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Introduction and Methodology

Background

Place Solutions was commissioned by the Causeway Coast and Glens Heritage Trust in
February 2013 to undertake an Arts & Craft Scoping Study. As consultants specialising
in sustainable regeneration and tourism, we bring to the project a unique combination of
regeneration, tourism development, strategic planning and research expertise which
combines international best practice experience with knowledge of the local, regional
and national policy, delivery and funding context. We will also bring our experience in
the preparation of Scoping Studies within this specialised artisan sector, particularly in
relation to artisan food which was carried out in 2012 within the region.

The Causeway Coast and Glens Heritage Trust (CCGHT) is a partnership organisation
involving public, private and voluntary sector representatives from seven local
authorities, the community sector and the environment sector together with

representatives from the farming and tourism industries. The aim of CCGHT is

“To promote environmental management and sustainable tourism which aims to
protect and enhance the unique heritage of the Causeway Coast and Glens area”.

The CCGHT area covers two Areas of Outstanding Natural Beauty (AONB). The Antrim
Cost and Glens AONB was designated in 1988 to help protect its special character and
fine landscapes. In 2012, CCGHT was awarded £1.8 million through the Heritage Lottery
Fund, Landscape Partnership Scheme for the Glens of Antrim. Appendix One contains

a map of the designated

ar ea. The

project,

assessments, survey work and baseline audits to establish and understand the needs of
the area and develop projects over a 5 year development phase.

There are four programmes that projects will be developed under:-

1 Conservation and enhancement of natural and built heritage of the Glens of

Antrim
1 Increasing community participation
1 Access and learning
1 Heritage skills and training

It has been identified that that there is a strong need to maximise craft heritage project

opportunities and support local artisans.

BE& Solutions

ent



1.2 Aims and Objectives

There are two main outcomes of this Scoping Study.
1. Arts and Crafts Scoping Study

The key objectives are:

I To compile a comprehensive, updateable database and on-line mapping of
existing artisans, craftspeople and /or workshops in the Glens of Antrim and
categorize by product type and geographic area and other variables.

9 To carry out research on best practice elsewhere in this field to make a sound,
market based assessment of the potential for developing a distinctive and multi-
faceted arts and craft sector for the Glens of Antrim.

1 To gather evidence to indicate the level of interest in events/projects/activities
from the arts and craft producers, retailers etc. through our unique consultation
and work shop based approach to stakeholder engagement.

1 To identify opportunities for arts and crafts based heritage projects and make a
series of recommendations for future projects to conserve, enhance and promote
craft to local people and visitors, clearly identifying relevant stakeholders,
estimated costs, key success criteria and barriers to development and how
projects would link to 1 of the 4 HLF LPS programmes.

2. Feasibility study for the a Specific Workshop to serve an Economusee

Craft International ECONOMUSEE Project, Northern Periphery Programme 2007-2013,
is an EU funded initiative that supports local craft artisans in rural communities. The
project seeks to combine heritage, craft and tourism, offering a unique visitor experience
by watching artisans at work, as well as providing support to those artisans who practice
traditional techniques. The project assists with business development, showcasing
indigenous crafts, job creation and training of young people. The project is based on a
successful Canadian model with 20 years of experience.

Every ECONOMUSEE will have 6 key areas that a visitor can explore:

A welcome area to invite guests to see the ECONOMUSEE.

The workshop where visitors can watch the artisan at work.

A documentation area where visitors can read or watch videos about the craft.
Interpretation area to learn about the inspiration, the artisan and the process.

A contemporary collection area which shows artisans link to other craft products
in the region.

1 The shop or boutique where the product is sold.

= =4 —a A -8
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1.4

The key objectives are:

1 To prepare a summary of the artisan profile.

I To assess the artisan’s craft tourism potential including proximity to key
attractions and the landscape and undertake a SWOT analysis.

I To carry out an assessment of the workshop to operate under the 6 functions of
Economusee.

1 To prepare a Business health check including financial assessment and overview
of product marketing plan, trends and distribution.

The Feasibility Study is available as a separate document.

Definition of local Arts and Craft

This Scoping Study will have a firm focus on the commercial realities of developing a
viable Arts and Crafts Sector. Local Arts and Crafts Strategies can be very diverse in
size and scope, and can vary enormously in terms of budget and resources available,
which in turn impacts significantly on their contribution to the local economy. Although
many aspects of arts and craft development are supported through other economic
development, tourism or rural development programmes, little has been successfully co-
ordinated in terms of promoting arts and crafts as a coherent product.

One of the difficulties in generating a vibrant arts and craft sector is that of matching
supply and demand; the motivation to produce and market local arts and crafts is
restricted by the extent of demand and it can take external intervention to make this
happen, or at least to pump prime the initial phases of growth. Other issues, such as
skills relating to the production and promotion of local arts and crafts are also important.
In customer service terms, it becomes important to be able to tell the story around the
product and how it is made, to enmesh customers in the culture of product and place
and to bring an emotional dimension to the experience. Craft markets and festivals have
provided a successful mechanism for both attracting customers and provide another
piece in the attraction jigsaw to complement history and culture, landscape and outdoor
activities, for example.

A successful arts and craft sector needs to be able to draw together the separate
elements of product, distribution, customer service and vibrant events, all set in the
context of a wider cultural offer. When combined with effective marketing, arts and craft
sector can be an important strand in the regeneration and sustainability of some quite
marginalised communities.

It is important, from the outset to set the parameters for this project and define what is
meant by some of the key terms.

We have taken a broad definition of the term Local Arts and Crafts. The starting point
was the Craft NI definition, based around a definition of quality contemporary craft that it:

i MR Solutions



* ‘“Is challenging and extending practice as well as ensuring high standards of
technical skill and design;

« Does not seek to reproduce or restore but is innovative in its use of materials and
aesthetic vision;

* Reflects the signature of the individual maker and demonstrates investigation of
processes and critical engquiry at a

We have included in our definition traditional heritage crafts, which falls outside the remit
of Craft NI, but is an important sector for this geographical area. Heritage Craft is taken
to mean that which involves a high degree of hand-skill and produces "useful" objects,
rather than predominately machine-orientated based activity (although the use of
manufacturing oriented machinery does not necessarily rule out the inclusion of that type
of activity within the project). This also includes industrial town-based crafts where such
hand-skill is still a significant factor.

* Includes those products associated with material culture through to the
production of aesthetic artefacts (for example; hand-made jewellery and textiles
production), but excludes broader creative activity such as music, dance and
traditional painting.

* Produces products that are in demand and in use for today, but that the hand
skill involved is often of the traditional or heritage form, or derived from
knowledge and application of that form.

We have adopted a more general definition in which most craft practice will reflect some
if not all of the following:

* Understanding of and engagement with materials.

* The application of haptic skills and hand-controlled tools.

* The honing of skills learnt over time.

* One-off or relatively small batch rather than mass production.

» Maker impact on conception, design and aesthetics of finished product.
* Cultural embedding of finished product.

: MR Solutions
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2.

2.1

Policy and Strategic Context

In order to assess the scope and potential for Arts and Crafts it is necessary to
understand the wider policy and strategic context for arts and crafts related development
in other regions of the UK, before looking at the current policy and strategic context from
the development of the sector in Northern Ireland.

Arts and Crafts Policy and Strategic Context in other parts of the UK

There are a number of recent studies which consider the craft sector. A jointly
commissioned report by the Craft Council, Creative Scotland, Arts Council for Wales and
Craft NI, Craft in an Age of Change was published in early 2011, and involved an in-
depth mapping and impact study of the contemporary craft sector.

The study suggests that, in many respects, the structure of the contemporary craft
sector is relatively stable. It remains dominated by small, well-established businesses.
The characteristics of makers have changed relatively little since the early 2000s,
although practice is shifting to reflect the new possibilities of digital technology and
environmental and ethical concerns. Retailers reported that, on balance, their sales had
been fairly steady over the last three years.

The results of the detailed survey are summarised below.

*  Overall, the survey respondents were 69% female and 31% male. This figure
is a little higher than that recorded in previous surveys, and confirms the trend
seen over the last twenty years of a steady rise in the percentage of women in
the contemporary craft workforce.

» The estimated average age of respondents is 48.7 years.

*  88% of the UK craft makers surveyed were sole traders.

e Makers are a highly qualified group: just over 60% have a first or second
degree in craft, art or design. Only one in six (15.5%) had no formal craft
qualifications or training.

e For half of makers (50%), craft was a second career.

»  88% of UK makers are sole traders.

»  The Average craft-related income in 2010 was £19,827.

* The disciplines and materials used were varied (with 32% of makers using
more than one material) but the three most common were ceramics (25.7%),
textiles (22.9%) and jewellery (20%).

e Estimated number of contemporary craft-making businesses in the UK was
23,050 (17,150 in England, 3,350 in Scotland, 1,500 in Wales and 1,050 in
Northern Ireland)

 The estimate of total income can be broken down by nation, based on the
estimated number of businesses:

0 England: £339m from 17,150 businesses

Scotland: £70m from 3,350 businesses

Wales: £28m from 1,500 businesses

Northern Ireland: £20m from 1,050 businesses

. MR Solutions
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The first and | argest group has been

group are committed to the idea of craft as a career, and move to start their
businesses shortly after finishing their first (or second) degrees in craft-related

subjects. The second group has been

group also made craft their first career but did not pursue academic degrees in
the subject. This is the smallest group overall, accounting for just under 12%
of the sample. The third group of makers began their working lives in other
careers before taking up craft as a profession, often in mid-life. These have
been called ‘career changers’. They
surveyed. The final group has been

trained in art, craft or design, but who did not pursue craft as a first career.

cal l

| abe

repr e

call ed

They followed another path after univer si

later on. They make up 22% of the sample. Craft careerists are the largest
group in three of the four countries of the UK. The exception is Wales, where
career changers are the largest group.

Internet and digital technologies have radically re-shaped many of the creative
industries, including music, publishing and film. These technologies have
greatly amplified the potential market for creative products, by allowing
producers to reach entirely new customer bases, but have also opened up
such industries to foreign competition and to the risks of intellectual property
theft.

Craft might seem to be relatively immune from such trends. The sector
emphasises the authenticity and unigqueness of its products and services, and
there is a widespread belief that people like to hold an object in their hands
before buying it — and that this physical experience cannot be replicated
online. Yet cutting-edge technologies such as laser cutting and 3D printing
have opened up new possibilities for makers. Indeed, 3D printing, which
all ows a blueprint on a computer to
met al , has been described by The
technology t hat wi || change the worl d’
necessarily widely used by the craft-making population as a whole (though
some mid-career makers have embraced them), they are used in universities
and colleges, and are therefore shaping the next generation of craft-makers.
These technologies also make it much easier to replicate the work of makers.
Makers and retailers were also asked to estimate the importance of tourism to
their business. Among makers, 43% thought tourism was very or fairly
important to their business. Makers in Scotland, Wales and Northern Ireland
were more likely to say that this was the case than were makers in England.
Well over half (57%) of makers were using digital technology in their practice
or production, with the majority of these doing so often or all the time. Makers
reported moderate declines in their
gallery and exhibitions sales, and a shift towards online sales, though these
were still relatively small. Around 30% of makers were selling through their
own website, but only 3% were selling through social media.

The majority of makers sell to the domestic market. Over 70% of makers do
not export their products; among those who do, exports account for almost
20% of turnover.

; MR Solutions
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« Just under a third (31%) of makers had changed their practice in the last three
years in response to environmental concerns. The most popular change was
to source more environmentally sustainable or sensitive materials.

« Both makers and retailers were cautiously optimistic about the future at the
time of the survey (June/July 2011). Retailers said (on balance) that their
sales had been relatively steady over the last three years. Most makers
expected to have to respond to the economic climate by changing their
practice in various ways over time, predicting that they would introduce new
products and make increasing use of new technology.

One of the most up-to-dat e and rel evant is “Mapping Herit
2012, is the first comprehensive study to define, categorise and examine the size and
shape of the Heritage Craft sector in England.

210,000 people, has a total turnover of £10.8 billion and contributes £4.4 billion GVA to
the economy — putting it on a par with the petrochemical industry and the entire Scottish
food and drink industry — yet it is at risk of disappearing due to an ageing skilled
workforce and lack of training opportunities for young people and demonstrates that
there is serious danger of some skills being lost.

Local Arts and Crafts Policy and Strategic Context

Arts and Crafts development falls within the remit of a myriad of agencies and
government departments in Northern Ireland. A short analysis of the wider regional and
national strategic context will form the strategic framework and provide local market
intelligence within which this project will develop. Converging government directives for
tourism and the creative industries have produced a favourable context for future
collaboration and growth. With particular reference to cultural tourism, DCAL, DETI and
DEL; NITB, Invest NI and Arts Council NI, separately and collectively are working
towards the enhancement of the visitor experience and the strengthening of the
infrastructure which will make this a reality. The long term development of Northern
Il reland’” s tourism strategy is set to usher in
is well positioned to tap into the potential of this growth. The main department and
agencies in which arts and craft development would sit are:

Department of Culture Arts and Leisure (DCAL)

DCAL published a comprehensive Inquiry into the Creative Industries in February 2013.
Published over 3 volumes, the report highlights the current context within which the
Creative Industries operates, policy and strategy analysis, the key challenges facing the
sector, gaps existing in current policies, strategies and delivery mechanisms, in areas
including financial support, training and skills development, accessing international
markets, making the most of the programmes and funding available from the European
Union. Additionally the Committee has highlighted how better networking locally,
regionally, nationally and internationally, as well as better co-operation and collaboration
amongst the key stakeholders, could facilitate the further development of the Creative
Industries here. The report focuses specifically on maximising the potential economic

0 MR Solutions



benefits of the Creative Industries in Northern Ireland. The Inquiry would help to shape
the Department’s draft Coll aborative FrameworKk

The report highlights the close economic relationship between the Creative Industries
and other sectors including tourism, hospitality, museums and galleries, heritage and
sport, and the social economy and community and voluntary sectors. As a result of
these links the Committee has been very specific in calling for increased co-operation
between Executive Departments, their arms-length bodies, agencies etc., and local
government, industry, educational bodies and the community and voluntary and social
economy sectors. Members have emphasised the need for a joined-up approach
towards Creative Industries with the provision of a clear identity and branding, as well as
an understanding that the Department must raise its profile as the policy lead for the
sector.

The report summarised the many challenges and barriers that the Creative Industries
here face:

1 Inadequate collaboration and co-operation on many levels and between a
multitude of key players.

1 A lack of visibility for the sector.

1 Financing, education, training and support and development issues, including a
lack of mentoring opportunities and appropriate funding models.

1 The effectiveness of the Creative Industries Innovation Fund.

T Issues involving bureaucracy and effective management of Intellectual Property
rights.

Key recommendations include:

1 The creation of a Ministerial Advisory Group, which would provide a forum for
industry, government and academia to engage and work together.

9 Utilisation of European funds and programmes offered by the European Union
(EU), as well as the networking and learning opportunities that it provides i.e. the
‘“Creative Europe’ ipoogl@dmé and ‘ Hor

1 The need for a Framework that could be responsive and adaptive to support
individual sub-sectors and the sector as a whole.

9 Effective branding of Creative Industries in Northern Ireland.

1T The establishment of a -stoprschlogp” é pory apoi ot
strategy, funding, advocacy, research and policy development and streamline
support to the sector.

1 Improved collaboration across all levels and branches of government, industry
and academia.

1 The development of creative quarters or hubs.

1 Opportunities for the development of the Creative Industries within the
“Ur ban/ Rur al Linkages'’ and Rur al Economi e
Paper Action Plan.

" MR Solutions



Craft NI

The main agency charged with developing a craft sector is Craft NI. Craft NI focuses on
the development of contemporary craft. This definition is driven by their remit from the
Arts Council to promote the best of contemporary craft. In their Strategy & Business
Plan - 2008 to 2011, the mission of Craft NI is set out as:

“To build an integrated, entrepreneurial and vibrant contemporary crafts sector in
Northern Ireland, actively supported by regional and local stakeholders that
contributes increasingly to the creative, cultural and economic life of Northern
Ireland.”

Craft NI aims to build and develop a sustainable opportunity environment for makers in
Northern Ireland. This will focus on creating a supportive landscape across the region
and beyond that will enable makers and businesses to pursue and develop their own
individual creative and business ambitions by prioritising resources around three broad
areas of development:

» Professional: supporting the sector in the parallel development of its creative
and business practice.

» Infrastructural: developing the infrastructure, partnerships and resource
investment, both regionally and locally, in support of the craft sector.

« Public awareness and engagement: working with audiences in a process of
education, raising awareness, appreciation, and in stimulating and securing
markets.

Craft Northern Irelands core objectives, through which it will deliver its programme, are:
Advocacy:

T Strengthen the awareness of how th
complement those of key stakeholders and partners and how they contribute
to the cultural, social and economic prosperity of Northern Ireland.

1 Strengthen networks and craft organizations to support advocacy at local
level.

1 Increase sector intelligence through research, data collection and evaluation.

1 Develop and assert its competence as champion and advocate for sector
growth and development.

Partnerships and Infrastructure:

1 Strengthen networks and partnerships to support the development of local
and regional activity.

1 Continue to strengthen key strategic partnerships towards the longer-term
delivery of ambitions for the craft sector.

1 Establish and build operational partnerships in provision.

Strengthen its approach to securing further investment for the sector.

1 Ensure that Craft Northern Ireland has a secure, on-going organisational
base to consolidate its role as the champion of the craft sector.

- MR Solutions
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Raising Quality Awareness:

1 Promote and consolidate consistent qualitative standards.

I Support aspiration, ambition and professional practice through the
development of appropriate opportunities.

1 Establish an inter/national profile for craft practice in Northern Ireland and
develop the regions participation and contribution at inter/national levels.

Craft NI launched an online Craft Map in 2012 which lists comprehensive details of
designer-makers, craft studios and outlets throughout Northern Ireland providing
information and directions for tourists and visitors seeking local quality craft.

August Craft Month supports artists but encourages more people to experience the
vibrant local craft industry. 2012 was the fifth year of the initiative, with over sixty craft
exhibitions, workshops and talks taking place in over 40 venues across Northern Ireland.

NITB

Craft based tourism is a potential area for growth. Craft NI and NITB have recognised
this potential and have prepared a report Growing Craft based tourism in Northern
Ireland.

“Craft and tourism are building a relationship and it’'s a growing one. Both
industries are developing rapidly in Northern Ireland and increasing synergies
between them are providing new and attractive opportunities for visitors,
designer-makers and service providers. Research shows that more people are
looking for authentic experiences and want to engage with local communities as
well as, or instead of, being passive consumers of cultural experiences provided
in the destination. The craft industry provides a base for creative and cultural
tourism development which has been recognised by tourism agencies, local
authorities and cultural sector lead bodies. Expectations are high and significant
prospects lie ahead”.

The Draft Tourism Strategy for Northern Ireland to 2020 highlights the need to attract
more visitors and encourage repeat visits. As selling on price alone becomes
increasingly challenging, the need to create products and services which deliver value
for money through their distinctiveness and quality is a priority. As the focus of tourism
shifts towards emphasising the everyday, intangible culture of Northern Ireland - its
sense of people and place - as part of its unique identity, the potential to link craft and
tourism strengthens further.

Tourists can provide new markets for craft producers, and in turn a vibrant craft scene
can add attraction, activity and animation to tourist destinations, by creating craft
experiences and products at sales points, within short break formats, activity holidays
and cultural and heritage tourism. | n 201 3, NI TB wi | | be
Touri sm” a s aowth segnpeot,rwithaartumbgrrof target markets including
culture seekers.

s MR Solutions
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While NITB will continue to promote the craft sector within Northern Ireland, the
marketing of an identifiable Causeway Coast and Glens craft product at a local level will
fall within the remit of Causeway Coast and Glens Tourism (CCGT). NITB has also
been very supportive of previous initiatives delivered by Causeway Coast and Glens
Heritage Trust (CCGHT) such as the Economusee project and will continue to support
the development of this project in the future.

DARD

Many craft industries are based in the rural areas of NI and have fallen within the DARD
remit particularly the regional partnerships. One such initiative, the Creative Peninsula is
written up as a Case Study in Appendix Two.

DETI

DETI and the local Enterprise Agencies are supporting the development of quality
products, services and experiences within a competitive marketplace. The 400 craft
producers in Northern Ireland represent a dynamic, highly skilled sector of the economy
with the potential to contribute to this development and to the wider economy as well as
boosting the export earnings of their businesses. Craft producers can expand their
markets while adding value to the tourism product.

Causeway Enterprise Agency, although outside the remit of this particular project, is an
example of best practice in the development of a viable craft sector.

Our consultation programme with the local councils within the project area looked at
how this type of project would sit within their local economic development, tourism, rural
development and community development strategies and strategic priorities and is set
out in Section 5.

Best Practice Analysis

A number of Case Studies have been prepared which highlight best practice examples.
They all focus on stimulating local supply, developing sales outlets and other events
aimed at stimulating interest in the craft product. All examples were selected for
appropriateness of scale, whilst aiming to develop ambition.

Case Study One: Creative Peninsula
Case Study Two: Cork Craft Month
Case Study Three: Kirkcudbright Art and Crafts Trail

Case Studies are available as Appendix 4

iy MR Solutions



The Market for Arts and Crafts

An analysis of the market for arts and crafts within the UK, Republic of Ireland and
Northern Ireland including market share and performance, market trends and market
segments and customer profiles, demand seasonality, and identifying potential growth
markets clearly highlights the growth potential of the sector. Research and market
intelligence is available from a wide variety of local, regional and national sources, i.e.
DCAL, Bord Failte, and recent market research that the Welsh and Scottish assembly
have carried out on the art and craft sector.

UK Market

UK market research shows that the craft industry has the potential to grow by 60% with
a projected customer base of 4.4 million in addition to the 6.9 million who already buy
craft.

Research conducted by the Crafts Council UK (
and soci al contribution ofhe pasd kSeyeass’hpve been 2010 1
incredibly productive forthe UK s creati vity and i nnagaraof i on, a

that success. The craft sector now makes a £3 billion contribution to the UK economy,

andr epresents 13% of t hogdtisé@ln3pmillionypeogle, farbiggeh e UK’ s
than that for fine art. The value of sales of original craft doubled between 1994 and

2004.

A Craft Works article, entitled Cr af t and tighéghtéddhatnhe onaft'sector is

dominated by micro-businesses and self-employment, with 87% of businesses known to

be sole traders. The complexity of researching thus fragmented craft sector has resulted

in craft often being under-r e pr esent ed i n government resear
economic impact is therefore likely to be under-estimated in official statistics, which may

not capture the many ways in which craft professionals contribute to the wider creative

economy, for example through craft retailers, galleries and craft fairs. The impact of craft

on the tourism and leisure industries is also likely to be excluded.

However, although the exact picture may be unclear, it is safe to say that the craft sector

i's an important component of the overall eco
industries, which account for over a million jobs and bring in £112.5 billion to the UK

economy.

A recent survey commissioned by the Crafts Council suggests that, whilst the craft
sector clearly faces challenges in the current recession, the structure of the craft sector
is in many respects relatively stable. Retailers reported that, on balance, their sales had
been fairly steady over the last three years. Both retailers and practitioners were
cautiously optimistic about the future at the time of the survey. Craft sales remain locally
focused.

s MR Solutions



Summary of research undertaken by Crafts Council UK — “Contemporary craft
sector profile and analysis” in 2010.

The whole craft sector (contemporary, traditional and heritage crafts, as defined by
Creative & Cultural Skills):

1
1

Employs 88,250 people in the UK.

Makes a £3bn annual contribution to the UK economy, higher than that of the
visual arts, cultural heritage or literature sectors.

Represents 13% of all those employed

Contributes 12% of the creative industri

music at 17% and design at 24%).
Demonstrates higher employment growth rates than any other creative industries
sub-sector (11% between 1997 and 2006).

The contemporary craft sector (as defined by the Crafts Council):

1

]

Employs just under half the craft sector: 34,744 contemporary makers work in
England, Scotland, Wales and Northern Ireland.

Produces a turnover in excess of £1bn per annum.

Doubled in size, in terms of value of sales, between 1994 and 2004.

Serves a market of 16.9 million people in England, and a further potential market
of 9.6 million people in England.

Strengths and Opportunities:

)l

Portfolio working: Makers bring to their work a distinctive materials knowledge,
the ability to innovate through materials and manufacturing processes, and an
intimate understanding of how people relate to objects and material qualities. In
addition, they often bring a supportive, empathetic approach which enables
learning and development in others, whether working in community and
education settings or with industry clients. These distinctive capabilities —
together with making, technical and creative skills — enable a portfolio career to
be built around a core set of interests or competencies. 65% - 70% of makers
work in this way, applying their making skills, materials knowledge and creativity
to a wide range of making-related activities, and whilst this approach can create
management challenges, for many makers the creative dynamic between
different types of work is a key impetus to creative and business growth.

Impact in community settings: Makers bring materials knowledge, with making
and facilitation skills, to enable people to experience for themselves the creative
and social benefits from participation in craft. They work in community
organisations, arts venues, environmental charities, youth groups, health projects
and specialist centres, for example for children or for people with a disability.

6 MR Solutions
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1 Business growth through collaboration: 87% of all contemporary craft
businesses work as sole traders, often grouping and regrouping to meet the
needs of different clients and to develop new work. This highly flexible business
model, combined with low levels of capital investment and low dependency on
extended supply chains, provides some resilience to economic downturn. It also
plays a crucial role in enabling innovation, by drawing together disparate yet
complementary knowledge and skill sets and by extending core business and
creative capabilities.

1 Innovation through making: The new ideas, processes and capacities for
innovation developed through ma ki ng constitute the cont emj
business assets and intellectual property, fuelling the development of new
products / objects, and of the business overall. Business survival and
progression depends on these capabilities being continually reinvigorated
t hroughout t he ma kliedrclreatively ta theenearketplaeen d a p p

1 Increasing focus on fashion and textiles related disciplines: 34% of
contemporary makers work in textiles, 30% in ceramics and 21% in jewellery.
The focus of newer businesses (established since 2000) shows the prevalence
of textiles and jewellery increasing, together with that of fashion accessories and
millinery. At the same time, work in ceramics appears to be declining to some
extent, with larger proportional decreases in engagement with wood, stone
carving, toy and musical instrument making, lettering and mosaic.

i Strong growth aspirations: 72% of contemporary craft makers report business
growth aspirations, and 98% report aspirations to further their professional
practice. This sector characteristic reflects the multiple motivations characterizing
creative business, which include personal achievement and often also political,
social or cultural concerns, alongside financial survival and profit.

1 Strong market growth potential: Pre-recession research suggested a latent
63% growth potential within the UK market for contemporary craft.

9 Current economic conditions are producing both challenges and
opportunities for makers: whi | st S 0ome mar ket s ar e sl o
reappraisal of how and what they value is maintaining and enhancing
opportunities within some market niches. 2010 research indicated strong market
potential for makers tapping into consumer trends around authenticity,
experience and provenance. At the same time, new ways of making,
communicating and selling digitally are creating new markets and new types of
relationship between makers and consumers, on a global scale.

Challenges:

1 Available working capital: Micro-enterprises do not easily attract private
finance or benefit from economies of scale. The resulting lack of available
working capital can limit business development, and the impact of this can be
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experienced by makers in terms of their ability to afford suitable workspace and
CPD (continuing professional development). Typically, makers invest time -
rather than money - in their businesses, working long hours and on average
spending 41 days each year on developing new work. This time investment
impacts directly on business turnover, which for 46% of makers is under £10,000
per annum. Enabling makers to overcome barriers to development resulting from
limited working capital is therefore a key challenge for sector support agencies.

Diversity: Demographic data indicates a marked lack of diversity in the
contemporary craft sector, not only constituting a loss for individuals and the
sector, but also inhibiting the innovation which is crucial to the s e ct
commercial and creative progression. To summarise the relevant data,
contemporary makers are predominantly white (96%), over 40 years of age (73%
of makers), female (65%, in comparison to 28% of the UK professional
population); and based in one of the three southern regions (56%). In addition,
media and leisure habits indicate a predominantly middle class orientation.
Improving sector diversity is a key challenge for sector support agencies.

The productivity gap: Prior to the economic downturn, 56% of contemporary
makers reported difficulties in selling their work and 83% reported that production
capacity could be increased if demand was stronger. This disconnect between
market growth potential and latent production capacity poses a challenge for
sector development agencies, increasingly pertinent in the context of economic
downturn and shifting consumer trends.

Infrastructure: Because of its relative size, breadth and fragmentation, the
contemporary craft sector lacks many of the infrastructures which enable growth
in other creative sectors. For example, whilst 70% of makers work from home
and 24% experience isolation, only 26% engage with craft networks or
organizations. In addition, the lack of retail and critical infrastructures (such as
writing and curating) place a unique responsibility on makers to sell direct, which
in turn inhibits market engagement for the 45% of makers reporting a dislike of
direct selling. Developing infrastructure, leadership and the evidence base to
support this work, is an on-going challenge for the sector.

Public sector support: Successful makers invest time in their own professional
development, matched by interventions from public sector agencies and Higher
Education Institutions which enable start-up and catalyse growth. For many,
mentoring is crucial in unlocking creative and business potential, enabling the
tensions between creative focus and opportunity to be resolved and a portfolio
career with strong focus to be established. For others, brokering and knowledge
transfer programmes forge new connections with industry partners which result
in new products, services and innovations for both parties. Generic business
trainingisi ncreasingly common, yet rarely
growth patterns or motivations, or with specific craft sector characteristics such
as direct selling, home working and limited available capital. Increasing
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dedicated opportunities for makers to develop their work— whilst working in
partnership to increase the relevance of generic business support for creative
businesses — remains a challenge for sector support agencies.

ROI Market

The crafts industry in Ireland, as in other countries represents a range of diverse
businesses and activities across a spectrum of industrial classifications. Irish crafts
primarily involve micro-businesses which are typically highly labour intensive. These
craft businesses form an important part of many rural and local economies. There are
also some craft businesses of scale and both are relevant to the evaluation of the
economic impact and potential of the sector.

A report by Indecon for the Crafts Council of Ireland in November 2010 ( “ Ec onh o mi ¢
signi fi cance and potenti al o festimatede that thesief &re s ect or
between 5,771 to 11,415 persons employed in the crafts sector in Ireland depending on

the definition of the sector used. Interestingly, the figures indicate a higher number of

persons engaged in the craft sector in Ireland than was previously assumed.

Of the figure of 5,771, Indecon estimates that there are 4,191 persons engaged in craft
in enterprises employing 3 or more people. Within this, the highest employing sectors
are pottery and ceramics, jewellery, graphic crafts, textiles and stone. Also of
importance is the fact that there are 1,787 students studying craft in plc and IoT courses,
which represents an important skill base for the sector.

As part of their study, Indecon has for the first time in Ireland derived an estimate for
GVA for the craft sector. Indecon estimates that Gross Value Added in the craft sector in
Ireland employing 3 or more persons amounted to 178 million euro. The highest levels
of GVA are in the following sectors: pottery and ceramics, graphic crafts, textiles, stone
and jewellery. This number, however, underestimates the total GVA as it excludes the
contribution of the numerous smaller craft businesses, although Indecon believes that
the estimate is likely to account for the majority of GVA in the sector.

A summary of the direct economic contribution of the Irish craft sector

Estimated Value of Output - 498 million euro
Estimated Employment - 5,771

Value of Exports - 124.5 million euro

Value of Irish Market Sales - 373.5 million euro

=A =4 4 A

In addition, the craft sector has indirect and induced economic impacts on the Irish
economy. When these factors are taken into account, the direct, indirect and induced
impacts are estimated to facilitate 17,994 jobs.

Because of the underlying skill and talent of craft workers in Ireland and the positive
market reputation for Irish crafts, Ireland has a comparative advantage in this sector.
While there are major challenges facing the industry there is also potential for growth
and for the sector to expand exports, output and employment. Market research
undertaken by The Research Perspective also suggests that the sector believes there is
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potential for significant further growth. In particular, the sector believes that with
appropriate supports there would be potential to secure a 63% increase in sales.

The figures suggest that there is potential to significantly increase employment and
sales growth in the sector. The fact that the sector employs 5,771 under our base case
but this could potentially increase to as high as 7,589. The figures also indicate that
exports from the craft sector amount to nearly 125 million euro and there is potential for
these to increase to over 175 million euro. There is also potential for an increase in
domestic sales of crafts if Irish crafts gain a greater share of the domestic market.

NI Market

The craft industry in Northern Ireland currently employs around 1,900 people and
contributes £39 GVA (Gross Value Added) to the Northern Ireland economy, but there is
much scope for growth. We need to continue to invest in talents and entrepreneurial
skills of our emerging designer makers in order to grow the contribution of the craft
sector.

Around 400 Northern Ireland-based craft businesses already generate significant export
sales and cater to international and domestic tourists. The network of craft and arts
centres, high quality sales outlets and regionally spread small businesses offer
increasing visibility for craft designer-makers with the potential for both direct and online
sales

The “Craft in an Age of Change *o-dategudyrotthe( 201 1)
contemporary craft sector. Although the respondents to the phone survey came from

across Northern Ireland, the greater concentrations of respondents came from Belfast

and in County Down. It does however provide a valuable insight in to the current market

within NI. The results of the survey are summarised below.

e 66.9% of respondents from Northern Ireland are female (UK: 68.6%) and the
average age of craft makers is 45.2 years.

e I'n Northern Ilreland, t he ¢ people avhothave moved f car
into craft-making from other careers but who do not have a degree in art, craft or
design —is a little higher thanthe UKasa whol e, as is the proport

* 56.3% of makers in N. Ireland have a craft-related degree (UK average 60.8%) while
26.3% have no craft qualifications (UK 15.5%)

* The top five materials used by respondents in Northern Ireland (multiple responses
were allowed) were:

U Ceramics 27.5%

Textiles (exc. weaving) 23.8%

Jewellery 15.6%

Other metal (exc. jewellery and silver) 11.9%

Wood (exc. furniture) 11.9%

» Northern Ireland makers spent an average of 39.3hrs a week working on craft-
related activity, of which 26.4hrs were spent designing and making craft objects

* 62.5% of makers in Northern Ireland work from home.

» 88.1% of Northern Ireland makers are sole traders. 18.2% employ other people.
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3.4

» The average income of Northern Ireland makers derived from craft related income
was £18925 — 70.1% of this income came from making and selling contemporary
craft items.

e Tourism is very important or fairly important to 53.8% of Northern Ireland makers.
15.6% said tourism was unimportant.

* The most common ways of selling work for Northern Ireland craft makers was:-

u Commissions from general public 42.5%

u Through craft fairs 38.1%

a Through a commercial gallery or exhibition 31.3%
u Direct to public from studio/workshop/home 30.6%

e In Northern Ireland 50.0% of makers use digital technology in practice and/or
production most frequently for designing products.

» 37.7% of makers in Northern Ireland had exported work in 2010

e 28.1% of respondents had used the services of Craft NI in 2010, while 27.5% had
usedtheArt s Counci |l of Northern Ireland’s
Council of Ilreland’s.

e In all, 54.4% of Northern Ireland makers expected their contemporary craft sales to
grow either considerably or slightly over the next three years

» 30% of Northern Ireland makers have changed their practice in the last three years
(or since you've been trading) in response to environmental concerns. The most
common changes were to source more environmentally sensitive or sustainable
materials (11.3%) and to use more environmentally sensitive or sustainable
production processes (11.3%).

» Respondents were asked how they thought that their business might change in the
next three years. The main ways were:-

a Develop new or different types of product 61.9%

Find new markets 53.1%

Use new or different materials 45.0%

More collaborative or partnership working 35.0%

Use new craft-making technologies 33.1%

Work more with other sectors as a consultant / practitioner 25.0%

[ et e e ]

Market Trends

The creative touristisk een t o get to know a culture
and experience their everyday lives; learning a craft or skill directly from local producers
is an effective way of achieving this. Creative tourism can encourage cross-cultural
understanding and provide business opportunities for craft designer-makers and artists
with wider benefit for local restaurants, hotels and other service providers. Active
involvement in creativity makes a deep impression on tourists, encourages them to stay
longer in the destination and offers the opportunity to develop meaningful relationships
with the local community, enhancing the likelihood they will return.
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3.5

Creativity as part of the tourism offering:

e Creates '‘atmosphere’

e Feeds on peopl edewlopmened f or sel f

» Creates a direct link between the culture of the tourist and the host population.
e Can refresh existing tourism products.

Different types of experiences contribute to the visitor experience:

e Learn to Workshops.

e Tasting Experiences such as open ateliers / studios.
e Seeing ltineraries and craft trails.

» Buying / linking to specialist outlets, shops, galleries.

Target markets

NITB produced a paper in October 2012 entitled “Opportunities for Growth” which

outlined a new approach to target markets and segments. It is firmly based around the

concept of “Experiential Tourism” which is a n
promoting the customer experience as opposed to individual products. The key

principles of Experiential Tourism are that the experience must be:

1 Globally Unique
1 Authentically local
9 Interactive

NITB has identified a number of unique leisure experience opportunities under the
overarching theme of “Natwurally NI ”. These ar
and lakes and of direct relevance to this Scoping Study “Culture and Creative Vibe”.

Three key markets have also been identified as having the most potential over the short
to medium term. These are:

I The domestic NI market
1 Republic of Ireland
 GB market

Within these markets a number of segments have been identified which are specifically
targeted to one or more markets. This is summarised in the table overleaf.

Arts and Crafts will potentially appeal to all these market segments, but is important that
in the planning of any future developments, in terms of events, workshops or
opportunities to engage with the sector, that careful thought is given to the target

mar kets and mar ket segments. The “Culturally
need or l evel of engagement with at the arts
Lively"FamitheFun” segment .

What is evident, from this approach to target marketing and market segmentation is that
the Arts and Crafts sector demonstrates a strong strategic fit and should be in a strong
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position to capitalise and realise the economic benefit from the marketing activity. It is
highly recommended that CCGHT work closely with the NITB Destination
Managers for the region to keep abreast and take advantage of the marketing
opportunities in the years ahead and as they plan specific projects.
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Category Visitor Focus Key Words Markets
TIME TOGETHER | Good Quality food and drink Romance NI
Natural Scenery Cool nightlife ROI
Landmarks Gentle walking
Contemporary Cultural experiences Shopping
Relaxation
MATURE Relaxation Curiosity NI
COSMOPOLITANS | Good Quality food and drink Authenticity ROI
Scenic Drives Insight
Theatre Exploration
Authentic Pubs Eating out
Good Value Natural beauty
Key Attractions
FAMILY FUN Fun Value for Money NI
Quality Time Offers ROI
Safe Family
Child Orientated Accommodation
Attractions Cafes
Entertainment Activities
Memories
YOUNG AND Entertainment City Experience ROI
LIVELY Energy Contemporary culture
Social Music festivals
Urban Events
Cool nightlife The local scene
The “Wow” factor Street animation
GREAT Slow Travel Breath-taking GB
ESCAPERS Relaxation landscapes
Re-balancing Ancient sites
Getting away from it all Remote places
Connecting with family Landmarks
Restaurants offering
fresh local food
Authentic pubs
SOCIAL Excitement Entertainment GB
ENERGISERS Energy Festivals
Fun and laughter Contemporary culture
The “Wow” factor Music
Adventure Clubbing
Spontaneous Water sports
social The pub experience
Shopping
Sightseeing
CULTURALLY Curiosity Broadening the mind GB
CURIOUS Authenticity Active sightseeing
Insight Historic buildings and
Independence attractions
Immersion in culture World heritage sites
Off the Beaten Track Artisan food
Events
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4.1

4.2

4.3

Mapping the Potential

A primary aim of this project was to develop a database of local craftspeople operating
in the region. A list of local craftspeople has been produced from a variety of sources
including the Arts Council, Craft NI etc. This list was significantly added to through the
local consultation process and tapping into the local knowledge of Council Officers and
the private sector. It is clear, however that this database will be a working document as
new businesses come into the sector and existing businesses develop over time.

The Map

The following image shows a screenshot from the interactive map developed for this
project. Symbols are used to identify the categories of food and drink establishments
which can be clicked upon to reveal more information such as the name, address and
contact details of the business. The map is adjustable and it is possible to zoom in to
take a closer look at a particular region.

How it was developed

The map was developed using Google Fusion Tables and populated with data supplied
by the Causeway Coast and Glens and other primary sources. Google Fusion Tables
allow the user to visualize and publish your data as maps. However, the first step was to
identify the categories of data. This included the following categories:

The information was then compiled into a simple spreadsheet, formatted and uploaded
to a Google Documents account upon which it was transformed into a Google Fusion
Table.

How it can be used

The full interactive version can be viewed in any standard web browser and uses the
standard Google maps operating platform.

The map can be embedded in or shared on any website and a straightforward set of
gueries can be devised to filter the map by category.
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5. Summary of Consultation Process

Within the short delivery timescale of this Scoping Exercise, we aimed to consult with a
wide cross section of organisations, government departments and local art and craft
producers. Consultation with the government departments and development agencies
involved in the art and crafts sector is summarised under the Strategic Context. This was
supplemented by a short consultation with each of the 4 Council areas, which included
Council officers and representative from the arts and craft sector. We assessed their
existing product and markets, development opportunities, against the local strategic context
and baseline research and projects carried out in this sector. This exercise facilitated the
process of creating a bespoke database of local producers as a basis of future planning.

Council Consultations
Ballymena

The development of the local Arts and Crafts sector falls under the remit of the Arts &
Events Development Officer, based at The Braid Arts Centre in the centre of Ballymena.
The officer has an updateable list of arts/ crafts groups/ individuals in the Borough of
Ballymena.

The Arts & Events Development Officer is responsible for delivering an annual Craft Fair in
The Braid Arts Centre, which takes place in the Autumn, in partnership with Gracehill &
Galgorm WI Group. There is on average 40 — 50 crafts people in attendance each year.

During the year, there are also crafts classes and one-off workshops, and in the Arts
Festival each year, there is a separate Crafts Programme, with a specific theme. This year

it owi | be “Linen Day” and focus on old I|ine
Craft Fair in The Braid Arts Centre featuring artisans who work in linen and linen products,

with crafts demonstrations in weaving, spinning and natural dyeing. There are plans to film

the event and stream live to a Craft Café in Berlin and also the Frontier Museum in Virginia,

USA There is also a Linen Fashion Show and Concert featuring old songs from the Linen

Mills etc.

Ballymoney

Ballymoney Borough Council did operate a small food and craft market in the town centre
for a short period as part of a cross border European funding initiative, but it failed due to
lack of footfall in the location. The Council still has the stalls and refrigerators that were
funded as part of the scheme.

There are a number of independent retailers in the town centre who offer local art and
crafts.



5.2

Moyle

Moyle have been trialling a local food and craft market on the sea front for the last year. It
has been successful to date and there are plans to expand the scale and offer and run
themed events, particularly over the tourist season.

The nature of the independent retail base allows fora local arts and crafts offer to be
displayed and themed around seasons or particular aspects of the local landscape such as
the coast. Local restaurants and cafes also display local arts and crafts.

Glenariff Improvement Group has plans to develop a derelict site into a Coastal Centre,
which will host art and heritage craft exhibitions, workshops focused on a coastal theme.
The site is situated on the Causeway Coast Route and could act as a gateway opportunity
to encourage people driving along the route to explore more of the Glens area. The latest
Visitor Attitudinal Survey estimates that 7 out of 10 visitors use the Route.

Larne

The local enterprise agency in Larne, LEDCOM, has developed a comprehensive and up-to
date list of the local arts and crafts producers and outlets in the Larne area.

There is also potential to develop the heritage arts and crafts offer and improve distribution
as part of the Market Yard development.

Summary of Key issues arising from the Consultations
The key issues arising from the consultations are summarised below:

» Craft producers and activities are not readily accessible to visitors.

e The majority of craft businesses are based in a predominantly rural location.

» Improve access to market/distribution by further development of workshop visits, studio
trails and retail opportunities.

* The need to improve marketing, display and purchase opportunities at tourist
attractions, craft shops and other outlets.

* Howtogetcl oser to the tourist ‘market place’

tourist attractions, inclusion of workshop and studio visits on tour itineraries.

* How to maintain and increase quality and desirability of craft product based on better
understanding of customer needs, to produce authentic gifts and objects -contemporary
souvenirs - that are original to the locale and the region.

* The importance of reinforcing Northern Ireland and CC&G branding by strengthening
the indigenous / local authenticity of the product -continuously reminding the buyer of
where it was purchased.

* How to encourage creative and cultural engagement through workshops and master
classes to meet tourist demand for hands-on experiences and encourage higher
tourism expenditure.
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5.3

SWOT Analysis

The SWOT analysis was prepared as a result of the research and consultation exercise
and will form the framework for the development of specific projects. The proposed actions
will enhance the strengths identified for the destination and capitalise on opportunities
presented.

Strengths

)l

The destination’s strong i mage a sh-taking
scenery and landscape.

1 Growing range of high quality, authentic arts and crafts producers throughout the
region as identified through the mapping exercise.

9 Established events with the potential to develop associated craft related events.

1 Generally positive feedback from visitors with regard to the quality of arts and crafts
and service experienced during their visit.

9 Diverse mix of product.

1 Good traceability and quality standards.

1 The region has a number of products which are highly sought after by visitors.

T Internationally known brands i.e. Bushmills Whiskey.

T Art and Craft creates a link to interacting with local people which is of significant
importance for visitors and can be a vehicle for experiencing our culture and
heritage.

Weaknesses

1 Lack of an agreed vision and strategic objectives for the future development of arts
and crafts sector.

9 Limited knowledge of scope or potential of sector as economic generator.

1 Insufficient cooperation and coordination amongst stakeholders.

1 Fragmented nature of the industry reduces the scope, cohesion and ultimately the
impact of activities undertaken.

1 Lack of a comprehensive database of experiences inhibits effective planning and
decision-making.

1 Inconsistency in the marketing message may prove confusing for consumers and
information for consumers is not as readily accessible as it could be.

1 Small scale nature of businesses places limitations in terms of individual skills and
capabilities and the capacity for innovation.

T Perceiivgeghd c'ohst ' of produwcteal 'y produced

1 Absence of an agreed definition or quality standard for local arts and crafts products
increases the risk of inconsistent quality across the visitor experience.

1 Arts and Crafts are not well represented in promotional literature and it is not seen
by existing visitors as a main attraction or a unique selling point for the region.

1 Improved training is needed for producers and other elements of the supply chain.
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Opportunities

1 Growing consumer interest in, and appreciation of locally produced goods. Potential
to expand the profile, quality and number of art and crafts* ex per i ences’ a
visitors through greater innovation.

9 Possibility of leveraging the reputation of established regional brands.

Northern Irelandre mai ns ‘ u n dats anddrafts tourssrs deatination.

1 Increasing recognition in recent years, at home and abroad, of the diversity and
quality of artisan products in Ireland.

1 Relative small size of country facilitates the development of trails incorporating a
wide range of experiences.

9 Potential within the domestic market to raise the profile of NI products and to
enhance pride in home produced produce.

1 Opportunity to work with our international celebrities to promote the sector.

1 Inability to identify and respond to changing consumer demands and trends may
impact on future potential.

9 Potential to better communicate the value message to consumers to overcome
existing misconceptions.

1 Maximise the commercial potential that can be derived from sourcing local produce
and the economic benefit to the local economy.

=

Threats

9 Increasing number of destinations are developing Arts and Crafts/ heritage cultural
offer i.e. ROI, Scotland, Wales.

9 Failure to secure buy-in from key stakeholders such as DARD, NITB and secure
additional funding sources.

9 Limited support and involvement of the private sector in the Scoping Exercise.

9 Continued fragmentation of effort due to the diverse stakeholder mix may lead to
underperformance.

1 Current economic situation may prevent existing and new business from developing
and expanding.

9 Decline in visitor numbers from domestic and international markets may force some
operators out of business.

1 Reduction in impact of art and crafts tourism development efforts if the quality of
experiences fails to live up to expectations, or if existing negative value perceptions
are not adequately addressed.

1 Reputational risk if tourism enterprises which are marketed and promoted to visitors
fail to deliver on marketing promises.

1 Further capitalise on the growing interest in heritage and culture and local product
by promoting cookery schools, speciality markets, festivals and other events.

9 Failure to differentiate in a Northern Ireland context clearly enough will not generate
real competitive advantage over competing destinations.
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6.1

Assessing the potential for Arts and Crafts

The setting up of a comprehensive and updateable database is the first step in defining the
current arts and crafts offer.

Defining the Offer

Over all the Council areas, the most popular crafts appear to be handmade jewellery
(19%), handmade furniture (9%), textiles (8%), ceramics (7%), handmade candles (7%),
hand-knitted items (6%) and woodturning (4%).

In Ballymena the most popular crafts are handmade jewellery (17%), handcrafted furniture
(14%), handmade candles (14%) and woodturning (7%). Other Crafts in the Ballymena
area include metal sculpture, handmade organic skincare products and handpainted
ceramics.

In Ballymoney the most popular crafts are woodcraft (13%), and hand-blown glass (13%)
Other crafts in the Ballymoney area include stonework, handmade hurling sticks, jewellery,
ceramics and handmade candles.

In Larne the most popular crafts are handmade jewellery (22%), handmade furniture (12%)
and Ceramics (9%), handknitted items (6%) and textiles (6%). Other crafts in the Larne
area include handcrafted pens in native Irish timber, sign design, handmade soaps and
metalwork.

In Moyle the most popular crafts are handmade jewellery (31%) and textiles (15%). Other
crafts in the Moyle area include musical instruments and natural beeswax sknicare
products.

During the consultation with stakeholders, the key elements of a vision emerged da draft
vision emerged the components of a vision for food tourism were defined as:

» Distinctive, authentic arts and crafts offer
 Arts and Crafts are inextricably linked to environment and landscape
* Part of the tourism experience

Hence the vision for the arts and crafts the region could be:

“To create and promote a distinct, authentic art and crafts offer which reflects the
heritage and culture and landscape of the region. The art and craft sector
contributes significantly to the tourism experience and economic vitality of the
region through a comprehensive local distribution network and range of
opportunities to participate and learn about the products on offer.”

We also need to acknowledge work done to date, such as Craft NI and the Arts Council
and build upon that baseline. The Causeway Coast and Glens region has a range of
excellent producers at various stages of development, many of whom who have built up a
viable customer base and strong brand.

However, consultations have shown that existing efforts are poorly co-ordinated, little
networking has taken place and distribution is extremely challenging for producers.
Critically, support for arts and crafts appears to fall between support through the RDP and
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6.2

that available from Invest NI, with little clear signposting, ownership or leadership on
applying for funding.

In terms of the market, it is recognised that arts and crafts needs to appeal to a broad
range of clients to be successful — from local population, to day trippers from across NI, to
those with holiday homes or staying in self-catering accommodation, through to
international travellers, particularly those from target markets of GB and ROI. They want to
find these unique products in interesting shops and speciality markets in a high quality
environment. The offer needs to be a unique experience for visitors, providing something
special in terms of experiencing the production process and appreciating the workmanship
with quality assurance through an effective brand. Service must be personal,
knowledgeable and underpinned by the story of the product and a passion for the region
and its products.

9 Artisan producers of quality arts and craft

9 Distinctive retailers: craft outlets farm shops

1 Markets and festivals to provide a focus for people to collect and socialise whilst
buying quality local produce.

The Tourism Minister said:

“The craft industry in Northern Ireland is a diverse, vibrant, growing sector that has
the capability of enhancing the visitor experience and moreover in return, creates
opportunities for our visitors to spend their money on quality craft.”

“Initiatives such as August Craft Month and the online Craft Map, which lists
comprehensive details of designer-makers, craft studios and outlets throughout
Northern Ireland, are vital in showcasing the wealth of skills on offer. They raise the
visibility of our craft industry and engage locals and visitors in the quality of our
craft providers.”

“Craft and tourism are building a growing relationship. Increasing synergies
between both industries are providing new and attractive opportunities for visitors,
designer-makers and service providers”.

Branding

Branding is a key issue in building a recognised arts and crafts offer in CCG. However,
some general guidelines need to be noted in developing a sustainable brand that will
effectively promote what the area has to offer food tourists:

1 The brand needs to be more than a logo — promoting a set of values which are
relevant, realistic, owned, championed and understood by the sector.

1 It needs to be developed on a sustainable scale. If an unrealistic level of resource is
needed to maintain a web portal, for example, it will fail.
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6.3

6.4

I The brand needs to be part of a wider brand family, fitting in with the area
destination plan and with national initiatives such as Craft NI, whilst retaining a
unique identity which reflects CCG.

1 A suite of downloadable templates and materials needs to be freely available to
businesses in the sector, to encourage widespread adoption of the agreed brand for
menu cards, posters, business cards and websites.

Support Mechanisms and Infrastructure

There is currently little by way of local support for arts and crafts producers. Craft NI is
hoping to change this, and has been very supportive in the compilation of this Scoping
Exercise and the preparation of the database. There are varying degrees of involvement at
local Council level, although elements of good practice are available in the Coleraine
Council area, with the work carried out by the Causeway enterprise Agency.

Capacity Building

One of the difficulties in generating a vibrant arts and crafts offer is that of matching supply
and demand; the motivation to produce and market local products is restricted by the
extent of demand from the visitor. This vicious circle needs to be converted into a virtuous
spiral through some form or forms of pump-priming; to stimulate demand for local produce
or products, whilst supporting growth in supply.

As highlighted above, demand can be stimulated through initiatives such as:

1 Festival and Markets

1 Awards and accreditation

1 Publicity and PR (for example through endorsements linking particular products to
celebrities or local landscape)

Pump-priming of supply requires support for producers and those considering
diversification into processing, such as processing and marketing grants, supply chain
efficiency support and help with premises (incubator units or shared processing space) or
distribution (see below). These actions need to be part of a comprehensive creative
industry development strategy for the region, centred around the forthcoming RDP
business plan and focused on building a vibrant local supply chain for CCG.

Other issues, such as skills relating to the use and promotion of local products are also
important. Our research in Scotland, Wales and ROI highlighted the culture change needed
to get the best out of local produce. In customer service terms, it becomes important to be
able to tell the story around the production process, to enmesh visitors in the culture and
history of product and place and its relationship to the local landscape to bring an
emotional dimension to the visitor experience.
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6.6

6.7

Distribution

Distribution is a key issue for co-ordinating producers and building effective networks. For
many producers, it is the challenge and cost of distributing products that prevents them
from supplying local businesses and retailers. Many retail outlets find it difficult to adapt
their business model to buy from local suppliers, as they are used to ordering from a single
source and being assured of supply all year round. The shift to local products requires a
culture change amongst retailers to build mutual respect and confidence and to explore
new ways of working.

Funding

The lack of an accessible and sustainable funding mechanism to support the development
of the sector has been a significant barrier to success in the past. The detailed report
carried out by DCAL into the Creative Industries (of which craft is a significant sector),
presents a wonderful opportunity to address this issue. Also the recognition of the
importance of the arts and crafts sector to the local tourism offer by NITB will also reinforce
this view and may lead to a joined up, approach by central and local government, both in
terms of strategic development and funding opportunities
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Potential Projects

This section lists the key projects which the LPS could deliver and fund over a two year
period to conserve, enhance and promote craft to local people and visitors, clearly
identifying relevant stakeholders, estimated costs, key success criteria and barriers to
development. The projects attempt to address the issues around product, distribution,
marketing and events, training and business support identified in the Scoping Exercise, and
capitalise on the links to the environment and culture of the region. When combined with
high levels of customer service and effective marketing, the sector could be an important
strand in the regeneration and sustainability of some quite marginalised communities within
the region.

The identified projects must fit with one of the four key aims of the funding scheme and
have also been selected against specific criteria such as priority, impact and deliverability,
to ensure that they are robust, realistic and deliverable within the timescale. These are:

e To conserve and enhance the natural and built heritage features of the Glens of
Antrim.

e To reconnect local people to their landscape, increasing community participation in
understanding and appreciating the unique heritage of the Glens.

e Access and learning.

e Heritage skills and training.

A summary of the projects reflecting the above priorities is enclosed overleaf.
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PROJECT TITLE 1

Causeway Arts and Crafts Network

DESCRIPTION AND AIMS

Convene a strategic meeting to bring together the elements
of the local Arts and Craft sector with the aim of developing
a Causeway Arts and Crafts Network. As well as local
producers identified through the Scoping Exercise, this
should include representatives from the four councils,
CCGTP, CCGHT, NITB, Craft NI, InvestNlI and DARD.
Other representatives can be co-opted on an ad hoc basis.
A private sector Chair, who can act as a strong
ambassador for the sector should be appointed. It is
recommended that the network should be an informal
partnership in the short term, but with potential to involve to
a legally constituted organisation in the future. A short
TOR for the group should be prepared and agreed and a
logo developed. The aim of the network is to act as a key
communication, information, capacity building and business
development hub for the sector.

RATIONALE Local arts and crafts businesses are small, diverse and
often situated in rural locations. The owners have limited
time and resources and require an accessible information
and communication network to meet their specific needs

LINKS TO LPS | Programme 2: Increasing Community Participation

PROGRAMMES Programme 3: Access and learning
Programme 4: Heritage Skills and Training

POTENTIAL LINKS TO | The art and craft network has been set up in a model

OTHER similar to the Causeway Food Network. There is potential

PROJECTS for joint networking and promotional opportunities. And, in

the longer term, synergies from joint distribution channels
and retail opportunities

IDENTIFIED PARTNERS

Local councils, Craft NI, NITB, DARD and RDP

ESTIMATED COSTS

Facilitation Costs £5,000, venue/meeting costs £1,000

ISSUES AND BARRIERS TO
DEVELOPMENT

Business apathy and time constraints.

SUCCESS CRITERIA

Number of network members
Number of networking and training events held

SUSTAINABILITY

The network should develop strong links to Craft Ni and
avail of their database and information/training and
business development links
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PROJECT TITLE 2

Branding and Marketing Tools

AIM

1. Commission a branding strategy to develop a logo for

the—Arts—and—Crafts Network.—The Branding—strategy
should complement existihg CCGHT and NITB
Destination Area branding

2. Develop and maintain a web portal with two key roles.
First as an information/communication source and
secondly to collectively market arts and crafts producer
and retail outlets in the region. The web portal must be
effectively linked to Craft NI and other economic
development and tourism sites at a local, regional and
national level.

3. Devise a full promotional programme of PR and
marketing, to raise awareness of arts and crafts tourism
in CCG and improve perceptions amongst potential
visitors.

The programme, linked to Craft NI, should include case
studies, press releases and advertorial, including
celebrity endorsements and reviews/fam trips in the
travel press.

CCGTP to provide an information feed in support of this.

RATIONALE

Raising the profile of the sector as a whole and linking it
into other tourism and development sites will complement
and enhance producer’'s indi
effective “hook” for region

LINKS TO LPS
PROGRAMMES

Programme 1: Conservation and Enhancement
Programme?2: Increasing Community Participation

POTENTIAL LINKS TO
OTHER
PROJECTS

Wider tourism and economic development marketing
initiatives i.e. Causeway Food Network. There is potential
for joint networking and promotional opportunities.

IDENTIFIED PARTNERS

Local councils, Craft NI, NITB, CCGTP

ESTIMATED COSTS

Brand development £2,500

Web Portal Development £4,000.
Hosting and updating CCGHT to host
Promotional programme £8,000
Co-ordination and facilitation costs.

ISSUES AND BARRIERS
TO
DEVELOPMENT

On-going hosting and updating of the web portal will be
crucial to the success of the network and will require
expertise and time commitment

SUCCESS CRITERIA

Brand developed and launched. Brand Awareness
Number of website hits, no. of press clips and fam trips to
the area

SUSTAINABILITY

The brand and web portal network will be vital in
developing the links with Craft Ni, CCGHT and CCGTP and
NITB marketing and promotional campaigns.
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PROJECT TITLE 3

Art and Crafts Month

DESCRIPTION AND AIM

To develop a month long programme of events designed
to showcase local Arts and Crafts, featuring workshops,
exhibitions, demonstrations and have-a- go opportunities

RATIONALE A consolidated, packaged programme of events will raise
the profile of the sector, highlight the diversity and
unigueness of the offer to the local community and visitor
market

LINKS TO LPS Programme 2: increasing community participation

PROGRAMMES

POTENTIAL LINKS TO
OTHER
PROJECTS

Craft NI August Craft Month

Best practice Case Studies from NI and Scotland

This project will be an important lead in to the Festival
project identified in Year 5

IDENTIFIED PARTNERS

Local Councils, local Retailers and hospitality, hotels etc. to
show case events

ESTIMATED COSTS

£8,000 to run and market programme of events

ISSUES AND BARRIERS
TO
DEVELOPMENT

This event will require a consolidated effort from a wider
range of stakeholders to market and deliver, particularly in
the early years. Working closely with Craft Ni will mitigate
some of these issues

SUCCESS CRITERIA

No. of events and exhibitions programmed over the month
No of participants/attendees at the events

Press coverage

Feedback survey should be carried out

SUSTAINABILITY

Linking to Craft NI and NITB programmes to develop the
sector and seek funding from DARD, RDP and local
economic development initiatives will sustain the project
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PROJECT TITLE 4

Training needs analysis

DESCRIPTION AND AIM

To carry out a detailed survey and series of workshops to
fully understand the training needs and capacity building
issues of this specific sector

RATIONALE The scoping study identified that further work to understand
the needs and issues/barriers to development was required
in order to respond effectively

LINKS TO LPS Programme 3; Access and learning

PROGRAMMES Programme 4: Heritage Skills and Training

POTENTIAL LINKS TO
OTHER
PROJECTS

There will be synergies with the Local Food Network
activities and local economic development and tourism
initiatives

IDENTIFIED PARTNERS

CFN, DETI, DARD, Craft NI, DCAL, RDP and NITB. Local
Councils

ESTIMATED COSTS

£5,000 for external consultancy training needs analysis

ISSUES AND BARRIERS
TO
DEVELOPMENT

This study will be vital to understanding the issues and
barriers affecting the sector

SUCCESS CRITERIA

Detailed Training Needs Analysis exercise complete and
programme of activity identified

SUSTAINABILITY

N/A
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PROJECT TITLE 5

CAPACITY BUILDING PROGRAMME

DESCRIPTION AND AIM

Plan a programme of meetings, capacity building activities
such as:
e Meet the buyer events
e Networking events, to introduce producers to one
another and to identify potential areas for
collaboration
» Marketing and social media training events
e Packaging and merchandising advice sessions
e Quality awards and accreditation / support for
applying for external awards.
¢ Funding Information updates

RATIONALE A specific programme of events will be drawn up following
the Training Needs analysis

LINKS TO LPS Programme 3; Access and learning

PROGRAMMES Programme 4. Heritage Skills and Training

POTENTIAL LINKS TO
OTHER
PROJECTS

Causeway Food Network activities
local economic development initiatives
craft Ni and arts Council events

IDENTIFIED PARTNERS

CFN, DETI, DARD, Craft NI, DCAL, RDP and NITB. Local
Councils

ESTIMATED COSTS

£7,000 Budget for activities, plus £1,000 for venues and
refreshments.

ISSUES AND BARRIERS
TO
DEVELOPMENT

Securing attendance at events and buy-in to events and
programmes. The network will be crucial in communicating
and securing buy-in for the programme

SUCCESS CRITERIA

Programme of Activity developed and implemented

SUSTAINABILITY

Link into other funding sources and training initiatives i.e.
DARD, RDP and Craft NI/DCAL

2 MR Solutions




PROJECT TITLE 6

ARTS AND CRAFTS FESTIVAL FEASIBILITY STUDY

AIM To operate an annual Arts and Crafts festival by Year 5 of
the LPS programme

RATIONALE This event will require a proper Feasibility Study to secure
additional stakeholder buy-in and support. To investigate
the issues/potential benefits/barriers to development /costs
associated with organising

LINKS TO LPS Programme 1: Conservation and Enhancement

PROGRAMMES Programme 2: Increasing Community Participation
Programme 3; Access and learning
Programme 4: Heritage Skills and Training

POTENTIAL LINKS TO | The Festival project will also link to the wider tourism

OTHER objectives of the Causeway Coast and Glens as a

PROJECTS destination and will provide authentic visitor experiences

and an appreciation of the local heritage and culture

IDENTIFIED PARTNERS

CCGTP, NITB, local Councils

ESTIMATED COSTS

£5,000 external consultants

ISSUES AND BARRIERS
TO
DEVELOPMENT

Resource and health and safety implications associated
with running an event of this scale.

SUCCESS CRITERIA

No. of craft exhibitors, no of events and workshops
associated with the event.
No of visitors

SUSTAINABILITY

The success of the event will depend on its ability to
establish itself as an important part of the events calendar.
Registration and participation fees will be crucial to the
sustainability of the event over the longer term.
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8. CONCLUSIONS

The Scoping Exercise has highlighted the scope and potential to develop a viable Arts and
Crafts sector in the Glens and wider Causeway Coast destination. The database has provided
evidence of the breadth of the sector and the product strengths across the region. It is clear that
the arts and crafts product reflects the unique landscape, heritage and culture environment for
which the Glens area is renowned. This provides an authentic and distinct visitor experience
which will widen the appeal of the area to a number of the key markets and market segments.

The timing of the Scoping Study could not have been more apt, with the current focus on Arts
and Crafts and the wider Creative Industries sector in general. We are particularly grateful to
the input of Alan Kane, the new Chief Executive of Craft NI, in this study, and his on-going
commitment to grow the craft sector in Northern Ireland. The launch of the DCAL Creative
Industries Study during the preparation of this study, has also highlighted the potential of the
sector as a key economic driver for the region and Northern Ireland as a whole.

As well as highlighting the potential of the sector, the Scoping Study has also pin-pointed the
barriers to effective development of the sector. The diversity and predominance of micro-
businesses and the lack of cohesion from a marketing and business development perspective
will be a huge challenge to tackle and overcome. The issue of quality standards, branding and
reaching a consensus of a clear definition of Arts and Crafts will be vital in assuring that the
authenticity of the product is preserved and enhanced over time.

The sector will require a strong distribution network, including speciality markets, retail outlets
and events if it is to survive and prosper as a viable commercial sector. The projects suggested
will kick-start this process and galvanise supply and demand. However, this will not sustain its
development over the longer term. It is vital that the sector is carefully positioned and prioritised
within the wider economic development remit. It must appeal to visitors and become an
important part of the visitor offer and experience, of course, but it must also become an
important part of the retail mix for local residents and the shopping population if it is to be
sustainable. The process of education and appreciation of the sector as an art form, where
price does not equate to cheap, will be just as important in its long term viability and success.

Sharon Scott

Place Solutions

April 2013
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Map of Boundary Area
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Name

Alan Kane
Kathleen Mc Bride
Brain Connelly
Rosemary Lightbody
Julie Mc Laughlin
Gren Armstrong
Malachy Mc Gribbin
Melanie

Esther Mulholland
Liz Weir

Liz Johnston

Ainsley Williams

Sean Trainor
Christine Butler
Rosalind Lowry
Sarah Irwin

Tierna

Organisation

Craft NI

NITB

NITB

NITB

NITB

Invest NI

DARD

Ballymena Business Centre
Moyle District Council

Story Teller

Ballymoney Borough Council
Larne Borough Council
LEDCOM

Ballymena Borough Council
Ballymena Borough Council
Ballymena Borough Council
Causeway Coast and Glens Heritage Trust

Causeway Coast and Glens Heritage Trust

We would also like to thank all the producers who provided details for the database and the

input into the research process
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APPENDIX 3:

Best Practice Case Studies
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The Creative Peninsula

Creative Peninsula is Northern Ireland's premier art and craft Open Studio event.

Facilitated by Ards Borough Council the event, which celebrated its 11th year in 2012, this annual
event is a collaboration between Ards Tourism, Ards Crafts and Ards Arts.

creatlve

DGHIHSU d

3rd - 12th August 2012
The Ards, County Down

access the arts

The Ards Peninsula is an area of outstanding natural beauty and its stunning scenery has, over the
years, inspired many professional artists and craftspeople to move to the region and unleash their
enormous creative talents.

Creative Peninsula is a celebration of creativity which showcases the work of the many artists and
craftspeople living and working in the Ards Peninsula. The event includes exhibitions, open
studios, workshops as well as the vibrant Craft in the Square Day in Newtownards which features

crat demonstrations, musi c, and children’s activit
available where you can sit back, relax and enjoy the breathtaking scenery of the Ards Peninsula

and get a unique ‘“behind the scel@aawdrkintleokomest t h
and studios.

Exhibitions

The original and largest of the Creative Peninsula exhibitions features an exclusive collection of
mixed media art & craft produced by some of the finest practitioners living and working in the Ards
was on display at the Ards Arts Centre including ceramics, jewellery, sculpture, paintings, and
vessels in wood and glass.
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Also at the Ards Arts Centre an exhibition featuring the finest young talent in the Borough specially
selected for display which included 2D and 3D works by GCSE, AS and A Level students.

The newly refurbished Castle Espie House hosts a mixed media exhibition by artists from the
Creative Peninsula reflecting the themes of wildlife and nature associated with the venue.

Creative Courtyards

A series of free open air demonstrations and showcases of work by Artists and Makers from the
Ards Borough, including ceramics, surface design, textiles, wooden pen turning, silver jewellery
design, pottery, clay sculpting, felting and painting hosted in Comber Courtyard and Portaferry
Courtyard. Work is available to buy or to commission and there is live music throughout the day.

Craft in the Square

Craft in the Square is an open air event featuring a host of artists and makers, showcasing and
selling their work, giving demonstrations and chatting about what inspires them to be creative.
Artists and makers participating in Craft in the Square in 2012 were:

Andrea Whyte
Avril Manderson
Beth Reid

Carla Teixera-Falls
Deborah Campbell
Donald Nelson
Ellen Cunningham
Gerhard Kruger
Irene McBride

Jan Campbell
Kerry Savage
Lindsay Press
Mary Pearson
Mike Miall
Sharon Regan
Shelly McClimond
Terry Williams
William Smyth
Rachel McBride
Jacquie Brachi

Art on the Rails

Card Making

Silver Jewellery Design, Cutting and Siting

Textiles

Soap Art & Soap Making

Painting

Pottery Decoration & Ceramic Jewellery Design
Ceramics

Potter’'s wheel throwing

Tiffany /Copper-foil Glass Techniques

Surface Design on Textiles

Silver Jewellery Design, Traditional Techniques
Ceramics, Coil Building Ceramic Pots

Hand Built Ceramics, Coiling/Extended Pinch
Woodturning

Clay Sculpting

Textiles

Wood Pen Turning

Harp Playing

Painting on Canvas

Calligraphy

A new initiative for 2012 — Art on the Rails presents an opportunity to view and buy original artwork
produced in the Ards which was on display outside the Ards Arts Centre as part of Craft in the
Square.

An array of 2D works will be on display with a maximum saleable value of £150. This is a fantastic
opportunity to take home a piece of original art at an affordable price.
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Kids Craft in the Square

Giving young people the opportunity to explore a variety of creative techniques with local artists.
Working with the mediums of clay, print and textile, learn the tricks of the trade and get some
hands on experience at our unique drop-in workshop, under the watchful guidance of our highly
skilled, professional artists.

Creative Cycle

The Ards Peninsula is not only a creative region but an area of outstanding natural beauty. What
better way to explore both than on a creative cycle.

Using the Strangford Lough Cycle Trail Route 99 / 20 visit local craft studios, craft centres and art
galleries throughout the Ards Borough. Visitors from Belfast and Dundonald can join the Strangford
Lough Cycle Trail from the Comber Greenway (beginning Titanic Quarter, Belfast).

Open Studios

Over 80 artists and makers, specialising in a wide range of creative practices, took part in the
Creative Peninsula 2012 event.

Workshops

Discover your creative talents at one of a variety of half day taster sessions. 2012 workshops
included:-

Pottery Techniques — a demonstration of a variety of techniques including slab building, surface
designand texture and throwing on a potter’

Silken Silhouettes - Using outline techniques, salt and spray dyes on silk, spend the morning with
textile artist and create a unique wearable piece of art.

Marks of Impression: An introduction to Clay - a technical demonstration of the stages of clay and
surface decoration techniques.

Beginners Guide to Gothic Calligraphy - Participants will complete a small graphic project to take
home.

Tiffany Glass Technique - Create your own Tiffany style light catcher using coloured glass and
copper foil with local glass artist.

Mosaic Master Class-thisone day master c¢class will focus
Mosaic making, giving participants a solid foundation from which to continue to design and create
mosaics into the future. Using specialist tools, participants will work with a variety of materials
including; vitreous glass, ceramic mosaic tiles, stained glass and stone, to create two of their own
mosaic pieces to take home.

Soap Making - Handcrafted soap making workshop where participants will learn 3 different
techniques of soap making and design including mixing, colouring, moulding and painting to create
3 individually delicious glycerine soaps to take home.

Paint in Your Favourite Medium — A local artist will encourage you to express yourself with
watercolours, oils, acrylics, pastels or pen and pencil.
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Acrylics - Here you will use colourful wools, silk, threads, knitting yarns and pieces of material to
create a picture.

Ceramic Creatures — Create your own unigue ceramic creature feathered or furred with local artist.
This workshop looks at the skills and techniques of handbuilding and modelling birds and animals
using ceramic clays.

Creative Weaving — Experimental weaving using a simple frame.

Fashion Textiles — Mix different colours and textures to create unique fashion accessories such as
brooches and hairclips.

Introduction to Basketry — You will be led through the traditional tools, the materials and the
basketmaking processes and come out the end with your very own basket.

Arts Alfresco
Ards Arts Alfresco Events in 2012 included:-

Kearney Bay at Sunset with Ray Elwood & Michael Yeomans - An alfresco painting workshop
incorporating one ofthe ArdsPeni nsul a’'s most picturesque Vviews
lllustrating Feathered Friends with Bernice Anderson in association with WWT Castle Espie -

Inspired by the feathered residents at WWT Castle Espie this workshop is for anyone who enjoys
sketching and using watercolours.

Made in the Ards Creative Peninsula Tour
Ever wondered what inspires artists and craftspeople to live and work on the Ards Peninsula?

The 'Made in the Ards' Creative Coach Tour tells the story behind the development of craft and art

in the Ards Borough. Visitors will not only get a sneak peek inside the studios of Artists and Makers

but the opportunity also to ‘havewud gwor&tshmakie
as well as demonstrations by the professionals. The Tour itinerary in 2012 included
demonstrations in Pen Turning, Glass, Weaving, ceramics, felting, textiles and woodturning,
exhibitions and calligraphy workshop.

e MR Solutions



the creative
peninsula map

W e vese B Wood 00 Bashetry
B Teties

B G |
B Caderyhenad [l Sosp W PotteryCeramics
B dewiery W Partrg B Furese

y g solutions



Cork Craft Month

CORK CRAFT MONTH 2012

10 AUG TO 9 SEPT

Cork Craft Month is organised by Cork Craft and Design (representing over 200 craftspeople in
Cork County) with assistance from the South and West Cork County and Cork City Enterprise
Boards, Failte Ireland and the Crafts Council of Ireland. 2012 was the third month-long celebration

of Craft in Cork. It is now an annual event.

Cork Craft Month is a month long celebration of the amazing abundance of high quality craft
produced in Cork County and City. Crafts people working individually or alongside other artists
present a diverse range of high quality craft activities. Through exhibitions, workshops, craft fairs
and seminars you can make, see, collect and learn about contemporary craft including ceramics,

jewellery, textile work, furniture, wood works, felt and glass.

Cork Craft Month brings together the very best of Cork's gifted artisans. It's the perfect chance to
treat yourself to a 'Made in Cork' memento or to roll up your sleeves and try some 'hands on'
crafting at workshops and open studios.

From functional and decorative to tactile and wearable Cork Craft represents the very best in

contemporary craftwork created by local makers.
Cork Craft Month is the perfect chance to discover locally crafted products to delight and surprise.

"And the City becomes a Village" : A Craft Village will be set up in Cornmarket St, Cork City
centre with a Cork Craft Pop Up Shop, A Craft Fair, Craft Courses, Exhibitions and

Demonstrations.

The main Craft Exhibition — “Who Made This?” — Cork Creates 2012 held at The OId Mill in
Kinsale, and showcases an exciting mix of emerging and established crafts people all of whom live

and work in Cork. There are many other Exhibitions taking place throughout the month.
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Meet the Maker Days: Take a class or two, meet the maker, learn about craft, and experience the
joy of creating a beautiful piece of craft. The Meet the Maker days are held at Blarney castle, The
Craft Village, Cornmarket St, Cork City, Kinsale Pottery and The Courtyard Midleton amongst

other venues. Classes include Ceramics, Textiles, Painting, Jewellery and Kiddie crafts.

Craft Pop Up Shops & Fairs, showcasing the work of over 100 crafts people will take place at
Bantry House, Cork City Centre, The Courtyard and many more venues around the county. They
will vary in length from two to 30 days and will provide the opportunity to touch, enjoy and

purchase craft created in Cork with passion and love.

The Open Studio Trail: 0o f ar ti st s’ st udandbCoynty s a greatsvay ofeaptokng Ci t y
Cork’s diverse natur al beauty while taking in it
space. Trail members include Potters, Silversmiths, Sculptors, Furniture makers, Glass and Textile

Artists and many, many more.

The “Made in Cork” Trail offers a creative amble around galleries, shops and studios where a

heady mix of work from Cork-based artists and crafts makers will be imaginatively displayed.
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Kirkcudbright Art and Crafts Trail

. elp s ceebrate our [0 Anniversary

Friday 2 - Monday 5 Auqust 2013

www.artandcraftstrail.co.uk 11.00am - 5.00pm

Back in 2004 Pauline Saul and Vivien Dania, with the help of Pauline's husband Colin, organised
the very first Art & Craft Trail in Kirkcudbright, having been inspired by similar events throughout
the UK. The event sat comfortably with the artistic history of the town and the current prevalence of
artists/makers living and working here.

The 2013 Art & Crafts Trail will be the 10th year for this event and its popularity is growing every
year both in terms of participants and visitors. 2012 saw in excess of 80 different venues hosting
works by around 150 artists/makers and attracted thousands of visitors to the picturesque harbour
town of Kirkcudbright.

The Trails is now part of Kirkcudbright Summer Festivals, a varied and busy programme of events
held throughout the summer in the town.

Kirkcudbright has always attracted artists because of the purity of the light and the stunning
inspirational countryside. The town is national
annually hosts a world class Art Exhibition.

The Art & Crafts Trail takes you into hidden gardens, artists' studios and homes, not normally open
to the public, where you will be able to talk to some of the artists and craftspeople to find out what
makes Kirkcudbright special for them. Trail venues are open daily from 11.00am until 5.00pm

This four day event is a family friendly event with lots of 'fun’ things to do.

Enjoy the creative heritage of Kirkcudbright as you wander into hidden gardens. Visit studios and

homes not generally opento t he publ i c. You will be invited
venues, encouraged to watch demonstrations at others. Wherever you wander there are
opportunities to buy a work of art or relax over a cup of tea and a cake. If the fancy takes you, then

stop and listen to the music being performed along the trail ....or even do some busking yourself!

The range of disciplines is awe inspiring. Choose from paintings, wood carving, pottery, hand
made jewellery, stonework, metalwork, home made cakes, sugarcraft, wooden toys, teddy bears
much much more
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A good place to start is the 'Information Stage' in the Harbour Square and then just follow the
arrows around town, looking out for the Blue Boards.

Inevitably the centre of town hosts the largest proportion of venues but don't be put off if you have
to walk a few minutes to reach those not in the centre - your journey will be worth the effort, the
views over the River Dee estuary will be stunning and there may even be very welcome
refreshments awaiting you. Also, this year, for the first time, you can catch the Free 'Trail' Bus to
these venues. You will be able to visit the further away studios and as an added bonus enjoy the
wonderful views the free bus will provide. The Trail bus starts from the Harbour Square. Hop on
and be transported to the venues you still have to see.

EDYKES
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Name Address Town Postcode | Council Area | Contact Name Telephone Email Address Type of Craft
Portfolio Gallery 12 John Street Ballymena BT43 6DU | Ballymena Roy McKeown 028 2563 2816 roy@portfolio-gallery.com fine art photography
Candles And 51 Brooklands Ballymena BT42 2RT | Ballymena Jill McCullough 07784 212919 jil@candlesand.co.uk soy wax candles
Alternative Angles Unit 1 business centre, Ballymena BT43 6HB | Ballymena Norman Sterritt 028 2766 1794 norman.sterritt@trianglehousing.org.uk hand made candles
Cushendall Road
Candle Belle 69 Thornbrooke Ahoghill BT42 1PZ | Ballymena 07787 742833 candlebelle@btinternet.com hand made candles
Miriams Wish Cullybackey Ballymena 07710 984629 candles and soaps
Creative Ceramics Ballymena Ballymena 07801 891112 hand painted ceramics
Causeway Cheese Loughgiel Millenium Ballymena BT44 9JN | Ballymena Susan McCloskey | 028 27641241 info@causewaycheese.com hand created farmhouse
Centre, Lough Road cheese
Noel McCullough Furniture 100 Cloughwater Road Ballymena BT43 6SZ | Ballymena Noel McCullough 028 2563 8728 info@mcculloughfurniture.com handcrafted furniture
& Designs
Tinsdale Furniture 158 Fenaghy Road Ballymena Ballymena 028 2588 0888 info@tinsdalefurniture.com handcrafted furniture
Richard Reade 40 Carnlough Road Broughshane BT43 7HF | Ballymena Richard Reade 028 2586 1030 richard@richardreade.co.uk hand crafted furniture
E & F fitted furniture 61B Ballymacombs Road Portglenone BT44 8NT | Ballymena Eamon Scullion 028 7938 6875 sales@effittedfurniture.co.uk furniture
Sadie B Hampers 42 Woodcroft Heights Ballymena Bt42 1GF Ballymena Helen Martin 07989 404841 hirh42@live.co.uk homemade hampers
Fleckstown Knits 137 Carnlough Road Broughshane BT42 7JN Ballymena Marlene Hamill 028 2568 4512 handknit Aran gifts, handbags,
hats, scarves, teddy bears etc
Fiona Kerr Jewellery 82C Main Street Cullybackey BT42 1BW | Ballymena Fiona Kerr 028 2588 2367 fiona@fionakerrjewellery.co.uk jewellery
Marion Woodburn Jewellery | Unit 19, Ballymena Galgorm BT42 Ballymena Marion Woodburn | 028 2564 8448 info@madeatmarions.com jewellery
Business Centre 1HW
Calwell Jewellers 98-100 Church Street Ballymena BT43 6DF | Ballymena Richard Caldwell 028 2565 2810 info@caldwellsjewellers.co.uk handmade diamond rings and
diamond set jewellery
Jens Jewels 3 Rathlin Drive Ballymena BT43 6NH | Ballymena Jen 078 99978063 handmade jewellery
Mari-Design Ballymena Ballymena Mary 028 2588 0284 mary@mari-design.co.uk handmade wedding dresses
and jewellery, tiaras.
Eamonn Higgins 22 Lisnamanny Road Martinstown BT43 6QH | Ballymena Eamonn Higgins 0774 0510008 eamonnhiggins@gmail.com metal sculpture
LL Crafts 29 Sandmount Park Galgorm BT42 1DS | Ballymena Louise Lester 028 2564 3505 info@llcrafts.co.uk made to order hand painted
crafts & artwork
Gemini Crafts 19a Church Road Gracehill Ballymena 028 2564 4778 craft items
Signability 22 Hugomont Avenue Ballymena BT43 Ballymena John Byrne 028 2563 0443 signability@sky.com signwriting
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Suzanne McWhirter 18 Ballyconnelly Road Cullybackey BT42 1JF Ballymena Suzanne 028 2588 0555 suzannemcw@hotmail.com silversmithing/holloware
McWhirter

Gracehill Soap Company 36 Cennick Road Gracehill BT42 2NH | Ballymena Andrea Beck 077 5986 5511 info@gracehillsoapcompany.com handmade organic skincare
products

Goldlink Stationery Wakehurst Industrial Ballymena BT42 3AZ | Ballymena 028 2564 1054 orders@goldlinkstationery.com bespoke wedding stationery

Estate

Cranberry Lime 24 Woodgreen Park Ballymena BT42 3DS | Ballymena Cherith McCord hello@cranberrylime.com textiles & accessories

Jane Lloyd Textiles 102 Galgorm Road Ballymena BT42 1AE | Ballymena Jane Lloyd janelloydO0@hotmail.com textile artist

Thomas McCosh 59 Parade Road Ballymena BT43 7JZ Ballymena Thomas McCosh 028 2564 3944 thomas.mccosh@tiscali.co.uk woodturning

Jonnie Harkness 11 Fairyhill Ballymena BT42 1FH | Ballymena Jonnie Harkness 07968 790289 jonnieharkness@hotmail.com woodturner

Woodturning

Nic Naks and Candlewax Ballymoney BT53 6HJ Ballymoney 07746 538994 nicnaksandcandlewax@gmail.com hand made candles

Rosie Hull 230a Finvoy Road Ballymoney BT53 7JT Ballymoney Rosie Hull 028 2957 1632 ceramics

Causeway Chutneys 19 Semicock Road Ballymoney BT53 6PX | Ballymoney Virginia Maxwell 028 2766 6394 vmaxwell@tinyworld.co.uk chutneys and relishes

Susan Francesca Hunter 20A Tullghgore Road Ballymoney Ballymoney Susan Hunter 028 27667616 susan@susanfrancescahunter.com glass, ceramic, bronze,
mosaic, stainless steel

Kingfisher Designs 76 Fivey Road Stranocum BT53 8JJ Ballymoney 07867 7510542 handblown glassware

Glassware

Made by Fee Fee Ballymoney Ballymoney Fiona McToal 07779 252 467 handcrafted handbags, bag
accessories, kitchenware

Scullion Hurls 16 Lough Road Loughguile BT44 9JN Ballymoney Michael/Denis 028 27641308 info@scullionhurls.com hurling sticks

Scullion

MSL Jewellery 22 Main Street, Mosside Ballymoney BT53 8QJ | Ballymoney handmade jewellery

Shirley Smyth 25 Carroworary Road Armoy BT53 8UH | Ballymoney shirleymcclean106@hotmail.com misc crafts

The Crazy Farmyard 83 Mullan Road Finvoy BT53 7DZ | Ballymoney Caroline misc crafts

Rose of Clare Ballymoney Vivienne Martin 028 2766 6255 silk florist

Haslett Monumental 86 Bendooragh Road Ballymoney BT53 7NJ Ballymoney 028 2766 7333 haslett.group@talktalk21.com stonework

Sculptors

Nadine Arbuthnot Ballymoney textile jewellery

Adornments

WL Woodworking 17 Burn Quarter Road Ballymoney BT53 7DJ | Ballymoney woodcraft

Billy Henry 18 Portrush Road Ballymoney BT53 6BX | Ballymoney Billy Henry 028 2766 5363 billy@henryturning.com woodcraft

Heather Howell 50 Lisnagat Road, Armoy BT53 8UL | Ballymoney Heather Howell 028 2075 1112 giantscauseway2000@yahoo.com spinning wool

Clegnagh
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Lewis McAdams 64 Walnut Drive Craigyhill BT40 Larne Lewis McAdam 0789 5879307 lewismcadam@yahoo.co.uk watercolour artist
Watercolours NI 2WQ
Ash Tree Farm Crafts 51 Ballypollard Road Magheramore | BT40 3JF Larne Kim Davies 028 28260633 pandkdavies@btinternet.com courses on floristry, candle
making, decorative crafts
Dawn Aston 12 Molyneaux Avenue Larne Larne Dawn Aston 07717 081877 info@dawnaston ceramics, tilemaking, mosaic
Kerri Ceramics Unit 22 Ledcom Ind Est, Larne BT40 3AW | Larne 028 2827 7770 ceramics
Bank Road
Black Cat Ceramics Larne Larne Sylvia 07967 726339 info@blackcatceramics.co.uk ceramics
Geraldine Connon 52 Glenarm Road Larne BT40 1BP | Larne Geraldine Connon | 028 2827 2430 geraldineconnon@hotmail.com fashion designer
Kathryn Morrison Couture 8 Glenarm Road Larne BT40 1BP | Larne Kathryn Morrison 028 2826 7277 info@kathrynmorrisincouture.com fashion designer
Eleanor Craigs 3 Ros na Righ, Larne BT40 3LA | Larne 077 34661759 kristina@craigsfudge.com homemade fudge
Islandmagee
Cove Workshop 61 Gobbins Road Islandmagee BT40 3TY | Larne Alan 028 9335 3403 alancove workshop@yahoo.co.uk bespoke furniture manufacturer
Marks/Stewart
Irvine
Lulabelle's House Unit 16, Ledcom Industrial | Larne BT40 3AW | Larne Natasha Copeland | 028 28278069 lulabelleshouse@ymail.com shabby chic furniture
Estate restoration and design
Design to Reality Larne BT40 2JU | Larne Pat McClean 07919 362752 patmcclean@live.com hand made themed childrens
beds and bedroom furniture
Emmas Emporium Greenland Drive Larne BT40 1NN | Larne 07724 256272 emmasemporium@mail.com vintage shabby chic bespoke
furniture
Christine's Handknits 5 Glynn Road Larne BT40 3AY | Larne Christine 07528 650020 info@christineshandknits.co.uk handknitted items
Woolcraft 40 Magee Park Larne BT40 1PP | Larne Joyce Smyth wool
The Steensons 62-64 Toberwine Street Glenarm BT44 OAP | Larne Bill Steenson 028 2884 1445 mail@thesteensons.com jewellery
Julie Campbell Jewellery 76 Ballymullock Road Larne Bt40 2NH Larne Julie 07846 803585 juliecampbelljewelleryandcakes@hotmai | handmade jewellery
l.co.uk
Plata 65 Main Street Larne BT40 2PH | Larne 028 2827 8011 sales@plata.co.uk handmade contemporary silver
jewellery
Eith Designs 8 Glenarm Road Larne BT40 1BP | Larne Eithne Workman 07739 389382 eithdesigns@yahoo.co.uk handcrafted head pieces and
jewellery
Wedding Day Needs 29 Mullaghsandall Road Larne Bt40 2LX Larne Avril McClintock 07784 398510 weddingdayneeds@yaho0.co.uk stationery, jewellery,
accessories
JenniMac 58 Victoria Road Larne BT40 1L.Z Larne Jen 07590 671289 jen@jennimac.net handmade crafts and jewellery
MAD designs 8 Allenbrook, Millbrook Larne BT40 2QF | Larne Michelle Duffin 07963 743643 info@graphicsbymaduffin.co.uk wedding stationery and
jewellery
Big Hammer Productions 15 Waterfall Road Carnlough BT44 OES | Larne Brendan Cosgrove | 077 47852704 handcrafted metalwork
The Art Cart 18 Walnut Park Larne BT40 2WF | Larne Portia Woods 0789 6414074 portiajwoods@googlemail.com arts & crafts for children and
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parents

Argyll Images 4 Argyll View Larne BT40 2JR | Larne Bernie McAllister 07923 160115 bandsmc@hotmail.com Photography

Framing ldea 23 Bellair Park Larne BT40 2ES | Larne Scott McClean 028 28340240 smcclean86@gmail.com picture frames

Creative Designs 87a Old Glenarm Road Larne BT40 Larne Philip/David 028 2826 0400 sales@creativedesignsni.co.uk signs

Gemat Sign Company 17a Upper Cairncastle Larne BT40 2EF | Larne Jason 028 2826 9932 jason@gematsigns.co.uk signs

Road, Craigyhill

Soaps by Elaine 32 Greenland Crescent Larne BT40 1HE | Larne Elaine Kernohen 07810 038 963 home made soaps

Versatile Wedding Design 50 Craigstown Meadow Magheramore | Bt40 3JJ Larne Eileen McCourt 077384 38517 wedding stationery/craft and
Irish dancing products

Angela Russell 1 The Vennel Glenarm BT44 0AS | Larne Angela Russell 028 2884 1605 angie_russell@hotmail.co.uk textile making-surface
patterned-printing

Coastal Cushions Textiles Unit 59 Ledcom Industrial Larne BT40 1AW | Larne 07969 572390 coastalcushions@hotmail.co.uk cushions

Ltd Estate, 100 Bank Road

Pencraft Ireland 57 Ferris Avenue Larne BT40 1EZ | Larne Robert McKenzie 0791 6608361 weebobbymac@hotmail.co.uk h_andcrafted pens in native Irish

Krystle Kreations 21 Ramoan Avenue Ballycastle BT54 6GA | Moyle 0754 4746317 info@krystlekreations.com g?rts)f);lsalised ceramics, felt gifts

Bonamargy Chocolates 20 Cushendall Road Ballycastle BT54 6QR | Moyle Rosemary Dobbin | 028 2076 3841 rosemarydobbin@aol.com homemade chocolates

Bella Jo 10 Strandview Road Ballycastle BT54 6BU | Moyle Jo McGowan 028 20769662 info@bellajo.co.uk chutneys

Clo Naturelle Ballycastle Moyle jewellery

KATs Jewellery Box Ballycastle Moyle Karen Toney karentoney2007 @yahoo.co.uk jewellery

Kittys Jewels 43 Ann Street Ballycastle BT54 6AA | Moyle 028 2076 2874 info@indigo-jewellers.com Pa}ndm_ade je'\'/vellery range

Be Unique 142a Main Street Bushmills BT57 8QE | Moyle Emma Campbell 07736 226656 emmasjewels@aol.com V\Il(tlatg(,jsir:gvjvee\:\?ellery and
accessories

Bambinos & Buttons Ballycastle Moyle misc crafts

Tulla Crafts 25 Glenview Road Glenshesk BT54 6QE | Moyle 028 2076 3456 twospoiltboxers@btinternet.com craft items

Paul McAuley 21 Leyland Park Ballycastle BT54 6DL | Moyle Paul McAuley 028 2076 3126 info@irishbodhrans.com musical instrument making

Mil All Natural Balms 15 Fairhead Road Ballycastle BT54 6RD | Moyle Sinead 028 2076 1278 mil.natural@gmail.com natural beeswax balms and oils

Victoria Glenn Ballycastle Moyle Victoria 07583 125397 victoriaglenn@mail.com textiles

Krafty Kreations Ballycastle Moyle textiles
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