Multi-year Expert Meeting on Trade, Services and Development
Eleventh Session
Room XVII, Palais des Nations, Geneva
10-12 July 2024

Fifth Session

Presentation

Development potential of international trade in creative services

Mr. Ahmed Mohammed Ali
Chief of Executive Office
Ministry of Culture and Sport
Federal Democratic Republic of Ethiopia

This material has been reproduced in the language and form as it was provided. The views
expressed are those of the author and do not necessarily reflect the views of UN Trade and

Development.



International
Trade in Creative
Services

UNCTAD

Ahmed Mohammed (Mr.)

July 2024



https://gamma.app




The Age for necessary tool to promote creative  solutions
and innovation_

Knowledge
Economy:

The Most g
Important
thing in &6

Now a days @

Economy is
1Knowledge
-Creative
Economy

Knowledge




Introduction

As globalisation makes primary industries, i.e.,
manufacturing and services, more unpredictable, it
is perceived that “creativity and innovation” , “the
knowledge economy” and “the creative industries”
are vital to future prosperity

Countries have increasingly turned their attention to capturing
the economic contribution of their creative industries

Creative goods and services has been increasingly
recognized for their contribution to economic
development and growth
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Export markets are an important component of creative good]
and services.

Recent international trends show that the creative industries
are gaining pace not only in advanced economies (the so-
called global North) but also in less advanced ones (the global
South), attracting attention from domestic and international
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Culture is increasingly
finding a route to the
market, which is leading to
radical transformations in
the way people create,
consume and enjoy cultural
products).




2. The trends of Global Markets on creative Economy

-Generates
USS2,660b of
revenues Top
29.5 million Jobs Three earners
: visual arts
worldwide (US5391b).
per cent of global billion
gross domestic Printing Industry
product (GDP) 351
/

v had an average increase of 8.7% in
international trade




2. The trends of international trade on creative economy

Europe is the second-largest CCl market, accounting for
USS709b of revenues (32% of the global total) and 7.7
million jobs (26% of all CCl jobs). Europe’s cultural
economy is rooted in its history: the region enjoys a
unique concentration of heritage and arts institutions.

-
[ $1.016 Trillion to

the U.S. GDP. In
2021,

USS620b (28% of
global
revenues) and
4.7 million jobs

S

Africa achieves
USS58b in revenues
(3% of the total)
and 2.4 million

Asia-Pacific (APAC) is the
world’s biggest CCl
market, generating

USS743b of revenues (33%

of global CCl sales) and

12.7 million jobs (43% of

CCI jobs worldwide)..

The Latin American CCI
economy generates US$124b in
revenues (6% of CCl global
market) and 1.9 million jobs
(7% of total CCl jobs).




Global market Share Creative Industry

Visual Arts
$455.37 billion

Painting, sculptures and
photograph

Literature and
Publishing
US$108.8

Books, newspapers
and periodicals

Architecture, interior objec
fashion and jewellery

Design$1.7 trillio

Traditionnel
Knowledge
US$ 1,296.6 +161

ANrr-E=2 nmN

Art crafts, festivals and

\ cultural activities

Creative

Music 29 Billion

Concerts, CDs, tapes,
digitalised music

performing Arts
~ $65.1 billion

P
<

Industries

~

l 818 billion

Digital Animati
and MultiMedia

, videogames and
advertising

ts,

A

. Theater, dance, opéra,
puppetry, circus ‘
Audio-Visual

$283.5 billion

Broad casting, cinema, Film



Culture is increasingly finding a route to the market, which is

3.International leading to radical transformations in the way people create,
consume and enjoy cultural products.

trade of . — . .
The world trade figures for creative industries provide
: clear evidence that creative industries constitute a new
creative dynamic sector in world trade
Services Global exports of creative services reached a record $1.4

trillion in 2022, almost double that of creative goods exports,
at $713 billion.

fEurope is the largest exporter of creative services, reaching
$720 billion in 2022, followed by Asia ($359 billion) and
Northern America ($274 billion). Exports from other regions,
such as Latin America and the Caribbean ($14 billion), Oceania
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rAlso In Asia like China and Indonesia Beneficiaries Countries from Cl

USD 20 billion contribution to GDP The 3rd largest
in the world, next to the USA and
South Korea.



Africa is beginning to see promising potential for its
creative economy, flourishing in film, arts and crafts,
fashion, design, video, photography, music, and
more. The East African Community bloc generates $2
billion annually from the creative industry

1\

« the African creatives industry is centred

ﬂfrica is the youngest continent, with a
median age of 19.8 years while 65 per cent
of its population is under 25 years of age. A
third of all youth globally are expected to
live in Africa by 2050. Yet between 7 million
and 10 million young Africans look for jobs
every day.

around enticing more young Africans to
utilise their creative talents or providing
creative entrepreneurs with more financing

avenues,

Africa’s presence in global markets for creative
50ods and services has been stagnated by its limited
upply capacity, lack of intellectual property
(nowledge, obsolete policies and regulations, as well ,/
IS underinvestment in the industry, particularly =% |
nfrastructure P

Nigeria’s film industry, for instance, contributes 1.42
er cent (or $7.2 billion) to the country’s GDP,
mploying 300,000 people directly and one million
thers indirectly.

The African trade with Inter region is very weak
weak accounts below 15 %
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Cont__.
The creative economy in general and the
creative industries in particular are indeed
opening up new opportunities for developing
countries to leapfrog into high-growth sectors
of the world economy and increase their
participation in global trade

creative trade is expanding not only along the
North-North direction, but also "along  the
South-South one

he digital transformation of the creative
conomy, driven by the use of artificial
ntelligence, offers the potential to reshape the
roduction, distribution and consumption of
reative works, enhancing both reach and
fficiency.

The trade of Creative Service has different
mode
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Dealing Digtzaton and comnecivity: Example Nusic Industry

One of the major trends in the creative economy is
that an increase in digital services can drive its 1o
growth

US§ 200 trlin
cital sl loally

Worl population haveaccess o ,
encuuragig

Digitalization underpins emerging business models tene e acest et
such as streaming and digital platforms
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Information Technology boosts creative service trade by Usmobile

200 trillion digital sales globally, (
. Loncert

Good example is Musice Industry.The music industry has ‘
consistently grown across all regions,with global recorded risce fetsaGobél s
reaching $26.2 billion in 2022 cesals S18.9billin,

The physical sales segment that, for many years, accountec
over 50 per cent of total global revenues only accounted
17.5 per cent in 2022, with a strong shift towards streami

services
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Wbrld creative goods exports by product groups, 2002-2020
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Exports of all creative goods by region, 2002-2020
(USS billion)
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Exports of all creative goods by region, 2002-2020
(USS billion)
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lop ten exporters of creative goods worlawide, 2020
USS bilion)

China
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Ethiopian exports

According to Ethiopia Export
Statistics, Ethiopias top 10
export commodities in 2021
were Coffee, Tea Spices
(24.40%), Fruits, Grains, Oil
Seeds  (20.20%),  Edible
Vegetables (17.30%), Meat &
Meat Products  (6.10%),
Leather  (2.90%), Pearl,
Precious Stones & Metals
(2.60%), Vehicles (2.12%),
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The total value of exports

(FOB) is USS 3,058 million.

The total value of imports

(CIF) is USS 15,285 million.
‘t the HS6 digit level,
;084  products are
xported to 142 countries
nd

, /45 products are
nported from 169
puntries.

(@ Made with Gamma
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Gastronomy and Traditional
Beverages

The global
market
size

Ethiopia 500,000 tones
of honey and
50,000 tones of
beeswax.

Export $ 173
thousand in 2021
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4. The Benefits of Creative service
development

improve livelihoods
for vulnerable social
groups and rural

o ne,
\ communities. Ome
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deve creative
industries
/services
Fosters
£ Otin
n job creation

retention and
attraction of
talent and
investment

. . o)
enhancement of tourism management an retention and attracti®®

talent and investment;



Creative service in Ethiopia

It can help diversify production, build
competitive advantage, attract
investment, stimulate entrepreneurship
and innovation, support the growing sector
of services, and promote cultural diversity

and well-being.

. They offer new economic opportunities
and generate income through trade and
intellectual property rights

Rural Women and youth are also generates
income

(@ Made with Gamma
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Creative Services and Social Cohisitions in
Ethiopia

“Ethiopia’s creative economy, spanning from visual arts
through music, film, fashion, literature, and e
performing arts to new media, is vibrant with great 4/’/ 3’
socio-economic potential.

Creative services (like music;books and films) could
contribute social change

creative services could enhance social capital

creative services helps to build trust

Creative industries could promote new ways of
integration with the global economy, through
regional cooperation.




recent research shows that the creative scene is concentrated in Addis Ababa
and creative workers, many of whom are from the youth, who often lack formal

education, skills, resources, and opportunities to grow

lack of institutional capacity prevents Ethiopia from
incorporating the creative economy into the national
development agenda and harnessing the opportunities the sector
provides.

face significant trade costs and restrictions. knowledge workers
will be more affected by the new phase of automation

Economic value of Creative service is largely unmapped,
unmonitored, and undocumented. Lack of advanced
human capital, skills and digital infrastructure. High Intial

Investment Cost
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Cont.....

The lack of fundamental skills and
infrastructure can hinder developing
economies from becoming competitive
players in creative services;

............................................... Trade restrictions, and

unable to access most SRR

important markets; R

 marketing channels & Swm.@& . Important markets;
and distribution
networks in a few

major markets;

Lack of access to markets and
non-competitive business
practices, particularly in the
audio-visual and digital o off
industries; nairy

® Creative Protection And

Enforcement Is Lacking



6. The Measures to enhance global trade in creative services

M I8 . The regional development platform is a mechanis
(£ to develop and build a dialogue around new ideas, a
‘public space’ open to creative dialogue so as to
agree upon and arrange the possible trajectories of
regional development;

B . Ashared public-private project can produce the
| consciousness and consensus necessary to start co-
participated development;

» The regional development platform approach
envisages both bottom-up and top-down initiatives;

e The UNIDO modular approach to guide the
formulation and implementation of cluster
development initiatives will be encouraged to
apply;

o A competitive call for proposals, addressed to
clusters/groups of enterprises and supporting
institutions interested in receiving support and
assistance from the project to support or develop a
cluster initiative in the cultural and creative
industries sector




To be continued......

Policy measures to
enhance global trade

in creative services:

« Analysis and diagnostic of the clusters, elaboration of a strategic
vision and redaction of a plan of action;

» Market Digitalisation

« I[dentification of commercial partners and potential new
markets;

» Promoting and supporting cluster development and
creativity through a conducive business environment;

e Promoting the co-location of the creative business;

» Developing collaboration between sectors and the

conditions conducive to the establishment of creative
ecosystem;

« Strengthening and promoting creativity and skills in
education and technical training.

e Nurturing creativity and fostering innovation in support
institutions.

 Ensuring flexibility in order to adapt intervention logic to
the different contexts;

e it is crucial to raise awareness about the creative economy
and explore its potential role in Policy Measures or
International Collaborations.
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» Ethiopia has a rich history of traditional handwoven textiles
which are unique and beautifully delicate. The country is one
of the fastest growing countries on the African continent and
the textile and fashion industry is expanding and spreading all
over the country.

» Ethiopia is developing on all levels and so the consumption -
of fashion is a big part of it. There are many levels and
questions to ask, topics to discuss, awareness to be called for.

» The beauty of the textile industry in Ethiopia is, that within
the country we find cotton farmers, spinners, weavers - the
“shamane’s” and we find designers who work with the
traditional woven textiles - the whole chain.




» Africa contributed marginally (0.6 per
cent in 2008) to world exports of creative
goods even though African exports of
creative goods increased from $740
million to $2.2 billion during the period
2002-2008. Egypt was the largest African
exporter, followed by South Africa,
Tunisia, Morocco and Mauritius. Egypt for
the first time reported a considerable

amount of exports of creative goods in
2008




1. Measuring the Role of Creative Industries in Economic
Development of Ethiopia

ETB 23,989,211,925 (approximately USD1.3 billion at the 2012
exchange rate). 4.7% of GDP

Creative service amounted to $22million.

Urban jobs to 240 287 people
€ cconomic

contribution of With a 0.65% share in exports and a 10.87%

Creative Servive In S
. share in imports

\
largest contribution came from the core
copyright industries, which represented

\

1.96% of GDP. The three largest sub-sectors - (1) press
and literature; (2) radio and

television; and (3) music, theatrical production and opera -
accounted for 78.72% of
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