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FOREWORD

The last few decades have seen the emergence of new trends in practice-based research in and through the arts. This has been due to a number of things, most noticeably the increased attention to the creative industries as a legitimate area of interest for governments and academic institutions. The arts are no longer seen as an exclusive activity, but have a changing relationship with a wider society. The means of production and of consumption are also rapidly changing. Artists, in their broader sense, are also the researchers.

Arts, like the sciences, are a form of human creativity that has found an institutional space in modern society, a legitimacy as we look for new things, new ways of looking and new ways of doing things. The cultural-economic drivers of contemporary societies for the new, be it in new scientific knowledge, new technologies and gadgets, or cultural expression, have seen an increased focus on the integration of the arts, in their broader sense, into commerce. Both the arts and sciences are driven by curiosity and imagination, with the desire to explore the unknown. Curiosity aims to go beyond the familiar and to explore a space of new possibilities. It is, by definition, about the unknown; however, there is always the desire to tame the curiosity and imagination. Yet we must still be open to giving it free rein. Creative research in the arts often sits with these paradoxes – if research is the curiosity-driven production of new knowledge, it is inherently beset by uncertainties, since the results or outcomes, by definition, are unknown.


ARTS AND SCIENCES

The sciences and the arts are much more closely connected than their currently institutionalized forms may suggest; however, there are some very fundamental differences. Although the drivers are the same, the context for the research is often very different. Creative industries, especially regarding the arts, are deeply contextual and culturally constructed. This is not to say that scientific facts are not also contextual. Ludwik Fleck in The Genesis and Development of a Scientific Fact argues that every scientific concept and theory is culturally conditioned. He challenges the assumption that facts are there to be discovered through proper passive observation of natural phenomenon. Rather, he asserts that facts are invented, not discovered. Even scientific facts are made things. They are constructed from a deep narrative, a philosophy about the way that the world works, and we test against that theory. Bruno Latour in We have never been Modern re-described the Enlightenment idea of universal scientific truth, arguing that there are no facts separable from their fabrication.

Techno-sciences, important as they are, are not alone in leading the direction for creative research. Artists have been quick to realize the artistic challenges offered by hybrid forms and the increased domain of ways of looking and translation that the arts can bring. Crossing the natural and the artificial domains they can add creativity to broaden the range covered by the techno-sciences.



GENERALIZATIONS FROM PARTICULARIZATIONS AND PARTICULARIZATIONS FROM GENERALIZATIONS

The cultural context of creative research in and through the arts plays an enormous role in our understanding of what happened and how we may learn from it. Case studies and narrative methods are usually an archaeological presentation and by nature become a synoptic presentation of events. The challenge for the researcher is how to maintain the complexity and contextuality of the situation in the narrative. Clifford Geertz’s development of Gilbert Ryle’s concept of ‘thick descriptions’ perhaps offers a way to explain not just behaviour but also the context in which that behaviour takes place, holding onto the micro details of what is happening. The aim is to move away from a deterministic view of the world and to focus on issues of complexity and emergence – by focusing on the micro interactions that result in emergent macro patterns.



THE CHALLENGE FOR THE CREATIVE RESEARCHER

Due to the complexity and sociocultural nature of creative research, it requires a more eclectic approach to method. There seem to be two broad ways of ordering experience: the logico-scientific and narrative modes of thought, and although these are complementary, they are not reducible because they imply different assumptions of causality. So rather than separating research into these categories, the researcher needs to try to take a more reflective and reflexive approach to the study, by looking at how things, processes, industries, societies are formed, the processes and contexts from which they emerged.

It is this humanistic driver that should invigorate the research into the creative industries. This book provides a series of frameworks for consideration and implementation, dealing with issues of how one looks and develops objectivity in a subjective world, adding credibility and ethics to the process. As creative research develops a greater institutional framework, don’t be afraid of the arguments and disagreements that will arise between researchers, methods and interpretations, it is all a key part of making sense of a complex world.

Pradeep Sharma
Former Professor of Design and Innovation
Provost, Rhode Island School of Design





INTRODUCTION

The creative industries were defined in the UK Government’s 2001 Creative Industries Mapping Document as ‘those industries which have their origin in individual creativity, skill and talent and which have a potential for wealth and job creation through the generation and exploitation of intellectual property’ (https://assets.publishing.service.gov.uk/media/5a75c589e5274a545822e183/Creative_Industries_Economic_Estimates_-_January_2015.pdf) and the definition has been maintained in the 13 January 2015 updated official statistic on the Creative Industries). The creative industries – architecture, advertising, art, theatre and performing arts, design, film, computer games and multimedia, publishing, music, media, radio and television – make up an increasingly important element of economic activity in the UK, Western Europe, the United States and Asia. In the UK, the creative industries have become a major economic force, accounting for over 7 per cent of the economy. With a growth rate that up until recently has been double that of the economy as a whole, the creative sector is a vital source of employment and business development. Countries such as China and South Korea are now positioning their creative industries as priorities for strategic growth, while in the United States and across Europe, the level of competitive challenge is rising significantly. The creative economy is another categorization, which includes the contribution of those who are in creative occupations outside the creative industries as well as all those employed in the creative industries. The creative industries, a subset of the creative economy, include only those working in the creative industries themselves (and who may either be in creative occupations or in other roles, such as finance).

In its Creative Economy Report of 2008, the United Nations Conference on Trade and Development (UNCTAD) introduced the topic of the ‘creative economy’ in the world economic and development agenda, describing it as ‘an emerging concept dealing with the interface between creativity, culture, economics and technology in a contemporary world dominated by images, sounds, texts and symbols’. UNCTAD emphasizes how the creative industries ‘are among the most dynamic sectors in the world economy providing new opportunities for developing countries to leapfrog into emerging high-growth areas of the world economy’ (7) and asserts that ‘creativity and knowledge are fast becoming powerful means of fostering development gains’ (Creative Economy Report 2008).

In November 2015, Nesta published that the EU’s creative industries employed 11.4 million people in 2013, accounting for 5 per cent of the EU workforce (https://www.nesta.org.uk/blog/creative-europe-measuring-creative-industries-eu). In September 2021, the UK had an estimated 2.29 million creative industries jobs including 1.62 million permanent roles. A further 663,000 creative industry jobs were self-employed. (https://www.thecreativeindustries.co.uk/facts-figures/uk-has-almost-2-3m-creative-industries-jobs-official-data) The three largest creative industry workforces in the EU are those of the countries with the three largest workforces, with German creative industries employing 3.1 million (5.8 per cent of its workforce), the UK’s creative industries employing 2.3 million (7.9 per cent) and France employing 1.4 million (5.5 per cent of the workforce).

However, in relative terms things look different. Sweden has the highest proportion of its workforce (8.9 per cent) employed in the creative industries, followed by Finland (8.2 per cent) and then the UK. Sweden also has the highest proportion of its workforce employed in the creative economy (12 per cent) compared to 9.5 per cent in the UK. According to a report published by UNESCO in February 2022, cultural and creative industries accounted for 6.2 per cent of global employment in 2020. That year, employees in this market represented 5.9 per cent of all jobs in Western Europe and North America. Meanwhile, 8.2 per cent of total employment in Africa came from cultural and creative industries in 2020. The Covid-19 pandemic has also affected employment in this industry. UNESCO estimates that 10 million jobs were lost in the creative industries in 2020 alone because of the pandemic (https://en.unesco.org/creativity/publications/2022-global-report-reshaping-policies-creativity).

This emphasis on the buoyancy of the creative industries has been mirrored in the education sector with the creation of courses linked closely with the requirements of the creative industries although this is now being addressed to take in research about the future of work skills requirements post Covid-19. Being a mainly visual discipline, research methods used within the creative industries must take this into account, and yet also be both rigorous and valid within other disciplines.

This book is designed to show you how to work within the research process to produce both undergraduate- and postgraduate-level research proposals and dissertations. Each phase of a research project is addressed in the order in which it will be undertaken and within the context of the creative industries. Research is rarely undertaken in a linear process and this book explains why this is the case, offering alternative yet robust frameworks. Guidelines help you to assess the kind of researcher you are and show you how using different philosophical perspectives will influence your research. You will also discover how to choose and frame a research question for your project. The book will guide you through the process, giving realistic, practical and relevant support while you research and write up your creative industries dissertation.

Research can be enjoyable as well as rigorous and valuable; and research is blooming in the creative industries. It is now possible to learn from examples that stem directly from a creative background rather than those that have been borrowed from other disciplines. Research is embedded in the daily life of designers and creators – it is not separate from it. We ‘research’ which university course we want to take or where to go on holiday. In our professional life, we research the needs for a new product or a design concept. The way in which we make sure that our proposed choices are based on accurate information is, in fact, research. Research in the academic sense is a refinement of what we do in our daily lives. These research processes can take place simultaneously, and can be linear or iterative, but we usually end up basing our understanding and decisions on them. This book explains how these processes can be used and demonstrates the value they have for your future career within the creative industries.


AIMS OF THE BOOK

Creative Research: The Theory and Practice of Research for the Creative Industries, second edition, aimed to promote understanding of the role of research in the creative industries and to emphasize the importance of research as a way of validating creativity. It was a guide for students of design, design management, architecture, marketing, media communications, arts practice, humanities, social sciences and business studies, as well as for practitioners. This third edition has widened its focus by looking at both design thinking and system thinking methodologies. This book also examines the requirements of both written and practical design projects. The book begins with an overview of research methods and is then followed by four parts.


Defining the research problem

Part One: Defining the research problem looks at the preliminary stage of research where research projects and initiatives are created. The focus is on identifying and creating the ideas from which a research proposal can be written. Part One guides the reader through research philosophies and research approaches, and discusses the implication of different philosophies and methods on the process and outcome of the project.

Part One also investigates the skills required in creating a conceptual research framework and understanding the value of teamwork and autonomy. The relationship with, and the role of, a project supervisor is discussed relative to guiding design decisions and developing the verbal, visual and written communication skills necessary to achieve an effective exchange of ideas and information.



Managing the research design

Part Two: Managing the research design looks at the stage of research where research projects and agendas are developed. The focus of this stage is demonstrating how research projects in creative fields can be both rich and vibrant yet credible to other disciplines. To help identify the challenges that will be faced when starting a research project, examples of creative research projects from a range of disciplines are provided.

The thoughts of leading practitioners and academics s are presented, exploring alternative research techniques and outlining the strengths and weaknesses of the approaches. Also included is an exploration of the skills necessary to manage time, develop networks and facilitate the research process.

This stage is about developing the responsibility to manage research agendas and projects.



Managing the research process

Part Three: Managing the research process looks at the stage of the research process where you actually undertake primary and/or secondary research. The focus is on the process and practice of managing research projects, including the decision-making involved on whether you have gathered enough data or whether you have to alter your research plan.

Evaluating the success of the research project allows positive feedback to inform and guide your project to a valuable conclusion.

Part Three also investigates the skills required when managing creative projects, such as interview skills, and the written and verbal communication skills necessary for effective research and documentation. This stage is about how to undertake your research and manage the opportunities and constraints that emerge as a result of data collection.



Managing the research

Part Four: Managing the research looks at the stage of research where sense needs to be made of what has been discovered, and the findings related back to the original research intentions. Do they tell a believable story when communicating the research?

Part Four also investigates the skills required to analyse both qualitative and quantitative data and looks at ways of successfully presenting a project. This edition has more detail on the newer and up-and-coming quantitative and qualitative methods.

Real-life findings and results stages are presented, as are discussions with leading academics on the value of analysis and the influence of design.

This stage is about undertaking the analysis of the collected data and knowing how to communicate those findings and results.






CONTEXT

The role of research in the creative industries has a diverse background. Research methods have been borrowed from the fields of visual research, sociology and management as well as science. We also need to look back in history so that we can understand why it is important to continuously reflect on our knowledge claims and on our own involvement in the research process. By understanding the history of quantitative and qualitative approaches we can see how sciences and changes in paradigms shape have shifted over time. Daston (1992), for example, suggests that the eighteenth century focused on ‘Truth to nature’, the nineteenth century focused on ‘Objectivity’ and the twentieth century on ‘Trained judgement’. We can use history to ask ourselves: what is next for the twenty-first century?

This section of the book therefore begins with an overview of the field of research within the context of the creative industries, and then goes into detail about the stages involved in undertaking a research project within this field. It also investigates the skills required in creating a conceptual research framework and highlights the importance of understanding the value of both teamwork and autonomy. We also examine the boundaries between the creative and cultural industries.




THE NATURE OF RESEARCH

We constantly try to unders tand our environment and how our world appears to our senses. We tend to do this in three ways: experience, reasoning and research. This means that sometimes we know what is happening because we’ve had experience of it before, sometimes we can reason why it is happening and at other times we need to find out by searching for information. We know that these ways of understanding are not separate in real life, but often overlap. And when we try to make sense of what is happening, in our day-to-day life we depend a lot on experience and the value of our experience, which should not be underestimated.

Experience is valuable within research because it gives us a source from which we can devise our hypothesis or research questions. However, we need to recognize that experience has limitations too if we are attempting to find out the ultimate truth about a phenomenon.


WHAT IS RESEARCH?

We come across the word ‘research’ in our everyday life. When we watch a television programme that discusses levels of employment or factors in the economy, research normally provides the data upon which the report is based. When advertisers refer to users’ opinions on the results of using a product, research normally provides the data upon which the claims for the product are based.

Many of us criticize such uses of data because it can be difficult to understand how these claims are made and what processes and analysis the researchers have undertaken. This makes it hard for us to evaluate how accurate the information really is.

It is perhaps all too easy to collect facts without having a clear purpose or objective, to list the facts we have researched without evaluating or interpreting them, or to use the word ‘research’ just to get ideas noticed. In order for our audience to find our research credible, believable and relevant, we need to ensure that our research presents a systematic and organized way of finding answers to significant or pertinent questions.


THINK BOX

Research is the systematic investigation into and study of materials and sources to establish facts and reach new conclusions.


	Systematic: research needs to be systematic. A definite set of procedures and steps should be followed. Completion of a number of stages in the research process is essential if the most accurate results are to be recorded.

	Organized: research must be organized, structured and methodical. It is a planned procedure, not a spontaneous one (even though the plan can change from time to time). It is focused and limited to a specific scope.

	Question: research is focused on relevant, useful and important questions. Without a question, research has no focus, drive or purpose. However, realizing the importance or relevance of your findings is arguably one of the most important factors.

	Answer: whether it is the answer to a hypothesis or even a simple question, research is successful when we find answers. Sometimes the answer is no, but this is still an answer.






[image: A circular research cycle diagram showing opening up, focusing, design, entering, collecting data, analysing, sharing, and reviewing stages.]
Figure I.1

This diagram gives you an idea of the cyclical nature of research. Research is an iterative process, so although the arrows in the diagram show the cyclical nature of research you can go back and forward from one stage to another to achieve clarity and understanding in your project.






[image: A diagram titled 'Critical Reflection On' showing self, practice, and theory above a boxed area labelled analysis.]
Figure I.2

The key components of a research project include a combination of critical reflection on the theory, critical reflection on yourself and what you have done, and critical reflection on the practice of undertaking the project. The relationships between these three factors are then analysed: theory with self, self with practice and practice with theory.






Research is not always straightforward. There may be stages in the inquiry where you may not be quite sure what you are looking for; or, having found something that you were not looking for, you will then need to find out how important or relevant this finding is. Sometimes, this can prove to be the most exciting aspect of research.


There is nothing like looking, if you want to find something. You certainly usually find something, if you look, but it is not always quite the something you were after.

– J. R. R. Tolkien



What is an academic discipline or field? An academic discipline, or field of study, is a branch of knowledge that is taught and researched at university level. Disciplines are defined (in part) and recognized by the academic journals in which research is published, and the learned societies and academic departments or faculties to which their practitioners belong.

These are some useful lines of enquiry for you when you want to find out what is (and is not) covered by a particular field:


	Which journals have published most articles on your topic?

	Which are the departmental affiliations of the authors, as stated in the major articles?

	Which learned societies are associated with the conferences – especially annual ones – that have published most proceedings about your topic?



    
If you position these in, for example, an affinity diagram or systems map, you should have a reasonable overview of the field you want to investigate.
    
    

THINK BOX
What do professional researchers do?

This is an example of a published research project, ‘Crowdfunding Good Causes’, by Jonathan Bone and Peter Baeck (2016), which clearly states the aims of the research and explains why it is relevant. The research is honest, stating what has and has not been achieved as well as detailing what may need to be improved. This can give other researchers an indication of what they can pick up on in future research projects. It also provides an excellent source of pertinent, up-to-date research ideas for students. Crowdfunding is increasingly used to fund design start-ups and individual design projects, so by finding out about the opportunities and challenges we can use this information to set up our own crowdfunding. This is then followed by a section on what design researchers actually do.




CROWDFUNDING GOOD CAUSES

This research was based on interviews with UK crowdfunding platforms and a survey of more than 450 charities, community groups and social entrepreneurs, and explores opportunities and challenges in crowdfunding for good causes.

Key findings


	Crowdfunding makes up less than 0.5 per cent of giving in the UK, but has significant potential to fund projects with a social purpose, from community events, campaigns and movements to restorations, gardens and playgrounds.

	Opportunities in crowdfunding, in addition to funding projects that would otherwise struggle to access finance, include many potential non-financial benefits such as the potential to boost volunteering, increase transparency, more experimentation and new ways of combining campaigning and fundraising to increase awareness on social issues and needs.

	The main challenges are a potential negative impact on equality and participation in projects, too much focus on short-term initiatives rather than long-term projects. While it is a potential new source of finance the report also highlights that crowdfunding is hard and there are significant limits to what can be raised.

	When asked about the reasons why they were yet to use crowdfunding, two in three charities, community groups and social entrepreneurs reported not having the skills and capacity to set up and run a crowdfunding campaign.

	Forty-three per cent of charities, community groups and social entrepreneurs reported that they were likely to use crowdfunding in the next twelve months.



While there has been a rapid growth in crowdfunding in the rest of the economy (e.g. making up 12 per cent of new loans to small businesses and 15 per cent of the market for seed and venture-stage equity investment) the report estimates that crowdfunding for good causes makes up less than 0.5 per cent of giving in the UK.

This study explores opportunities and challenges in crowdfunding for good causes and how more charities, community groups and social entrepreneurs can be supported to make the most of crowdfunding. This was achieved through a combination of interviews with crowdfunding platforms focusing on projects with a social purpose, a review of existing literature on crowdfunding for these types of projects and a survey of more than 450 charities, community groups and social entrepreneurs to understand their perception, awareness and usage of crowdfunding.

Recommendations of the report

Charities, community groups and social entrepreneurs should


	try and set up at least one crowdfunding campaign

	join up fundraising and campaigning teams to run crowdfunding campaigns

	curate a group of projects on a pre-existing platform or develop a customized crowdfunding platform (particularly relevant for larger organizations or networks).

	Grant funders, social investors and other supporters should

	invest in crowdfunding skills and capacity building

	integrate crowdfunding into existing funding schemes and programmes through match funding

	support transition from crowdfunding projects to developing sustainable organizations

	set up referral schemes from grant funders and social investors to crowdfunding platforms

	test and measure effect of crowdfunding.



Source: ‘Crowdfunding good causes’, Nesta, 6 June 2016, http://www.nesta.org.uk/publications/crowdfunding-good-causes




A DAY IN THE LIFE OF A DESIGN RESEARCHER OF DIGITAL PRODUCTS

By: Cristina Morejón, MFA.

I am a Design Researcher and Strategist from Quito, Ecuador. I currently work as a Design Researcher and UX Designer for the mobile app of Ecuador’s largest bank, where I conduct research and design journeys to serve 3 million+ users. My first experience as a design researcher was at a packaging company and then, at a customer experience agency in the United States. Understanding how the research can impact the final product or outcome of the company was key for me to realize the power of research, and to jump from academics to company-based research. So how do I put into practice research tasks?

9.00 am:

Focused work. Having time to focus on certain research tasks is fundamental since some require high levels of concentration.

Attend the daily meeting with the team. To start the day, I attend a 15 min stand-up check-in with the team I work with. I work as a design researcher and UX designer in a multidisciplinary team of developers. The objective of this check-in is to keep track of the tasks, keep the team involved while sharing which phase of the research we are in, and raise my hand if I have any issues. Sometimes I work on two research projects in parallel and while project A finishes I begin project B.

9.30 am:

Analyse and synthesize Project A

When I have collected data from multiple research methods and spoken with users, I block a large chunk of time from my schedule to do analysis and synthesis. My focus during this task is to be aware of my biases and maintain the objective in mind of what decisions this research will impact and the storytelling I will use to share this with the stakeholders and the team.

Noon:

Write the research report for the research repository

After I complete the analysis, I write out the research report which has two main purposes, to document this research and to ensure it can be used by other researchers if they research a similar topic. They will be able to find it in the research repository of the company and avoid researching the same things repeatedly, but rather dive deeper into certain topics.

1.00 pm

Lunch time

Collaboration work. Research helps the business make informed decisions, which is why sharing research practice from start to finish with the team and stakeholders is important to a design researcher.

2.00 pm:

Facilitate the research kick-off workshop with the product owner for Project B

Being aligned with the business objectives is highly important for successful research. For this, I lead a kick-off workshop at the beginning of a research project to guarantee the research focuses on at the least answering the issues the business intends to solve. At the end of the day, the research will inform the business of upcoming issues. I have a mural template for this workshop with multiple questions for the product owner and other relevant stakeholders. The template contains shapes and arrows to freely map out the context and activities to fill out as ‘the unknown the unknowns’ that help me craft the research plan later on.

3.00 pm:

Create the research plan for Project B

After gaining more context on the business objectives, I start the research plan. I open a Word document which becomes an iteration wall on the potential objectives and potential methodologies to obtain the objective. After I have clarity on it, I begin the questions guide for the corresponding methods chosen. Among my designer peers, I ask for informal feedback, asking them to review my plan.

4.30 pm:

Present the research and design of Project A to the team

In practice, finishing a research project doesn’t mean it ends with the research report, it ends when communicating the research to the team which has an impact on the designs, and moves on to development. For around 15–30 minutes, I convey the research to the team, answer questions and make sure we are empathizing with the users as people beyond the product. Then, we move on to see the changes needed in the design due to the research so that it will improve the experience of the users. In some companies, researchers will pass the results to a designer to propose adjustments to the customer journey or propose something new. I get to experience both roles and take the research direct to designing.

5.45 pm:

Wrap up the day

To finish off the day, I map out the tasks for the upcoming
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