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Message from CCAD

This report is the sum of a lot of work by a lot of people to try and
measure the size, reach, and impact of central Ohio’s creative economy.

From the get-go, this project sought to develop an inventory of creative
economy workers here, and to develop a reasonable, measured working
definition of who those people are. A special salute goes to the April 9,
2007 publication by the Creative Columbus Policy Steering Committee
entitled The Creative Economy: Leveraging the Arts, Culture, and
Creative Community for a Stronger Columbus. Their work informed ours
and without it we would’ve been enfeebled.

Importantly, this study calls out the role of design in some detail, and it
is an appreciation of the design arts as manifest in both commerce and
culture that give us a central way to grasp the breadth and depth of the
creative economy in central Ohio.

Currently there are some 40 organizations in the region dedicated to
economic development. As enterprises ranging from the Columbus
Partnership and Compete Columbus to the many chambers of
commerce seek to amplify our competitive edge and refine our civic and
economic identity, we believe this report provides some revealing and
useful grist for the mill.

Ironically, what’s left unsaid is what to do with the findings. What we
learned is that the creative economy here is larger than one might
realize and robust in ways that have heretofore gone unmeasured. It
seems incumbent on all of us to leverage these assets.

—Denny Griffith, President, Columbus College of Art & Design

Message from CRP

Creative Columbus is a unique project in terms of its breadth, depth,
and—for the lack of a better word—creativity. Other regions have
conducted studies of their creative economy, from New York to Los
Angeles, from Portland, Oregon, to New England. However, these studies
typically examined creative industries, using secondary data at the
regional level. The design of their reports tends to be “plain vanilla”.

Creative Columbus, on the other hand, looks at both industries and
occupations. In addition to regional data, it drills down to
neighborhoods. To augment secondary data, we conducted a survey.
Besides creative economy employers, we sought the perspectives of sole
proprietors, employees, and students. We used online networking sites
and local blogs to generate awareness about the project. Offline, we had
conversations with the creative community. In the end, we created a
visual report that balances aesthetics with the presentation of a great
deal of data for a wide range of audiences. The inspiration for the report
design, which contains images from local photographers, came not just
from similar studies, but also from magazines, websites, TV, film, and art.

The expectations for this project were high. Key stakeholders had
differing opinions about the research purpose and product, and meeting
these expectations stretched our creativity. Now that the work is done, a
guestion remains: How can Creative Columbus support the community’s
other cultural and civic initiatives? We believe it provides valuable new
insights for civic leaders, funders, businesses, arts organizations,
educational institutions, and, of course, those who work in the creative
economy—all of whom helped to make Creative Columbus a reality.

—The staff of Community Research Partners

CFEAEIVE cCOLUMBUS | iii



FRACES ANd

FIGUIES

Over 18,000 people are employed in
Central Ohio’s creative industries.
Nearly 12,000 are in creative
occupations. Why are these numbers
different? |2-5

Hint: 87% of designers work in non-
design firms and the majority of jobs
at design firms are not designers.
|3-23

1. Background and Methods

CrEREIVE o
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Outreach wasn't just an excuse to use

Facebook at work. How we used social
media to engage the community on an
economic study and survey. |1-8

2. Defining the Creative Economy

Depending on one’s definition, the size
of the creative workforce can range
from 2,480 to nearly 80,000. We drew
the line at 11,820. Find out why. |2-8

Design
4,790

Marketing and
Strategy
4,550

Other “creative”
professions
67,112

Is this a Rorschach test?

BN T

No. Government data puts

Our survey data shows how
industries overlap. Visual
arts, media, marketing, and
digital design form a heavily
interconnected cluster.
|3-17

5.7% of sole proprietors in Central
Ohio are in creative fields, compared
to only 3.4% of employers. |3-8

creative industries into silos.

In 2006, creative industries
generated over $3 billion in
business receipts, $932
million in employee
income, and $67 million in
state and local tax
revenues. |3-6

The media industry represents over
half of Central Ohio’s creative sector.
But built environment (e.g.
architecture) and product design have
greater shares of the region’s
employment compared to national
averages. |3-4

3. Central Ohio Creative Industries

You always suspected Central Ohio’s
creative economy was centered on
downtown Columbus, right? But at a
concentration triple that of overall
employment? |3-13

Location Quotient

Less than 0.75
0.75-1.24
1.25-1.49
1.50-1.99
® 200-299

3.00 or greater

Size of Creative Sector
Employment
O lessthan 249
250 -499
500 - 999

&
1,000-1,999
2,000 or more
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