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Overview of market and users groups

The network revolution will reach all sectors of the economy and society with the content industry playing a central role. The more far-reaching economic and social implications are only now becoming apparent. Business and government leaders must consider these matters today to prepare for the future.

CONDRINET report, Content and commerce driven strategies in global networks: European Commission DG XIIE, European Commission October 1998: http://www.echo.lu/condrinet
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The cultural sector in the EU – an overview

Up until recently, the economic and labour market aspects of the arts and cultural sector were of secondary significance. Culture was seen as part of social policy and was not considered an area which could or should be subject to “normal” economic criteria, since these criteria were interpreted as incompatible with culture. In many European countries, art and culture were understood as a public service meant to promote the aesthetic sensibilities of the nation’s citizens.

Over the last 10 years, the number of commissioned scientific studies and political programmes on the broad topical spectrum of “Cultural Economy and Employment“ has increased dramatically. Both the current discussion on the theory of culture and current policy are characterised by two processes which are independent and affect each other’s further development: one speaks of the “economisation” of culture, on the one hand, and the “culturalisation” of economy, on the other hand.

Studies addressing themes which combine the aspects of economy, culture and the labour market are in the forefront of the current applied research. At the present time, labour market policy viewpoints still play a subordinate role. This, however, is changing in the face of the increasing need for legitimisation of public budget expenditures.

There is neither an EU-wide uniform definition of “cultural economy“ nor are there corresponding standardised statistics on the EU level which can serve as the basis for empirically depicting the employment developments in the area of culture. Not least of all due to historically evolved patterns of interpretation, European countries have quite different understandings of the cultural sector. Due to inadequate quantitative foundations, the majority of statements to be found in the scientific literature are made based upon non-empirical studies.

The cultural sector in the EU – characteristics, volume and trends of employment

According to the broadest definition, there are currently 7.2 million workers in the EU cultural sector. This figure is significantly higher that assumed in previous studies.

From 1995 to 1999, the cultural sector in the EU experienced an average annual rate of employment growth of 2.1%. This employment growth was concentrated in those areas within the arts and culture where the demand for content is greatest, while employment stagnated in the characteristically industrial areas (such as the printing industry).

Within the cultural sector, employment figures for cultural occupations grew sharply at an annual rate of 4.8% during the period of 1995-1999, whereas non-cultural occupations in the cultural sector (such as administration) fell.

Continuing employment growth in the creative occupations of the cultural sector is to be expected in the future since the demand for cultural products and services is strongly increasing, both from private households and from companies. Employment growth in the area of distribution will also increase, but not at the same rate as in the development of cultural ”products”. “Content producers” seem to be in greater demand than marketing and sales people.

Employment in digital culture – characteristics, volume, trends and requirements

The “digital culture” is the result of an interaction between “traditional” culture (content), the TIMES sector (technology) and services/distribution. The increasingly used term TIMES sector (Telecommunication, Internet, Multimedia, E-commerce, Software and Security) is used in this report to cover the whole audio-visual sector, i.e. the entire multimedia sector, including culture industry areas such as TV, publishing, and the music industry. The great advantage of this sectoral definition is that it covers all value adding chains – horizontal and vertical - i.e. not only the sector we are interested in, with its content-oriented, creative activities, but also the whole sector of infrastructure suppliers and devices.

In this context, digital culture is the result of an interaction between traditional culture (content), the TIMES sector (technology) and services/distribution (see Figure 1).
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Figure 1: Digicult culture- joint forces of content, technology and services

The TIMES sector in the EU is characterised by very small companies. Only 13.2 % of the companies have more than 50 employees. There is a very high proportion of freelancers, with 1.3 freelancers for every regular employee. In contrast, at 30 % of freelancers out of employees, the share of women is very low. The percentage of women employed in creative occupations is even lower, and when it comes to company start-ups, only 20 % of new TIMES companies are

set up by women.

Digital culture demonstrates enormous employment dynamics, particularly in the areas of multimedia and software. These two sub-sectors are those with the greatest demand for content and creativity and therefore represent the best employment opportunities for creative workers.

There are currently approximately 1.5 million companies in the EU active in the areas of multimedia and software, representing a total of 12.4 million workers.  Even assuming a declining annual growth rate over the next 10 years from 10 percent in 2001 to just 3 percent in 2011, we can estimate 22 million jobs in the year 2011. Thus, approximately 9.6 million new jobs will be created in multimedia and software in the next decade.

However, the TIMES sector is currently already experiencing great shortage of personnel at an EU-wide level. This shortage of qualified personnel represents the number one hindrance to growth in the TIMES sector.

In digital culture, completely new job profiles and qualified content are presently emerging which are extremely interesting for cultural workers. The rule of the thumb which can be applied to this sector is that the entire technical segment, including technology, infrastructure, hardware and printing, will undergo a period of relative stagnation or even decline (with regard to both jobs and contribution to the value adding process), whereas all content-oriented i.e. creative areas of employment will continue to show high growth rates (Web design, advertising, publishing, media, education, entertainment, etc.)

The size of the creative economy

Every one of the creative industries is supported directly or indirectly by museums and galleries. Digital access will enable museums to provide them with a much better service. The print and publishing industries, for example, already make extensive use of museum collections and images. The acquisition of digital reproduction rights has become one of most important new art markets in Europe.

Designers, makers, manufacturers, but also artists and students will all benefit from electronic access to the creative wealth of museums.

This will be particularly significant at local and regional levels as the creative industries feature more prominently in regional economic and cultural strategies.

“The Creative Industries: Department for Culture Media and Sport 1998” stated that “in UK, the creative industries generate revenues approaching £60 billion a year. They contribute over 4 per cent to the domestic economy and employ around one and a half million people. The sector is growing faster than, almost twice as fast as, the economy as a whole.

The contribution of the creative industries to the gross domestic product is greater than the contribution of any of the UK's manufacturing industries.“

ALM ICT cultural services 

The internet is revolutionising the ways in which all organisations work. The ability to generate new services and to interact with audiences, visitors and customers in new ways represents an exciting opportunity for all those seeking to contribute to and enhance cultural and learning experiences. And for organisations, including government, charged with delivering often complex services to the public, the internet offers the chance to relate more directly to their needs and tailor services more exactly to their requirements.

At the same time, internet technology has opened up possibilities for organisations not only to increase their efficiency in their dealings with the public and with other organisations, but also to develop new sources of revenue through a number of channels.

In recent years libraries, museums and galleries and also archives ( even if to a lesser extent) have undergone a transformation of image and practice. Museums in particular, visited by nearly a hundred million people each year, are now aiming at providing an exceptional diversity of activities, exhibitions and services. They are learning that their presence and authority in the real world is not automatically translated into the virtual world. Setting up a website is not only a prerequisite, it is also a powerful communication channel to their audience. It should therefore be driven by the needs of the user rather than by the demands of the organisation itself.

In April 1999, about 300 UK museums had websites despite their shortage of resources, and lack of in-house technical expertise.

In a report from the National Museum Directors’ Conference 1999 “A netful of jewels” it is estimated that “by 2002 there should be 400 museums providing digital services on-site and online”. This number is considered realistic thanks to the fact that currently 400 museums have more than 50.000 visitors each year with educational staff too.

The National Maritime Museum in UK is experimenting its e-publishing service. It has developed the e-Journal of Maritime Research, as part of its “Port” facility. It offers access to regularly updated academic material reaching its target audience in the most effective way. Users may subscribe to the service through an online transaction.

In the last few years, Museums and other cultural institutions have been experiencing a huge and growing public interest in information about their collections, works of art, and their archives. People want museums to provide collection related information and they want interactive, participative online services, too. 

In a special report of Business Week “Rethinking the Internet” March 26, 2001, it is stated that the information-intensive industries are good candidates to be transformed by the Web. The Internet is expected to be revolutionary in the financial services and health care, but especially in the entertainment and educational sectors.

In explaining people’s expectations and online payment, it states that “The N° 1 thing Netizens do online is look for information. Some, but not the majority, are paying online and may be willing to pay for reliable, updated and focused information. They would also like to learn more about their personal interests, and they would like to enjoy their learning.

This means that they would benefit from integrated resources offered by museums, libraries, archives, universities and other arts, humanities and science institutions world-wide.

Museums already deal with very large numbers of public enquiries. The Science Museum in UK, for example, handled 27,000 enquires in 1998/99. Even a smaller museum such as the Potteries Museum and Art Gallery in Stoke-on-Trent now receives around 6,500 enquiries a year – including a high proportion from North America.

The British Library is beginning to restructure its Document Supply around the internet. More than 88% of orders are received on line. The number of deliveries online is currently about 7%, mainly due to electronic rights issue, but is growing steadily. 

The awareness that there is a need to create new online services, targeted to user groups, has also led to the awareness that these online services should have certain characteristics.

In a recent report of August 2000, “Creating e-value” from DCMS,  the keys to success for cultural on line user-oriented services are summarised as follow:

· tailored content

(focusing on the quality and functionality of content, for specific groups of users)

· promote interactivity 

(user involvement and participation)

· set up a virtual community 

(targeting interests of specific audiences and promoting communication and exchange of information)

· provide additional services 

(additional integrated services to enhance user satisfactions and foster loyalty  to the web site)

As far as concerns the museums’ web sites visitor characteristics, in an A&MI conference “Museums and the web”, a recent survey has highlighted that:

· 88% of visitors to multimedia cultural Web pages are based in North America. ( issue of access and of language)

· women make up 46% of museum virtual visitors

· the average age of people visiting museum Web pages is 40 - 64 years of age

· 74% of people expect to find on-line exhibitions when visiting museum Web pages and interactive services

· only some of them are willing  to pay

Regnet user groups

Regnet is a Cultural Service Centre, an e-Business Network of  different partners; Content Providers, Regional Poles/Business Access Points and Service Providers setting up a technical and service infrastructure for organisations and users in the field of Cultural Heritage, Leisure and Tourism and Education and Publishing.

In a B2B and B2C scenarios, we can identify the main user groups related to the potential market segments that Regnet  could address as:

Specifically:

	
	Education
	Tourism&Leisure
	Culture
	New media

&

publishing

	B2B
	· Schools

· Universities & Post Graduates

· Master courses
	· National/Regional Tourism Agencies

· Municipalities

· Tourism Associations

· Tour Operators

· Travel Agencies

· Events and workshops organisers


	· Memory Institutions (Archives, Libraries, Museums&Galleries)

· Individual Artists associations

· Cultural Foundations
	· Publishing

· Visual Art companies

· Architects

· Advertising 



	B2C
	· Teachers

· Students

· Life-long learners
	· Tourists

· Guides
	· Art-lovers

· Parents

· Curators

· Librarians

· Archivists
	· Journalists

· Web designers

· Writers 

· Editors




The above table tries to identify the potential target users’ groups that could benefit from Regnet.

In order to fully understand Regnet potentialities in each specific, but also related, market segments, Regnet will set up specific user groups whose expectations and needs will be analysed. 

Regional Poles are organisations/cultural institutions that already address and are in the best position to analyse the expectations and needs of user groups. They are the Swedish University Library, Consorzio Civita and The Instituto Anadulz de Tecnologia .

The Swedish University Library is one of the largest university library in Sweden with around 2 million visitors a year. The library is well advanced in IT and networking the library catalogue, a large amount of databases and electronic journals over the campus and to 12 branch libraries over the Internet. Therefore it is a good candidate to express the education and culture sectors users’ needs and expectations. 

Consorzio Civita, the Italian Regional Pole,  is a non-profit organisation promoting initiatives in the cultural tourism and leisure sector. It is also one of the biggest Italian private organisation managing major Italian museums, such as Musei Capitolini, Pinacoteca di Brera and others. It has already agreements with Tour Operators and Tourism Agencies in commercialising integrated cultural-tourism services for tourists, art lovers and schools.

The Instituto Anadulz de Tecnologia is a private non-profit Technology and Innovation Centre, located in Seville (Spain). IAT is the co-ordinator of the ANDALUSIAN INNOVATION NETWORK, a network of 100 Andalusian Enterprises (SMEs), and takes part in the CESEAND (Southern Europe Innovation Relay Centre - Andalusia). Because of its regional dimension, IAT is also linked to Public Regional Authorities, Agencies and Universities. 

Considering the fact that companies working in the new media and publishing sectors are mainly SMEs;  IAT experience in  assisting them will surely be extremely useful.

All along the business engineering activity of Regnet, the identified user groups will be addressed and their requirements investigated on a continuous basis.

Currently we think it appropriate to highlight the main requirements that will be further investigated all along the project life.

Educational sector: main requirements

Schools, universities and post-graduates courses, but also teachers and students usually require:

· search engines to identify resources in key international websites and collections’ management systems of outstanding cultural heritage value

· a multilingual thesaurus facility

· ability to customise queries 

· system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen

· ability to conduct intelligent subject searches 

· ability to conduct seamless searching through a standard interface; ability to link to other sites

· ability for authenticated users to download imagery,

· requirement for a user-friendly, intuitive, aesthetically pleasing site; fast access to required resources, 

· wait times (also for downloading) to be consistent with current best practice 

· ability to make e-loan with a library

· requirement to subscribe to an e-journal on specific research areas

· requirement to be informed on the latest news on their specific field

· ability to download free (or cheap) medium resolution images/pictures 

· ability to find rare images/pictures related to their research field

As a consequence of the general move towards the greater integration and interdependence of cultural heritage institutions and resources, and because of the exponential growth in the volume of cultural heritage websites, professional end-users in the educational field increasingly require search engines to identify resources in key international websites and collection management systems of outstanding cultural heritage value. 

Related to this is the ability to have a multilingual thesaurus facility  to allow the searching of foreign language databases and, where required, translation of the results.

In searching websites and databases, the above mentioned end-user increasingly expect to have the ability to customise queries  so that they can select groups of targets to go for, prioritise which institutions’ resources they see first in a search, and be told which resources come from which institution. The Agora hybrid library project, for example (accessible through the UKOLN website), offers such a facility and it is likely that this will soon be considered a basic feature of this type of site. 

A further refinement is for the system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen. On unsuccessful searches the user is offered the chance to select new targets. This is perhaps of particular significance in the context of an international information system.

They would also appreciate the ability to conduct intelligent subject searches where the system can draw up all resources relating to an enquiry.
There is a wish to be have the ability to conduct seamless searching through a standard interface whereby the user is not told (unless he/she registers a wish to be) from which site the resource is coming.

There is possibly a tension here between this requirement and the cultural institutions’ requirement for promotion of its website and thereby its brand name. This is partly counterbalanced by the additional requirement on the part of educators to have the ability to link to other sites. 

This requirement is closely bound up with the ability for authenticated users to download imagery. This imagery should be available in a variety of sizes.

We also identify requirement for a user-friendly, intuitive, aesthetically pleasing site (more information about this is included below). While these features are obviously desirable in all sites, they are perhaps less imperative for specialists than for generic users.

Both organizations and individuals in the educational sector, require Regnet’s wait times to be consistent with current best practice. One word of caution here concerns the volume of Z39.50 targets in a site. Currently, if a system is searching more than ten targets, technical difficulties and delay can occur. 

A further requirement, especially from teachers and researchers, is to be able to order and receive document through the Internet. In addition more and more people are finding specialised e-journals extremely appealing for their costs-reductions and easy delivering.

Last but not least, when interested in specific images/pictures, they would like to have a free access to them ( or at least at a cheap price) with a fast downloading time. 

Individuals in Tourism/Leisure and Culture  sectors: main requirements

Tourists, art-lovers and parents introducing their children to culture, accessing Regnet might wish to have:

· ability to access added-value products presenting a given theme

· themes to be contained in a familiar, or at least intuitive, hierarchy

· ability to access desired information with a minimal selection process 

· themes should cover the user’s area of research or interest

· system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen

· ability to conduct intelligent subject searches

· ability to conduct seamless searching through a standard interface 

· ability for authenticated users to download imagery

· ability to access a museum e-shop

· ability to select and buy physical objects 

· requirement for a user-friendly, intuitive, aesthetically pleasing site 

· easy-to-use interactive tools to create personalised multimedia projects 

· requirement to be informed on the latest cultural events and exhibitions

· requirement for online booking (and selling) of museums’ tickets

· wait times to be consistent with current best practice 

One conclusion of the AQUARELLE project was that generic users are generally not interested in raw data but instead want the ability to access added-value products presenting a given theme.

Bound up this, they want themes to be contained in a familiar, or at least intuitive, hierarchy. 

This requirement should be balanced against the fact that users want to the ability to access required information with a minimal selection process. The more selections the user is forced to make to access an information asset, the more likely he/she is to become bored and frustrated. A guiding principle would be that any information asset should not be more than three clicks away. 

Another related, and obvious requirement, is that themes should cover the user’s area of research or interest. 

In connection with this, and in addition to being able to access predefined Regnet themes or projects, users would like to have the personalize and add multimedia material on the themes, in order to create their won personal multimedia product ( also web site).

As with educators, also generic users would like the system to take into account the user’s geographical location or field of interest when searches are conducted and accordingly prioritising targets and the order in which results are seen. This is also related to the desire to be informed on the latest exhibitions and events hosted by the nearby institutions. The online booking and tickets purchase is the final step to satisfy these needs,

Additionally, tourists or art-lovers in general would probably rely more than the specialists on having the ability to conduct intelligent subject searches (as defined above). This facility would allow non-experts to quickly gain access to all the resources relevant to a theme that the system can offer, without having a thorough knowledge of the details of that theme. 
To the above issue, the ability to conduct seamless searching through a standard interface whereby the user is not told from which site the resource is coming is obviously related. 

Connected with this is an important priority: the requirement for a user-friendly, intuitive, aesthetically pleasing site. This is a broad area but guidelines will include the need for:

•
regular layout on each page.

•
consistent typographic treatment.

•
consistent use of color.

•
clear, consistent terminology.

•
active areas of each page clearly apparent.

•
a clear distinction between informational and decorative imagery.

•
clear navigational structures.

•
an effective help facility. 

•
consistency in the way search results are presented.

Like professional users, general users would also like the ability for authenticated users 

to download imagery, and require Regent’s wait times to be consistent with current best practice.

Many individuals would also require easy-to-use tools to create projects in which assets are presented in geographical and chronological contexts. Parents, art-lovers and travel guides, for example, would all benefit from ability to localise their projects.
Cultural Institutions:  main requirements

Archives, Libraries, Museums and Galleries and memory institutions in general wishing to exploit the use of ICT technologies to offer new services, usually require:

· increased public access to their collections

· foreign language searching through their resources

· cooperation and integration with other cultural institutions of excellence including foreign language institutions

· ability to set resources in an international context

· financial return

· copyright management and protection of digitised resources

· minimum of restructuring of data

· promotion of their brand name

A key factor that would attract these institutions to Regnet would be the ability to allow increased public access to their collections and catalogues. This coheres with the aspirations of the cultural heritage community. In Britain, this increased access has been particularly focussed on schools – ‘A Network of Jewels’ found that 'the majority of school children would use museum resources and libraries documents as an integral part of the curriculum during a 12 month period'. The emphasis is likely to shift into what is perceived as the next growth area for digital cultural heritage resources - that of Further Education, an area being promoted through the JISC (the Joint Information Systems Committee) initiative. 

The ability to allow foreign language searching of cultural resources is another key requirement. As web use continues grow worldwide, the number and proportion of users who have a language other than English as their first language is increasing. This  trend makes multilingual websites increasingly appealing. 

A key trend in cultural heritage is the movement towards institutions joining forces for shared benefit. Strategy documents produced by cultural heritage organisations repeatedly emphasise this priority. ‘Building the Digital Museum: A National Resource for the Learning Age’, for example, recommends that 'national and regional museum and cross-sectoral relationships [be] fostered through joint digital museum activity' and believes that the future promises museums 'a place within the context and of an emerging educational and cultural grid'. The facilitation of cooperation and integration with other cultural institutions of excellence including foreign language institutions would be another element attracting primary users to Regnet. One important example of this is the increased access to cultural heritage websites - and websites generally - by having the site as a Z39.50 target. An increasing proportion of searches of online databases are performed through links from other sites 

New media and publishing companies/individuals:  main requirements

Architects, Graphic designers, Film makers, Advertisers, Editors, but also Journalists and Writers are mainly interested in digital images and pictures. They usually expect:

· A free navigation to the web site

· Choice between free and pay-per-use downloading of images/pictures

· In case of purchase of a specific image/picture:

· original support of the image

· highest quality  of both negative and digital image (305 dpi;  size of negative: maximum size format), 

· requirement to find also rare images,

· copyright cleared transaction through a licence agreement according to their individual usage ( commercial use, n° of reproduction allowed, research… ); 

· direct contact with the organisation, before  finalising the on-line purchase

· Direct navigation and easy research functionalities 

· Online help/assistance for the search functionalities.

· FAQ sections

These users may access to Regnet portal for very specific business reasons. They could be mainly interested in accessing to high-resolution images/pictures databases through a direct navigation and research functionalities.

For this, they would like to have a free entry point, to later subscribe only if ready to acquire the searched item.

Most of the time, a direct contact with the organisation is requested, since the license agreements need to be adjusted according to the specific usage and quantity of purchased items.
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