html

The Current Creative
Economy

The creative economy in NZ is one
of the strongest growth areas. The Ministry
of Culture and Heritage provides national
insights, alongside the work of creative
sector advisory group WeCreate.
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At a national scale®:

$3.8bn

Creative exports were

New Zealand’s fourth
largest commodity in 2023,
generating almost NZ$3.8
billion. (Creative services
and weightless exports are
a key part of this)

122,000

The arts and creative sector
and sport and recreation
sector provide primary
employment for over 122,000
people and includes almost
38,400 businesses

110,000

There are close to 110,000
people with creative
qualifications who work
outside the sector—who
may be creative but are not
formally part of the creative
‘sector’®

3.6%6

annual growth in the arts
and creative sector (2020-
2025 five-year average)
compared to 1.7 percent

in the total economy

24,000

Maori holding primary
employment in the cultural
system. Maori creatives,
practitioners and businesses
are key contributors to New
Zealand’s cultural economy

16,000

There is a wealth of hidden
labour: volunteer time is
equivalent to another 16,000
jobs

Productivity is growing in
the arts and creative sector.
When adjusted for hours
worked, productivity is
considerably higher in the
arts and creative sector than
the economy-wide average



https://www.mch.govt.nz/sites/default/files/2026-04/evidence-brief_economy_march-2026.pdf
https://www.mch.govt.nz/sites/default/files/2026-04/evidence-brief_economy_march-2026.pdf
https://www.mch.govt.nz/sites/default/files/2026-04/evidence-brief_economy_march-2026.pdf
https://toimai.nz/wp-content/uploads/2025/09/Skills-in-the-creative-sector-report.pdf
https://toimai.nz/wp-content/uploads/2025/09/Skills-in-the-creative-sector-report.pdf
https://www.mch.govt.nz/sites/default/files/2026-04/arts-creative-sector-profile.pdf
https://www.mch.govt.nz/sites/default/files/2026-04/arts-creative-sector-profile.pdf

The Creative
Community Economy
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While there is clear economic evidence
around the formalised creative industry
sector, there is another component that
creates significant value and impact that
exists in a different framework. This is the
Creative Community Economy (CCE).

The CCE is found in: placemaking activities
and public art; community organisations
and volunteers; passionate people making
creative things happen in our public
spaces; informal education and
mentorship; community workshops and
accessible practical creative recreation
and play.

This is a network of creative activity and
people that is found in every community
no matter how large or small, remote or
rural. These are the people who create

experiences for others, who share their
knowledge, insights and skills, and who
inspire new generations to find their own
creative abilities and take them forward
into the future.

These creative enablers are a foundational
component of the journey of many
creative professionals. They are often
volunteers, contribute to community
organisations and projects, and believe

in the power of creative activity as a
contributor to core foundational skills.

Some details about this contribution™:

On an FTE basis, for every
paid staff member, not-for-
profit organisations in the
arts, culture and heritage
sector rely on three
volunteers

1in 4 adults aged 18+

(24 percent of survey
respondents) volunteer to
support arts, culture and
heritage activities annually,
with 37 percent of people
who volunteer supporting
cultural festivals or events.
Volunteering is highest
among 18-29 year olds

(35 percent) and Maori (31
percent), with the most time
spent per week by volunteers
supporting nga toi Maori
events (10+ hours/week)

Cultural activity has spillover
benefits outside of the
cultural system, including

in hospitality, tourism,
health and education

There is strong demand

for cultural activity, with

8.3 percent of household
spending going to recreation
and culture in 2023

Cultural activity adds value
to wider industries across
regional economies

One analysis found that for
FY2022/23, the per-student
educational value of visiting
a museum or gallery was
$40.80

The social benefits of live
performance, including
value generated through
positive impacts to mental
health, wellbeing and civic
participation have an
estimated SROI of $3.20
returned for every $1spent

12 https://www.mch.govt.nz/sites/default/files/2026-04/

evidence-brief_economy_march-2026.pdf
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Additionally, when we look to
understand the broader impact

for individuals through engagement
with the CCE, we find™:

Passive participation in

arts and culture activities

is associated with greater
happiness, improved mental
wellbeing, and higher life
satisfaction

20

Active participationin arts
and culture is associated with
a higher sense of purpose,
which may influence
long-term wellbeing

On average, people value
arts and culture
participation at around
6-20% of their income

Creativity, Education
and the Economy

In order to prepare our region to

thrive in the future, we need to ensure
there is a clear connection between
creativity and education.

This connection occurs as much through
informal, community-based opportunities as it
does through formalised education.

The World Economic Forum'’s Future of
Jobs Report* predicts creativity, innovation
and ideation will be key skills for the
workforce of the future. An IBM study
also demonstrated that “creativity is the
single most important skill for leaders™®.

As we continue to address the rapid
change brought about by the convergence
of the internet and technologies like Al,
creativity is an essential skillset alongside
critical thinking and complex problem-
solving skills. People need to become more
creative both to provide support for their
mental health and building of community,

13 https://toimai.nz/wp-content/uploads/2024/11/
Spreads-%E2%80%93-The-impact-of-participation-in-
arts-and-cultural-activities-on-personal-wellbeing.pdf

14 http://www3.weforum.org/docs/WEF_Future_of

Jobs_2018.pdf
15 https://www.ibm.com/downloads/cas/IVZV5X8J

but also to ensure they have the relevant
skills to get the most out of new
technologies and navigate changing
environments.

The Waikato Region needs to invest
in becoming a creator of creatives.

We must become a place with a
multifaceted pathway for creative skill
development that embraces the eco-
system approach to the delivery of these
innovative outcomes. An incubator of
creative skillsets that translate across
traditional boundaries to enable future
success.
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Value, Impact and the
Creative Economy

22

The Creative Economy is an
important part of the broader economic
systems of Aotearoa and the world.

It is a multifaceted economy that
features: a skilled and specialised workforce;
significant contributions to the knowledge and
experience economy; serves local communities
in targeted activity; and, has growth potential
through weightless exports of innovative

creative output.

It is a significant contributor to economic
growth, but the impact of the creative
ecosystem is even more multifaceted than
those pure economic output measures
can calculate. This paper seeks to frame
some of the other value contributions
from the Creative Community Economies
to the flourishing nature of modern
societies in a Te Tiriti-aligned community.

It is through this understanding that

we must explore and understand the
equivalence between economic value,
social value and cultural value and how
all these measures contribute to the
success of our communities and people.

It is also relevant to understand the
tensions between Western rationalist
cultures and Indigenous Maori worldviews
and how that relates to our under-
standings of value. A Te Ao Maori view will
emphasise relationality, interconnected
experiences and intergenerational
responsibility embedded across both
time and place. This is also found in other
migrant perspectives, which offers
cultural breadth and variation to our
understandings of social value.

An inclusive understanding will serve
positive impacts within the Creative
Community, Economy, as the
interconnections support the conditions
for future success and contribute to
long-term stability. These are drivers of
economic viability. When this is aligned
with intentional investment in creative

capacities, especially among younger
generations, we can set the local
conditions to actively cultivate creative
potential in alignment with international
opportunities, and create the foundation
to support regional productivity and
future success in a deliberate way, rather
than leaving conditions to chance.



Shift toward investing
in Social Value

What is Social Value?

Social value is a way for organisations
and communities to understand and
articulate what matters, and to measure
the impact that actions, activities and
decisions have on our societies now and
into the future.

Monetary values assigned to goods and
services (prices) are the market’s best estimation of
their value. What prices don’t capture are the broader
consequences of activities. We really want to
understand what matters to people. This is key.

To maximise the social value per dollar
invested, we must consistently be able
to understand social value. But this
evolves over time. We need to consider
things at broader time scales to
understand how programmes designed
to support employment, improve

- Social capital (reputation,
brand identity, civic pride)

- Mental health (reduction in stress
and anxiety)

- Productivity (happier people tend
to be more productive workers)

+ Community cohesion (civic

What sets social value apart is its inclusion
of eight principles, which, taken altogether,
are designed to ensure that social
investments are delivering long term,
sustainable outcomes that are of value

to people'®.

These principles can provide a useful guide
for people looking to articulate the value
and impact of investment in the arts,
culture and creative sector, in connection
with the wider communities and social
infrastructure of the places we inhabit.

16 Social Value Aotearoa ‘Unlocking the Potential of
Social Investment: The power of the Principles of
Social Value’ 7 June 2024

Involve Stakeholders

Understand What Changes

Value the Things That Matter

Only Include What is Material

Do Not Overclaim

Be Transparent

Verify the Result

Be Responsive

https://socialvalueaotearoa.nz/blogs/thought-
leadership/unlocking-the-potential-of-social-
investment-the-power-of-the-principles-of-social-value

education outcomes, or reduce crime,
are maximising value from investment.

For the arts, culture and creative sector,
value is layered:

- Monetary value (sale of artworks, ticket
sales, merch, albums, videos, games etc)

- Employment value (artists and creative
services, commissions, teaching,
technical services, editing, etc)

- Spillover value (creative events create
value for hospitality, accommodation,
transportation, and other industries)

development, placemaking)

- Amenity value (the perceptual and
hedonic value of having vibrant things
to do near where you work and live.
This also impacts property value)

The arts, culture and creative sector
makes contributions to social value for
people in communities at all stages of

life, and intersects with various primary
sectors (like education, health, business) in
arange of ways. This is worth investing in.

25


https://socialvalueaotearoa.nz/blogs/thought-leadership/unlocking-the-potential-of-social-investment-the-power-of-the-principles-of-social-value
https://socialvalueaotearoa.nz/blogs/thought-leadership/unlocking-the-potential-of-social-investment-the-power-of-the-principles-of-social-value
https://socialvalueaotearoa.nz/blogs/thought-leadership/unlocking-the-potential-of-social-investment-the-power-of-the-principles-of-social-value

What is Cultural
Value?

Cultural value is somewhat like

economic value in that it is a socially
constructed measure. It is a system of
understanding what matters to a society,
and can relate to shared experiences,
values, activities, and practices that
express what it is to be human.

26

While economic value finds expression
in units of currencies which are generated and
maintained by banking systems, cultural value
finds expression through mutual, collective
judgement procedures.

In this context, cultural value is an

Cultural value is expressed in the

Culture 21 strategy documents in these terms:

“Whatever we do in our lives, be it

science, art, sports, or politics, culture
is present in all of them. Culture is the
mortar that holds it all together, the
sap of life. If it oozes away even a little
bit, the harmony in life distorts. Life
ceases to be a whole. It disintegrates
into individual and disconnected parts.
Therefore, not only art, but also science,
politics, sports and all aspects of life
stand on the shoulders of culture.””

“supporting creativity and dynamic

important measurement component on cultural sectors are fundamental

the impact of the Creative Community to addressing the challenges of our
Economies. But in order to best understand  time, from climate change to poverty,
this value, and champion the creative inequality, the digital divide and ever
economy as a future driver for positive more complex emergencies and
outcomes, we need to see that conflicts.”®

17 https://www.uclg.org/sites/default/files/ 18 https://www.unesco.org/en/culture 27
izmir2021_statement_en.pdf
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Value-based impacts
for investment in arts,
culture and creativity

The value of arts, culture and

creative activity exists across the societal
ecosystem.

There are a range of contributions that
feed into our understanding of value and impact.
Some of the key categories of potential impact

are as follows:

Education

- Learner development and literacy
outcomes

- Soft-skill development (creativity,
problem solving, empathy)

+ Student retention (project-based
learning, cross-disciplinary activities)

OPPORTUNITY: Support creativity as a
taught foundation topic through artistic
activity, with artist-in-residence
opportunities in education.

Health

- Mental Health services (prevention

and rehabilitation)

- Recovery (both in physical and

mental health care)

- Physical health benefits (dance,

performing arts, kapahaka all support
physical activity outcomes)

OPPORTUNITY: Exploring an arts-on-
prescription programme which supports
accessibility and sustainability of creative
practice for wellness.

Employment
- Creative skill development
to support innovation

- Creativity as driver of
recruitment/retention

- Artistic creativity to support

professional and personal development

OPPORTUNITY: Exploring expansion and
implementation of workplace creativity
initiatives and supporting soft skill
development over time.

Economic Development

- Creative activities and spaces
contribute to population engagement
and economic growth

-+ Supporting employment
pathways in Creative Work®:
(creative individuals employed doing
creative things; creative individuals
working in “non-creative” sectors;
non-creative roles in creative sector)

- Events and creative activity
as contributors to city growth

OPPORTUNITY: Encourage long-term
investment into the creative ecosystem
to enable halo effects and change local
behaviour.

19 https://media.nesta.org.uk/documents/

beyond_the_creative_industries_report.pdf

Urban Development
- Encourage audience engagement
through public art and creative spaces

- Increase amenity value: living
in a beautiful creative city

- Placemaking: art as a conduit
for local stories and civic pride

OPPORTUNITY: Support the
implementation of a creative precinct
as an incubator to support broader
development.

Safety
- Crime prevention through public art
- People safety through artistic lighting

- Arts-embedded urban design:
placemaking and play

OPPORTUNITY: Utilise creative solutions
to address movement in urban
environments.

Social Cohesion

- Third spaces as creative spaces

+ Understanding and connecting to
community through creative activity

- Connection to community and place

OPPORTUNITY: Support soft infrastructure
to ensure creative community spaces are
available and accessible.
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Public Good

Public good is an idea that can be both simple

and complex.

On the surface it seems clear that having
access to arts and culture should be
viewed in the same ways that we should
have access to healthcare, education,
water, food, spaces for sports and
recreational activities. All should be
part of a thriving society in Aotearoa.

As is stated in a UNESCO publication,

“To build inclusive and supportive
societies, it is essential to acknowledge
the transformative role of culture as a
global good. It is vital to take culture fully
into account when designing this new
social contract. Culture is our reservoir
of meaning, our creative energy; it

forges our sense of belonging, frees

our imagination, our power of innovation
and our commitment towards a more
sustainable future for the benefit of all
humanity.”2

But articulating this value and supporting
ongoing investment in something where
the return is felt more than measured
creates complexity in annual balance
sheets. We need to remind ourselves that
access to these things plays an essential
part in people flourishing, so it must
continue to be supported.

20 https://courier.unesco.org/en/articles/1982-2022-
cultural-policies-heart-international-debate
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GDP Social Return On Investment (SROI)

In an effort to connect the economic
understandings of GDP to some of the broader
social impacts, new approaches have emerged
to help articulate those insights.

In simple terms, GDP is a measure of the size
of a country’s economy: how much is produced, how
much is earned, and how much is spent on goods and
services across the nation.

GDP has been used as a measure
because it is a simple and replicable
concept to connect things to. But it
also misses so many of the things we
value. Adding in other understandings
can complicate the process and

communication of outcomes, but

“without them we will continue to do
things that restrict rather than enhance
wellbeing and fail to recognise the
potential economic, social and
environmental benefits that a
wellbeing focus should bring.”*

Social return on investment (SROI) is one
of those approaches. It is an internationally
recognised way to understand and
measure the effects of a programme,
organisation, or policy.?? The method is
designed to measure social value,
reported in financial terms, through the
use of monetary values and stakeholder
involvement. The framework recognises,
and embraces, the fact that value is
subjective.

It is based upon a mix of drawing from
existing research and measurement,
paired with project specific insights to
determine an aggregate value measure.
In Aotearoa there are a number of
government recognised value indicators
(Cost Benefit Analysis CBAXx) that can be
utilised to inform this understanding.z

In practice, organisations may use both
social value and SROI to assess and
communicate the broader impact of their
work. Social value offers a comprehensive
view of impact, while SROI provides a
specific quantitative financial measure
that can be helpful for decision-making,
reporting, and attracting investment or
funding.®

Ultimately the outcome of an SROI
approach is a ratio. The SROI ratio is often
represented in monetary terms as a return
on investment (like financial ROI), where
the benefits are compared to the costs
involved. It is worth noting that while SROI
does provide one method for equating
social value to monetary measures, it is
still built upon various assumptions and
predetermined calculations that could
oversimplify the relationships and scope
of impact.

23 https://www.treasury.govt.nz/information-and-

services/state-sector-leadership/investment-

management/investment-planning/treasurys-

21 https://theconversation.com/beyond-gdp-changing- 22 ‘Measuring and managing social value’ Berl 15 cbax-tool

32 how-we-measure-progress-is-key-to-tackling-a- November 2023 https://berl.co.nz/economic- 24 “The Full SROI Guide”: https://matatihi.nz/ 3 3
world-in-crisis-three-leading-experts-186488 insights/measuring-and-managing-social-value full-sroi-guide/
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Community wellbeing

A key component of social value is community
wellbeing. Being part of an engaging community gives
us a sense of belonging and enables us to share personal
relatedness and support the wellbeing of each other,

ourselves and our environment.?

The value of community wellbeing exists
at both individual and societal levels.
This can happen in small groups and at a

larger scale. Core components of this are:

Liveability
Building stronger local communities
and enhancing quality of life.

Social Cohesion

Strength of relationships among
members of a community.
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Skill development
Sharing skills that help serve
communities into the future.
Connections

Community connections through
place, space, and experiences.

25 ‘The importance of an engaging community’
https://wellbeingpeople.com/workplace-wellbeing/

the-importance-of-an-engaging-community/2023/

Value for people can also be expressed
in different ways:

Value type Description Things to consider
Immediate The nature of Are they having fun? Have
Value a person’s they experienced something
experience in new? Do they feel recognised
the community for their contribution?
Potential The development Did they learn a new skill?
Value of knowledge for Did they discover a new tool
the future or strategy to implement into
their life? Were they inspired
in some way?
Applied The application Did they utilise a new
Value of existing connection to have a
knowledge discussion? Did they take
something they learned
and apply it?
Realised The outcome of Did they increase
Value the application performance or output?
Did they establish new
habits? Did the new skill
contribute to new
responsibilities?
Reframed The change in Did an experience result in a
Value perspectives shift of thinking or behaviour?

Are there new expectations
as aresult of activity?
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Value, Impact and
Evaluative Insights

Any system of measurement is only as good
as the questions you ask, and can only provide an
interpretive snapshot of what is actually happening
and the complex value system that is connecting
with people in a community.

There are many different attempts
internationally to explore this challenge,
with varying results. From subjective
wellbeing, to world happiness measures,
and from social capital to the human
development index, each one can provide
insights, but don’t give the full picture.

Any system of measurement or
understanding should be considered
alongside community storytelling, lived

experience, participant voice, and
leveraging other aligned research to
support wise long-term social investment.

It is important not to equate simplified
measurement outcomes with actual
experiences. Relationship-based insights
will give a more practical vantage point
and the time invested in this approach
will produce valuable insights and results.




A model for the
creative ecosystem

Understanding and articulating
the value of the arts, culture and
creative ecosystem is an important
thing to consider.

It is also clear that it is complex to position
this within the broader framework of value
measures being considered by the government
(both local and central), other decision makers
and community.

A single measure will not be adequate in Flourishing people
articulating this value, but the more layered (wellbein g, core skills
H H

something is, the harder it is to implement it ti
in practice. One suggestion for this model community connection)

is that value is articulated across three
dimensions: Economic contribution

(input and output)

Environmental shifts
(civic contribution and
climate awareness)
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The other way to understand and
articulate this value is at an individual
level. Encouraging people to reflect on
their own diverse experience of value and
impact through arts, culture and creative
engagement. This occurs through different

types of activities, at different stages
and with different reflective awareness.
This can be a useful activity to express
the complexity of value within relevant
case studies.



How we experience value
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Consider how creativity and the
arts have influenced your life to date.

Maybe a favourite childhood movie stuck
with you and you now share it with the
tamariki in your life. Perhaps a game
you played as a teen has influenced your
reading habits! Do you have a favourite
album that takes you to a happy place?
Different creative opportunities and
influences present themselves, and

Examples of passive creativity
(creative input)

- Fashion choices

- Travel/cultural experiences
+ Music

- Radio/Podcasts

- TV/movies

- Video games

- Toys

- Design

- Photos

- Theatre

- Comedy

- Lectures/speeches

- Books

- Storytelling

- Magazines

shape us, throughout the varied stages

of our lives, whether we realise it or not.

In the table to the right, map out the

passive (input) and active (output) forms
of creativity you’ve experienced in each
stage of life. Wherever a form of creative
input or output has led to another, draw

aline to connect them.

Examples of active creativity
(creative output)

- Playing

- Drawing/painting
- Conversation

- Taking photos

+ Making video

- Designing

- Writing

- Researching

- Storytelling

- Singing

- Imagining

- Knitting

- Woodworking

-+ Scrapbooking

- Crafting

- Model-making

- Beatboxing

- Moving/dancing

Maturity 26-64 Yuoth 19-25 Teens 13-18 Childhood 0-12

Senior years 65+

Passive creativity

Active creativity

Effects on your life




Example impact
personas
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While impact and value are nuanced,
the first step can seem hard to unpick.

So, where working through this activity
might be hard to imagine, we have provided
some examples as to how this might work for
different people. (All personas provided here are
examples and are fictitious. Any resemblance to
real persons, living or dead, is purely coincidental.)

This approach enables any decision
malker or regional enabler to consider
the different scales of impact and value
and how this might evolve over time and
pathway for different people.

This model of value perception utilises
story and experience to encourage
reflective understanding.

Name: Lani Tua
Age: 24

Occupation: Accountant

Maturity 26-64 Yuoth 19-25 Teens 13-18 Childhood 0-12

Senior years 65+

Passive creativity

Active creativity

Effects on your life

Music Storytelling Music played a huge role in connecting
. me to my culture. | always enjoyed family
Books Dancing gatherings with lots of singing and
Toys dancing. When | was young, | loved
adventure and mythology books that
highlighted different cultures, and made
me curious about the world.
Music Writing During high school, | kept a journal for
. . S poetry and short stories. And the music
Fashion choices Desgmng | listened to often inspired my writing.
Dancing
Music Photography After finishing my first year of university,
oy I took a trip to Samoa to reconnect with
Travel_/ cultural ert_lng . my family’s roots. This really helped me
experience Social Media understand my heritage and provided
Books Design a fresh perspective on creativity.

I have become fascinated with
photography, and try to capture moments
from travel or special events, or even
everyday moments that hold meaning.




Name: Ravi Patel
Age: 70
Occupation: Real Estate Agent

Maturity 26-64 Yuoth 19-25 Teens 13-18 Childhood 0-12

Senior years 65+

Passive creativity

Active creativity

Effects on your life

Toys Storytelling | often played with traditional toys such
. _ . as wooden dolls, spinning tops, and kites
Movies Model makmg which provided hours and hours of
Books imaginative play.
Music Writing I was inspired by architecture and used
. P to sketch designs of dream homes. I'm
|\B/|OVII(eS Designing sure that nudged me towards real estate.
OOKS
Movies Conversation I have always enjoyed entertaining
s and connecting with others through
Trave,l DeSIQnm,g shared storytelling. | travelled as much
Fashion Storytelling as possible in my younger years.
Music Storytelling My love of storytelling has been a big
part of my success in selling properties.
Travel Research I always found pleasure in creating
interesting narratives about each home.
Books Writing Attending art exhibitions and home
Design Storytelling design events help me to stay inspired.

| enjoy mentoring young real estate
agents, and try to share personal stories
about the industry that they can relate
to in the current environment.

Name: Nathan Harris
Age: 44
Occupation: Primary School Teacher

Maturity 26-64 Yuoth 19-25 Teens 13-18 Childhood 0-12

Senior years 65+

Passive creativity

Active creativity

Effects on your life

Music Drawing I remembe_r my pargnts reading to
Books Acting me mo§t nights which sparked a love
T for stories.
oys
Y LEGO sets and action figures were also

a big part of my early life and play.
Video Games Writing lwas invglvgd in my high schogl drama
Movies Storytelling club,' actlr)g in various productions and

helping with set design. It was a great
Theatre opportunity to connect with creative peers.
Travel Travel Idforjmed a banf;i witk:jsimi f;ieni;

uring university and started writing
Books Books and performing original music. We used
Theatre Theatre to play small gigs around Auckland.
Music Music Writing
Acting/
Directing
Books Teaching One of my favouri'te things to do now
Podcasts Writing is listen to ec!ucatlop—related podcasts
Musi and storytelling series. These have
usic

helped with ways to integrate more
creative activities into the classroom.

| still play the guitar and occasionally
perform at school events.




Strategic context

The creative ecosystem

To achieve the broadest possible
impact, it is essential to view the
contribution of arts, culture and
creativity as part of a system which
affects all facets of society.

This system-based approach
acknowledges cross-sector opportunities to
enable effective outcomes and deliver better
public services. This ecosystem approach is
fundamental to Creative Waikato’s regional
arts strategy, The Waikato Arts Navigator.

From a value perspective, arts culture
and creativity contribute to society across all
these areas. This should be considered in any
future work.
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Arts as part of our
community ecosystem

47



The arts and creative

economy

This is a diverse and broad-ranging collection
of activities, and includes (but is not limited to):

Practitioners work across different disciplines
and exist as makers, creators, technicians, engineers,
producers, teachers, mentors, storytellers, facilitators,
coaches, practitioners, artists, and many other labels
Nga toi Maori and job titles that exist across this industry and sector.

Pacific Arts

Cultural Arts

Art Therapy

Media Arts

e ——

Literature Dance

Poetry Theatre
Painting Performing Arts
Sculpture Musical Theatre
Photography Opera

Design Circus
Architecture Film

Craft and Object Art Screen
Jewellery Video Games
Fashion Tech
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Community Arts

Interarts

Multi-disciplinary
Arts

Music (classical and
contemporary)
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Definitions

This list provides the working definitions

Social Value

Social value is about understanding the
relative importance that people place
on changes to their wellbeing, and using
insights gained from this to make better
decisions.

Social Return on Investment
(SROI)

Social return on investment (SROI) is

an internationally recognised approach
to understand and measure the effects
of a programme, organisation, or policy.

Arts

Definition: Activities in which individuals
and groups engage in the process of
making, developing, shaping and sharing
objects, images, words, performances,
music, or other forms of aesthetic
expression to convey emotion, story,
ideas or concepts. Artists make art often
through the conscious use of skill and
creative imagination, especially in the
production of aesthetic objects.

Art, or ‘The Arts’ may include specific

conventions of practice and presentation
which are guided by structures,

expectations and formalised infrastructure.

For the purposes of this guide it can
include, but is not limited to: visual art,
painting, music, theatre, dance, poetry,
circus, craft, media, nga toi Maori,
Pasifika arts, cultural arts and practices,
fashion, film, design, puppetry, and
sculpture.

that are used throughout this document.

This guide is connected to arts
infrastructure like: galleries, museums,
theatres, venues, concert halls, libraries,
studios, rehearsal rooms, workshops, but
can include schools, community halls,
pop-up spaces, outdoor amphitheatres,
parks, and civic spaces—along with
groups, organisations and collectives —
to provide the frameworks for artistic
expression and development.

Culture

Definition: Culture is made up of the
values, beliefs, languages, knowledge,
art and wisdom, with which a person
or people, individually or collectively,
expresses both their humanity and the
meaning they give to their life and its
course.®

Access to culture is a human right and
common good. Culture helps us to
understand, interpret, and transform
reality and can include a rich array of
different things, including our shared
stories, traditions, identities, beliefs and
ideas. It includes our ability to access and
understand the stories we inherit—we sit,
watch and listen.

For this guide, cultural infrastructure
includes: hapt and iwi, cultural
organisations, marae, fale, culturally-
specific and culturally-aware spaces,
and other spaces of cultural or religious
significance.

26 UCLG, Culture 21: Actions, https://www.
agenda2iculture.net/documents/culture-21-actions

Creativity

Definition: The ability to turn imagination
into action. Creativity is connected to art
and culture but also expands beyond
those frameworks and can operate with
flexibility and freedom. Creativity is a
process for innovation, curiosity and play.
Engagement with creativity is intrinsically
motivated, it has no expected or specified
outcome. It can be spontaneous, joyful,
fun, accessible, challenging, social,
repeatable, and doesn’t require specific
space or equipment.

This guide defines creativity spaces

and places as those aligning to arts

and culture infrastructure —but also

able to exist in any private, public and
organisational space. Ultimately, it can
occur anywhere and the key requirements
are time, space, and encouragement.

Arts and Culture Organisations

A group, entity, organisation, trust or
society who work with a core purpose in
the arts, culture and creative ecosystem.
This may be for-purpose or for-profit.
Liveability

Liveability is the articulation of provisions
that ensure a place is good for living.
Liveability is connected to the long-term
wellbeing of individuals and communities.
It includes the things that make our cities
and towns great places to work and live
and play. This includes hard infrastructure
like buildings and parks, retail, healthcare
and education, as well as the activation of
these spaces.

Other important considerations for
liveability are environmental quality,
safety, cost of living, happiness, social
cohesion, friendliness, and community
connection.
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Limitations
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This idea of social value and
its measurement is still evolving and
developing.

There can be alot of time, energy and
resources spent determining what to measure
and how to measure it, or we could choose to
utilise our resources and invest with the best
intentions, drawing from the wealth of insights
and different measures that already exist.

There is an opportunity to engage in
longitudinal investment to shift trends
and set a new regional foundation for
the focus on the area of arts, culture
and creativity. The potential is in how we
collectively prioritise intergenerational
intentions from now.

There are additional elements to emerge
which means this guide will require
updating to remain relevant. This guide
examines issues at a strategic level for
the broadest consideration of the arts,
culture and creative ecosystem. It
recognises that, due to a lack of data,
artform-specific needs will require
additional insight.

Specific limitations noted in
the development of the guide include:

Limited data on social

return on investment for
arts, culture and creativity
organisations, regionally,
nationally and internationally.

Systemic under-investment
creates a foundational gap
that we need to address first.

Foundational infrastructure is
needed to provide pathways
which may have a delayed
but significant return on
investment. Without those
elements the limitations are
more complex to address.

Limited engagement

with Waikato Tainui in the
development of this guide,
and recognition of the need
to engage more widely with
the other Iwi of the Waikato
region to ensure we are
capturing their aspirations,
roles and needs and
understanding how social
value is applied to ngaa toi
Maaori in general.

Limited understanding of the
broader anthropological value
measures for communities in
the Waikato region.
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Disclaimer:

Information, data and general assumptions used in the compilation of this
report have been obtained from sources believed to be reliable. Creative
Waikato have used this information in good faith and make no warranties or
representations, express or implied, concerning the accuracy or completeness
of this information.

Interested parties should perform their own investigations, analysis and
projections on all issues prior to acting in any way with regard to this project.
All proposed investment and development approaches made within this
document are high-level concepts and should be further developed in
consultation with any contributing or affected parties. Proposed approaches
represent recommendations based on the findings of the research that
informed the report.

All final decisions remain the responsibility of the respective property owners.




