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The new ‘Marco Polo adventure’

Last October (2010), at the European Union (EU)/China
High Level Cultural Forum, the Chinese and European
authorities engaged to launch a new ‘Marco Polo adven-
ture’ under the auspices of the Year of the EU-China
Intercultural Dialogue in 2012. Back in the XIII century,
Marco Polo embarked in a business voyage which ended
up in a revelatory meeting between two continents, cul-
tures, languages and traditions. It was the start of a new
era of economic and cultural exchanges between Europe
and China.

China and the EU are key commercial partners. In 2009,
bilateral trade reached € 296 billion from € 4 billion in
197871. However, cultural exchange is still underdeveloped.
In 2004, China represented only 2.9% of the EU 27’s cultural
trade abroad and only 5.1% in 20072.

Commissioned by MOFCOM (the Chinese Ministry of
Trade) and the European Commission (EC) as part of the
‘EU-China Project on the Protection of Intellectual Property
Rights’ (IPR2], KEA's Working Paper “Mapping the Cultural
and Creative Sectors in the EU and China"3 is the first step
in a process aimed at developing business and trade
exchanges between European and Chinese cultural and
creative industries (CCls).

The growing Chinese
and European creative economy

Very few economic sectors have revealed as much eco-
nomic potential in China and the EU as the CCls over the
past few years. In China the media industry grew at a rate
of 41% between 1981 and 1992 and became China’s
fastest-growing industry at the time*. In Europe employ-
ment in CCls has steadily increased, by 7% in Germany
for instance from 2003 until 2009°.

The cultural economy is very much part of innovation
strategies and it plays a crucial role in a post-industrial
economy that is moving from manufacturing to a service-
based economy (see table below].

China and the EU: towards
a common cultural policy agenda

The Chinese authorities are aware that “the rise of a
country requires cultural as well as economic develop-
ment’, as stated by Chinese culture minister Mr. Cai.
Accordingly, the Report of the 17th National Congress of
the CPC (2007) and the Report on the Work of the
Government of 2009 includes among its objectives the

the EU 27 to China has increased,
growing from € 31 million in 2004
to € 49 million in 2007 (+58%]5.

Economic data EUs China’

Turnover More than € 654 billion in 2003 € 47.6 billion in 2006

Value added to GDP 2.6% of EU GDP in 2003 2.45% of GDP in 2006

Employment In 2004, almost 6 million people In 2006, 11.32 million employed = 1.48%
were employed = 3.1% of total of total employed population
employed population in EU278

Trade The export of cultural services from China has become the third largest

exporter (€ 3.7 billion) and the sixth
largest importer (€ 2.2 billion] of cultural
goods in the world in 200570,

Contribution to growth

12.3% higher than growth of the
general economy

6.4% higher than growth of the
general economy
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other cultural services.



support of the Chinese cultural and creative companies and
their expansion.

Chinese culture has also a strategic role in forging and
communicating the country’s values nationally and glob-
ally, best seen in the expansion of the Confucius Institutes,
more than 300 throughout the world since their creation
in 20047, and the 137 cultural cooperation agreements
signed with several countries in the world 2,

In the EU, the 2007 Agenda for Culture is the first EC pol-
icy document setting out a cultural policy. It considers
culture as a key element for stimulating innovation, but
also for fostering intercultural dialogue and developing
international relations.

The EU, its individual Member States and China are mem-
bers of the 2005 UNESCO Convention on the Protection
and Promotion of the Diversity of Cultural Expressions1s.
Under this Convention, the EU and China have commit-
ted to fostering more balanced cultural exchanges and to
strengthening international cooperation and solidarity.

Fostering business and trade
opportunities in cultural
and creative industries

With globalization and digitisation, cultural expressions
travel from one country to another. Such a trend tends to
favour countries with a strong cultural industry and inter-
national distribution muscles. Supporting local productions
contributes to social cohesion and the development of
cultural identities. At an economic level it permits a country
to be less reliant on imports for program-hungry digital
networks. Investment in culture also serves as a nurturing
ground for the development of new talents which in turn
contribute to the reputation of excellence of a country and
the branding of its values.

At business level, access to creative talents and skills and
foreign markets is one of the most motivating factors behind
China’s willingness to work in partnership with Europe.
Europe has a long experience and expertise in managing
culture and nurturing creativity in design, fashion, or cul-
tural industries like film and music. Right now, of China’s
total exports of cultural products, world export of products
with real Chinese content (like films or books) account

for no more than 15%4.The Asian giant wants to shift
from the “Made in China” label to a "Designed in China”
quality brand s, develop its own cultural and creative con-
tents and bring them to the international scene.

In 2008, China produced 456 feature films, 56 more than
the previous year or a 12.3% increase on the production
volume of 200716, In 2008, the country was the world's
largest Internet and mobile market, with more than 298
million registered users'?. Such network capacity certainly
affects its fast growing online games industry .

Globalisation and technology also bring China and Europe
closer to each other generating new forms of social and
cultural interactions. In China, the annual income of the
new-wave web portals targeting young people [(such as
“Coldtea” or "Pigstyle”) now exceeds € 96 million1?. Digital
networks are becoming formidable cultural and creative
spaces, yet to explore.

The interest in exploring the untapped potential of cul-
tural trade is mutual as:

- The global demand for cultural content, estimated at
more than $ 500 billion (approximately € 355 billion) 20,
needs to be satisfied.

- The development of a creative economy demands the
adoption of appropriate support policies for creative
and cultural SMEs that should be commensurate with
their significant contribution to the economy.

- The ability to develop trade in CCls will to a large extent
determine success in promoting the intercultural dialogue
and mutual understanding, especially in preparation to
the EU-China Year of Intercultural Dialogue in 2012.

- CCls development at international level serves the pro-
motion of cultural diversity in a globalised world against
the predominance of one cultural model [UNESCO
Convention).

Existing technical assistance and cooperation schemes
should be strengthened with the aim of embracing cul-
tural and creative sectors and create an infrastructure
enabling cultural exchanges and mutual learning.

Valentina Montalto
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