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Executive Summary

Headlines from the  Sustaining Creativity Survey 2017 conducted with leaders of cultural organisations

Sustaining Creativity 2017

In 2014 JulieOs Bicycle published its first Sustaining Creativity Survey report highlighting th e actions and
attitudes from the creative community towards environm ental sustainability. It was the most comprehensive
survey across the creative sector to place  environmental sustainability at its core.

Findings in 2014 proved to be encouraging.  The surv ey reported high engagement across the sector and an
emerging desire to lead change.  The strongest driver for engagement was the personal commit ment of staff
but despite the potential benefits of action, support from tho se in leadership and governance posi tions at
the top of organisations was lacking. Leadership was coming from the middle and not the to p of
organisations and environmental sustainability was not yet seen as a core business concern.  Emerging levels
of action were evident and there was a desir e to network and engage in shared action to pursue the
environmental agenda. While environmental sustainability was considered a priority, a ctions did not match
attitudes. The 2014 findings concluded that compliance with funding conditions was a fertile ca talyst for
establishing environmental sustainability as the norm.

In 2017, and now in their tenth anniversary year, JulieOs Bicycle commissioned Social Value Lab to undertake

a follow -up survey to update the findings and take stock of progress ma de since 2 014. In order to help
JulieOs Bicycle better map the current creative and cultura | dimensions of climate change and how the
creative community thinks about the climate challenge, the Sustaining Creativity survey was aimed at
directors and senior managers o f creative and cultural organisations. Its purpose was to determine and
understand what if anything has changed since 2014 and attempt to ca pture the current range and breadth
of creative practice.

Conducted between December 2016 and April 2017 , the study comprised an online survey and
supplementary interviews with key participants. The survey wa s circulated to existing JulieOs Bicyclecontacts
and disseminated more widely  across a variety of social media platforms and via wider partnership
organisations, networks and sector newsletters.

The survey allowed creative organisations to provide inform ation on the environmental sustainability of their
organisation as well as the creative sector as a whole, focussing on attitudes, actions, progress,
implementation and achievements. A total of 476 responses were receiv ed which provided a working sample
of 442; an increase on the number of organisations that eng aged in 2014. One-quarter of 2017
organisations were identified as repeat completers; engaging with t he Sustaining Creativity Survey in both
the 2014 and 2017 waves. A total of 676 unique organisa tions have participated since its 2014
inauguration .

The range of responding organisations mirrored the diversity of the sector itself. Overall, the responding
organisa tions reach a combined audience of at least 138 millio n, and have a collective turnover of
approximately £1.1 billion. They represent organisation s in the sub -sectors of Combined Arts, Dance,
Design, Fashion, Literature/spoken word, Media/Broadc ast/Film/TV , Museums and Heritage, Music, Theatre
and Visual Arts. Geographically, responses from creative organisations predominantly represented those in
England but also included organisations in Scotland and Wales. No r esponses were registered from Northern
Ireland creative organisations.

All regions in England were represented, with a stro ng bias towards London and a lesser, but notable, b ias
towards the North West. Similarly, there was a wide range of organisation type and size; from small local to
large national, and from fully funded to commercial/non -funded. A small number of supplementary
interviews with key cultural sector stakeholders were also conducted and were sampled by cultural sub -
sectors

Social Value Lab Executive Summary
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Findings from the Sustaining Creativity 2017 Survey were relati vely consistent with 2014 findings but the
last three years have seen environmental sustainability clim b the agenda in terms of importance and this
trend looks set to continue . There has been a slight increase in its reported importance and a similar sligh t

increase in reported actions  with m ost of the sector hav ing implemented or improved their environmental
policies and action plans in this time. The sector continues to seriously consider it s environmental
sustainability.

The results show a genuine appeti te for environmental sustainability across the creative s ector and , while
the survey findings are positive and build encouragingly on 20140s findings, there is more work to be done.
IN 2017 ¢ ompliance with funding requirements ensures environme ntal sustain ability remains high on the
agenda and there is evidence that due to the environmen tal funding conditions and greater expectations of

the four devolved UK Arts Councils, more generally loc al authorities ; expected norms and behaviours are
beginning to chang e. This is further supplemented by the personal values of engaged staff

The Cultural Sector

IHHSY6& (Y$)*+ 1 Environmental sustainability is now _s.trongly sgpported by those in senior
positio ns; lead ership and governance positions, than in 2014

Engagement with environmental sustainability remains high. The strongest
drivers are the commitment of staff or senior management; reduced cos ts; and
compliance with regulations or funders . Remarks by sector leaders show a
genuine interest in, and engagement with, environmental considerations, as do
the scale and detail of provided responses

H(-( A& +0%.-1x+(

Due to the potential and realised range of benefits in union with com pliance

2 0$(+*&*$+06*1% | issues, environmental s ustainability is now recognised as a core element of
organisational thinking and business planning when making strategic and
creative decisions . Itis no longer seen as an Oadd on®

Much of the sector has been active, and actions in 2017 more closely align with aspirations, compared to
2014.

While environmental sustainability featured highly, ther e was occasionally a perceived conflict between
environmental sustainability and the creative vision of programmes and performances  that needed to be
addressed or reimagined. In some cases , green efforts did not return the expected organisatio nal benefits
but overall, drivers were positively reported and environmental considerations vigorously pursued.
Comparatively, organisations reported doing at least as much as their creative peers; other art forms and
others within their own artform, so when it comes to envi ronmental sustainability, organisations do not feel

that they are lagging behind.

The sector has also progressed a range of actions, including: changes in day to day operations; capital
investments; strengthening organisational strategies and action plans; engaging staff; creative wor ks,
programmes with environmental sustainability as a main theme ; and local, regional, and nation al

partnerships.

Areas that the sector found challenging and where action had, at times, been less effective included:
behavioural change in staff ; behavioural change in audiences/ consumers; limited a bility to adapt their
location or operating environments ; organisational capacity; difficulty engaging and communicating with
other organisations ; fashionable, ad hoc and short term initiatives that were ill -devised or ill -prepared;
access to and availability of quality green supply chains; perceived financial viability of green actions ; and a
lack of specialist environmental knowledge. Exploring the act ivities that the sector found challenging is an
important learning opportunity for all organisations across the creative sector.

Social Value Lab Executive Summary
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Creative organisations reported on the range and the extent of benefits they experienced as a result of their
environmental sustainability progress

Action s and Benefits

Unlike 2014, environmental sustainabi lity leadership is now coming from the top
396*4%+('05-+(. ! tler§ of cultural .orggﬁlsgtlon.s; fro.m directors and .senl or managers.
Environmental sustainability is chiefly driven by engaged senio r staff with strong

concerns about climate change and clean energy

There is a range of important personal and organisational dri vers within the
6"&"0% 70k alt | SECtor. The primary future drivers of environmental sustai nability are: the
' ~ commitment of staff or senior management; reduced cost s; and compliance with

regulations or funders

In 2017, compared to 2014, responding organisations are more likely to be
engaged in and planning for, environmental sustainabili ty practices, more of the
time. These figures more than any others, show the level of change and the
progr ess made in the last 3 years. A wide array of emerging and embedded
actions is clearly evident. These range from small day to day o perational
activities, to large -scale holistic strate gies and national partnerships. Compliance
with funding requirements ens  ures environmental sustainability remains high on

the agenda , further reinforced by the personal principles of engaged staff

J8.77.7#%-0&*0.1"

Creative organisations experienced a range of benefits due to their environmental

9+0%.-1.7'8.+..*&1 actions. Overall four out o f five organisations reported benefits as a result of
their environmental sustainability practices. Over half b enefited financially but
other benefits were also reported including reputationa I, staff wellbeing and
creative prospects

Organis ations  highlighted that a culture of collaboration extended to
environmental sustainability  initiatives alongside artistic partnerships. Prominent
levels of collaboration were reported in the last three years and three -quarters of
organisations reported co llaborative practices with a range of: other arts
organisations; artists; environmental consultants; local authority or policymakers;
green charities or campaigning organisations; local commun ity groups; research
institutions or higher education; and schools

$<<-8$%-&*

The sector reported significant  collaboration with JulieOs Bicycle and have utilised
its resources and attended its events. The assistance provided by JulieOs Bicycle
was positively regarded and the sector articulated value in their suite of support:

=5.'%$<"$2"<*7 gprategic priorities and agenda setting for the sector: the events regularly hosted

@*0A0  or facilitated by Julie's Bicycle; the associated net  working and knowledge sharing;

the wide -ranging resources and available support in the form of practical advice
and assistance ; the specialist sector specific knowledge; and the oppor tunity to
accurately self -monitor and audit organi  sational activities as a result

The Sustaining Creativity 2017 Survey con cludes that collective actions will continue to have a positive
impact on the cultural sector and accelerate engagement with climate change. The sector itself desires
higher levels of shared action and co -operation on environmental sustainability.

As a relative measure, improving environmental sustainability was not ranked as highly as most other
organisational priorities . Financial considerations in union with interested and engaged audiences remain
the primary concerns of the creative sector. However, alm ost half (45%) of responding organisati  ons
reported that improving environmental sustainability was a (Gigh Opriority , and a further 50% reported it as
Osome priorityd. This means that 95% of organisations stated that environmental sustainability was a priority

for them .
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Social Value Lab

Future Considerations

Key obstacles to environmental sustainability included:
Capacity issues sometimes hamper progress D action s can struggle to meet
desire;
Maintaining long -term commitment and embed ding environmental actions
into day to day operations
lack of control over the working space / building;
lack of appropriate  green supply chains (scale or quality) ;
and the availability of  specialist knowledge needed in the area

Support was considered important, sometimes essential , to enable organisations
to realise their environmental goals. Areas in which specialist support w as
considered most beneficial: to help identify partners for strategic and creative
activities; specialist skills or knowledge in relation to environmental
sustainability; help to identify sources of creative and g reen funding; and the
availability of and access to quality green services and s uppliers. The creative
sector deems ongoing and future support as vital

The cultural sector is keen to dedicate additional time and mone y to
environmental sustainability over the next few years, prim arily in: d ay-to-day

operations and efficiencies ; waste management ; and m easuring and monitoring
of i mpacts

The cultural sector is horizon scanning optimistically. In order to improve and
strengthen, the sector will chiefly focus on the follo wing priorities: d eveloping
audiences / visitors / consumers ; developing new sources of inco me; and
developing creative work or programmes . As expected, the creative sectorOs core
priorities still rank above environmental sustainability in rel ative importance.

The sector will be engaging in a variety of future environme ntal action s over the
next few years. Likely future activities echoed , and built on, those already taken
in the last few years . This included: small and large scale practical changes in day

to day operations; capital investments; adapting and implementing organisatio nal
strategies and action plans; educating and engaging staf f, performative
sustainability and green thematic works; advocacy; and | ocal, regional, and
national partnerships

There is an increased desire for networking, knowledge transfe r and learning
across the sector . The sector principally supports the idea of the development of
a shared vision or action plan for the sector; developi ng a community of peers
that provide opportunities to share practice and network; c ontinuing to work wit  h
funders to introduce new investment and incentives; and developing collective
procurement options for greener products and services

Despite some challenges, there is considerable optimism within the creative

sector. Looking forward, it is ex pected that increased benefits would be
experienced by continuing to support and incentiv ise environmental sustainability

Executive Summary
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The Sectorinn  umbers

92% consider environmental sustainability to be relevant to their organisational vision and mission

83% report organisational benefits from their environmental act ions

7% of responses from s enior leadership ; those reporting as Director or Senior Management level

84% have an up -to-date environmental policy

36% of organisational environmental policies or action p lans refer to specific emissions reductions or
other targets that are based on international, national , or local policies.

48% have a Green Team or Green Champion

38% are on a green energy tariff or are buying energy from a 100% renewable energy supplier

15% generate their own renewable energy

81% measure their environmental impacts

94% consider sustainability when selecting suppliers and service providers

80% consider sustainability for building refurbishment o r capital projects

The importance of environm ental sustainability to creative organisations was a s trong feature of the

Sustaining Creativity Survey 2017.

Overall, and across all sub -sectors, a higher percentage of organisations revealed they have an up -to-date
environmental policy in 2017, than comp ared to 2014 (84% to 67% respectively).

In 2017, as in 2014, subsidised organisations are still leadin g the way in terms of developing and
maintaining environmental practices, reinforcing the id ea that environmental conditions of funding are a
strong drive r of change. While funding conditions are certainly a driver of organisational engagement with
environmental sustainability, so too is the personal co mmitment of staff or senior management. Personal
commitment is a strong indicator of engagement with e nvironmental sustainability. It would be fair to
conclude that the two conditions in tandem; funding con ditions and staff commitment, provide the most
fertile ground for engagement with environmental sustainabilit y practices. This also means that the most
prof ound environmental activity is inherently vulnerable. If key individuals are the ones pushing the
boundaries of often funding conditional environmental a ctivity, and then leave the organisation before
activities are fully integrated into overall strategies , priorities, policies, and job descriptions, there is a

higher chance that activity will contract.

Compliance with funding requirements and a genuine interest from staff in the sector  ensures
environmental sustainability remains high on the agenda. The creative sector is pursuing future plans to
create or extend collaborations, partnerships or netw orks and The Sustaining Cre ativity 2017 Survey
suggests that future collective actions by the sector will strengthen and extend associated benefit s and
accelerat e engagement with climate change. Despite some challenges, there remains considerable optimism
within the creative sector and with a little extra su pport, co -operation and coherence, environmental
sustainability within the creative sector will continue to enjoy fertile ground.

In 2017, the clear message coming from the creative sect or about future action and direction is - more of
the same .

Social Value Lab Executive Summary
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1. Introduction

This report has been prepared by Social Value Lab on beh alf of Julie's Bicycle. The report presents the
findings from the Sustaining Creativity Survey 2017.

Introduction

JulieOs Bicycle is a London based charity that supports the creative community to act on climate change and
encourages environmental sustainability across the cultural sector.

JulieOsBicycle supports the creative community with the skills to act and use their influence to achiev e the
Paris Agreement goal of a stable climate in which te mperature rise is limited to under 2 degrees Celsiu s and
latterly drive efforts to achieve and maintai n a 1.5 degree Celsius rise. By focusing on energy, the major
source of carbon emissions for the cultural sector and by running a diverse programme of events , free
resources and bespoke consultancy for the creative community , JulieOs Bicycle contributes to  national and
international climate  change policy development. Its suite of carbon calculators and certification scheme b
the benchmark for sustainability achievement within the ¢ reative industries - is used by more than 2,000
companies. Their IG Tool was designed specifically for the creative i ndustries and is free to use , meaning
organisations and individuals can monitor their environmental impact and allowing JulieOs Bicycle to collect
and analyse robust environmental data from the sector.

Context

In December 2015 under the  Paris Agreement , nearly 200 countries committed to taking specific action to
tackle climate change. The Paris Agreement came into force in November 2016.

The respective UK Arts Councils ; Arts Council England (ACE), Creative Scotland (previously Scottish Arts
Council), Arts Council of Wales, Arts Council of Northern Ire land are the public bodies that  fund, support and
develop much of the cultural sector. They  primarily distribute funding from two sources , Government and
National Lottery . The investment from both  has helped to transform arts organisations and has increased

high quality arts activity. ~ Through these funding streams, a portfolio of organisations and their varied
activities are supported. Each of the councils has their own Environmental Strategy and portfolio
organisations must adhere to these standards as a condi tion of funding. One example is Goal 3 of Arts
Council England Osten -year environmental strategy :

Social Value Lab Page 1
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Arts Counc il England also commit to improving their own environmental performance . All staff, suppliers
and funded organisations are expected to foll ow the principles of the policy so that organisations know
more about what they need to do to satisfy their Arts Coun cil England environmental reporting

requirements. Part of ACE Funding Agreement Conditions requires engagement with, and reporting to,
JulieOs Bicycle . In the last two years, JulieOs Bicycle ensured that reporting requirements  are tailored for the
individu al nature of an organisation's size, scope and activities . These requirements are:

Organisations must enter 12 months of monitoring dat a for buildings or activities

Submission of data . . . . .
(festivals ; tours ; productions) to Julie's Bicycles' Creative IG Tools.

An environmental

. . Organisations should have an environmental policy an d action plan in place; to be
policy and action

uploaded to the Creative |G Tools website

plan
Guidelines, which recommend that policy and action plan development is overseen by senio r management
organisations develop environmental polic ies and action plans were supplemented with examples and case
studies. Organisations are also assisted evaluation mechanisms to gauge progress. Both of the above

requirement s can be met via JulieOs Bicy cles Creative IG Tools account. In addition to the strategic contexts
already discussed, there are  various Local Authority and City C ouncil environmental policies, strategies
and action plans . While these geographic areas and associated standards are too n  umerous and diverse to
explore in detail, their introduction here should not be considered to represent a lack of importance to
creative organisations across the UK , orto environmental sustainability itself .

Sustaining Creativity Programme

OSustaining Creativity®, an ongoing research programme delivered by J ulieOs Bicycle, examines the drivers,
benefits, challenges and impacts of environmental sustainabi lity within the creative community. Taking a
holistic approach , its aims are to:

Inspire cultural leader ship on sustainability
Extend ambition about what is possible using real examples
Highlight some key shifts needed to develop a sustainable creative inf rastructure ;

Foster confident decision -making that looks beyond political and funding cycles ;and

In 2014 JulieOs Bicycle published its first Sustaining Crea tivity Survey report highlighting the actions and
attitudes from the creative community towards environm ental sustainability. It provided useful indicators of
on-going cultural shifts: where there was movement and where idea s had become stuck. In 2017 (and in
their tenth anniversary year ) JulieOs Bicycle commissioned Social Value Lab to undertake a fo  llow -up survey to
update the findings and take stock of progress made since 201 4. The Sustaining Creativ ity survey . aimed at
directors and senior managers of creative and cultural organi sations , aimed to determine and understand
what, if anything , has changed since 2014 ; and attempt to capture the  current range and breadth of creative
practice .
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JulieOs Bicyte work s with organisations and  cultural practitioners  across the UK and internationally to embed

environmental sustainability into their creative practic es and operational work.  Participants across the
cultural sector were invited to share their insights which will contribute to the next phase of this work b oth
to supporting the sector, and  to advocat e to others about the crucial role the creative community pl ays in

the climate challenge.

Method

Acting as research partner, the study was carried out by Soci  al Value Lab between December 2016 and April
2017. The study involved a number of main stages:

1. Cultural Sector Survey

The original 2013 survey instruments were reviewed and updated to ensure the validity, comprehensiveness,
and efficiency of the question s ets. Respondents were invited to feedback on their organisation al
environmental actions and on how they perceived progress on environmental sustainability . The online
survey was administered to JulieOs BicycleOs full database of contacts as well as circula ted widely across
JulieOs BicycleOs own social media platforms and via their wider partnerships and network s.

The survey received 476 responses ; an increase on 2014. Once duplicate organisation al entries were

removed, a working sample of 442 remained , 105 more than in 2014
Responses Working Sample
2014 370 337
2017 476 442
Across both 2014 and 2017, it was identified that 103 organisations completed the Sustaining Creativity
Survey. This means t hat one -quarter (24%) of 2017 responding organisations are repe at completers
Furthermore, from the 2014 and 2017 working samples it m eans 676 unigue organisations participated

during its first two waves

2. Key Sector Leaders Interviews

The survey was enrich ed with a series of d iscussions with key cultural leaders, semi-structured conversations
conducted by telephone to share their organisational practice and reflect on the sector as a whole; in
particular, progress, implementation and achievements to date. Interviewees were selected on the basis of
identified cultural sub  -sectors (visual arts, music, theatre etc.), good practice, and agreed with JulieOs Bicycle.
6 people were consulted.

3. Analysis and Reporting

We analysed the quantitative and qualitative data obtained from the survey and intervi  ews to extract the key
messages which will contribute to the next phase of JulieOs BicycleOs work. The findings, learning and
recommendations  arising from the research are set out in the following pages

Social Value Lab Page 3
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2: The Creative Sector

This Section details  the scope and scale of the creative sector Osenvironmental sustainability as well as
headline figures from the Sustaining Creativity Survey 2017

The Creative Sector

Recognition of the creative sector as a key engine in the economy and its importance in shaping the social

and cultural life of the UK has been growing, leading t o increased levels of political and economic support L
However, in the context of the Paris Agreement and UK Climate Change Act, to what extent are conne ctions
being made to climate change and environmental prioritie s? and does the sector itself recognise these links?
The creative sector is well -placed to fundamentally integrate the environmental di mension so does it

recognise environmental sustainability as an industry priority  and the key position it has within the wider UK
business and cultural sphere?

To begin to unpack these questions, it is necessary to understa nd the environmental contribution of the
sector; w hat are the main drivers, priorities and  challenges of cultural organisations ? And how do they view
the future? These are all obvious questions, but questions that have gone un asked until relatively recently
The search for clearer evidence led to the holistic approach of Julie's Bicycle's ambiti ous Sustaining Creativity
programme and respective surveys of the creative sector in 2014 and again in 2017. The project and this
report aimto create the fullest understanding yet of  creative responses inthe UK.

Scale and Maturity

Creative organisations operate as a distinct sector within the UK and come in many shapes and sizes, f rom
large national and international organisations to smaller com munity operations. Collectively, they represent

a substantial portion of commercial, social and cultural | ife in the UK. UK Government figures published in
January 2016 revealed that the UKOs Creative Industries w ere worth £84.1 billion per year to the UK

economy. That figure equates to almost £10 million an h our to the UK economy  °.

The then Minister for Culture, Communications and Creative Industries, Ed Vaizey said:

In addition, the sector itself reports from time to time on the state, health and value of the creative sector. In
July 2015, an Arts Council England commissioned report was published highlight ing the substantial
contribution of the arts and culture industry to the national economy °. More recently, the Arts and
! Creative Industries Federation.  The Federa tion welcomes the creative industries as a key government sector . January 23, 2017.

? Creative industries worth almost £10 million an hour to economy [Press Release]

? Creative industries worth almost £10 million an hour to economy [Press Release]

? Contribution of the arts and culture industry to the nationa | economy: An update of our analysis of the macroeconomic

contribution of the arts and culture industry to the national economy. Report for Arts Council England  [July 2015]
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Hum anities Research Council (AHRC) supported The Cultural Value project that explored the importance and
the effects of culture and the arts  “.

Geograp hy

Geographically, the creative sector shows a rich and diverse pattern  of coverage across the UK. While surv ey
responding creative organisations are located across the UK, they are often concentrated and more
numerous in the larger , populous urban areas.

Regional locations of responding cultural organisations were derived from postcode dat a and coded using
the n ine official regions of England, as well as Scotland and Wales. As expected, and due to JulieOs BicycleOs
existing relationships and networks, responses from creat ive organisations predominantly represented
those in England but also included organisations in Scotland and Wales. No responses were registered from
Northern Ireland creative organisations. All regions in England were represented, with a strong bias towards
London and a lesser, but notable, bias towards the N orth West.

London 37%

North West 13%

South East 10%

South West 10%

Yorkshire & The Humber 7%

West Midlands 6%
East Midlands 5%
East 4%
North East 3%
Scotland 2%
Wales 2%
N/A 1%
% 2017

* Understandi ng the Value of Arts & Culture (2016). The AHRC Cultural Value Project. Arts and Humanities Research Council [March
2016]
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SUSTAINING CREATIVITY 2017 RESPONSES BY REGION
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The reach of creative organisations is substantial and growi ng. Almost all the creative organisations have a
direct audience/consume r relationship with the general public and an increasing number  now operate
internationally and a ttract international visitors to  the UK. Many also operate overseas with global touring,
festivals and other related international projects

The responding org anisations representa combined turnover of approximately £1.1 billion

In terms of reach, the creative sector as a whole operates with a huge audience/ consumer base . This is
im portant because it can be a valuable resource in addressing env ironmental sust ainability and climate
change . The collective audience/consumer reach of the survey responding organisations  alone was between
204m and 277m . Even by removing those sub -sectors most likely to skew audience/consumer figures wit h
their ~ high  online presence involving  streaming or sales services (Music, Fashion and
Media/Broadcast/Film/TV) , the approximate figure  in stillinthe region of 138m to 146m

JulieOs Bicycle has identified seven primary cultural trends  that are shaping the overall cultural response to

environmental sustainability (see Table 2.1). Organisations were asked where they would place their
organisation, if anywhere , among these trends. Almost three -quarters (73%) of respondents identified as an
organisation seeking to improve the environmental impact of their operations and a high number of other

organisations self -identified an alignment with the remaining trends.

TABLE 2.1: CULTURAL TRENDS AND THE ORGANISATIONAL SPECTRUM
%

Organisational change, institutions addressing the environmental

i i 0,
Organisational Change 3% impacts of their operations

Creative networks working together to exchange knowledge and
42%  take action collectively: both within the creative community and
with partners (local authorities ; green groups etc )

Creative Networks and
Collaborations

Artists, creators, and designers producing, programm ing, and
Artistic  Content 38%  commissioning work with themes on environment and cli mate
change
Design and innovation crossing over with enviro nmental
Design and | nnovation 30% susta_lnablllty,_such as architects rethlr_mklng urba_n space, d esigners
creating the circular economy, and artists/organisation s rethinking

their practice

Artists, activists, organisations, and key figures w ithin the creative

Arts Activism 9 . . I
26% commun ity speaking out and/or campaigning

Transition organisations, like JulieQs Bicycle, bridging the gaps
14% | between creative practice and sustainability as creative
intermediaries

Transition
Organisations

Funders, developme nt bodies, or policy -making organisations
13%  supporting transformative shifts through their policies,
frameworks, and resources

Policy, Strategy and
Funding

Turnover categories were averaged and totalled.

The variance is due to those organisations that explicitly det ailed their online  reach. Also, where organisations offered their own
estimates (e.g. between 40,000 and 60,000, an average was t aken - 50,000).
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Based on 315 responses

Collectively, the responding organisations represent a ¢ ombined turnover of approximately £1.1 b illion .
Most of the responding organisations (43%) had a turnover of u nder £500,000 but nearly a quarter (23%)
had a turnover of £1 to £5 million and over one  -in-five (22%) had a turnover of upwards of ~ £5 million .

TABLE 2.2: ANNUAL TURNOVER

%

Less than £ 500,000 43%
£500,000 to £1 million 12%
£1 million to £5 million 23%
£5 million to £10 million 9%
More than £10 million 13%

Based on 419 responses

As some interviewees explained, strong fin ancial performance allowed many expensive capital projects to be
undertaken in an attempt to maximise long -term gain. It was reported that this was primarily investme ntin
hardware and physical assets, most usually buildings and the infras tructure of build ings. Many had invested

in major refurbishment programmes over the last few years in order to achieve this goal. This would involve

heavy emphasis on the environmental overhaul of physical assets

A little over three -quarters (77%) of responding cr eative organisations received some level of financial
support from public funding with the remain ing one-quarter (23%) operating with no public funding. Less
than one -third (31%) received more than half their income from public sourc es.

TABLE 2.3: % INCOME FROM PUBLIC SECTOR GRANTS OR FUNDING

%

None 23%
Less than 50% 46%
More than 50% 31%

Based on 421 responses

Of those receiving funding from public sector grants or trusts and foundation s, over half (55%) reported that
this funding w as conditional and dependent on environmental requireme nts.

TABLE 2.4: ENVIRONMENTAL SUSTAINABILITY FUNDING CONDITIONS
%
Yes 55%

No 45%

Based on 353 responses
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Organisations were asked to expand on the environmental sustainability conditio ns and they highlighted
two main conditions :

1. Arts Council (overwhelmingly ACE) and
2. Local authority/city council requirements and operating conditions.

As Arts Council England  National Portfolio Organisations, there was an acknowledgement of the ACE focus
on energy monitoring and an alignment with the associated en vironmental policy and action plan. Many also
emphasised the requirement of reporting to JulieOs Bicycle. Environmental actions were often mentioned in
relation to the statutory or Arts Council funding condition s.

ACE funding conditions - we are required to act on our Environmental policy, re-cycle our
costumes, props and sets wherever possible and ensur e all day to day operations are lessening
the impact of our carbon footprint

Expectations that we will work towards becoming more environmentally sust ainable delivering
on Goal 3, and requirement to report through JB

Arts Council England - Environmental Policy, Action Plan and IG Tools reporting requir ed and in
place. AGMA, Manchester City Council, The University of Manchester - evidence of good
environmental policy and practice is expected and encourag ed

Compli ance with the Well -being of Future Generations (Wales) Act

Creative Scotland's Environment Connecting Theme requires us to measure and report  our
carbon emissions (from utilities, waste and travel/t ransport) and 'influence the wider public’

Oxford City Council worked with JB and its funded cult ural partners to ensure that
environmental sustainability is worked in Service Level Ag reement. Funds only released if

Environmental Policy, Action Plan and reporting in place

Interestingly, comments also raised some inconsistencies in relation to requirements.

ACE funding does. HEFCE central funding to the Univer sity does. HEFCE special funding for
museum s and galleries doesn't

Furthermore, organisations highlighted there may be environ mental conditions for short -term g rants for
specific items or projects outwith the usual funding streams. Since they were already monitoring and
collecting data for other fu  nders, further small grant reporting was not too much additional work.

The Arts Council require us to maintain and develop our environment al sustainability policy
and action plan. Furthermore in 2016 -17 we have received funds which specifically enable u s
to improve the environmental sustainability performance of our premises.

We are 50%/ 50% funded by Bournemouth Borough Council and Arts Council England. We have
obligations to ACE but none to Bournemouth Borough Council  re environmental sustainability.
We are however, setting our own environmental standards and proje cts

We are an ACE NPO so are (hap pily) required to work with JulieOs Bicycle

We are an ACE NPO, so the usual conditions apply. For Br  istol City Council Key Arts Provider
(KAP) funding we had to d emonstrate in our application how we would contribute t 0 priorities
including "Contribution to supporting BristolOs approach to an economically, socially and
environmentally sustainable future" and demonstrate "Envi ronmental management and
sustainability". Applications are scored on: "Does the organisation ha ve an
environmental/sustainability policy? Or do they show a n active aim of reducing their
environmental impact and become more sustainable?

We submit a report to JB alongside the ACE annual return show ing our ongoing and growing
commitment to environmental sustainability as a compa ny
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TABLE 2.5: HEADLINES FROM THE CREATIVE SECTOR
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Over three -quarters (77%) of all respondents are in senior or directorial positions.

TABLE 2.6: POSITION IN THE ORGANISATION *
Executive Dire ctor / Director

Senior Management

Operational

Administration and support

Artist, freelancer

Respondents identified senior staff as the primary dri

organisation (68%) while also acknowledging the contribution

board/trustees (10%).

47%

30%

%

%

1%

Other 8%
Based on 436 responses

*Organisational positions in 2014 were uncategorised

ving force behind environmental improvements in the
of operational staff (18%) and the

TABLE 2.7: DRIVING CHANGE
Board/trustees
Senior staff
Operational staff
Freelancers
Artists

Audiences / consumers

The spread of activities highlights the diversity and overlap wi

of the responding organisations are as follows.

10%

68%

18%

0%

3%

1%

Based on 330 responses

thin the creative industries.  The main activities

TABLE 2.8: MAIN A CTIVITIES OF THE ORGANISATION

Producing / publishing / releasing artistic or cultu
Operating a building / venue

Promoting / producing festivals / events

Touring

Funding, representing or developing the sec tor

Social Value Lab

ral work 43%

39%
34%
22%
16%

Other 22%

Based on 433 responses
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A number of organisations  (22%) believed they operated in additional areas not covered by the prescribed
categories and wished to expand on the elements of their activities . This included strong repre  sentation
from : artist management and development; audience development; Bridging organisation s; campaigning;
collaborative and interdisciplinary practice s; collections management; conservation; consultancy and
development; co-producing professional progra mmes with local partners, including outreach; delivering
projects for people with complex needs; providing and lobbying for arts education in schools; supplying
clothing to venues and events; support networks delivering advice, i ndustrial relations, suppor t, and
training; trade bodies representing certain sections of the creativ e industries; and youth participation.

The cultural sector has a  wide range of environmental sustainability practices in place at all organisational
stages and across all activities.  The level of activity var ies (see Table 2.9) but the key message is that
environmental sustainability is seriously considered by organisations.

TABLE 2.9: EMBEDDED ENVIRONMENTAL SUSTAINABILITY PRACTICES
%

94% Consider sustainabili ty when selecting suppliers and service providers

83% Consider sustainability when producing work or programmes (e.g. when sourcing materials to
build exhibitions or stage sets)
81% Measure their environmental impacts

80% Consider sust ainability for building re  furbishment or capital projects

79% Consider sustainability ~when making creative decisions

75% Communicate their green activities extern ally

70% Consider sustainability when  making decisions about sponsors

65% Consider sustainability when making investment decision s or choosing financial services

55% Engage artists and freelancers in envir  onmental sustainability efforts

5206 Create or commission work or programmes whose subject matter is env ironmental sustainability
or related issues (e.g. staging a play about the impa ct of climate change)

5206 Belong to networks or groups of organisations collabora ting on environmental sustainability

38% Include environmental sus tainability inj ob descriptions

Based on 323 responses . % relates to respondents answering 'yes' and 'sometimes'.
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This Section details the

diversity in the creative sector

There are some essential differences among the sub

example, o rganisations with a focus on touring will encounter th
theatre and a touring

sub-sector; touring

operating a building/ venue
organisations also experience different environmental

In 2017, sub -sector categories were expanded compared to those in 201

art shows will encounter similar

requires managing

is provided in the below table (see Table 3.1) .

The 2017 findings are fairly consistent with the 2014 findings.
the last three years there has been a slight incre

with environmental sustainability continue to be. In

its rep orted importance and a similar slight increase in rep

sub -sectors was

-sectors but they also have many
e same challenges, regardless of
travel and logistics
energy, waste , visitor impacts and so on.

impacts .

orted actions.

and the sector Os sub-sector profiles.

things in common . For
artform or

issues;

Creative

4. A categorical comparison by year

Those organisations that were concerned

ase in

Environmental sustainability in all

TABLE 3.1: SUB-SECTOR CATEGORIES

Sub-sector
Combined Arts
Dance
Design
Fashion
Literature/spoken word
Media/Broadcast/Film/TV
Museums and Heritage
Music
Theatre

Visual Arts

Three of the sub -sectors B Design, Fashion and Media/Broadcast/Film/TV
-sector. To include theminas

Included

#
#

OLiterature®

#

Museums O

Based on 337 responses

and so cannot claim to be representative of the sub

have been omitted

Social Value Lab

2014

%

23%

6%

7%

17%

30%

13%

No.

78

21

23

56

103

43

2017
Included %
" 32%
6%
" 1%
1%
4%
" 2%
6%
16 %
" 23%

11%

Based on 407 responses

No.

131

24

15

25

64

94

43

had very low response rates (1%, 1% and 2% respectively)
ub-sector profile would be misleading and as such
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The following highlights the headline figures from the sub -sector.
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79% of respondents reported as Dire ctor or Senior Management level

38% have an environmental policy or action pla  n that refers to specific emissions reductions or other targets

that are based on international, national, or local policy targets and 13% generate their own renewable
energy .
Primary areas for additional time or money to enviro nmental sustainability over the next three years:

¥  Day-to-day operations and efficiencies
¥  Programming / creating work

¥  Waste management

Primary priorities for future improvement:

¥  Developing audiences / visitors / consumers
¥  Developing new sources of income

¥  Developing creative work or pr  ogrammes

Primary drivers of environmental sustainability in n ear future:

¥  Creative and artistic opportunities (such as creative partnerships, specific funding calls, etc.)
¥  The commitment of staff or senior management

¥ Reduced costs

Top 3 challenges:

¥  Capacity
¥  Accessing external funding

¥  Embedding environmental actions into day to day operations

Top 3 support requirements:

¥  Accessing external funding
¥  Skills or knowledge
¥  Availability of / access to appropriate green servic es / suppliers

Top 3 collective actions th at could accelerate engagement with climate change across th e cultural and
creative sector:

¥  Developing a shared vision or action plan for the se ctor
¥  Developing a community of peers that provide opportu nities to share practice and network
¥  Developing collect ive procurement options for greener products and servic es
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The following highlights the headline figures from the sub -sector.
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75% of respondents reported as Dire ctor or Senior Management level.

11%have an environmental policy or action plan that refers to s pecific emissions reductions or other targets
that are based on international, national, or local pol icy targets and 11% generate their own renewable
energy .

Primary areas for additional time or money to enviro nmental sustainability over the next three years:

¥  Day-to-day operations and efficiencies
¥  Measuring and monitoring of impacts

¥  Waste management

Prima ry priorities for future improvement:

¥  Developing audiences / visitors / consumers
¥  Developing new sources of income

¥  Developing creative work or programmes

Primary drivers of environmental sustainability in n ear future:

¥  The commitment of staff or senior mana gement
¥  Compliance with regulations or funders

¥ Reduced costs

Top 3 challenges:

¥  Capacity
¥  Developing a business case for investing in environm ental sustainability / allocating budget
¥  Level of interest among audiences / visitors / consu mers

Top 3 support requi  rements:

¥  Skills or knowledge
¥  Accessing external funding
¥  Finding the right partners

Top 3 collective actions that could accelerate engagement with climate change across the cultural and
creative sector:

¥  Developing a shared vision or action plan for the se ctor
¥  Working with funders to introduce new investment and incentives
¥  Shared training or support to enable better advocacy and communication
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The following highlights the headline figures from the sub -sector.
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100 % of respondents reported as Dire ctor or Senior Management level.

36 % have an environmental policy or action plan that refers to specific emissions reductions or other tar gets
that are based on international, national, or local policy targets and none generate their own renewable
energy .

Primary areas for additional time or money to enviro nmental sustainability over t he next three years:

¥  Day-to-day operations and efficiencies
¥  Programming / creating work

¥  Sustainable production

Primary priorities for future improvement:

¥  Developing new sources of income
¥  Developing audiences / visitors / consumers

¥  Developing creative work  or programmes

Primary drivers of environmental sustainability in n ear future:

¥  Creative and artistic opportunities (such as creative partnerships etc.)
¥  Compliance with regulations or funders

¥  Audience / visitor / consumer demand

Top 3 challenges:

¥  Capacity
¥  Skills or knowledge

¥  Developing a business case for investing in environm ental sustainability / allocating budget

Top 3 support requirements:

¥  Skills or knowledge
¥  Developing a business case for investing in environm ental sustainability / allocating budget
¥  Level of interest among audiences / visitors / consumers

Top 3 collective actions that could accelerate engagement with climate change across the cultural and
creative sector:

¥  Developing a shared vision or action plan for the se ctor
¥  Joint awareness -raising to the general public

¥  Co-programming and co -creating work on environmental themes with others

Social Value Lab Page 21



JulieOs Bicycle | Sustaining Creativity 2017

The following highlights the headline figures from the sub -sector.
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80% of respondents reported as Dire ctor or Senior Management level.

35% have an environmental policy or action plan that refers to  specific emissions reductions or other targets
that are based on international, national, or local policy targets and 28% generate their own renewable
energy .

Primary areas for additional time or money to enviro nmental sustainability over the next three years:

¥  Day-to-day operations and efficie ncies

¥  Measuring and monitoring of impacts

¥  Capital development

Primary priorities for future improvement:

¥  Developing new sources of income

¥  Developing audiences / visitors / consumers

¥ Improving diversity

Primary drivers of environmental sustainability in n ear future:

¥  The commitment of staff or senior management

¥ Mission or creative vision

¥  Compliance with regulations or funders

Top 3 challenges:

¥  Accessing external funding

¥  Capacity

¥  Skills or knowledge

Top 3 support requirements:

¥  Embedding environmental actionsi  nto day to day operations

¥  Effectively communicating your environment -related work

¥  Accessing external funding

Top 3 collective actions that could accelerate engagement with climate change across the cultural and

creative sector:

¥  Developing a shared vision o  r action plan for the sector

¥  Joint awareness -raising to the general public

¥  Working with funders to introduce new investment and incentives

Social Value Lab
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The following highlights the headline figures from the sub -sector.
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81% of respondents reported as Dire ctor or Senior Management level.

22 % have an environmental policy or action plan that refers to  specific emissions reductions or other targets

that are based on international, national, or local policy
energy .

targets and 16 % generate their own renewable

Primary areas for additional time or money to enviro nmental sustainability over the next three years:

¥  Day-to-day ope rations and efficiencies
¥  Waste management

¥  Organisational strategy

Primary priorities for future improvement:

¥  Developing audiences / visitors / consumers
¥  Engaging with new technologies and digital media

¥  Developing new sources of income

Primary drivers of en  vironmental sustainability in near future:

¥  The commitment of staff or senior management
¥  Reduced costs

¥  Mission or creative vision

Top 3 challenges:

¥  Capacity
¥  Accessing external funding

¥  Skills or knowledge

Top 3 support requirements:

¥  Skills or knowledge

¥  Accessing external funding

¥  Developing a business case for investing in environm ental sustainability / allocating budget

Top 3 collective actions that could accelerate engagement
creative sector:

¥  Developing a shared vi sion or action plan for the sector
¥  Developing a community of peers that provide opportu

¥  Working with funders to introduce new investment and

Social Value Lab

with climate change across the cultural and

nities to share practice and network

incentives
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The following highlights the headline figures from the sub -sector.
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76 % of respondents reported as Dire ctor or Senior Management level.

45 % have an environmental pol icy or action plan that refers to specific emissions reductions or other targets

that are based on international, national, or local policy targets and 18% generate their own renewable
energy .
Primary areas for additional time or money to enviro nmental sus tainability over the next three years:

¥  Day-to-day operations and efficiencies
¥  Measuring and monitoring of impacts

¥  Waste management

Primary priorities for future improvement:

¥  Developing audiences / visitors / consumers
¥  Developing new sources of income

¥ Impro ving diversity

Primary drivers of environmental sustainability in n ear future:

¥  The commitment of staff or senior management
¥  Reduced costs

¥  Mission or creative vision

Top 3 challenges:

¥  Capacity
¥  Accessing external funding

¥  Level of interest among audiences /v isitors / consumers

Top 3 support requirements:

¥  Skills or knowledge
¥  Accessing external funding
¥  Availability of / access to appropriate green servic es / suppliers

Top 3 collective actions that could accelerate engagement with climate change across the cultu
creative sector:

¥  Developing a shared vision or action plan for the se ctor
¥  Developing a community of peers that provide opportu nities to share practice and network
¥  Developing collective procurement options for greene r products and services

Social Value Lab
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The following highlights the headline figures from the sub -sector.
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77 % of respondents reported as Dire ctor or Senior Management level.

34 % have an environmental policy or action plan that refers to  specific emissions reductions or other targets

that are based on international, national, or local policy targets and 6% generate their own renewable
energy.
Primary areas for additional time or money to enviro nmental sustainability over the next three years:

¥  Day-to-day operations and efficiencies
¥  Programming / creating work

¥  Organisational strategy

Primary priorities for future improvement:

¥  Developing new so urces of income
¥  Developing audiences / visitors / consumers

¥  Developing creative work or programmes

Primary drivers of environmental sustainability in n ear future:

¥  The commitment of staff or senior management
¥  Compliance with regulations or funders

¥ Reduced costs

Top 3 challenges:

¥  Capacity
¥  Embedding environmental actions into day to day operations

¥  Accessing external funding

Top 3 support requirements:

¥  Accessing external funding
¥  Skills or knowledge
¥  Availability of / access to appropriate green servic es / suppli ers

Top 3 collective actions that could accelerate engagement with climate change across the cultural and
creative sector:

¥  Working with funders to introduce new investment and incentives
¥  Developing a shared vision or action plan for the se ctor
¥  Developing a community of peers that provide opportunities to sha re practice and network ]

Social Value Lab Page 29



JulieOs Bicycle | Sustaining Creativity 2017

The following four tables provide further sub-sector analysis relating to reported turnover, subsidy level ,
type of activity, and green energy penetration.

Museums and Heritage is the highest earning sub -sector, followed by Music and to a lesser, but notable
extent, Theatre .

TABLE 3.2: SUB-SECTOR, BY TURNOVER BANDING

< £500k £500k - £1m £1m - £5m £5m £10m > £10m
Combined Arts 45% 15% 25% 6% 9%
Dance 27% 36% 27% 5% 5%
Literature/spoken word 87 % 7% 7% 0% 0%
Museums and Heritage 13% 8% 29% 21% 29%
Music 38% 13% 21% 8% 20%
Theatre 43% 9% 20% 14% 14%
Visual Arts 50% 5% 38% 5% 2%

Based on 382 responses

Table 3.3 shows that o ther than the Music, most sub  -sectors are heavily subsidised in some form or another

TABLE 3.3: SUB-SECTOR, BY SUBSIDY LEVEL

Public sector grants or funding income

None < 50% > 50%
Combined Arts 16% 50% 34%
Dance 9% 52% 39%
Literature/spoken word 7% 47% 47%
Museums and Heritage 8% 40% 52%
Music 61% 31% 8%
Theatre 15% 55% 29%
Visual Arts 10% 45% 45%

Based on 384 responses

It was also important to investigate whether the activities reported by sub -sectors were substantially
different.

Unsurprisingly, Museums and Heritage (60%), Theatre (52%), and Visual Arts (49%) sub -sectors reported high
levels of operating a building / venue. The sub -sector that toured the most was Dance (54%) and by a
significant margin. C ombined Arts (54%) and Literature / spoken word (53%) reported the high est levels of
promoting / producing festivals / events.

TABLE 3.4: ACTIVITY, BY SUB -SECTOR
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Operating a building /
venue

Producing / p ublishing
/ releasing artistic or
cultural work

Touring

Promoting / producing
festivals / events
Funding, representing
or developing the sector

Other (please specify)

Sub-sector differences between responding organisations on a g
100% renewable energy supplier, are of particular intere

Combined

Arts

38%

39%

17%

54%

19%

19%

Literature Museums
Dance / spoken and Music
word Heritage

25% 27% 60% 30%
63% 47% 28% 30%
54% 0% 4% 25%
29% 53% 12% 40%
29% 20% 28% 10%
8% 27% 32% 11%

breakdown, highlighting the various levels of penetration.

Theatre

52%

61%

37%

15%

4%

18%

Visual
Arts

49%

58%

16%

26%

23%

9%

Based on 393 responses

reen energy tariff or buying energy from a
st. Table 3.5 shows g reen energy by sub -sector

TABLE 3.5: GREEN ENERGY TARIFF/FROM A 100% RENEWABLE ENERGY SUPP LIER BY SUB-SECTOR

Music

Combined Arts

Visual Arts

Theatre

Museums and He ritage
Literature/spoken word

Dance

Social Value Lab

Sub-sector

%

45%

39%

36%

34%

31%

27%

18%

Based on 287 responses

Page 31



The Future of the Sector /

The appendix contains all the personal visio n quotes for an environmentally sustainable creative sec tor. Might be nice in
your redesign to select some good quotes and use the m in between each chapter/section.




JulieOs Bicycle | Sustaining Creativity 2017

This Section explores the attitudes, actions , drivers and progress relating to environmental
sustainability across the sector. | t also examines the perceived benefits reported by creative
organisations

In order to establish the status and relevance of environmental sustainability to creative organisation s, and
the cultural sector more widely , the survey explores the attitudes, actions, drivers and progress reported by
responding organisations.

When asked about the environmental issues they cared mos t about, nine out of ten responding
organisations cared about ¢ limate change and clean energy  (89%). They also expressed concern for the
following areas: s ocial / climate justice  (42%); biodiversity loss and conservation (41%); air pollution (37 %)
waste, toxicity, and the circular economy (37%); trees, forests and nature protection (32%); intensive farming
and sustainable food production (21%); extreme weather events  (15%); and the ocean (14%).

TABLE 4.1: ENVIRONMENTAL CONCERNS *
%

Climate change and clean energy 89%
Social / climate justice 42%
Biodiversity loss and conservation 41%
Air pollution 37%
Waste, toxicity, and circular economy 37%
Trees, forests and nature protection 32%
Intensive farming and sustainable food production 21%
Extreme weather events 15%
The ocean 14%

Other 4%

Based on 326 responses

Responding organisations believed it was difficult to disentangle these elements and many explained that
they were all interlinked and that climate change and clean energy exacerbates or drives most of the others.

It requires the p olitical and social willpower to change f  rom a fossil fuel based e conomy
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In interview, key cultural sector stakeholders discussed their approach to environmental sustainability and
their comments highlighted a genuine concern for sustainable practices within t heir organisations.

Table 4.2 highlights the reported environmental sustainability practices in both 2014 and 2017. The table
shows some interesting progress made between Sustaining Crea tivity survey waves. Across the categories ,
reported actions are fairly consistent. However, looking more closely at the res ponses, we can see that there
has been a noticeable shift towards the frequency of actions; the change from answering OsometimesO to
answering OyesO.In 2017, compared to 2014, responding organisations are more likely to be engaged in and
planning for, environmental activity, more of the time. Rather than organisations reporting they sometimes

do something, far more are reporting that they do it; the s wing is quite  striking.

These figures, more than  any other s, shows the level of change and the progress made in the last 3 years.

TABLE 4.2: EMBEDDED ENVIRONMENTAL SUSTAINABILITY PRACTICES, 20 14 AND 2017

] 2017 2014
Actions . .
Yes Sometimes = Yes = Sometimes =
Consider sustainability when selecting supplier s 68% 26% 4%  31% 62% 93%

and service providers

Consider sustainability when producing work or

programmes (e.g. when sourcing materials to 50% 33% 83% 28% 61% 89%
build exhibitions or stage sets)

Measure their environmental impacts 57% 24% 81% 27% 57% 84 %
i inability f ildi furbish
Consujer susFalnabl ity for building refurbishment 70% 10% 80%  54% 34% 88%
or capital projects
. inability wh Ki .
Con.s!der sustainability when making creative 22% 37% 79%  n/a n/a n/a
decisions
Communicate their green activities externally 36% 39% 5% 23% 57% 80%
. inability wh i -
Consid er sustainability when making decisions 43% 27% 70%  n/a n/a n/a
about sponsors
. inability wh King i
Con.s!der sustalnat?l ltny en_ ma |ng investment 22% 23% 65% | n/a n/a n/a
decisions or choosing financial services
Engage artists and freelancers in environmental 30% 25% 55%  nla n/a n/a

sustainability efforts

Create or commission work or programmes whose
subject matter is environmental sustainability or 23% 29% 52% 7% 56% 63%
related issues (e.g. staging a play about the

Social Value Lab Page 34



JulieOs Bicycle | Sustaining Creativity 2017

impact of climate change)

Belong to networks or groups of organisations

. . L 41% 11% 52% nla n/a n/a
collaborating on environmental sustainability

Include environmental sustainability in job
descriptions

24% 14% 38% nla n/a n/a

*n/a represents answer categories not offered in 2014 Based on 323 responses Based on un known responses

As an example, if we focus on organisations reportin g that they measure their  environmental impacts.

In 2014, 84% of organisations reported that they measur e their environmental impacts and in 2017, the
figure was broadly similar at 81%. H owever, in the last three years, those reporting that they only
OsometimesO measure their environmental impacts has dropp  ed from 57% to 24%, meanwhile those reporting
that they regularly measure their environmental impacts has seen a corresponding rise fro m 27% to 57%.

Actions are becoming more concrete.

2017 2014

Actions . :
Yes Sometimes = Yes Sometimes =

Measure their environmental impacts 57% 24% 81% 27% 57% 84%

The following table (Table 4.3) is an extension of Table 2.9 and shows actions reported by responding
organisations, by level of subsidy. The level of activity varies depending on subsidy and generally ,
subsidised organisations enjoy higher levels of embedded susta inability practices, than non -subsidised
organisations.

Like results in 2014, it a ppears that in 2017, subsidised organisations are still leading the way in terms of
developing and maintaining environmental practices.

At the 50% threshold however, the level of that subsidy is not relevant but those organi sations receiving
some level of public funding are doing more than those organisations recei ving no funding. These figures
further reinforce the idea that environmental conditions of funding are a strong driver of change.

TABLE 4.3: EMBEDDED ENVIRONMENTAL SUSTAINABILITY PRACTICES, BY SUBSIDY LEVEL

Public sector grants or funding income

Actions All
None <50% > 50%

Consider sustainability when selecting suppliers

) . 94% 89% 95% 94%
and service providers

Consider sustainability when producing work or
programmes (e.g. when sourcing materia Is to build 83% 64% 86% 89%
exhibitions or stage sets)

Measure their environmental impacts 81% 61% 88% 86%

Consider sustainability for building refurbishment

. ) 80% 76% 86% 73%
or capital projects
Con_s!der sustainability when making creative 70% 70% 70% 84%
decisions
Communicate their green activities externally 75% 64% 79% 75%
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Consider sustainability when making decisions

70% 55% 71%
about sponsors
Con_s!der sustalnat_)lllty _when_ maklng investment 65% 58% 65%
decisions or choosing financial services
Engage a_rt_lsts and freelancers in environmental 55% 29% 61%
sustainability efforts
Create or commission work or programmes whose
subject matter is enwron_mental sustalnablllty_ or 5006 38% 56%
related issues (e.g. staging a play about the impact
of climate chang e)
Belong to _networks or groups of orga_nlsa_tl_ons 5206 57% 56%
collaborating on environmental sustainability
Include environmental sustainability in job 38% 320 26%

descriptions

78%

68 %

50%

53%

45%

32%

Based on 323 responses. % relates to respondents ans  wering 'yes' and 'sometimes'.

Similarly , the environmental practices of responding organisation s were examined by the type of activity in

which they were engaged. Table 4.4  shows all actions by reported main activities.

Unsurprisingly, those operating a bu ilding / venue almost always (98%) consider sustainability for building
refurbishment or capital projects.
There are prominent levels of action across all activities and there is little variance across  categorical
activities , compared to the overall figure  s.
¥ Activity 1: Operating a building / venue
¥ Activity 2: Producing / publishing / releasing artis tic or cultural work
¥ Activity 3: Touring
¥ Activity 4: Promoting / producing festivals / events
¥ Activity 5: Funding, representing or developing the sector
¥ Activit y 6: Other
TABLE 4.4: EMBEDDED ENVIRONMENTAL SUSTAINABILITY PRACTICES, BY ACTIVITY
Main Activities
Actions All
1 2 3 4 5 6

Consider sustainability when selecting suppliers and

. . y 9 stpp 94% 95% 97% 93% 95% 93%  96%
service providers
Consider sustainability when  producing work or
programmes (e.g. when sourcing materials to build 83% 83% 91% 90% 87% 84% 86%
exhibitions or stage sets)
Measure their environmental impacts 81% 88% 88% 88% 79% 80% @ 76%

i inability f ildi furbish

COf‘!SIdeI’ s.ustalnabl ity for building refurbishment or 80%  98%  84% 74% 78% 81%  80%
capital projects
Consider sustainability when making creative decisions 79% 73% 84% 85% 87% 84% 89%

Social Value Lab

Page 36



JulieOs Bicycle | Sustaining Creativity 2017

Communicate their green activities externally 75%  T77% 81% 73% 79% 84% 81%

Consider sustainability when making decisions about
sponsors

70% 65% 72% T77% T79% 72%  75%

Consider sustainability when making investment decision S

L ) . 65% 62% 69% 65% 66% 78% @ 84%
or choosing financial services

E tist d freelancers in environmental
rgage artsts an ire 550 51% 58% 53% 60% 62%  59%

sustainability efforts

Create or com mission work or programmes whose subject

matter is environmental sustainability or related iss ues 52% 51% 55% 49% 66% 60% 51%

(e.g. staging a play about the impact of climate change)

Belong to networks or groups of organisations

. . - 52% 56% 52% 43% 57% 56% @ 61%
collaborating on environme  ntal sustainability

Include environmental sustainability in job descriptions 38% 40% 39% 32% 33% 30% 57%

The level of activity varied  across regions , but as in 2014, many regions have relatively small response rates.
This mea ns that despite relative regional numbers having improved in 2017, the regional data is still not as
reliable as we would like. To be confident in drawing r egional comparisons, higher responses are needed
outwith the regions of L ondon, North West, South Ea st, South West, and Y orkshire & The Humber

Responding organisations  further highlighted a huge variety of actions they had undertaken in relation to
environmental sustainability. The range of actions is explored under the following headin gs to aid
understanding

1. Comparative Action;

2. Effective and Innovative Action ;

3. Unsuccessful Action.

Essentially, most responding organisations think they are not lagging behind others in the creative
community when it comes to environmental sustai nability. Most self -identified as doing at least as much as
their creative peers, if not more.

TABLE 4.5: COMPARISON WITH OTHER ORGANISATIONS

Compared to those within your art Compared to other artforms or
form or subsector (%) subsectors (%)
We do less than most 3.9% 8.6%
We do the average 38.4% 38.8%
We do more than most 35.0% 19.1%
| don't know 22.7% 33.5%
Based on 331 responses Based on 325 responses
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Understandably, a high percentage of responding organis ations felt they could not intelligent! y comment on

the actions of others within their sub

subsector.

-sector and fewer could answer when  asked to compare to a different

As in 2014, the 2017 results were examined within th eir sub -sectors to provide further insight. Because of
the nature of envir onmental sustainability, itis possible that the  more you engage, the more you understand

the scale of the issue, therefore the less you perceive yourself to be doing.  In 2014, this certainly seemed to

be the case: those sectors reporting higher levels of activity perceived themselves to be doing less than
others. In 2017, perceptions seem to have shifted closer to levels of rep orted activity, which might indicate a
deeper understanding of what acting on environmental sustainabilit y entails.

TABLE 4.6: COMPARISON WITH OTHER ORGANISATIONS, BY SUB -SECTOR

Compared to those within your art Compared to other art forms or
form or subsector (%) subsectors (%)
Sub-sect
ub-sector More Same Less ~ More Same Less ~
DonOt DonOt
than as than than as than
know know
most most most most most most
Combined Arts 35% 29% 7% 30% 19% 35% 7% 39%
Dance 11% 53% 5% 32% 11% 47% 5% 37%
Literature/spoken word 8% 50% 0% 42% 0% 58% 0% 42%
Museums and Heritage 44% 44% 0% 12% 35% 29% 6% 29%
Music 30% 40% 5% 25% 10% 37% 24% 29%
Theatre 39% 50% 1% 10% 22% 46% 7% 25%
Visual Arts 34% 31% 6% 28% 22% 34% 6% 38%
Other 52% 29% 0% 19% 29% 18% 6% 47%
Based on 331 responses Based on 325 responses
Responding organisations were asked what kind of effective, innovative o r pioneering environmental actions

they had taken on climate change

was an extensive range of responses.

The key effective and

. Very positively, n early two -thirds elaborated on these activities  and there

innovative action s are outlined below.

TABLE 4.7: KEY EFFECTIVE AND INNOVATIVE ACTIONS

Day to day operations

Capital investments

Social Value Lab

Most commonly reported actions were small physical chang es and
sustained changes to working practices: actions on energy , lighting,
water, waste; recycling; technology and remote working ;  travel
reduction; supply chains; and wider activities; encouraging staff to

consider more environmentally sustainable travel

The larger scale projects echo the smaller scale actions of day to day
operations but scaled up and rolled out to capita | or multi -venue
projects . An element of this approach was staff engagement and
awareness raising, often invol  ving organisation -wide training
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There was clear evidence of an evolution of organisational s trategies and
a cultural shif t towards routinely embedded, holistic activities within

Organisational strategy organisations and across the sector. Organisations  highlighted
environmental sustainability was now an embedded, overarc hing feature
of strategic considerations , be they developmental or established

A core feature of innovation involved extensive crea tive work;

- programmes, performances, events and installations with environ mental
Sustainability as performance . . . ) .

sustainability as a main theme. Within this performative t heme was a

strong edu cational and engagement element

Peer partnerships were one of the innovative actions reported by the
sector and often involved joining existing partnerships or founding new
collaborative partnerships. These allowed creative and practical

knowledge sharin
Partnerships 9 g

Larger scale partnerships mirroring the smaller scale peer partnerships

but often operating regional ly or national ly. Often involved development,
engagement or campaigning elements

Not to be underestimated. = Many positives despite 0 rganisations under -

Incremental progress . . . ;
valuing the innovative nature of their progress

A small number of o rganisation s explained that their current changes feel fairly 'operation al' so there was
limited @xcitement O surrounding them.

Nothing innovative or exciting  ; we just do what we can do
However, the vast majority were keen to highligh t their interesting activities . Responses were thematically
analysed to provide clearer evidence of what actions cul tural organisations are taking and what they are

most proud of. An array o f undertakings became clear and the themes that emerged are explored below.
Day to day operations

By far the most commo nly reported actions were relatively small but important actions relating to day to day
operations . These were often physical, sustained changes to working environment or practices, geared
towards environmental sustainability. Organisations frequently emphasised actions on energ y, lighting ,
water, waste and recycling.

We have just renewed boilers, changed lighting and chang ed working practi ces to reduce
environmental impact

We are continuing year -on-year to reduce energy use and waste production. Taking most of
our internal projects and processes paperless (in Fina nce, Fundraising, Technical and Admin),
and continuing to develop ways of redu cing resource use. We have a printing system which has
almost completely removed wasted printing, and are work ing on a Building Forecast Tool to
help us communicate the 'weather forecast' for audiences com ing to the building, so they can
dress appropriatel y rather tha n expect a set level of comfort

Installation of solar panels, reducing water wastage, develo pment and implementation of
environmental action plan, presented work on the theme of c limate change

Installed double glazing and ¢ reated a new 'pocket park' and installed a sculpture which is
designed to be habitable by birds and insects

Technology
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Also mentioned were changes afforded by technologica | advances. Much more work now takes place
remotely ; significantly cutting business travel

Becoming paper less and working remotely

Stopped flying inter -UK, even though it is often cheaper and always faster. We are a digitally
based organisation which successfully works remotely using Clo ud based technologies,
reducing our overheads and environmental footprint

Sending film files via online drop box t 0 avoid using cour ier companies

We no longer print wastefully, asking partners to bring notes electronically to meetings and
our resources are on | ine as PDFs rather than printed

Supply chain

Organisations often wen t slightly further than their immediate environment and looked at their  supply chain
or wider activities.

Travel

All of our traders  now use biodegradable cutlery

Moved our energy usage to 100% renewable companies. Use less paper, printing, sending
post, and stopp ed using business cards. When we have to travel, review how to compensate
for carbon emissions

Developed an outside broadcast vehicle that's specia list audio / broadcast equipment has been
100% powered by solar and kinetic energy stored in a batter y bank (...t has never been
plugged into mains electricity)

Promisingly, many organisations were encouraging sta ff to consider more environmentally sustainable
travel, both to and from work, and for work travel.

Encouraging audiences and staff to use car share, cycling and walk ing

The Environmental Champion created OMotor  -less MondaysO, a catchy concept to help reduce
the theatres staff travel emissions, using a usual bu sy day of the week (get -in day)

Reduced unnecessary travel and participating in the  cycle scheme , encouraging cycling to work

We provided bikes for our visiting artists so they co uld cycle around the city which mostly went
down really well

It is clear that these small everyday actions can collective ly deliver significant impacts on a sector -wide scale.
A principle noted by one of the responding organisat ions .
We have mostly followed the examples of case studies and work of other organisations to
implement lots of small changes...so nothing particularly inno vative or exciti ng but a good

cumulat ive impact

Capital investments

The cultural sector also highlighted the larger scale (macro ) projects they had implemented or were
currently undertaking . These mirrored the small er scale actions of day to day operations but were scaled up
and rolled outto  capital or multi -venue projects.
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Built our office building from recycled shipping contai ners with PV panels, sensor lighting etc
Built a BREEAM compliant building, introduced cycling resources, composting on site,
programmed touring performing work for ch ildren and adults on  environmental topics. Built

the theatre out of entirely recycled and reclaimed materials

Investing over £12m in more efficient plant and machinery with lowe r energy use and

reduction of carbon. LED lighting, awareness campaign in ternal ly, staff sustainability forum

We recycled old tube carriages to convert them into co -working spaces - We've invested in a

draught system in order to reduce our consumption of metal cans and plastic cups. We

incentivise our staff to cycle or walk to work

The first solar powered recording studio in Europe

Staff training, engagement and a wareness raising

An element of the sustainability approach was staff engagement and awareness raising , often involving
organisation -wide training.

100% of empl oyees carbon |i t trained

Engaging staff and raising awareness through initiatives. One project engaged young people to
communicate their views on sustainability

Staff engagement programmes = the Green Team

Organisational strategy

The changes highlighted in all day to day operations are indicative of wider changes within organ isations
and across the sector. It is evidence of the evolution of organisational strategies a nd a cultural shift towards
routinely embedded activities and holistic practices. Many responding organisa tions highlighted that
environmental sustainability was an embedded, overarching feature of strategic considerations. Some were
beginning to take these strategic first steps.

We are right at the beginning of our environmental jour ney. We have just written an
environmental policy and 5 year action plan, taking in put and advice from other Council
departments and Partners. We have re -evaluated our impact in many areas and thought about
changes we can make going forwards

We're at a very early stage - but are en couraging initiatives such as use of public transport (e.g.
arranging minibus transport to and from the nearest train station)

Others however, were much further along this path in a deliberate way.

Advocate a rethink of the way museums develop their holdin gs across the distributed national
collection over the coming decades

[Organisation name] is committed to reducing our environmental impact and pro moting
sustainability in all areas of our work. As one of the w orld's leading arts and conference
centres, w e recognise that our day -to-day operations impact on the environment, local
community and economy and we strive to integrate soun d environmental and sustainable
practices in everything we do. Major initiatives: - Working in line with the BS8091 Sustainable
Event Management framework - Working to achieve the new international Sustainable Even t
Management accreditation - 1SO20121 - Sending zero waste to landfill - Compositing 100% off
all food waste - Offering commercial clients the option to introduce a food mile menu,
sourcing all food from within 250miles of the venue. W e also hosted two bee hives on our roof,
alongside providing mini allotment spaces for staff and students on the roof of  [another
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building] . We have commissioned artists to produce work in o ur foyers which speak to the
environmental issues that we work to manage across our o perations.

The Green Team meets regularly to engage in environmental disc ussion and their enthusiasm
and actions have brought about changes in attitude and rais ed awaren ess throughout the

organisation

Brought it to the core of our organisation and put it in contracts that people have to sign up to
it when working with us

Creation of an active Green team keeping things fresh an d fun rather than great innovations
deep resear ch leading to a local campaign and programme for 2018/ 9
Developed the Green Charter and guidance for orchest ras

Embraced change - but the most impact has been from physical changes in response t o]
consultation.

Developing a new environmental strand, will f ormally launch this spring
Developing an environmental action plan in line with our policy

development of a local energy business model to encourage t he transition from fossil fuels in
the energy market

Embedding our environmental principles in to our prog ramming and operational processes
Embedding sustainability in our core narrative and practice

General sustainability infrastructure. Working towards becoming world's first carbon neutral
theatre as part of long -term strategy.

Working through the implicatio  ns of the Well -being legislation in Wales.
new position of sustainability lead created in 2016

Putting our environmental impact at the forefront of the planning of set building processes
and international touring

Research into polycell panels being placed on the roof to capture energy - not yet
implemented, but still on the agenda to be looked at.

Re-working of organisational Policy and Action Plan with in the organisation. Working across
outdoor network to share inspiration and innovation amongst p artners.

The Green Team meets regularly to engage in environmental disc ussion and their enthusiasm
and actions have brought about changes in attitude and rais ed awareness throughout the

organisation.
Urging museums to adopt new Bizot guidelines on museum e nvironmen tal conditions

We have achieved a 4-star Creative Green rating for 2015/2016 having been awarded a 2 sta r
rating (out of 3) the previous year. We are delighted and hope to cont inue to find ways to make
our Grade II* listed building more sustainable.

We have a strong internal sustainable development group who meets regularly to develop
sustainability ideas and initiatives. Most recently we purc hased a food composter for our cafe
to compost any waste food rather than throwing it away.

We have changed over fro m Addison Lee to Green Car tomatoes - a commitment to lower
emissions. We have changed over our lighting to eco friend ly lighting - a commitment to lower
emissions. We have a green team who meet monthly and whose t ask it is to implement green
initiatives int o our offices. A range of green products and services ha ve already been procured
with a view to change over to green tariff for electr icity and gas this financial year when our
contracts are finished, we invest in energy efficient white goods (our dishwash er and lighting).
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'Polar Bear' campaign to promote switching off monitors at the end of the day with incentives
for the office most committed to switching of their electricity . Our waste contractor recycles
our waste. We received an award by  [local borough ] for our commitment to sustainability.

We have had shows that have been 90% repurposed, not jus t recycled. We have a framework
that we use for production decisions whereby we interro gate our potential purchases/actions
and change them if we can find a mo  re sustainable solution - this framework is called OThe
Green PrismO. Alot of decisions have been changed in the light of their CO2 impact. As we
make work in different places we endevour to spend | ocally wherever possible, and to employ
locally. In our pr ograms we have a page explaining our decisions includi ng the future life of
the set and props, we are afterall answerable to our fun ders and audience for the actions that
we make - we also have my email address there for anyone to wri te to if they wantto  respond

We have set up policies that can be used at each event pr omoting recycling / awareness of the
effect and impact of us on the environment

Sustainability as performance

Unsurprisingly, a core feature of innovation involved ext ensive creative work; programmes, performances ,
events and installations with environmental sustainability as a main theme.

A whole set made out of junk found in the hedgerows! Feeding our audience foraged food! A
show where the audience had to cycle the whole distan ce! Locally s ourced vegetarian meals in
rehearsals. Encouraging bus/walking to get to our events . Alfresco sleep -outs to reconnect
with night time/nature. Campfire talks after show spe akers about sustainable food. Moth
walks. Wind turbines powering our performances. Cy cle powe r generators lighting our shows

Programming a production which was about the effects of climate change. The show was
entirely lit with power  generated on stage by the cast

We are commissioning two new Shakespeare productions wi th a sustainability r elated setting.
These will be major, mid -scale UK tours with significant reach and providing an o pportunity
and a p latform for audience engagement

Educating audiences  and c onsumers

Within the performative theme was a strong educational and engagement eleme nt.
Addressing climate change through education and maki ng our visitors aware that we have put
in place, and continue to develop, ways in which we can s ave energy and promote innovation

in the environmental field
Teaching workshops and showing how to be re sponsible

Our Clean Campsite Competition - using positive and fun engagement to encourage ca mpers
to clean up their rubbish

We have commissioned an area educating public on dangers o f climate change [at our free one
day festival] . We are actively engaged i n supporting grassroots events in the local area who are
focusing on sustainability

For some organisations, this extended to higher education institutions.

Personally | have brought sustainability directly into the students learning by affecting the
Learning Outcomes for their assessment and feedba ck. A new Learning Outcome that  relates
to Sustainability and ethics.

Partnerships
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Peer partnerships were one of the innovative actions reported by the s ector. Joining existing partnerships or
networks and solidi fying relationships, or even establishing these collaborative partnerships  was seen as
particularly pioneering.  These links allowed organisations to collaborate creatively or practically; sharing
costs or ideas and engaging in those important conversations

Work with Groundwork Trust to improve recycling and r educe our costs
Working in partnership with Happy Museums to create a mo re resilient future for museums in
the context of and in response to global challenges: cli mate change, resource depletion,

finan cial instability and social justice

Working in partnership with local authori ty to provide electric car club

Working with partners to support young people writing about environmental issues
The cultural sector also highlighted larger scale or further reach ing partnerships. These wider networks go a
little further in terms development and engagement than the partnerships above and often included a

campaigning element

Being part of the 2020 EU network and supporting artis ts to create work within this context

We are establishing a partnership with Forestry Commissi on which will provide a context for
artists' work as it relates to the environment

We have developed a number of research relationships wit h scientific bodies including the
British Antarctic Survey, and cultural orgs such as the Arts Catalyst to develop ¢ reative
thinking, processes and methods towards developing public enga gement with climate change.

We support Eco Home Lab and Carbon Co -op, who do great stuff with low  -cost tech. We have a
cycle hub f or local businesses, funded by TfGM. Working in Pakistan on a circular economy/ re -
use project w/ Numaish Karachi, funded by the British Council

Leading collaborative project with 14 producing thea tres over the last 6 years (and counting).
Most exciting - sharing learning and peer support over a sustained period of time to deepen
understandin g, engagement and effectiveness

We have applied for an ERDF fund in partnership with two other major cultural  institutions in
our city region in a partnership to work together to decar bonise our buildi ngs through a range

of measures

We helped to start MCLEF [Manchester Cultural Leaders' E  nvironmental Forum] which became
MAST [Manchester Arts Sustainability Team]

Recorded our impact and worked with other organisations to campaign about environmental
issues (specifically around Rivers and waters)

urban beekeeping campaign

In the early 2000s we launched our 'Carbon Web' analysis of how burning fossil fuels is bound

up across sectors, including the cultural. This was groundbr eaking, and the analysis has been
used countless times by campaigner and affected communities to increase the effectiveness of
their work.

We are about to launch a campaign about Aquatic litter and th e use of plastics and incorporate
these themes into our  programme this year. We are collaborating with artist Maria Arc eo who
will be creating a giant footprint from plastic coll ected in the River Thames over the last year
which will be the center point for our programme and will engage members of the audience
through debate and workshops around litter and the use o f plastics. In previous years we have

led successful campaigns about litter "Clean for the Queen"

Continuing to do more of the above, creating a growing group of campaigners.
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More campaigning and inco rporating key themes into our programme. in 2017 we will be
asking artists and event partners to respond to these t hemes to enhance our voice.

More campaigning on issues

Been part of the Europe Jazz Network's ongoing ‘Take t he Green Train' working group a nd
signing up to its manifesto in 2015. Also being part of the EJN's subsequent tour in 2016 by
saxophonist Evan Parker.

Developed an Environment and the Natural World serie s led by our Principal Conductor Esa -
Pekka Salonen in 20/21

Helped develop and laun ched the Welsh Assembly's Sustainable Development Sche  me.
Developed the Re -use Zone where public can drop in a take away waste that can be
repurposed. Purchased and shared with the community a the rmal imaging camera to help
reduce heat loss in buildings in and around the community.

JB audit > better cd production practice, energy saving in our building. moving to ‘green
servers'. our Energy Union project funded by EU was inno vative. djing + artists for climate
marches, Greenpeace etc.

Incremental progress

Even though some organisations did not believe they were break ing any new ground, there were still a great
many positives coming through . Indeed, some organisations were self -deprecating or modest while
highlighting significant progress.

Not a great deal to be honest. We are a small community arts organisation based in
environmentally friendly offices. Two staff members are go ing on carbon literacy training in
March 2017

| don't think there  has been anything particularly innovative, just incrementally impr oving our
practice, sharing knowledge, having a holistic approach and encouraging othe rs we work with
to do the same

1tOs not 'exciting' work B it Ospainstaking work re energy conservation in facilities which are not
optimised in the first place retro fitt ing

Not sure it's particularly innovative, but we get all our power from renewable sources,
including our web hosting (proud of that one). Climate cha nge issue s are at the core of what
we do

Some of the responding organisation s captured this principle succ inctly.

| think it's about massive amounts of tiny decisions and ac tions being embedded right across
the organisation. We've developed a culture of sustainability fro m strategy down to tea bags!

Not one thing but many - every sma Il positive change is impor  tant

Key stakeholder perspectives

Key cultural sector stakeholder s expanded on the specific actions they had taken. It is clear to see the top
down thinking when it comes to the key changes and interviewees discussed the range and scale of their
efforts in  detail.
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The sector was also invited to volunteer any unsuccessful environmen tal actions they had pursued and to
reflect on the possible r  easons for the lack of success.

The key unsu ccessful actions are outlined below.

TABLE 4.8: KEY UNSUCCESSFUL ACTIONS
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Behavioural change

Location and immediate
environment

External environment

Capacity

Engagement and
communication

Fashionable, short term
initiatives

Supply chains
(access/availability/quality)

Financial viability

There were difficulties  in attempting to  fully engage staff and embed
greener practices. Implementing actions that changes peopleOs behaviour
and habits in the long  term is seen as a significant challenge

There were limitations of immediate environment; the physical working
space was often a rented studio, or serviced building. Frequent issues of
control relating to the space; bein g unable to change spaces, associated
systems or processes that they did not own

Barriers sometimes extended beyond the physical space t o external
statutory considerations; local authority or other age ncy requirements.
The issue again , was a lack of control over processes

Lack of time or other resources were reported as a s ignificant barrier to
drafting, adopting, embedding or delivering a cohesive approa ch to
environmental sustainability

Engagin g and communicating with other organisations or consumers was
at times challenging. Some organisations admitted this m ay be an
internal failing relating to the coherence of the message, o thers realised

that engaging with consumers is a challenge in itself

Environmental sustainability sometimes suffered due to initiati ves that
had been ill-devised or ill -prepared . Some responding organisations
believed these initiatives or actions were pursued simply becau se they

were in vogue, sometimes referred to as Oeco -blingd. Because they were
deemed fashionable, reactionary, short  -term or tokenistic attempts, they
were less likely to be successful or sustained

Access to, and availability = of green services was seen as an issue for
some responding organisations. Green supply chains were not as well
developed as they could be and in some instances, the quality of green
products was questionable

Financial viability was ide ntified as a key barrier . Whether real or
perceived, opinions on the overall value for money of a pro ject or action
show the cost -benefit ratio was deemed unfavourable for a number of
environmental actions . While some organisations reported small practical
changes yielding financial benefit, oth ers highlighted issues of scale

Some responding organisations declared a Otrial and errorQ approach over
the years in the absence of a more systematic approach . There continue

Knowl - . .
owledge to be issues of a wareness and understanding of environmental
sustainability.
Some responding organisations maintained that all the ac tions to date had been successful or it was too
early to say.

Not aw are of any unsuccessful actions

Most measures are either not practicable or have m inimal effect as we are a micro -organisation

Most of what we have done has had some effect

Social Value Lab
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Too early to say

Many did, however, elaborate in relation to the areas that simply hadnOt worked or clearly needed
improvement. This is an important learning opportu nity not only for the individual organisations themselves
but also for others across the creative sector.  Responses were thematically analysed to  highlight these areas
more clearly.

Behavioural change

While not wholly successful or necessarily unsuccessful actions, responding organisations emphasised the
difficulties they faced in attempting to engage the ir staff and embed greener practices

Implementing actions that modified peopleOs behaviour and habits in the long term is seen as a significant
challenge .

Getting people to walk upt  he stairs and not use the lift

Change in staff behaviour through greater communication of relevant data. Need more
detailed data so that staff can understand individual impact

Even getting staff to turn lights off proved difficu It; moving to smart system for this
Cut down on switching o ff monitors at the end of the day only by 50%
Raising awareness and addressing behavioural change n eeds ongoing input and driving, the

moment you stop people revert or stop considering how their ac tions impact on the
environment

Location and immediate environment

Many organisations highlighted the | imitations of their immediate environment ; the physical working space
was often a rented studio  or a serviced building .

There were frequently issues of control relating to the space; being unable to change spaces, associated
systems or processes that they did not own.

Becoming more energy efficient ; this is very hard to do in a rented building

As we are a resident company within a building we do n't have a ny say on how the building is
run or its environmental policy. We can use the recyclin g facilities but that is about it. We aim
as a company to do what we can - print less, recycle, re use set/ costumes/ props and turn off

lights etc. but we have no control over our environment

We have tried to lower our energy consumption but we are in a Grade 2 listed building which is
very difficult for us

Hard to engage our landlord in environmental matters beyond what they already decide to do -
we are in serviced offi ces with very limited control

External environment

Similarly, barriers sometimes extended beyond the phys ical spa ce to external statutory considerations; local
authority or other agenc y requi rements.

The issue again, was a lack of control over processes.
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We have no local (town centre) waste disposal e.g. glass o r plastic which our members
(learning/ physically disabled) can get to. We had one in the nearby car park but it was
removed as we used to take pa per/ glass/ plastic/ tins there

Recycling of TRADE wa ste could be made easier by the local authority... despit e our internal
separation of recyclable materials, there is only a comm on single bin to deposit these in,
undermining our confidence in them being recycled as we would wish

We have lost many recyclin g and, particularly, organic waste contractors over t he years who
either could not cope with our volumes or providing an efficient service. We tried composting
but had to cease compostin g on site due to pest problems

For one responding organisation, extern al requirements did not go far enough.

Funders should use more sticks as well as the existing enco uragement

Capacity
Many responding organisations raised capacity issues.

Lack of time or other resources were reported as a s ignificant barrier to  drafting, adopting, embedding or
delivering a cohesive approach to environmental sustainability

Our major barriers are in securing time to focus on bringing about change. There are pockets
of real interest in the organisation, but gaining overa Il buy in against othe r significan t
priorities can be challenging

Difficult due to time restrictions and capacity to make it a priority

We have tried to adopt actions into our business plan bu t due to size of organisation and
capacity of staff we can only do what fits int uitive ly with our existing work

We tried to implement a green board stand up monthly wh ere we proposed and tracked the
process of actions but it fell to the way side by other work pressures

Engagement and communication

Some of the responding organisations found that e ngag ing and communicating with other organisations or
their consumers was at times challenging.

Some organisations admitted this may be an internal failing relating to the coherence o f the message, others
realised that engaging with consumers is a ch allenge in itself.

Our responsibilities towards climate change form part of the framework of much of our
decision making, however we are still trying to establis h a bottom -line to build from. We
acknowledge that we are influencers both with audiences and w ith industry professionals but

our message is still not coherent
Getting the public en gaged with sustainable farming
Working with the public been a bit hit and miss - need to get better at it

Communicating the value of our work beyond the sector - it doesn 't feel like we've found a
public platform to sh  are what our achievements are

Fashionable, short term initiatives
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A few organisations felt that environmental sustaina bility sometimes  suffered due to initiatives that had

been devised without proper thought or preparation.

Some responding organisations believed these initiatives or actions were pursued simply because they were

in vogue , sometimes referred to as O eco-bling O Because they were deemed fashionable, reactionary, short

term or tokenistic attempts , they were less likely to be successful or sustained

Ad hoc tokenistic programme initiatives. Effecting meaningful change requires long term and

systemic action fully embedded within the organisation

Working to empower political strategies and policy. Cli mate solutions are long term and

political will power s often fickle and short term

Supply chains (a ccess/availability  /quality )

Access to, and availability of green services was se en as an issue for some responding organisations.

Green supply chains were n ot as well developed as they could be and in some instances, the quality of green

products was questionable.

Issues appear to arise in relation to service or product suppliers when environmental sustainability is not

high on the agenda in other sectors or industries, or not embedded in processes.

Finding an environmental friend  ly international courier company

Buying sustainable/organic cotton goods that weren't goo d quality enough (T -shirts that

shrank in the wash)
Using recycled print cartridges. They were dreadful
Communicating with suppliers asking for their environmen tal policies

Bio fuels for utility vehicles. Poor supply, qual ity and vehicle warranties void

Financial viability

Financial viability was identified as a key barrier by responding organisati  ons. Whether real or perceived, the

cost-benefit ratio was deemed unfavourable for a number of environmental actions .

While some

organisations reported small practical changes yield ing financial benefit, others highlighted issues of scale.

Economies of sca le with regard to environmental actions or the creation of, or signposting to , subsidies
might mitigate some of these issues.

| think we could do more but the incentives need to stac k up financially

Investigated introduction of solar panels but cost outwei ghed pre dicted gain over payback

period

The additional costs of sustainable items like collections for different recyclables are hard to

push thro ugh finance, as is green energy

We have tried to improve our materials procurement, but tight budgets and arti  stic decisions

have often forced us to take the cheapest option

We considered inclusion of PV's within capital refurbi shment project but the cost of this

against the benefit financially was not consi dered an effective investment

Lots of energy saving initi  atives: 1) Installation of sub meters (  as recommended by the Carbon
Trust ( we never had time to review the results of these or t ake action from the results. 2) We

Social Value Lab
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installed Power Perfectors (voltage optimisation units) but these did not save the money
prom ised and caused problems with our electricity supply. 3) R efurbishment of existing light
fittings with LED lamps - these lamps were expensive, failed regularly and did not give us

significant savings

When piloted or rolled out, some actions simply did not work or deliver the intended impact or benefits
These continue to  be a challenge , encompassing situational issues, or issues o f suitability

Waste management is a challenge

Recycled metal as people wonOt pay for products using it

Solar Panels on roof. Re -use of grey water. Both have minimal impact

Reducing energy consumption e.g. heating. This is diff icultin adamp basement

We have tried to reduce international travel to lower ou r carbon footprint but this has been
very hard to achieve without  just saying no to opportunities

Knowledge
Some responding organisations declared their approach had been Otrial and errorQ over the years and one
responding organisation  succinctly captured what a number of other organisations had eluded to; issues of

awareness and un derstanding of environmental sustainability.

| think sometimes due to lack of knowledge we think we're doing the right thing and it turns
out it might not be - we've been bamboozled in the past by what seems to be an incredible
lack of clarity from waste o rganisations - and we're not environmental professionals so itOs
hard to work out what the truth is about % of recycling when the y tell us it's 98% and other
people tell us it can't be

Even when genuine attempts at environmentally sustainability had been made; it appears traction was often
lost due to some of the above issues.

The creative sector is a collaborative one and organisati ons highlighted that these co  -operative relationships
extended to environmental sustainability as well as their artistic partnerships. Indeed, high levels of
collaboration  were reported in the last few years; three-quarters of organisations (74%) reported

collaborative practices , further evidenced and stratified below.

TABLE 4.9: COLLABORATION *
%

Other arts organ isations 40%
Artists 34%
Environmental consultants 31%
Local authority or policymakers 28%
Green charities or campaigning organisations 28%
Local community groups 22%
Research institutions or higher education 19%
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Schools 11%

No - we have not worked with anyone 26%

Based on 330 responses

A number of responding organisations elaborated on their current and previous collaborations. These

collaborations involved: environmentally themed creat ive works; local authorities; i  ndependent utility bill

auditor s; recycling companies ; environmental consultants; local ¢ ommunity groups; ethical permaculture

ventures ; academics; architects; public transport companies; a nd various regional or thematic g reen
programme s, initiatives and networks.

Many also described future plans to create or extend collaborations, partnerships or networks.

We have a project planned partne  ring with a University in 2017

We will be working with a  rchitects on a future capital refurbishment programme

Of those who had not collaborated, many were sole traders and others felt that despite their interest,
barriers to collaboration still existed.

Many of our attendees and volunteers already work in and ar e aware of sustainability issues -
we have always had willingness, just no  t always the financial resources
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This Section discuss  es the role of JulieOs Bicycle and the collaborative practices articulated by the

creative sector.

In many cases, the impact and
and the key impact of that contact

collaborations reported by  responding organisations included JulieOs Bicycle
is outlined below.

TABLE 5.1: THE ROLE OF JULIEQS BICYCLE

Strategic priorities and agenda
setting for the sector

Events

Networking, information

sharing and knowledge
exchange

Resources and support

Webinars

Specialist sector specific

knowledge

Monitoring and audit

Social Value Lab

JulieOs Bicycle allowed organisations to reconsider or rei nforce
environmental sustainability as strategic priorities ; helping to redefine
the green agenda across the sector. Partnership with JulieOs Bicycle
underpinned the importance of the actions taken by organisations

Julie's Bicycle Os events were hig hly regarded and were considered
extremely informative on a range of topics

Through JulieOs BicycleOs events and other activities, responding
organisations stressed the importance of the networking aspect of
attending; information sharing and knowledge exchange

The resources and support available in the form of practical advice and
assistance was highl y valued by the creative sector.  The IG Tool, Creative
Green certification and  informative webinars were regularly singled out

for praise, as was the bespoke nature of the support a nd knowledge of
staff

The series of webinars conducted by JulieOs Bicycle  was an element of the
web resources that drew very positive comments f rom responding
organisation s

The creative sector highlight ed the specialist sector specific knowledge
offered by JulieOs Bicycle. Staff familiarity and exp  erience of the sector
meant that they could direct organisation s on the most appropriate way
forward

The opportunity to accurately self -monitor and audit organisational
activities as a result of JulieOs Bicycles tools and assistance was
appreciated. Organisations remarked that it allowed for a cl earer and
more accurate understanding of organisational activiti es in relation to
environmental sustainability
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One key cultural sector stakeholder remarked that discussions with JulieOs Bicycle have be en incredibly
useful.

In interview s, key cultural sector stakeholders discussed the measurement of their environmental impact

and the reporting arrangements currently in place. Some were taking initial steps and there were admitted
challenges, and for others there existed an awarenes s that systematising the processes was necessary to
show benefits and ultimately achieve organisational succe ss and transparency.

For some creative organisations, JulieOs Bicycle is their major partner and those organisations that had
previously worked with JulieOs Bicycle, used any  of its resources, or attended any of its events articulated
what had been most valuable.  Overall, the comprehensive suite of assistance provided by JulieOs Bicycle was
positively regarded by responding organisations

All helpful - website resources, training opportunities
All of it - events, research, workshops

All the resources online to help us write our own en vironmental policy and action plan and
being able to phone and  talk to them and ask for advice

We have previously worked with JB via ACE monitoring an d attendance at a seminar - all useful.

More specifically, organisations highlighted the most u seful contact with JulieOs Bicycle.

This interaction included : strategic priorities and agenda setting for the sector; the events regularly hosted
or facilitated by Julie's Bicycle; the associa ted networking and knowledge sharing; the wide -ranging
resources and available support in the form of practical adv ice and assistance, particularly the IG Tool,
Creative Green certification and informative webinars; the specialist sector specific knowledge ; and the
opportunity to accurately self  -monitor and audit organisational activities as a result.

Strategic priorities and agenda setting for the sect or

Contact with JulieOs Bicycle allowed organisations to rec  onsider or reinforce environmental sustainabil ity as a
strategic priorit y, and as such help ing to r edefine the green agenda across the sector. Many organisations
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highlighted that it underpinned the importance of their actions, and described how that ha d changed in
recent years.
| wrote working with Julies Bicycle into our business plan - s0 itOs an action for now to take a
look at our whole op eration and lift the importance
Learning how we can make a difference collectively a nd alone
Learning on creating an action plan and policy which was not in place and reporting. This has
led to us taking into consideration our impact on the env ironment a nd environmental
sustainability
The initial presentation was a real eye  -opener and ev erything since has been useful
Feeling of partnership, strength through collabo ration and mutual support under
extraordi narily difficult circumstances
Most valuable has been the steady and supportive encourage ment from JB together with the

gradually developing sophist ication of the ACE relationship

Events

Julie's Bicycle regularly ho st and facilitate events around the country and respondi
them to be very informative on a range of topics.

ng organisations found

The events that JB runs have proven invaluable inr  e-energising staff on the issue

Very good events with knowledgeable staff an d guest speakers , an excellent website with

resources

| have recently stepped into the sustainability role, and h ave recently filled in my first JB CIG
Submission for 2015/16. | will be attending a JB Event at the en d of Feb in Birmingham

| attended the da y conference in Hammersmith last year which was inc
encouraging

redibly helpful and

Event at NT some time ago emphasised for me the value of J B being an advocate and lobbyist

on behalf of The Arts

COPtimism event was inspiring and useful in terms of sharing knowledge, experience and best

practice

As a disabled person | can only get to events in Lon don that are easy to get to. When | have

gone to events | hav e always found them interesting

Event at Royal Opera House about Sustainability, r  eally useful and eng aging event

Networking and knowledge sharing

Through the JulieOs Bicycle events and other activities, resp  onding organisations stressed the importance of
the associated networking, information sharing and knowledge ex change they experienced.

Networking or  sharing of practice/contacts/suppliers, especially where the
benefit.

Networking, sharing ideas, solutions and challenges

Networking ; running a workshop and being on a panel. We could share
our profile

re is also a financial

our ideas and widen

Social Value Lab
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Partnership building and shared conversati ons
The 'real' examples of others which show th e tangible benefits of action

Having access to practical advice from companies suc h as the Young Vic, giving advice on how
to cr eate sustainable shows

Resources and s upport

The extent of resources and support available in the form of practical advice and assistance was highly
valued by the creative sector.  The IG Tool, Creative Green certification and informative w ebinars were
regularly singled out for praise, as was the bespoke na ture of the support and knowledge of staff.

Practical advice
All the training has been high quality and practical

The ongoing discussions and alternative viewpoints raised in mee tings. The IG tools are very
useful for calculating energy impact

Practical ti ps; Specific advice tailored to our own circumstances; Cumu lative data from using IG
over a number of years providing an incentive to keep im proving

IG tools and certification  very valuable
Website is invaluable for resources and help with action plan
Availability of JB members of staff for help and advice

The original template modelling an Environmental Policy which w e have been able to alte rto
meet our own small company

Workshops on engaging staff in gr ~ een programmes have been useful

Webinars

An element of the web resources that drew very positive comments f rom responding organisations was the
series of webinars  conducted by JulieOs Bicycle .

A JB session for artists/cultural organisations as p art of Low Carbon Oxford week. Also web
resources are so very h elpful - | wouldn't have known where to start without JB! | have
communicated with JB via email when writing Environme ntal Policy - they were extremely
helpful and knowledgeable. | have also taken part in an intere sting webinar. | am on JB's
mailing li st w hich | find very insightful

Have used online webinars, but ke  en to develop this and do more

The webinars are very informative and a great way to excha nge environmental information
with multiple audiences - environmentally f riendly and less time consuming

Specialist sector specific knowledge

The creative sector also chose to highlight the specialist sector specific knowledge offered by JulieOs Bicycle.
Staff familiarity and experience of the sector meant t hat they could direct organisations on the most
appro priate way forward.

Specialist knowledge, support and glo  bal links
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Knowledge and enthusiasm

Knowing that we have access to a JB officer who abso  lutely understands our sector and the
pressures on venues to tackle so many challenges every day, a nd seeks appr opriate info to
help the venues without trying to suggest that environmental iss ues are the most importan t
thing they should be tackling

Monitoring  and a udit

The opportunity to accurately self  -monitor and audit organisational activities as a resu It of Juli eOs Bicycles
tools and assistance was appreciated. It enabled f or a clearer and more accurate understanding of
organisational activities in relation to environmental s ustainability .

Using the new application process for the Creative Green certification, he Ips us target low
point scoring a reas and focuses our actions

Reporting to Julie's Bicycle is helpful for measuring ou r impact and seeing where we need to
improve. Their resources/webinars/case studies help to fi nd ways that might work for us
Benchmarking tools and detailed reporting which we can cycle back i nto our funding
applications

Monitoring our data and receiving feedback

JB audit was good, we need another one

Key cultural sector stakeholders  explained how the work of JulieQs Bicycle fits with their own orga nisationOs
strategic priorities. Positively, there was a close alignm ent.

Furthermore, interviewees clarified where they believed JulieOs Bi cycle adds value to their organisation and
the sector more widely.

Social Value Lab Page 58



The Future of the Sector /

The appendix contains all the personal vision quotes foran environmentall  y sustainable creative sector. Might be nice in
your redesign to select some good quotes and use the m in between each chapter/section.




JulieOs Bicycle | Sustaining Creativity 2017

Overall, more than four -in-five organisations (83%) have experienced some kind of ben efit as a result of their
environmental sustainability practices. While over half the responding organisations (54%) benefited
financially, other benefits were also reported, including repu tational, staff wellbeing and creative prospects.

TABLE 6.1: ORGANISATIONAL BENEFITS

% (2017) % (2014)

Financial benefits 54% 55%

Improved profile and reputation 43% 40%

Imp roved wellbeing 35% Not asked

Creative opportunities 28% Not asked

None 17% Unreported

Based on 308 responses Based on 278 & 251 responses

Reported benefits were fairly consistent between 2014 and 2017. In 2014, organisat ions were asked about
financi al benefits (55%) and improved profile and reputation ( 40%) but not Oimproved wellbeing® or Ocreative
opportunitiesO. The 2017 sample size is larger which mean s that in absolute terms, a higher number of
organisations are reporting benefits than in 2014.
In 2017, m any respondents took the opportunity to clarify these benefits.
In terms of financial benefits , respondents described saving money on energy and printing among other
practical changes. They also highlighted an increase in re mote working  practices which also saved

expenditure on travel.

We now use over 40% less electricity than we did 10 y ears ago and this provided us with a
£67K saving i n the last financial year alone

Reduced electricity bills, however we are still recove ring capital ¢ osts associat ed with the
change

We anticipate a financial benefit from our solar panels

Some money (printing D cutting down cuts costs) , same for energy efficiency

Organisations believed they had also experienced reputational benefits from the changes they were
making. Staff, consumers and peers often appreciated the susta inable approach.

We have an Eco bond which had a very good response on so cial media .
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People in our Festival have liked the fact we are as  king everyone t ry and be environmentally

aware.
The impact of "i mproved profile and reputation is actually largely i nternal, amongst staff and
our large pool of freelance creative workers who are gener ally ‘green’ leaning.

Produced films and creative product that re aches out into the wider public

Staff reported benefi ts directly and indirectly from greener organisational action. This ranged from the
positive health and wellbeing benefits of say, cycling to work, or reduced travelling due to the push
towards remote working and meetings. Importantly, benefici aries were n ot just staff members with some
organisations reporting their audiences and participants also gained from the changes.

Some of our staff regularly cycle into work and to meeting s, we are trying to encourage more
people to take sustainable transport

Reduced travelling does improve wellbeing. The digital workstyl e encourages innovative
thinking and shorter (virtual) meetings!

Employee satisfaction, loyalty and retention

Having an organisational Environmental Action Plan ha s positively impacted on our staff's own
attitude in their personal life.

Pride of staff and volunteers.
Development of a new project where some of our partici pants are stroke survivors, many of

which have not had the opportunity to be involved in environmental activities ( i.e. gardening,
growing techniques, permacult ure) since before their iliness

Organisations also reported  creative benefits  and these appear to be primarily driven by the networki ng
and conversational elements of any changes.

Better relationships with University departments a nd local groups
Co-operation with other social enterprises
Strengthened collaborative networks

The creative opportunities come from talking about it, gi ving us a different way of worki  ng
together and of making work

Improved service and dedication from supplier

For others, environmental action was seen as a benefit in itself.

We are a small festival in the mountains, and we are really close to nature , hardly any lighting,
or fencing etc . We are really rooted in the natural environment already SO going zero w aste
and 100% renewable is logical

1tOs about doing the right thing

Key cultural sector stakeholders summarised the benefits and impact of environmental sustainability on
their org anisation . One interviewee highlighted that it was important to consi der the longer -term benefits of
relatively expensive initial costs and another touched on the fact that it was important to recognise it was
also a change in organisational mindset.
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The organisational benefits of sustainability were also examined by sub -sector as well as by activity type as
the following two tables highlight.

Table 6.2 summarises respective subsectors and their reported benefits. Museums and Her itage see the
most financial benefit , the most improved profile and reputation, and as well as Visual Arts, the greatest
creative opportunities . Interestingly, the Theatre sector report the highest lev els of improved wellbeing.
Literature/spoken word and D ance reported quite low levels of benefit within the individual categories.

TABLE 6.2: BENEFIT TYPE, BY SUB-SECTOR

. Financial Improved Improved Creative
Benefit . profile and . S
benefits - wellbeing opportunities
reputation

Combined Arts 80% 51% 46% 33% 33%
Dance 73% 53% 13% 33% 7%
Literature/spoken word 75% 50% 0% 25% 33%
Museums and Heritage 94% 70% 53% 29% 35%
Music 75% 39% 36% 25% 19%
Theatre 87% 67% 46% 45% 26%
Visual Arts 84% 55% 45% 39% 35%

Based on 228 responses

Table 6.3 summarises respective acti vities and reported benefits.

As an activity, producing / publishing / releasing a rtistic or cultural work, produces the most financi al
benefits and improved profile and reputation . Funding, representing or developing the sector report th e
highest levels o f improved wellbeing and creative opportunities. No activity appears to be lagging
significantly across the benefit categories. As with the benefits by sub  -sectors above, some of the margins of

benefit between activities are slight.

TABLE 6.3: BENEFIT TYPE, BY ORGANISATIONAL ACTIVITY

) Financial Improved Improved Creative
Benefit . profile and . S
benefits ! wellbeing opportunities
reputation

Producing / publishing
/ releasing artistic or 89% 73% 48% 35% 23%
cultural work
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Operating a building /
peraling a butiding 84% 60% 38% 41% 320
venue
Promoting / producing
. 81% 47% 44% 32% 33%
festivals / events
Touring 80% 56% 33% 42% 31%
Funding, representing
. 81% 49% 47% 49% 35%
or developing the sector
Other 88% 51% 43% 36% 31%

Social Value Lab
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In recent years, environmental sustainability has grown in importance  as highlighted by a  key cultural sector
stakeholder .

Organisations were asked to consider the importance of environmental sustainabili ty in their organisation
over the last three years and their expectations for t he next three years. In responses, most believe d that
green considerations have ¢ limbed the strategic agenda. Based on survey responses, this trend looks set to
continue ; almost no organisations believe it will become less important.

TABLE 7.1: IMPORTANCE OF ENVIRONMENTAL SUSTAINABILITY IN ORGANISATION

Last 3 years 2017 2014 2014 2017 Next 3 years
It has become more important 52% 72% 66% 60% It will become more important
It has stayed the same 47% 25% 26% 39% It will stay the same
It has become less importa nt 1% 2% 0% 1% It will become less important

Based on 332 responses

In 2014, 66% of responding organisations expected environmental su stainability to become more important
over the next two years and in 2017, 52% reported that it had become more imp ortant to them over the
previous three years. Expectations and retrospective reporting might suggest that  organisations are slightly
over -estimating the speed of the change.

Until 2018, Arts Council England is investing: £333m in 663 National Portfolio art s organisations; £70m of
Lottery funding in Grants for the Arts, an open -access funding programme; £7.5m in museums; and £34.7m
in their strategic funding programme, targeting particular opportunities or funding gaps to create arts and

culture experiences for everyone, everywhere.

As such, the impact of ACE funding across the creativ e industries in England should not be underestimate d,
nor should the respective funding from their counterparts in Sco tland, Wales and Northern Ireland. As
leaders in the sector , the requirements attached to vast amounts of sector fundin g can produce seismic
attitudinal shifts relating to a given theme or activity . This appears to be the case with envi ronmental
considerations.

While much good work will have been done by organisat ions already; for many creative organisations,
environmental sustainability will have increased in impo rtance as a direct result of the importance attached

to it by funders. As such, sector funders arguably have the acutest sector influence in relation to
environmental sustainability
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The importance of environmental sustainability ~ to creative organisations is clear but in order to improve and
strengthen, there is a wide range of priorities that creative organisations are  focussing on .

All were id entified as a Qriorit yOso activities are ranked in order of what organisations selected as a Ohigh
priorityO to highlight what they might be more actively pursuing. Developing the consumer base ,
developing new sources of income , and developing creative w  ork or programme s emerged as the core
priorities of the sector.

TABLE 7.2: FUTURE PRIORITIES

Some Priority % Priority
Developing audiences / visitors / consumers 10% =97%
Developing new sources of income 14% =98%
Developing creative work or programmes 19% =96%
Improving diversity 26% =97%
Strengthening social inclusion and community engagement 27% = 96%
Improving access 36% =95%
Engaging with new technologies and digital media 40% =96%
Better advocacy and positioning 48% = 96%
Improving staff capacity or skills 50% =97%
Improving environmental sustainability 50% =95%
Developing branding / marketing 58% =96%

Based on 330 responses

While nearly half (45%) of responding organisations repo rted that improving environmental sustainability
was a high priority, as  expected, the creative sectorOs core priorities still rank a bove environmental
sustainability in relative impo  rtance .

There appears to be a core of organisations that emphasis e environmental sustainability  is a must, forming
a fundamental element of their strategic thinking. The remain ing organisations will give serious
consideration to environmental sustainabilit y but often within the confines of their creative vision, fina ncial

survival and conditions of funding.

Ensuring our environmental concerns take into account the particul ar access requirements of
all of our disabled stakeholders

| have given less priority  to those things that are already core to our organisation. We continue
to focus on developing these things. The High priorities represen t new focusses

In January '17 we won 1st Stage Sustainability Award for t he new theatre

Realistically we prioritise busi ness survival and improvement over environmental/social
concerns but we have a manifesto which in  cludes the latter as priorities

Where priorities are indicated as some priority it is in m ost instances because the work we are
doing in these a reas is already fairly advanced
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Key cultural sector stakeholders expanded on their organ isational priorities in discussions.

Responding organisations were asked what they believed the drivers of environmental sustainability within
their organisation would be in the near future.

There was a balance to be considered by the creative secto r; between their future priorities listed above and
the various, often external influences and futu re drivers detailed below.

All drivers were considered by the sector to be impo rtant . To better identify the core drivers, ranking is
ordered in terms of what organisations selected as a O major driver O Commitment of staff or senior
management , finances and compliance emerged as the primary drivers.

TABLE 7.3: FUTURE DRIVERS

Minor Driver % Driver
The commitment of staff or senior management 22% =97 %
Reduced costs 33% =90 %
Compliance with regulations or funders 40% =92%
Mission or creative vision 42% =93%
SC[;z?itfii\(/:ef S:Si r.;sgticsetliltl:soppeot::t-l;nities (creative partners hips ; 20% - 88%
Partnership opportunities 46 % =91%
Audience / visitor / consumer demand 48% =89 %
Artists 45% =83%
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The commitment of trustees or parent body 47 % =82%
Opportunities for positive branding 56 % =91%
Avoiding risks (e.g. increased insurance costs, stra nded assets) 50 % =79%
Avoiding p_otentlal reputational risks (e.g. fossil fuel 5206 - 81%
sponsorship)

Investment opportunities 41 % =69 %
Peer pressure from within creative community 57% =75%

Based on 330 responses

Responding organisation s explained that there was a range of important personal and org anisational
drivers .

A key driver (though itOsnot enforced) we believe, needs to be to redress carbon em issions.

We want to lead the way for arts and cultural organisations who w ork with airports  [one of our

funding sources] to do our bit

Environmental sustainability is my raison dOstre and primary driver in my practice and as
associate artist

It's just the right thing to do!

Views of the incoming influential Chair

We don't have to, but we really want to be a model festival and go 100% zero waste and 100%
renewable power... it's just so important. Everyone at home recycles... so why not at a festival?
Times of hedonism and enjoyment are no different and people ne ed to temper this with

continued environ mental efforts

We would be very interested in environmental improvem ent - all staff/ volunteers have this
ethos but in o ur building our hands are tied

Key cultural sector stakeholders  similarly expanded on their  personal and org anisational drivers in inter  view.

While environmental sustainability featured highly , there was sometim es a conflict between environmental
sustainability and the  creative vision of programmes and performances , and i n other cases green efforts did
not return the expected benefits.  Overall, however, drivers were positively reported and environmental

sustainability considerations still vigorously pursued.

Social Value Lab Page 68



JulieOs Bicycle | Sustaining Creativity 2017

Table 7.4 extends the future drivers listed in Table 7.3 and shows

reported by responding organisations.

In many cases, major future drivers reported by organisa
management commitment from funded organisations tha n

However, there is a higher level of staff or senior
those receiving no funding. Funded organisations are a
regulations or funders.
investment opportunities are rated by commer
than funded organisations.

It is becoming clear that while funding conditions are certain

environmental sustainability, so too is the personal co
commitment is a strong indicator of engagement with e

Conversely, audience / visitor / consumer demand along w
cial/non -subsidised organisations as more of a major driver

them analysed by the level of subsidy

tions are not determined by subsidy level alone.

Iso slightly more concerned about compliance with
ith positive branding and

ly a driver of organisational engagement with
mmitme nt of staff or senior management. Personal

nvironmental sustainability.

TABLE 7.4: FUTURE DRIVERS, BY SUBSIDY LEVEL

The com mitment of staff or senior management

Reduced costs

Compliance with regulations or funders

Mission or creative vision

Creative and artistic opportunities (creative
partnerships; specific f unding calls etc.)

Partnership opportunities

Audience / visitor / consumer demand

Artists

The commitment of trustees or parent body

Opportunities for positive branding

Avoiding risks (e.g. increased insurance costs,
stranded assets)

Avoiding potential reputational risks (e.g. fossil f uel
sponsorship)

Investment opportunities

Peer pressure from within creati  ve community

Social Value Lab

Igﬂr?\l;zrr Public sector grants or funding income
(Al None <50% > 50%
75% 67% 7% 7%
57% 55% 62% 51%
52% 44% 53% 52%
51% 58% 51% 48%
48% 40% 47% 54%
45% 51% 38% 53%
41% 60% 37% 35%
38% 39% 37% 38%
35% 32% 34% 38%
35% 52% 30% 34%
29% 34% 27% 29%
29% 26% 26% 35%
28% 37% 29% 23%
18% 17% 16% 19%

Based on 330 responses
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The cultural sector is  still keen to dedicat e additional time and money to environmental sustainability in a

number of areas over the next few years.  The full range is stratified below b
will chiefly be directed towards day -to -day operations and efficiencies

and monitoring of impacts , organisational strategy and staff training

ut it was reported thatr  esources
, waste management

, measuring

TABLE 7.5: FUTURE DEDICATION *

%

Based on 314 responses

Day-to -day opera tions and efficiencies 75%
Waste management 50%
Measuring and monitoring of impacts 48%
Organisational strategy 45%
Staff training 40%
Programming / creating work 38%
Audience engagement 35%
Capital development 34%
Sustainable production 31%
New p artnerships 29%
Supply chain engagement 27%
Renewable energy tariff or provider 23%
Renewable energy generation 21%
Activism and communications 19%
Ethical sponsorship 18%
Biodiversity and nature conservation 13%
Divestment or investment strategy 9%
Other 6%
With so many planned or potential actions, the respondin g organisations are looking forward

optimistically.

All proposals or plans are developed in consultation

with the University Estates Department

Doesn't mean we won't do the others, but these are areas we wil | do more

Greening our festival where possible
Itis integral t o my working practice and to us

Yes to all, but we need to know what our priorities are. D

oing capital now...

Social Value Lab
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Responding organisations were invited to identify any areas or issues which were challenging. A number of

main obstacles were identified and most were considered more challenging relative to

2014. Most notably,

creative organisations are hampered by capacity issues ; organisations reported a lack of capacity at their

disposal to develop their activities as fully as they would like.

maintaining staff commitment and embedding environmental actions into day to day operations

well as a variety of other challenges.

This is followed by the combined challenges of

, as

TABLE 7.6: CHALLENGES

Capacity

Staff commitment

Embedding environmental actions into day to day operations

Accessing external funding

Level of interest among consumer base

Senior management commitment

Level of interest among artists/creative partners
Developing a business case for environmental sustain
Trustees or parent body commitment

Existing regulations and standards

Effectively communicating environmental work

Skills or knowledge

Availability of/access to green services/suppliers

Finding the right partners

ability investment/budget allocation

%
84%

78%

74%

70%

69%

67%

67%

67%

65%

64%

63%

61%

58%

58%

Based on 300 respo nses

Bespoke challenges were emphasised by one key cultural sector stakeholder.

Responding organisations explored the challenges they fa ce in attempting to strengthen or develop their
environmental s ustainability actions.  These covered : time constraints; a lack of control over

changes ; a lack of appropriate green supply chains

; and the specialist knowledge needed in the area.

potential

The motivation and level of interest from the building we are based in

Convincing commissioning bodies and arts partners and ac

sustainability is of such vital importance and th

e drivers behind it are sincere

ademic partners that environmental

Social Value Lab
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Knowledge - since things change so fast ;to be up to the minute is a challenge

One of the main issues is time. Time required to inn ovate is scarce and ever getting scarcer
with funding reducing overall and competition to sta y afloat increasing
The remarks of key cultural sector stakeholders echoed these challenges and barriers . They also discussed

the e nablers of environmental sustainability for their organisation .

The sector was further invited to identify where specialist support would be beneficial.

As challenges are felt more keenly in 2017 than in 2 014, re ported support requirements.

While we might expect a clear relationship between identified challenges and subsequent support, this does
not necessarily hold. For example, capacity is the primary challenge facing responding creative
organisations but it is not an area for which people expect or would seek special ist support. E xpertise and
specialist support was more urgently needed in  finding the right partners , skills or knowledge , accessing
external funding , and the availability of and access to green serv ices and suppliers

TABLE 7.7: SUPPORT
%

Finding the right partners 70%
Skills or knowledge 64%
Accessing external funding 64%
Availability of/access to green services/suppliers 61%
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Developing a business case for environmental sustainability investment/budget allocation
Effectively communicating environmental work

Existing regulations and standards

Trustees or parent body commitment

Embedding environmental actions into day to day oper ations

Senior management commitment

Level of interest among consumer base

Level of interest among artists/creative partners

Staff commitment

56% (24.%)
53% (26 %)
53% (19 %)
46% (15 %)
46% (29 %)
44% (*)
44% (19 %)
42% (n/a )

38% (%)

Capacity 30% (15%)
Based on 300 responses

*in 2014, staff commi  tment and senior management commitment were one answer category = 17%

Support was viewed as important, sometimes essential in allowing responding organisations to realise their

organisational and environmental goals.

All areas of support
Support from landl  ords

lJulieOs Bicycle to date has provided a good framework (via the Creative

Green report

recommendations) for identifying priorities. Advice and support via regular contact with the

JulieOs Bicycle team and the confere nces/ workshops are also valued

Funding that will help the company continue to do what i t does best. Same with partners

Leadership on these issues lies with our host and pa rtner organisations; we support

We need to keep refreshing skills, commitment in staf f body but the area we could use
specialist support is in ensuring that our new building is operating as effectively as it could
and reviewing our energy use to continue to drive it down; also potential for furth er

infrastructure improvements

Key cultural sector stakeholders  also see ongoing and future support as vital for success.

Social Value Lab
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Responding organisations explained in great detail the kind of fu ture environmental actions they would be
pursuing. Very positively, there was an extensive range of respon ses with nearly two -thirds o f organisations
elaborating on the specifics of likely activities.

Proposed future actions reiterate d actions already taken by organisations in the last few years. The future
actions highlighted by responding organisations are a continuation or extension of the innovative and
effective actions detailed previously.

The high level of engagement shows a serious consideration of  necessary forward -looking changes, actions
and improvements within the sector and a willingness across the creative sector to deliver ~ those changes.

The direction of future progress included continuing and extending

! Small and large scale practical changes in day to day operations (relating to greening buildings
and/or offices, touring, remote working , travel, supply chains , processes, greenteams eftc.);

! Adapting and implementing organisational strategies and action plans

! Educating and engaging staff ;

! Perf ormative sustainability and green thematic works ;

! Advocacy ; and

! Local, regional, and national partnerships

Comments such as OweQll keep at itO, OweOll keep it at the forefrontO, Okeep talking, finding new ways to have

the conversation®, Ocontinue to devel op core operations®, Ocontinue to follow Action Plan and work with
others, Ocontinuing to do more of the above, creating a gr owing group of campaignersO were frequent

Among k ey cultural sector stakeholders , the messages and suggestions for the future.
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In 2017, t he clear message coming from the creative sector about future action  and direction is - more of
the same .

Responding organisations were asked to summarise which col lective actions they would most like to see and
which could accelerate engagement with climate change across the cultural and creative sector

From within a variety of potential collective options, t he sector principally supports the idea of the
development of a shared vision or action plan for the se ctor ; devel oping a community of peers that
provide opportunities to share practice and network ; continuing to  work with funders to introduce new
investment and incentives ; and developing collective procurement options for greener product s and
services .

The levels of sector support for collective actions are detailed below.

TABLE 7.8: COLLECTIVE ACTIONS FROM THE CULTURAL SECTOR
%

Developing a shared vision or action plan for the se ctor 53%
Developing a community of peers that provide opportu nities to share practice  and network 43%
Working with funders to introduce new investment and incentives 39%
Developing collective procurement options for greene r products and services 37%
Co-programming and co -creating work on environmental themes with others 33%
Joint awaren ess-raising to the general public 32%
Working with policymakers or local government to create new opportunities for collaboration 20%
on sustainability
Shared training or support to enable better advocacy and communication 27%
Information sharing networ ks on the broader context (such as scientific and politi cal 26%
developments, trends, statistics)
Working with research institutions to create new oppor tunities for collaboration on 2204
sustainability
Working with businesses to create bespoke technologie s and services 22%
Joint campaigning to politicians 17%
Other 5%

Based on 319 responses

Many of the proposed collective options could be pursued in uni on and remarks from responding
organisations emphasised the need for shared actions an d co -operation wherever feasible.

Creating a compelling shared collective vision

Critically there needs to be a way to adopt these changes without significant resour ce
implications otherwise the sector that is already struggling financially will not be able to make
sign ificant progress in this agenda

Development of policy that did not discrimina  te against the rurally isolated
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Joint training/ process for cultural practitioners to go on a deep personal inner journey of

change and transformation for a life sustaining worl d. Policy and procedures not enough we

need to be bold enough to look deeply within at ourselves, our own stories, our own
disconnection with the natural world, its needs to be a head and he art jou rney we've got to get
personal!

Providing digital networks to easily obtain and share peer learning on reducing waste an d
carbon in arts organisations

Being able to continue to and increase my work support ing other artists and arts practitioners,
community workers, arts managers, through training and mentoring. This supports personal
transformation and cultural shift to enable us to re -viewing ourselves within an ecological

framework which naturally catalyses and motivates sustainable practice

The Sustaining Creativity Su rvey 2017 shows that that the will and the supp ort exist within the sector, and
the proposed collective actions offer fertile ground for the next f ew years.
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This Section draws conclusions from the research and includes recommendations to improve and
develop future environmental sustainability in the sector.

Findings from the  Sustaining Creativity 2017 Survey  were positive and relatively consistent with 2014
findings.

The sector continues to seriously consider its environmental s ustainability. Since the 2014 Survey the re has
been a slight increase in its reported importance and a simila r slight increase in reported actions.

Environmental sustainability has become increasingly importa nt to organisations in recent years and this
trend looks set to continue. As such, it ap pears that reported environmental actions are catching up wit h

attitudes and expectations.

Environmental sustainability across the cultural sector was chiefly driven by senior staff and a strong

concern about climate change and clean energy. High numb ers reported considering environmental

sustainability when making strategic and creative decisio ns.

The Sector :

92% consider environmental sustainability to be relevant to their organisational vision and mission

83% report organisational benefits from their environmental actions

7% from senior r espondents; those reporting as Director or Senior Management level

84% have an up -to -date environmental policy

36% of organisational environmental policies or action plans r efer to specific emissions reduct  ions or
other targets that are based on international, national , or local policies.

48% have a Green Team or Green Champion

38% are on a green energy tariff or are buying energy from a 100% renewable energy supplier

15% generate their own renewable energy

81% measure their environmental impacts

94% consider sustainability when selecting suppliers and service pro viders

80% consider sustainability for building refurbishment o r capital projects

In 2017, compared to 2014, responding organisations are more likely to be engaged in and planning for,

environmental sustainability practices, more of the time. These figures more than any others, show the level

of change and the progress made in the last 3 years.
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Comparatively, organisations reported doing at le ast as much as their creative peers; other artforms and
others within their own artform, so when it comes to envi ronmental sustainability, organisations do not feel
that they are lagging behind.

The sector has also engaged a range of innovative and effecti ve actions with regard to environmental
sustainability , including progress in: practical changes in day to day operations ; capital investments;
strengthening organisational strateg ies and action plans; engaging staff;, creative work s and programmes

with env ironmental sustainability as a main theme ; and local, regional, and national partnerships.

Those areas that the sector found challenging included: be havioural change in staff and/or consumers;
limited ability to adapt their location and operating environme nts/processes; organisational ¢  apacity ;
engagement and communication with other organisations or consumers was at times ch allenging ;

fashionable , ad hoc and short term initiatives  that were ill-devised or ill -prepared ; access to and availability
of quality green supply chains; f inancial viability ; and a lack of specialist environmental k nowledge .
Exploring the activities that the sector found challenging is an important learning opportunity for all
organisations across the creative sector.

There was a range of important pe rsonal and organisational  environmental sustainability  drivers within the
sector.

Primary drivers of environmental sustainability in the near future:

While environmental sustainability featured highly, ther e was occasionally conflict between environmental
sustainability and the creative vision of programmes and per formances that needed to be addressed or
reimagined. In some cases, green efforts did not return the expected organisational benefits but overall,
drivers were positively reported and environmental sustainab ility considerations  vigorously pursued.

The importance of environmental sustainability to creative organisations was a strong feature of the
Sustaining Creativity Survey 2017.  However, it ranked lower relative to co  mpeting core sector priorities. In
order to improve and strengthen, there is a wide range of priorities that creative organisations are focu ssing
on.

Primary priorities for future improvement:

The cultural sector is keen to dedicate additional time and mone y to environm ental sustainability in a
number of areas over the next few years.

Primary areas for additional time or money to enviro nmental sustainability over the next three years:
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With so many planned and potential actions, the responding organisations are looking forward
optimistically.

Creative organisations reported on the range and scale of benefits experienced by the sector as a result of
their environmental actions. More than four -in-five organisations (83%) experienced some kind of benefit as

a result of their environmental sustainability p ractices. Specifically, the sector reported financial benefits ;
reputational benefits ; health and wellbeing benefits ; and c reative benefits .

Financially, the sector described saving money on energy an d printing among other practical changes. They
also highlighted an increase in remote working practice s which saved expenditure on travel. They also
experienced re putational benefits from the changes they were making. St aff, consumers and peers often
appreciated the sustainable approach. Staff reported benef its directly and indirectly from greener
organisational action, ranging from the positive health and wellbeing benefits of for example, cycling to
work, or reduced travelling due to the push towards r emote working and meetings. Importantly,
beneficiaries were not just staff members with some organisatio ns reporting their  consumers also gained
from the changes. Org anisations also reported creative benefits and these appe ar to be primarily driven by
the networking and conversational elements of any changes.

Another expected benefit was the potential for chang e in organisational mindset as a result of
environmental ac tions.

A number of main  obstacles have been identified. The sector explored the challenges it faces in attempting
to strengthen or develop envir  onmental sustainability actions.

Most notably, creative organisations are hampered by capacit y issues; organisations reported a lack of
capacity at their disposal to develop their activities as fully as they would like. This is followed by t he
combined challenges of maintaining staff commitment an d embedding environmental actions into day to

day operation s, as well as a variety of other challenges.

Top 3 challenges:

The sector further explored: a lack of control over potent ial changes; a lack of appropriate green supply
chains; and the specialist knowledge needed in the area.

The sector identified the areas in which specialist support w ould be beneficial.

Creative organisations are seeking expertise and specialist support to identify the right partners for their
strategic and creative activities. Additionally, many admit t o lacking the specialist skills or knowledge in
relation to environmental sustainability and would lik e help to identify sources of creative and green
funding. Also mentioned was the a vailability of and access to quality green services and suppliers .
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Top 3 support requirements:

Support was viewed as important, sometimes essential in allowing responding organisations to realise their
organisational and environmental goals.

The creative sector deems 0o ngoing and future support as vital for success.

The creative sector is a collaborative one and organisati ons highlighted that these co  -operative relationships
extended t o environmental sustainability as well as their artis tic partnerships.

High levels of collaboration were reported in the last few years and three -quarters of organisations  reported
collaborative practices  with: o ther arts organisations ; artists ; environmen tal consultants ; local authority or
policymakers ; green charities or campaigning organisations ; local community groups ; research institutions
or higher education ; and schools. Other collaborations involved: environmentally themed creative works;
independen t utility bill auditors; recycling companies; ethical perm aculture ventures; architects; public
transport companies; and various regional or thematic gr een programmes, initiatives and networks.
Furthermore, the sector is pursuing future plans to create or extend collaborations, partnerships or
networks.

In the majority of cases, the collaborations reported by the sector included JulieOs Bicycle

JulieOs Bicycle is often the chief environmental partner for many creative organisations and have utilised its
resources and attended its events . The assistance provided by JulieOs Bicycle was positiv  ely regarded and the
sector articulated what had been most valuable  from JulieOs BicycleOs comprehensive suite of support.  This
included: str ategic priorities and agenda setting for the sector; th e events regularly hosted or facilitated by
Julie's Bicycle; the associated networking and knowledge sha ring; the wide -ranging resources and available
support in the form of practical advice and assist ance, particularly the 1G Tool, Creative Green certific ation
and informative webinars; the specialist sector specifi ¢ knowledge; and the opportunity to accurately self -
monitor and audit organisational activities as a resu It

The sector will b e engaging in a variety of  future environmental actions over the next few years. Likely
future activities echoed those already taken by organisations in the last few years and as such, will be a
continuation or intensification of the innovative and effecti  ve actions detailed previously.

This included continuing and extending: small and large scale practical c hanges in day to day operations;
capital investments; adapting and implementing organisational strategies and action plans; educating and
engaging staf f; performative sustainability and green thematic works; advocacy; and local, regional, and
national partnerships.

The Sustaining Creativity 2017  Survey confidently suggests that collective actions will have a positive impact
on the cult ural sector and accelerate engagement with climate change

The sector principally supports the idea of the development of a shared vision or action plan for the sector;
developing a community of peers that provide opportunities to share practice and networ k; continuing to
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work with funders to introduce new investment and ince ntives; and developing collective procurement
options for greener products and services.

Primary collective actions sought by the sector:

The sector also touched on the importance of developing colle ctive procurement options for gr  eener
products and services

It is important to consider that proposed collective options need not be pursued in isolation; the sector
desires shared action and co -operation wherever possible.

In 2017, as in 2014, subsidised organisations are still leading the way in terms of developing and
maintaining environmental practices, reinforcing the id ea that environmental conditions of funding are a
strong driver of change. While funding conditions are certainly a driver of organisational engagement with
environmental sustainability, so too is the personal co mmitment of staff or senior management. Personal
commitment is a strong indicator of engagement with e nvironmental sustainability. It would be fair to
conclude that the two conditions in tandem; fundin g conditions and staff commitment, provide the most
fertile ground for engagement with environmental sustainabilit y practices. This also means that the most
profound environmental activity is inherently vulnerable. If key individuals are the ones pushing t he
boundaries of often funding conditional environmental a ctivity, and then leave the organisation before
activities are fully integrated into overall strategies, priorities, policies, and job descriptions, there i s a

higher chance that activity will contr ~ act.

Environmental sustainability ~ in combination with the future of the sector appears healthy. In 2017, the clear
message coming from the creative sector about future act ion and direction is - more of the same

This is most starkly evidenced through the personal words of strategic level respondents; those in tactical ,
leadership and governance positions who expressed their personal idea or vision for an environmenta Iy
sustainable creative and cultural sector. Remarks by sector leaders show a genuine interest in , and
engagement with , environmental considerations . Engagement is further clear from the scale and detail of
provided responses. The levels of engagement with the OSustaining CreativityO programme and the 2017
Survey shows a serious consideration of  necessary and forward -looking actions and improvements within the
sector, and willingness to deliver those changes where possible.

For many creative organisations, the importance of environmental sustainability will have increased as a
direct result of th e importance attached to it by funders. With those conditions can come seismic attitudinal
shifts and itis a potential game -changer for environmental sustainability in the creat ive sector.

Those best placed to forge new ground might be the larger, better funded organisations that have the
resources and capacity to work  in close partnership with organisations like JulieOs Bicycle to be inn ovative
and pioneering. There is the potential to adapt practice s for differently sized organisations resulting in
posit ive and practical trickle -down lessons for the smaller organisations whose capacity and resources might
be more limited. It is also important to consider that the r everse may also be true ; very small creative
organisations who are often more agile and quic ker to adapt could quickly prove wh ich actions are effective
and which are ineffective. A tailored framework of support continues to be vita I

Despite some challenges, there remains considerable optimism withi n the creative sector and with some

extra support, co-operation and coherence, environmental sustainability within the creative sector will
continue to enjoy fertile ground.
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This appendix contains all personal visions  for an environmentally sustainable creative sector.
Approximately one -third of responding organisations expressed their pers onal idea or vision for an
environmentally sustainable creative and cultural sector . In their own words:

A carbon neutral sector
A common quality mark
A creative and cultural sector  that use art to inspire positive change

A genuinely low carbon culture where likely carbon e missions and impacts are factored into
every decision

A low carbon industry that advocates through creativ e practice and leadership for a national
low carbon econ omy and commitment to reducing negative environmental impacts

A sector that implements policies which have impact but are also realistic given  resources

A sector that is able to think in the long term, bey ond the next project or programme, and

which is abl e to express a po sitive vision of sustainability

A sector that is caring for the environment and huma nity

A sector that sees itself as inextricably implicated in either driving climate change and
environmental injustice or working against them. Obviou sly, the vision is that the cultural
sector would ally itself to working against them, but r ecognition o f being enmeshed is a
precursor

A sector that understands and acts to be sustainable and proactive. It is part of who we are,

what we do and how we do it

A sector that willingly embraces the short -term costs of change recognising that this is the
most existential issue we face in the world and whic h imaginatively calls on others to join us in
changi ng the way we live in the world

A sector that works collaborat ively to highlight the issues we face (through public art an d
discussion), whilst simultaneously providing creative solutio ns to some of the challenges to an
environmentally sustainable future

A sector that works in harmony and creatively to mak e a differe nce

A top strategic priority for all cultural organisations

A world -leading sector, both demonstrating the possibility and the benefits of sustainable
business practice and engaging with audiences about how and why we do what w e do for
sustainability

Access to free professional advice  and funding for implementation

Affordable 'green’ creative supplies than are the same price as the bad ones
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All festivals use only solar. All festivals have a zero waste po licy. All festivals subsidise coach
travel. All festiv als use reusable plates and cutlery

An arts sector that engages  with the issues that need addressing

An industry that has a positive environmental impact and is core to its place in society

Artists are the imaginers of better futures, engagin g audiences cr eatively in that imaginative
process

As a minimum the cultural sector should have a neutr al impact on the environment. The
opportunity is to lead the way in sustainability and u sing their creative skills to engender this

with the wider public

As effective conveyors of ideas to large audiences, | think there is great potential for the
cultural sector to establish the importance of environ mental sustainability. Hopefully, our
engagement will inspire other sectors to work with dedication in this area as well

Better touring networks

Building a community around arts and culture through inr oads that have the most relevance
and importance to them such as making their community a healthier and greener place

Climate change

Climate change addressed creatively through programming across the sector
Collaborating more on recycling of materials

Collaboration and commitment

Collective investment in low -carbon technology, especially energy

Digitally presented work;  Dedicated environmentally efficient arts venues for live wor k; Shared
office resources/spaces wit  h collaborate and private space

Each to play their part relative to the scale of organis ation

Embed use of energy and reduction of power in shows

Embracing paperless ways of working, digital media art de livery over more traditional
materials and low -load tools (LED, heat recovery, insulation) assuring that delivery of services

are optimised for the least possible consumption

Enlightened self -interest - the practical realisation that we each are impacted when the
environment is damaged, and each positive contribution i s powerful

Ethical and diverse creating  equity and space for innovation

Every organisation has an environmental ambassador. Also sup port for organisations renting
very inefficient buildings that don't have much say in what should happen

Finding a creative way of disposing waste
For everybody to make a small personal differenc e we can celebrate collectively

For theatre to use its position in the social consciousn ess to lead debate and be held up as a
sector at the forefront of sustainability

Forget energy saving lightbulbs, think about reuse of every thing; grow staff teams from within,
not externally; recruit locally not nationally; always use Ope n Source tech; always work with
local systems suppliers; always s upport neighbouring suppliers; always keep old systems,
building new when needed, avoid anything new; always examine past artistic programme to
see if older work can be extended, revisited. Look for long term partnerships, work with
agencies and orgs that have equitable swaps for your programming or skills; build diversity
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into absolutely every part of the creative business. Embr ace Creative Case for Dive rsity at every
level

Funding, policy, visions, mission of our sector is mo re clearly about working/livin  g/creating
within the earths limits in an interdisc iplinary way with other sectors

Going paperless!
Greater understanding, commitment and action arisi ng

Harnessing renewable energy sources that are fair an d cheap, removing profit incentives for

companies w hich farm non -renewable energy and placing more emphasis on incentivisi ng a
cleaner, fairer approach to protecting the planet, ani mals, wildlife and developing energy

systems

Having a place where we can go for support when we w ant to implement a change and  are not

sure how to do it. A network or website of ideas
Highly creative, low carbon, dynami ¢, fluid, commons based society

| believe that we should aim for not only a sustainable, but regenerative creative and cultural
sector. We should endeavour to appl y ecological design and Whole Systems thinking
throughout all the interactions of our trade. Ecological living will deeply empower music and
the arts; they mutually support each other's pros perity, and that of the Earth's

| subscribe to the SiPA commitmen ts
| would like to see environmental issues front and cen tre in the mainstream art world

Improved access to environmentally sustainable suppliers, e specially in the north, and more
competitive pricing compared with traditional technolog ies would help tip t he balance of the
sector to one focusing more on sustainability. If we can reduce the pollution / waste from the
creative sector across the board our sector can (and sho uld) lead the way to conve rsations
about the environment

Improved use of materials and  recycling. Improved energy use. Creating work that raises the
issues and challenges preconceptions about human respon sibility to the future and the
environment

Increased connectivity and partnership between regional v enues to ensure that maximum
benefit ca n be achieved from International touring i.e. providing a fra mework in which an
internationally company can tour across venues in a stra tegic manner which minimises carbon
footprint and reaches the highest number of people in the most effective way

Inspira tion events which both entertain and engage the public wi th ideas o n how to do things
differently

I've done some research on this as part of an MA - the main barrier to building infrastructure is
the payback period - and the difficulty of convincing landlo rds that measures are worth
undertaking. Most creative organisations are run by socially aware people who | find are open
to ideas around environmental sustainability - very often they lack capacity, clout with
landlords and knowled ge to be able to have an  impact

Leaving the planets abundance of resources in a bett er/safer state for future  generations than
we found them

Less general waste in creating theatrical shows. Reu sed sets, costumes, props etc. A shift away
from the idea that each show must be built from scratch from the ground up then destroyed at
the end of the run

Less paper, posters, fl yers, brochures etc

Less waste; more creativity

Less waste: more cooperation between organisations
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LetOsall continually improve rather than wait while those who try hardest ar e criticized, or
willed to fail

Lots of small actions rather than one b ig one will make the difference
Make it a condition of funding that an agreed % is ring f enced for reaching environmental aims

More circular economy activity. To lead the wa y for other sectors of the economy. To become
torch bearers

More knowledge of how to be eco sustainable and it being cos t effective

More organisational r  esponsibility across the board

Being able to offer more training and mentoring for others in supporting  work in this area
One that collaborates and inspires

One that has a positive environmental impact, shares its vision with audiences and inspires
them to be part of the solution

One that is leading in the challenge against climate change
One that is proper ly financially supported to enable it to improve people's lives
One that shares ideas, spaces and materials to make better art for more people

One that works together and thinks REALLY long -term; that links social justice to action and
that is part of the  change to people's lives and their experience of those changes

One where sustainability is seen as  being central and not an add -on

One where the arts emphasise the responsibilities we h ave to our p lanet right here and right
now

One which can build awarenes s and inspire a positive vision of a zero -carbon future through
our work; and where resources are carefully and purposef ully managed with an understanding
of their true value; and sustainable practice is sec ond nature

One which is innovative, creative, res ponsive and informed. Where sustainability is
meaningfully and actively embedded within the sector t o the extent that we no  longer need to
talk about it

One whose decisions and commitments recognise t he needs of future generations

Oxygen making and p olluta nt absorbing environments

Partnersh ips with environmental agencies

Placing at the heart of everything we do across prog ramming and operations in the cultural.
Commitment for senior management. Supportive and sharing knowledge in how to do that in a
functio nal, realistic way

Producers and venues working together to minimise th e environmental impact of their work -
as a receiving venue there will always be a degree of em issions produced as shows travel to

and from our venue but we can do what we can to minimi  se that

Productions which have a Carbon Budget , as well as a Monetary Budget

Recycled paper all the way and investment into digita | publishing reading
Resource -neutral (photographic) practice; climate change and environme ntalism a primary
focus
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Running on renewables is key

Stop all wars and spend the money on environmental needs including t he creative and cultural
sector

Sustainability through reducing waste and our carbon fo otprint through reduced travel
That all of the sector is committed to including env ironmental sustainability as a key objective
That it becomes second nature within the w ork place and for our audiences

That it is embedded as the only way to do it / make decisions . We off set our touring impact
with all our other act ivities and day to day running

That the sector is a place for us to explore our relatio nship with the natural world. That this
discourse will help our communities forge a better futu re for all of us
That we use our positive ‘credit' with society to challenge 'its hard to be gre en' with 'its

enjoyable /fun/rooted/life sustaining to be green'

That we use renewal energy throughout our organisations and homes and that it is introduced
affordably and works effectively

The ability to respond cre  atively to a collective problem
The creat ive and cultural sector should be fully engaged with creatin g a more environmentally

sustainable future, both in terms of how we operate our o rganisations and in terms of
engaging and informing our audiences with the key issues

The sector knows how much en  ergy is used in dalily activities (putting on a show, t ouring etc)
The supported recrudescence of the Library sector as a comm unity resource and a place for
books

To be able to teach our audiences about carbon literacy thro ugh art, film, th eatre and
engagement

To be as close to carbon neutral as possible

To be part of an informed sector which understands from case s tudies and best practice
elsewhere the impact of change and its benefits rather than solely pushing a 'something must

be done' agenda

To connect local concerns with global impacts through a series of artis t-led projects in
Finsbury Park where we based. Connecting experience of shared values for public park spac e
with digital networked spaces

Touring to become environmentally friendly

Transparency

Waste nothing - From great ideas to scenery it all has value

We need more shows of the quality of "The man who plant ed trees". Poor delivery and poor
didactic scripting. Focus on local rural development interve ntions - 80% our audiences walk to
the venues

Where environment issues become part of everyday management
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