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Appendix
Image on the front page:
A meeting place for visual artists, informal peer support group, founded and run by a visual

artist, in a converted former agricultural building. Source: Inge Hill.
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Foreword

| extend my sincere gratitude to Professor Richard Blundel and Professor
Emma Bell, Open University colleagues, for supporting the application to the
ISBE RAKE fund. Professor Blundel facilitated an introduction to an important
gatekeeper for the England site, while Professor Bell's advice on the
methodology helped to sharpen the research approach. Due to their other
professional commitments, | then conducted the research and its analysis.
Dr Kevin Mole and Ms Iris Betz provided helpful feedback to the research.

| am deeply grateful to ISBE for funding this unique research project, which
has already positively impacted the business activities of some research
participants. This research would not have been possible without the
generosity of research participants, who shared their time and gave me
access to their life-worlds - thank you to all of you! | hope this report, along
with the adviser toolkit and resource bank for craft and visual artists, will
drive meaningful change.

About the author

Dr Inge Hill specialises in process-relational and interpretative research. She
has expertise in mix-method-designs to research SMEs across different
settings since 2001. Her research passion for business support and creative
industries has resulted in numerous journal publications, and two edited
books, alongside securing external funding (see her profile). She is founder
and director of the first Rural Economy research cluster at the Open
University Business School and co-chairs the ISBE Rural Enterprise Networks,
focusing on early career researcher development and events.

As a SFEDI accredited business advisor for for-profit and social enterprises,
Dr Hill has supported hundreds of start-ups and SMEs in growth and
innovation since 2004. Her successes supporting creative businesses has
shaped this research project design and execution. Before returning to
academia, she founded and ran two businesses, including a social
enterprise, delivering SME-focused strategic support and business support
programme evaluations for clients directly, Local Authorities, ERDF
programmes, and Business Link. https://www.linkedin.com/in/dringehill/
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Abstract

The creative industries are a priority and growth sector for the current UK
industrial strategy ‘Invest 2035’. However, business support for creative
professionals is an important but surprisingly under-researched field. This
study investigates business support to craft, designer-makers, and visual
artists in rural England and Scotland, UK. The research question ‘how does
context matter for place-based business support of rural craft
entrepreneuring’ is answered by applying the lens of ‘entrepreneurial
placemaking'. The research employs ethnographic research methods
(semi-structured interviews, observations, and website content cmalysis).
Findings reveal how business support manifests differently in rural areas,
emphasizing the self-organised nature of some networks, the critical role of
digital platforms and the value of peer support. The report highlights the
organisation of peer-support, network building and strategising of support
seeking, taking and giving. Policy recommendations discuss the need to
develop and celebrate community champions that organise place-based
business support. Practice recommendations outline minimal criteria for
curated peer support networks to guide craft and visual artists and other
creatives to start their own network and offer an adviser toolkit for those new
to working with designers/makers and craft and visual artists. This research
contributes to business support research and rural development
conversations.

Please share your feedback to this report. Kindly email me
inge.hill@pathcreating.com.
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Executive summary

This research on place-based business support for rural craft and visual
artists / designer makers highlights the need to consider requirements of
local artists in their socio-spatial contexts.

Key findings

In Scotland, designers /[ artists are notably more visible in rural areas than in
the English regions | investigated for this research project. However, my
previous research in other regions of England, in areas like Devon and
Cornwall, reveals similar public visibility of artists and designers/mokers to
Scotland, reflected in galleries, craft markets, and other activities. The
following approaches are used to raise the visibility of artists:

1. Structured online networks with a platform for craft and visual artists in
rural areas can significantly enhance knowledge exchange, peer support
and collaboration. They benefit from a business support professional
providing regular input but can work with trained peer champions.

2. Local peer groups: Regular in-person meetings of curated closed
networks (lasting at least half a day) foster connections and peer support.
Selecting members with shared values and interests is key to maintaining a
group. Taking a small regular fee for paying external trainers enhances
knowledge exchange and takes these networks beyond ‘chat’ meetings.
Training community leaders and a checklist for minimum group criteria (see
report) further enhance peer groups’ effectiveness.

3. Hybrid peer support networks work in different ways effectively, when
well organised from the start. Clear setup criteria and ideally financial
support are helpful from day 1 (see report, practical implications), to set up
and use a digital platform.

4. Existing physical buildings (craft centres or creative hubs) can host
informal network events, to build relationships and meet possible members
for then developing more formal networks, fostering community
development, cohesion and well-being.
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5. Council-managed Third Spaces (libraries, council building rooms,
community centres) could provide locations away from homes and studio
workplaces, for designers/makers to hold network meetings,exhibitions or
collaborative activities, enhancing community engagement and cohesion.

The enclosed policy recommendations target District and Parish Councils
with little or no engagement with designer/ artists. They are also relevant for
urban town councils and business improvement districts (BIDs) with limited
involvement in supporting local makers, designers, craft and other artists.

Policy recommendations focus on cost-effective and efficient solutions:

1. Giving more visibility to designer/artists — | recommend specific and
tangible four local actions.

2. Supporting community network building. | recommend three initiatives
that promote place-based work of local designer/artists.

Practice recommendations for craft and visual artists:

The outline of minimum criteria to start a peer group is a guide for those
keen to develop a local group where they live, mixing in-person with online
meetings. The criteria discussed include:

e Defining purpose and direction

e Recruiting appropriate members

e Group development over time and decisions on membership fee,
public website, group size, steering group, social gatherings to
develop group cohesion.

‘Lateral marketing’ explores ways of co-marketing complementary products
and services by partnering with suitable designers/artists. This approach
not only fosters creative synergies but also reduces marketing cost and
increases the customer groups. As business advisor, | have seen this
strategy working well and driving audience engagement.

‘Working with galleries’ examines the journey from selecting a gallery to first
contact to managing the ongoing working relationship. Successfully
collaborating with galleries involves a deliberate and strategic process.
Insights from interviews and desk research emphasize the importance of
carefully examining the quality of other designers/artists represented by the
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chosen gallery and researching the gallery’s payment behaviour to identify
if there is a fit with the own values and business principles. Building trust and
fostering a genuine connection are fundamental for establishing a
productive and lasting partnership.

The adviser toolkit offers questions to ask creative professionals initially to
establish their values and balance of realising a passion, making a
difference and earning a living with the business. It is aimed at those new to
supporting craft and visual artists, and designers and makers. The
framework with over 20 essential questions offers guidance, with some
explanation and contextualisation of the questions. A list of helpful
resources, including free training and learning and networks is tailored for
craft and visual artists and designers/makers, considering aspects of
diversity and inclusion.
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Background and context

This research project investigated the critical role of contexts for shaping
business support for craft and visual artists and other creative professionals.
The project aimed to establish what kind of support for business
development exists, both formal and informal, and which contextual
elements (social, spatial, location, business support regimes) influence the
craft and creative professionals business activities. Scotland and England
were chosen as locations for the research, due to my pre-existing contacts
to business support providers and creative organisations. The comparative
case study analysis of two networks identifies key success factors for
localised support beneficial for business development.

This section outlines important research insights foundational to the
research project. The first reflects on the labels we use as academics, such
as crafts people, craft professionals, craft artists, designers, and makers.
Throughout the data gathering, | learned to adapt my language to reflect
participants’ preferences. For instance, many furniture makers, cabinet
makers, textile designers, handmade soap and candle producers identify as
‘makers [ designers’. Others, such as photographers, pottery makers, and
some other craft professionals, prefer the term “artist’. Jewellery makers and
glass fusion makers [ glass blowers seem to identify as both artists and
designer/makers. In this report | use the inclusive term “‘designers [ artist’
for all professions that work with their hands and body, including crafts,
photography and writing.

The report begins by examining current narratives on ‘rural’, followed by a
discussion of designer [ artists’ role in the creative economy. It then
discusses business support research and policy and research findings on
place-based business support, with a focus on rural, place-based insights.

Rural Economy, rural firms and rural context

Entrepreneurial success arguably depends on the ability to secure
resources and seize opportunities, both of which are profoundly influenced
by contexts (e.g., Gaddefors and Anderson, 2018). Contexts can be
differentiated into various elements, such as social networks or institutional
contexts, spatial, political, or environmental context (Welter and Baker, 2021).
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For firms located in rural (administrative) areas, the unique characteristics
of their contexts have significantly impacted their development and growth.
Characteristics of rural firms’ contexts include (Hill and Mole, 2022):

+ Fewer firms spread across a larger geographical areq, reducing the
number of other businesses to learn from

« A smaller geographically dispersed customer base

+ Limited availability of specialised talent in the local or regional area

« Firms usually smaller in size compared to those in urban areas.

e Infrastructure challenges, labelled as ‘market failure’ — such as limited
quality or even access to broadband, actual digital connectivity,
public transport, business support services, banks etc.

The academic literature differentiates businesses in the rural and ‘rural
businesses’ (Bosworth and Turner, 2018), the latter deeply integrated into the
local community. My research focuses on the latter type of businesses and
self-employed, whose designer [ artists’ practices are intricately tied to their
rural environments.

Creative industries - crafts and visual artists

The social and economic significance of the creative industries has been
widely recognised, including in the context of the future of work (OECD, 2021).
Small creative businesses have been identified not only as a significant
contributor to creating more meaningful lives and work-life-balance, but
also as contributors to driving economic profits (Hill et al., 2024; Rae, 2020).
In the UK, they are a priority sector in the current ‘Invest 2035’ industrial UK
strategy (Department of Business and Trade, 2024).

Craft and visual entrepreneurs play an important role within this sector,
predominantly using their hands combined with simple technology to
create goods and offer skills workshops to the public, and empowering them
to create simple versions of these goods themselves. Through the sale of
handmade goods, these designers/artists generate an income and
meaningful work, contributing to societal wealth creation and well-being
(Bell, et al,, 2018; Hill, 2021; Hill et al. 2021; Pratt, 2021).
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In England and Scotland different sectors are subsumed under the term
‘creative industries’: In England, the sector includes nine subsectors (crafts;
music, visual and performing artists; advertising and marketing;
architecture; design and designer fashion; film, TV, radio and photography;
museums, galleries and libraries; publishing; IT, software and computer
services (including video games) (DCMS, 2021). In Scotland, 16 subsectors
constitute the creative industries, also including heritage, cultural education,
software and electronic publishing and writing (Scottish Government, 2022).

However, most craft research neglects the contexts in which these
professionals operate, with an implicit focus on urban settings. Rural
creative industries, by contrast, remain under-researched (Balfour et al,
2018; Bell and Jayne, 2010; Hill et al., 2021).

Some craft entrepreneurs choose to work in sites co-located with others of
the creative industry sector (Hill, 2021; Pratt, 2021) in craft centres or creative
hubs in rural and urban areas, to counteract loneliness associated with
working from home or rented premises away from other artists or
professionals.

Research has also identified the benefits artists offer for both local
communities and the economy, the focus is on workshops and related
events (see Hill, 2021; Hill et al., 2024; Manning and Uygur, 2023; Stickley et al,
2015):

e Additional skill development

e Cultural enrichment (preservation of heritage buildings and skills)

e Stress relief and mental health improvement

e Overcoming loneliness and isolation

e Enhanced well-being of individuals and groups (and quality of life)

e Increased community cohesiveness and belonging

¢ Local economic development (attracting visitors, creating jobs).

Business support research — mainly in urban areas

Business support is a well-established research area (see Mole, 2021, for a
literature review), denoting activities of gaining external input for strategic
decisions, and for gaining knowledge, information, networks to finance and
personal development support. Most of this research prioritises survey
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studies that investigate uptake and impact of business advice without
giving much consideration to the impact of contexts on accessing external
advice. Most research on business support is also implicitly urban focused
and, hence, the findings have limited value for firms in rural areas (Hill and
Mole, 2022).

'Rural business support’ refers to services provided to all businesses located
in areas defined as ‘rural’ in administrative terms. While research exists on
specific support for farms and other land-based businesses, there is little
known on support for rural microbusinesses and the self-employed (Hill and
Mole, 2022).

Notably, business support in England is less centralised and managed by
government, as Business Link was closed in 2011. Scotland has a long history
of government as a market player delivering and financing business
support services through several regional agencies and Business Gateway
(Hill and Macintyre, 2025).

‘Place’ and ‘space’

Place related policies have gained prominence in the last decade. ‘Place’ in
academic discussions is used in many different ways; what these academic
discussions share is to include the relations of people to the environment,
buildings and their use. Drawing on Maureen Massey’s influential work (2005,
1995), | define place as different to location, instead emphasising its
relational and human-centred qualities:

“Place is a temporary localisation, consisting of the interplay of
flows of money, visual impressions, verbal and bodily
communication.” (Hill et al.,, 2021, p. 645)

Locations can be transformed into places through the interactions of people
with digital and physical environments (Hill et al., 2021). Digital placemaking
refers to processes of interaction of people with technology detailing how
resources (tangible and intangible), meanings, emotions and creativity are
combined to capture an audience (Basaraba, 2023). ‘Third places’ is a
concept that refers to locations outside of workplace and homes that are
important for economic development (Credit et al., 2024)
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‘Entrepreneurial placemaking’ and place-based business
support

Previously, my colleagues and | defined ‘entrepreneurial placemaking’ as

‘Entrepreneurial placemaking’ refers to successful financial,
physical, social and digital interactions, (Hill, et al., 2021, p. 645).

Most significantly, ‘entrepreneurial placemaking’ integrates the
consideration of flows of money with considering material, relational and
symbolic aspects for rural development, with a particular focus on digital
placemaking (Hill et al, 2021). In practice, the ongoing challenges with digital
connectivity in many rural areas meant that digital placemaking is not a
solution for all rural market participants (NICRE, 2021). The report
summarises research built on the concept of ‘entrepreneurial placemaking’
as d lens for finetuning the understanding of place-based business support.

Methods

Case study selection and researcher positionality

The research evaluated two facilitated networks enabling peer support
offers by and for designers [ artists in rural England and Scotland. | use the
term ‘network’ loosely here, to protect the organisations’ anonymity.

Two case studies in rural locations in England and Scotland serve as
revelatory comparative case studies (Eisenhard and Graebner, 2007; Yin,
2018) of sector specific, designers/artist focused, place-based support
offers. These cases highlight the relevance and impact of contextual
conditions on place-based support development.

Network 1is a sub-unit within a larger charity, with members who are also
tenants of rural workspaces | studios; all tenants are craft professionals,
apart from 1. There is a mixture of permanent full-time (12) and part-time
tenants paying by the day. Network 2, part of a larger organisation and
social enterprise, operates solely through a digital platform, created for this
purpose, to facilitate network building and peer support exchanges in
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addition to various expert-led business support offers to its 34 members (at
the time of the research) paying a membership fee. The members cover a
large variety of craft subsectors and visual artists.

My positionality as a researcher (Bell et al.,, 2021; Hill, 2022) played a critical
role throughout the research process. Sharing my background (having
provided business support services since 2008 and having taken business
advice for my own ventures in the early 2000s, and engagement as a hobby
maker) created an atmosphere of (assumed) shared understanding
regarding the research participants’ lifeworlds. This contextualization
allowed deeper conversations to emerge, in which research participants
engaged in ‘loud thinking’, giving them a space to reflect and take the time
to consider anew their experiences and practices. Table 1 outlines the
structure of these networks.

Data gathering and analysis

Methods for data gathering in the field employed ethnographic methods
and included (see Table 1)

e Semi-structured interviews (46),

o (designers/artists 23, business support providers and
programme managers 11, stakeholders and experts 12)

e Afocus group

e Observations (9 days in person across both sites),

« Informal document gathering (website content, ‘grey literature’ by

policy makers, non-governmental organisations and think thanks)
e Photographs of facilities (298), with examples included in this report.

The semi-structured interviews included these participant groups:

o Designers [ artists

e Stakeholders (hub or network managers and facilitators, customers)

and experts,

« Business support providers (formal and informal).
Sampling followed a convenience strategy combined with snowball
sampling, using one entry point for network 1 and three for network 2, the
public lists of members helped to access members independently. As
Network 1is a closed network and organisation with no public access. |
conducted interviews online and in-person and spent 4 and 5 days
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respectively doing observations in England and Scotland. (see appendix for
details on research participants).

Data analysis applied reflexive thematic analysis (Brown and Clarke, 2021;
Byrne, 2021), an iterative process of analysing insights continuously, with
creating research diaries and notes, and going back and forth between
interviews and academic literature. The analysis was supported by NVivol4.

Findings

This research confirms the critical importance of peer support. The selected
networks operated as part of larger organisations that were delivering offers
for more than one purpose. Table 1 summarises the most significant network
features. Notably, the England network was not taking advantage of local
government provided business support offers or publicly funded offers for
peer support, while the Scotland based network benefited from Scottish
government funding.

Table 1 Features and facilities for group meetings
Feature Network 1 | Network 2
(1) structured through some shared rules v v
for social interaction
(2)  Expert facilitator (sector specialist v v
and/or professional business advisor)
: v v
(3) Regular monthly meetings
o . v v
(4) 1-2-1support, unlimited
(5) Speakers with expertise on business topics | \* V
(6) Formal peer support arranged by v B
facilitators
(7)a In-person meetings v -
The Open O 14
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(7)b An online platform - \

(8) Peer support, informal and self-arranged v v

(9) Material arrangements that enable v v
peer-support

(10) Importance of physical presence on the v B
site

(M)  Website presence with an entry for each v v
designer/ortist member or tenant, text
on their work and an image of them.

(12) New members are carefully selected by v v
the facilitators.

V* Being developed as a result of the research and the findings shared.

The research found both networks had an organised structure and expert
facilitators, who are part of the group, yet have some outsider position to the
network (1, 2). Both networks worked with some shared rules of interaction,
engagement and events all members or resident tenants agreed to when
joining (1). These rules were mainly developed by the lead facilitators (2)
and adapted during the network development. Both networks offered
monthly meetings (3) for all members and unlimited 1-2-1 support (4) by the
lead facilitators. The facilitators for both networks had other job roles within
the organisations, including delivering inhouse and external training to
clients. These monthly meetings developed over time, and network 1 has
now planned to offer sector speakers to provide additional business related
knowledge at their monthly lunch meetings (5). Peer support happens
informally across both networks, enabled by the facilities (9), online and in-
person, demonstrating an instance of entrepreneurial placemaking. Only
network 1 had arranged for a member to get paid monthly for spending time
on mentoring with start-ups in the group when on site (6). While for network
1 in-person meetings were essential for collaborations and peer support to
emerge (10), the online network 2 had only few in-person network meetings
combined with training. Both networks maintained websites, offering their
wider services, and showcase the members’ work and expertise ().

The Open . 15

University ANER ASSOCATION
mes  EQuis <" AMBA

nnnnnnnnnn ACCREDITED




The impact for members is similar: being a tenant and member allows for
quick and easy peer exchanges. Members of the online network 2 meet up in
small groups in their locations occasionally, to escape isolation working
from home and to support each other, socially and in the business. Some
members of network 1 meet up socially outside of the site occasionally, and
have developed business collaborations.

Entrepreneurial placemaking (Hill et al,, 2021) happens for both networks’
members continuously, as members pay to be part of the networks. In
return, money flows back in kind, they gain 1-2-1 support, training,
information about events and exhibitions, they can meet fellow
designers/artists and give and receive additional insights and knowledge
via peer exchanges. Sometimes, these collaborations lead to collaborative
bidding for work, subcontracting to each other and generate new income.

In Scotland, there is a plethora of informal groups and networks of
designers/artists that are self-organised. Some networks are meeting in
community centres or libraries on a weekly basis and occasionally invite a
well-known other artist or regularly gain teaching in craft skills from an
advanced professional.
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Discussion and implications

This research has confirmed findings from my previous research projects on
creatives in rural areas with limited arts visibility that all stakeholders need
to work together to increase market size for arts and crafts products.

One of several solutions is creating and sustaining networks of creative
professionals, whether mixed crafts or a sector focus. Based on this research
and drawing on academic insights on building effective impactful networks
(Ehrlichman et al,, 2015) | identified the following minimum criteria for
impactful designer/ artist peer networks, meeting in Third Places (Credit et
al., 2024), using existing locations outside of homes and workplaces:

Create informal groups with regular meetings for knowledge exchange
and invite external speakers on craft and business training.

Criteria for peer support groups:

1 Founding
One or two designers/artists can start the group ideally. To distribute the
organisation time and efforts, two are better, however, one can do it alone.

2 Defining purpose

Decide if you want a sector focused group, only visual artists or textile artists,
or a mixed group of artists. What other purpose should the meetings have?
Should the purpose be predominantly social gatherings, or a combination of
creating and making and a bit of socialising?

3  Recruit the appropriate members

Clarify what their minimum characteristics should be. After all, it is your
group and you can set the ground rules to start with.

Define the initial goals and then develop them with the first joining
members.

4 Developing the group
Recruit further members with the help of the first joined members, refine
goals and membership characteristics.
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Try the schools locally to find engaged art teachers that most likely have
contacts to full-time or part-time makers / designers | artists.

Decide if you charge a monthly/yearly membership fee to cover some cost.

(To pay for a website if needed, paying for external speakers, their travel cost and
time, marketing cost for exhibitions).

Cultivate a culture of trust and develop ground rules. Take time to develop
relationships, share personal details slowly.

Set a limit for the group size.

(I have come across one group that found that 12 is the largest number of
members that will work for them. One reason is the size of the private room they
use, another is the manageable size when they go out to events together.)

Develop a support group within the members
(Find a few other artists that you can run ideas by for group development, no need
to create a formal management committee.)

Exclude members if needed.

(If a new member does not fit into the group, for example, they spend too much
time in group meetings to complain about many things, being negative, the group
facilitator could consult with core members on the group fit of this member. One
member was excluded for this reason | was told by one group. Another reason
named was that they were interested into chatting and not creating their own
craft/creative work.)

Organise social outings.
(For example, going to an art exhibition or museum via a day trip.)

Invite expert speakers, in agreement with members, for developing craft and
for business skills.

Regularly review the ground rules and the arrangements with core members
to check if they are still fit for purpose.
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Policy recommendations

While in Scotland the actual visibility of artists is significantly larger in rural
areas than in the regions of England | investigated for this research project. |
know from previous research project in other parts of England that in, for
example Devon and Cornwall, artists have a similar visibility in the pubilic life,
with galleries, temporary craft markets and more.

These policy recommendations target District and Parish Councils with little
or no engagement with designer/ artists. They are also relevant for urban
town councils and business improvement districts (BIDs) with limited
involvement in supporting local makers, designers, craft and other artists.

The recommendations fit under two main themes (see policy brief for
details):

1 Make art and artists visible.
2 Support community network building and development.

Practice recommendations for craft and
visual artists

Joining existing groups of other craft and visual artists fosters learning from
each other and allows for co-operations and co-opetition to develop.
Overcoming isolation if you are not part of an established network is
possible without a lot of cost.

Based on my research conversations | identified for many designers/makers
these approaches as helpful, as the feedback demonstrated. Finding
additional ways for getting to market is the focus.

1 Lateral marketing together with complementary product offers is a
cost-effective time-saving way to get to market.
2 Working with galleries

Lateral or collaborative marketing can foster a competitive advantage for
both brands or products via reducing marketing cost and increasing
visibility and reach for both companies. It explores ways of co-marketing
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https://www.isbe.org.uk/wp-content/uploads/2023/07/RAKE2023-24-Policy-Brief-Inge-Hill-Open-University.pdf

complementary products and services by partnering with suitable
designers/artists. This approach not only fosters creative synergies but also
reduces marketing cost and increases the customer groups. As business
advisor, | have seen this strategy working well and driving audience
engagement. Key approaches focus on finding a partner with similar target
customers and combine resources and forces to reach out to existing and
new target markets.

Working with galleries’ involves a deliberate and strategic process. Insights
from interviews and desk research emphasize the importance of carefully
examining the quality of other designers/artists represented by the chosen
gallery and researching the gallery’s payment behaviour. These
considerations are crucial to identify if there is a fit with the own values and
business principles. Researching the approach a gallery prefers, and having
a small high quality portfolio when seeing the gallery for a first arranged
meeting are crucial for being considered. Offering the own newsletter to
current and former customers to galleries supports developing a
relationship and demonstrates serious commitment to developing a
partnership.

Building trust and fostering a genuine connection are fundamental for
establishing a productive and lasting partnership.

If this report has given you some insights, kindly contact me with a short
note - inge.hill@pathcreating.com. Thank you in advance.
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Conclusion

As in all research, this study has limitations. The choice of networks might
have influenced the findings, however, the intention was to showcase two
distinct network approaches to identify common features, not to create
generalisable findings on how to create an online platform or a physical in-
person network with a paid facilitator. The number of interviews in each
location is around 21. While a quantitative counting approach is not helpful,
data saturation was achieved for both networks. Three data sources were
used in line with case study research (Yin, 2018): interviews, observation and
analysis of informal documents and the website. | can state with confidence
that other researchers are likely to develop very similar insights should they
engage in similar research.

Further research on other curated closed membership networks is needed
to add detail and possibly confirm or otherwise the details that make such
networks operate successfully (with different funding sources).

Knowledge exchange

This project has created the following outputs, outcomes and impact:

Outputs:

Hill (2024) Entrepreneurial placemaking for supporting rural designers /
artists. Milton Keynes. <this report>

Hill, 1. (2024) Place-based Support for Rural Craft and Visual Artists — Does

Context Matter? Conference paper presented at the 2024 ISBE conference,
Entrepreneurship research, policy and practice for a more equitable world,
Sheffield University, Sheffield, 6. to 7.1.2024.

Hill (2024) Business Adviser Toolkit for supporting designer/artists for the first
time. Milton Keynes. <A separate file here on this website>.

Hill (2024) Business development resource handbook for craft and visual
artists. Milton Keynes. <A separate file here on this website>.

Hill (2024) Entrepreneurial placemaking for supporting rural designers/artist.
Policy brief. Milton Keynes. < aimed at Local Authorities and central

government.>. <A separate file here on this website>.
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Upcoming outputs:

Hill, 1. (202xx) Submission of manuscript presented at the ISBE conference to
international academic journal Entrepreneurship and Regional Development
(02/25)

Hill (02/2025) Supporting designer/makers and artists in rural areas.
Entrepreneurship Policy Insights ISBE series.

Outcomes:
| can report on the following outcomes:

« Dissemination event in England in 10/2024 with two events and 21
participants; the focus group workshop with senior management was
developmental; | was invited to share suggestions for further
development of the business offer internally using existing expertise
and resources.

e This England based organisation has started to introduce business
support events to their internal meetings, starting in 01/25, with
internal and external industry speakers from their sectors.

The following outcomes are planned:

« Invited guest lecture at Swansea University Business School 02/25
e Dissemination event in Scotland in 03/2025
e ISBE webinar in 02/2025.

Impact:

Impact can only be emerging at this point in time. Some research
participants told me that the research conversation has made them reflect
on what they do and helped them to re-think the business element of being
an artist. | had given informal business advice to several designers/artists to
explore different ways of getting to market they are currently exploring.
Further impact will develop based on the report and the toolkits. One Parish
Councillor will take the policy recommendations forward to the next Council
meeting. One craft related organisation will start a new series of
presentations on business aspects by their senior tenants and invited me to
join a steering group for a new Lottery funded project.
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Appendix

Table 2 46 Interviews conducted in England and Scotland
Code for Type of interview participant Employment status
interview Designers/Artist- A [
participant | Business support provider — B
Expert —E [
Stakeholder - S
Designers | | Textile artist; willow artist; glass | Apart from1all are self-
artist Alto artist; visual artists; illustrator employed; those in
A23 and character creator; print England had a workspace
and visual artist; wood turners; | external to home; those in
furniture makers; frame Scotland worked from
makers; jewellery home or in a garden
maker/designer; sculptor. workshop. Six female; 15
male.
Business Specialism for creative Self-employed; working
support industries or a particular craft for an enterprise agency;
providers or | (6); generic support providers; | employed by wider
programme | community enterprise organisation the network

managers Bl
to Bl

specialism;

is part of.

Experts and
stakeholders

Volunteers; senior leaders in
professional / trade

Mostly employed; with 2
self-employed.

ES1to ESI12 organisations; gallery owners;
local policy makers; customers
of offers by organisations
interviewed.
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