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Welcome. It’s a simple word said so often
but meant or felt far too rarely. When you
do feel welcome it’s relaxing, liberating
and energising; it builds confidence and
inspires trust.
So why do so many artists, entrepreneurs and business people forget
this when it can mobilise workforces
or increase sales and advocacy with
customers?
Yes, it’s hard work. It takes thought,
preparation and resources, but it
makes a huge difference. It shows you
care and, in this age of hyper competition, that really matters both to
customers and employees. There are
always other options.
And anyway, you should care. If not,
why are you doing it? Either stop doing
it or change it so you do care about it. If
you care about what you do, you show it.
You will enjoy it more, both while you’re
doing it and in the long run. Your work
will yield better results, you will get a
more positive response from people
around you, and you will get the best out
of your time and effort.
Throughout the world of hospitality, in hotels, restaurants, transport and
cities at large, people are doing what
they can to make people feel welcome,
to show them they care. For many it
isn’t enough and that makes it a perfect
opportunity to differentiate and compete. Hospitality shouldn’t be confined
to places we would traditionally expect
and it shouldn’t only be provided to
valuable customers. What about valuable employees (who are also people,

We all know that
art is not truth. Art is
a lie that makes us
realise the truth
PABLO PICASSO
- page 99

remember)? Any shop, gallery, museum,
office, or any building or even vehicle,
can be somewhere you feel welcome.
So how do you make people feel welcome? Short of giving everybody a hug
on a daily basis, the arts is a great place
to start. Finding out what presses your
customers’ and employees’ buttons
shouldn’t be rocket science. And it’s not
limited to the arts; it could be sport or
travel. But the arts not only give lots of
accessible options, they
also stimulate creativity at work or
entertain customers on your website or
in-store and would certainly make a dry
corporate event more memorable.
This issue of Artworks looks at what
the arts and business can learn from
hospitality, but it’s worth remembering
that many travel and hospitality businesses have a lot of work to do already.
We also demonstrate how the best
examples of hospitality bring the arts
and business together to enhance the
guest experience with beautiful design,
great music, theatrical service, and
food that is an art form in itself. We also
explore the impact cultural tourism has
on cities and entire economies, and how
many places are taking inspiration from
the “Guggenheim effect”.
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CAO
CHIEF ARTS OFFICER
OUR ARTISTS

We are on a mission. Artworks is
launching a campaign to get one
company per month to sign up to
appoint a chief arts officer over the
next 12 months.

We are delighted to work with one of Sweden’s most
sought-after jewellery designers, Maria Nilsdotter,
who created the Artworks cover

She recently opened her first flagship
store in Stockholm, which includes a
studio where visitors can watch the jewellery being made. She calls her jewellery wearable art with a playful touch,
inspired by a mysterious and dark fantasy world from folk tales and mythology.
Her most recent collection also draws
inspiration from the historical architecture around Stockholm, but is interpreted through a gothic and romantic
city of its own, with towers, pinnacles
and gargoyles made into jewels.
What came first, the art or the jewellery?
“Always art first,” she says. “I start out
with an idea of a concept that I develop in
my sketchbooks. I research and do a lot
of drawing before actually starting the
jewellery-making process. I think that’s
so important, to have a thought behind
your design. This is actually what the
illustrations for Artworks are, samples
from my sketch books.”
What’s behind some of the drawings
on the cover?
“One of them is from my new collection called My Town, which is inspired
by a dark and romantic city. This illustration focuses on the city silhouette
and decorations on the buildings, like

12

By June 2014, we want 12
businesses to join our campaign
to hire a new member of staff to
work with all other departments
of the company to inspire artistic
values and practices wherever
possible. Not for the sake of
it, but to add value and boost
bottom-line results.

gargoyles that watch over the city.
The other illustration is of a customised piece of jewellery I made. It’s a
facetted raven’s head. I love ravens
and often come back to this powerful
bird in my designs.”

We will track progress of the
Artworks campaign in each edition
of the magazine and online. We
will be looking at the different ways
this adds value, different problems
this causes and solutions found,
as well as documenting particular
successes and failures.

If you could wear any piece of art,
what would it be?
“I would wear a Mucha illustration,
preferably one with a beautiful tiara in it,
or a John Bauer illustration.”
What other arts genres do you enjoy?

For more information contact us
or sign up online. And please share,
tweet or post.

“I enjoy most genres, but I’m most
inspired by photography, sculpture
and drawing.”
Do you think the arts enrich society?
“Yes, of course. It’s important on so
many levels. Could anyone doubt that?”

twitter.com/artworksjournal

Maria Nilsdotter graduated from London’s Central Saint Martins College of
Art and Design in 2007 with a BA in jewellery design.

facebook.com/artworksjournal
theartstack.com/artworksjournal
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CAMPAIGN UPDATE
Following successful meetings with
blue-chip global companies and great
interest from some smaller organisations, the campaign is building momentum. The idea has sparked interest in
the press, which is pleasing. Several
major publications have given constructive feedback, and we are poised
and ready to release the concept into
the wider community. There have also
been the first steps towards developing
partnerships with HR and recruitment
consultants, among others.
So what challenges are we facing?
We must now transform the idea and
concept into action, and we need to
build steps so companies can make
the transition. Interest is coming from
a range of organisations, of all sizes,
with varying objectives, resources and
business structures. Tailored solutions need to be developed for every
potential CAO partner and the benefits
need to be clear for each company. We
now need to move from the generic to
the bespoke.
As with any great challenge, the
first thing we must do is remember our
purpose: to bring the arts and business closer together for mutual benefit, and to enhance their contribution
to society. This is a positive movement

and our goal deserves to be achieved
and celebrated. Those who join the
campaign will benefit from it directly –
and it will be fun.
In the spirit of this edition, which
focuses on hospitality, we care and are
going to show it. The concept is simple
and the desire is strong. We want to
help make society better for everybody
through two of its most powerful channels: the arts and business. The two
working together will help the arts thrive
and make business more fulfilling, innovative, enjoyable and successful.
In the next edition we will focus on
how people in the arts and business
can benefit from the CAO campaign,
and we will set out examples of structures. We can’t wait.

WHAT DO
YOU THINK?
EMAIL US:
hk@artworksjournal.com
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Jim McClelland

PHOTOS

Matthew Andrews

With more and more people travelling
at home and abroad, Jim McClelland
explores what part the arts and culture
play in influencing where people go

Tourists are money, as the Sex Pistols
once said. According to the World Tourism Organization UNWTO, just over one
billion international tourists, together
with almost six billion domestic, pay
the wages of one in every eleven workers worldwide and pick up the tab for
US$1.3 trillion in global exports. The
numbers are not just big, but getting
bigger. From a starting point of a mere
25 million international tourists enjoying post-war travel back in 1950, the
forecast for 2030 is 1.8 billion, some 72
times that original figure.
Culture and the arts are both drivers and beneficiaries of this wanderlust
boom. Visual, performing and culinary
arts are key players in the sustainable

100

development of cultural tourism and,
as tourists, culture vultures come in
many forms, ranging from opera-lovers
and theatregoers, to gastronomes, history buffs, “ethno-freaks” and “architrekkers”. The one thing they have in
common is the potential to impact the
local economy, environment and community, for good or bad.
The challenge with cultural tourism
is not just to “show me the money”, but
the value; plus, to do so sustainably.
Associated benefits can and should
be calculated, not just for the tourism industry itself, but for the wider
economy and community in general,
Continued on
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LES VOYAGEURS (The Travellers)
Cédric Le Borgne
LUMIERE 2011, produced by Artichoke in Durham
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CULTURE

ADVERT
A growing market often
leads to opportunities for
a growing supply. If there
are more people around, it
will be easier to find visitors
to your show or gallery

ABOVE

SPIRIT, LUMIERE 2011, Compagnie Carabosse
produced by Artichoke in Durham.
Fire alchemists Compagnie Carabosse recall
Durham’s medieval and industrial past with their
haunting and magical fire installation inside and
around Durham Cathedral

www.artworksjournal.com
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in terms of place-making, productivity, diversity, liveability, happiness and
wellbeing. Potential impacts should also
be estimated, as regards environmental
footprint and degradation, plus social
disruption and commodification, divisiveness and even exploitation.
In economic terms, while sustainability asks us to look beyond value
measured in financial capital alone, and
factor in figures and formulae for natural, human and infrastructural capital,
why stop there? What if we were able
to “do the maths” for artistic, architectural, historic, social, culinary, gastronomic, religious and spiritual capital,
equating them together into a complex
sum for cultural capital?
If tourism is measured in trillions
of dollars and billions of footfalls, it is
not enough for champions of culture
simply to count the number of booksellers in Hay-on-Wye, “oompah” bands in

Munich, mascareri in Venice and Michelin
stars in Copenhagen. To say the economics of culture is all about pre-theatre dinner deals is tantamount to telling
the story of tourism in terms of pillow
mints sold. Culture and the arts need to
tool up with bigger, broader, better metrics if they want to be taken seriously as
an economic investment vehicle.
Running at around 4 per cent, current market growth for the global
tourism sector might exceed national
rates of recovery from recession, but
almost pales into insignificance alongside recent figures for the creative
economy, which saw exports booming at 14 per cent in 2008, even as the
financial crisis bit hard elsewhere.
World trade in creative goods and services rose in 2011 to US$624 billion,
with annual growth averaging 8.8 per
cent between 2002 and 2011.
Continued on
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Agency for Economic
and Regional Growth/
Statistics Sweden
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BY TYPE OF EXPENDITURE (2012)

D

163,754

162,540

A

275,437

262,823

247,271

251,401

239,575

135,583

145,632
169,779

171,101

150,102

6%

165,434

IN EXPORTS

175,526

$1.3tr

192,052

126,684

124,912

121,661

118,089

109,470

JOBS

155,903

TOTAL TOURISM CONSUMPTION
IN SWEDEN

OF GLOBAL GDP

1 in 11

158,035

SWEDISH TOURISM CONSUMPTON
IN SWEDEN

F

146,736

9%

(CURRENT PRICES, SEK MILLIONS)

E

SOURCE: Swedish
Agency for Economic
and Regional Growth/
Statistics Sweden

168,978

TOURISM IN SWEDEN

222,550

TOURISM ACCOUNTS FOR...

CASE STUDY

213,735

A

B

46%

23%

GOODS

ACCOMODATION
AND RESTAURANTS

C

D

14%

8%

TRAVEL AND
TRANSPORT

FUEL

E

F

6%

1%

CULTURE AND
RECREATION

OTHER SERVICES

B

C

INDEX FOR TOURISM’S EXPORT VALUE COMPARED WITH SWEDEN’S
TOTAL EXPORTS OF GOODS AND SERVICES (CURRENT PRICES) INDEX 2000=100
260

TOURISM’S EXPORT VALUE
(FOREIGN CONSUMPTION IN SWEDEN)

240

SWEDEN’S TOTAL EXPORTS
(GOODS AND SERVICES)

220
200
180
160
140
120

34,100

MILLION INTERNATIONAL
TOURISTS
104

1 4
BILLION INTERNATIONAL
TOURISTS

2030

1950

25

2012

GOODS

21,000

1 8

TRANSPORT

19,700
CULTURE AND
RECREATION

13,000
TRAVEL AGENCIES

BILLION INTERNATIONAL
TOURISTS PREDICTED
www.artworksjournal.com

www.artworksjournal.com

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2000

HOTELS AND
RESTAURANTS

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

73,700
2001

DOMESTIC TOURISTS

AVERAGE NUMBER OF INDIVIDUALS EMPLOYED
IN DIFFERENT SECTORS OF THE TOURISM INDUSTRY

2000

5-6bn

2002

0

WORLD EXPORTS

2001

TOURISM

SOURCE: World Tourism
Organization
(UNWTO)

Continued from

103

According to the United Nations
Conference on Trade and Development (UNCTAD) 2010 report, the creative economy “is an evolving concept
based on creative assets potentially
generating economic growth and
development. It can foster income
generation, job creation and export
earnings, while promoting social inclusion, cultural diversity and human
development. It embraces economic,
cultural and social aspects interacting
with technology, intellectual property
and tourism objectives”.
At the heart of this creative economy, UNCTAD in turn identifies the
creative industries themselves: “The
creative industries are at the crossroads of the arts, culture, business
and technology. All these activities are
intensive in creative skills, and can generate income through trade and intellectual property rights.”
According to the UK government’s
Department for Culture, Media & Sport
classification, referenced by UNCTAD in
the report, these industries fall into 13
categories: advertising; architecture;
art and the antiques market; crafts;
design; fashion; film and video; music;
performing arts; publishing; software;
television and radio; plus, video and
computer games.
Taken as a whole, this expansive
and systemic model of the cultural and
creative engine of 21st-century growth
is a big economic beast, weighing in at
US$1.6 trillion global market value.
The numbers do not lie. Given the
strength and size of the culture and
tourism parent economies, “cultural
tourism” clearly has enormous potential. The question is whether its two
sets of monster-market genes combine
or clash? In practice, which is the true
nature of cultural tourism: prodigy or
problem child?
Tourism might bring short-term
economic benefits to an area or region,
through spending in restaurants and
hotels for example, but does it really
grow the cultural capital by creating
Continued on
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BLACKBOARD
TEACHING AND LEARNING FROM ART
OCT 11 2013 – JAN 19 2014
Rudolf Steiner, Joseph Beuys, Jean-Michel Basquiat, Marcel Broodthaers,
Elis Eriksson, Per Kirkeby, Bruce High Quality Foundation, Tacita Dean,
Alejandro Guijarro, Christian Marclay, Josiah McElheny & Andrea Geyer,
Tal R, Lars Siltberg and Gary Simmons.
Rudolf Steiner, Wenn wir schlafen, 1922

ADVERT
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quality job and business opportunities in creative industries and so helping
attract talent?
“It might,” is the short, but cautious
answer, according to cultural economist
Tobias Nielsén, chief executive of the
research-based Stockholm firm Volante.
“A growing market often leads to opportunities for a growing supply. If there are
more people around, it will be easier to
find visitors to your show or gallery.”
To assume that, as a rising tide lifts
all boats, everybody wins an equitable ride on the tourism wave is over
simplistic, though, as Nielsén goes on
to explain: “I would argue that there is
often an unfair distribution of revenues stemming from cultural events.

Does tourism
grow culture in
return or just more
tourism?

The organisers, for instance a theatre group in a rural region, get only a
fifth – in terms of ticket revenues –
of what the visitors spend on hotels,
food, transportation, shopping and so
forth. From a policy perspective, it is
therefore important that you get the
whole picture and recognise the value
of what it was from the beginning that
attracted the visitors.”
If culture might have played an
important part in the initial draw for
tourism, is this really reciprocated?
Does tourism grow culture in return
or just more tourism? Moreover, do
the perceived commercial demands of
catering for tourists potentially distort
regional arts programmes,
showcasing a lot of visiting acts and
touring exhibitions at the expense of

LEFT

I LOVE DURHAM, LUMIERE 2011, Jacques Rival
produced by Artichoke in Durham.
A playful take on the unpopular Marquess of
Londonderry who is trapped inside a monumental
snow dome

local talent, so disconnecting the cultural experience from the place?
“It is a challenge to develop a strategy that combines the ‘who’ and the
‘where’, acknowledges Nielsén. “But,
generally speaking, one can think about
the big names as the ones that attract
most of the tourists, but the local
talent as creating the feeling and ambience, which very much contribute to
what visitors will remember from their
trip and eventually recommend about
the place to friends.”
Artichoke Trust is a creative company and registered charity that works
with artists to create large-scale events
which appeal to the widest possible
audience. Debunking any notion that
the arts should take place only behind
closed doors in theatres or galleries,
Continued on

108 109

THE VISIBLE
SWEDISH CONTEMPORARY PHOTOGRAPHY
FEB 7 – MAY 11 2014
Marie Andersson, Lotta Antonsson, Stina Brockman, Miriam Bäckström,
Trinidad Carillo, Aida Chehrehgosha, Dawid, Catharina Gotby,
Denise Grünstein, Annika von Hausswolff, Maria Hedlund, Linda Hofvander,
Annica Karlsson Rixon, Jenny Källman, Tuija Lindström, Maria Miesenberger,
Tova Mozard, Julia Peirone, Eva Stenram, Anna Strand
and Pernilla Zetterman.
Maria Miesenberger, Reflection on the Presence of Love (#9), 2013

Artipelagstigen 1, Värmdö | +46 8 570 130 00 | artipelag.se
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CULTURAL TOURISM

THE RISING POPULARITY OF FESTIVALS
TOTALS AND TRENDS

SOURCE:
Norwegian Cultural Barometer

TOTALS

$624bn

WORLD

GLOBAL MARKET VALUE OF CREATIVE ECONOMY
SOURCE: PwC, Global Entertainment and Media
Outlook, 2013-2017
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PERCENTAGE OF PEOPLE
AGED 9-79 WHO ATTENDED
A CULTURAL FESTIVAL
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ECONOMIES

31%

123,169

TRENDS

61%
2008

3,555

2008
1,191

they put on shows in unusual places – in
the street, public spaces or the countryside – ranging from Peace Camp
installations at remote locations around
the coast of the UK, to the Sultan’s
Trunk, the biggest piece of free theatre
ever seen on parade through Trafalgar
Square, London.
Sense of place is fundamental
to such projects, as co-founder and
director Helen Marriage reveals when
describing the thinking behind the happenings – the creative intention: “Artichoke sets out to connect the cultural
experience to the place, inserting the
work of its artists squarely into the DNA
of a city’s life. Our programmes combine initiatives developing local talent
with commissions for internationally
recognised artists, all responding to the
physical and social landscapes of the
cities in which we work.”
Capital cities might buzz 24/7, 365
days a year, but as anyone who has visited
a seaside resort out of season will testify,
not all tourism appears to be able to sustain local economies month-in, monthout. In particular, festivals might well be
described as being almost the ultimate
cultural “one-night-stand”. So how can
they contribute to sustainable development? Artichoke’s Marriage makes the
case for the before-and-after benefits
of major events: “Think Edinburgh. Festivals may manifest themselves to the
audience for a few nights only, but the
work that goes into them is a year-round
effort, with jobs created and sustained in
the arts and ancillary industries.”
It is also perhaps worth remembering just what a rich choice of festivals
is available on programmes popular
with both international and domestic
travellers, of all ages and backgrounds.
Figures from the Norwegian Cultural
Barometer, for example, show that as
of 2012 almost one in every three members of the active and independent

CREATIVE GOODS
EXPORTS, BY ECONOMIC
GROUP, 2002 AND 2011
($ MILLIONS)

73,890
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population (aged 9-79) had attended
a festival within the last 12 months.
For developed nations, discussion
of cultural tourism typically focuses
on upmarket galleries, theatres and
restaurants in prime urban locations.
In short, culture is something that happens in cities and its value in relation to
“eco-tourism” in more rural and provincial areas is often poorly understood
and under-promoted.
In a more holistic and sustainable
view of tourism as a whole, eco comes
in colours other than green. It should
not be viewed solely from an environmental perspective, as involving just
flora and fauna, rather than local people
and culture. Joining up the dots, however, requires not only understanding
(which is often in evidence), but also
expertise and money (which are not),

In a more holistic and sustainable
view of tourism as a whole, eco comes
in colours other than green

RIGHT

HI-LIGHTS, LUMIERE 2011
Martin Warden
produced by Artichoke in Durham

as strategic tourism planner and managing director at South Africa-based
Lorton Consulting, Darryl Lombard,
explains: “Most developing nations
are very conscious of the link between
nature-based tourism and cultural
tourism, as well as the economic value
that authentic culture holds.
“More and more tourists are saying
that an important factor in their travel
decision is the desire for an authentic
experience through interaction with the
local culture in its natural context. The

RIGHT

SPLASH, LUMIERE 2011
Peter Lewis
produced by Artichoke in Durham.
Canadian artist Peter Lewis turns
Ove Arup’s Kingsgate footbridge into
an illuminated waterfall

FAR RIGHT

CROWN OF LIGHT, LUMIERE 2011
Ross Ashton, Robert Ziegler
John Del’ Nero
produced by Artichoke in Durham.
This stunning son et lumiere includes
images of the Lindisfarne Gospels
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addition of socio-cultural content to the
eco-tourism experience gives visitors
greater depth of understanding.
“However, more work needs to be
done in the area of education and
interpretation for eco-cultural tourism to be fully functional. The main
inhibitors to achieving greater success are lack of funds and lack of
skilled practitioners to guide the integration of the processes.”
Continued on
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LES VOYAGEURS, LUMIERE 2011
Cédric Le Borgne
produced by Artichoke in Durham

EXHIBITIONS 2013–2014
Harald Lyth - paintings 2000–2013
November 23 – January 5
Nathalia Edenmont - Only me
January 17 – March 16
Astrid Kruse Jensen - Within the Landscape
March 22 – May 4
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One of the concerns around inadequately managed and ill-informed
efforts to take cultural tourism off the
beaten track, out on safari into economically deprived native and remote
areas, might revolve around fears of
exploitative and patronising “poverty
tourism” or “poorism”. While there is call
for some caution in this regard, there is
greater need simply for standards and
guidance, policy and strategy, as Lorton
concludes: “There is a risk, but communities generally welcome guidance, and
are sometimes surprisingly savvy when
they sense exploitation. Guidelines for
informing and educating host communities about the risks and preventative
steps should become standard practice where eco-tourism and cultural
tourism meet. The policy lead must of
necessity come from government, after
broad consultation. However, focused
and funded NGOs [non-governmental
organisations] are often more successful in implementing these strategies.”
One philosophical and intellectual
trait increasingly common among commentators, creatives and consultants
right across the spectrum of cultural
tourism is a resistance to “classist”
interpretations and attitudes. Linguistic connotations and traditional values
associated with the word “culture” itself

can colour perceptions and give rise to
outmoded messages.
Preconceptions about parts of
the tourism trade prove unhelpful,
too. Mainstream travel and hospitality are unfortunately known for having
long-standing service-sector issues,
with use and abuse of low-waged and
migrant workforces. Prejudice comes
into play in equal regard and both sectors are, in many minds, due an image
makeover. Communication is key to
embedding collaboration.
Communication is also the key to
envisioning the convergent future paths
trending for culture and tourism, in the
sense of social and mobile technology. Whether employing exotic filters
in Instagram to moody silhouettes of
architectural landmarks or snapping
sun-drenched and smiley-faced festival
celebrations with Facebook friends, we
are many of us in the market for making
and sharing visual memories of our
experiences as a cultural tourist. We
may be posting online, rather than in the
mailbox, but we are still sending postcards home from “Planet Culture”.
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