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Summary:

I. This paper is presenting a complementary aspect for cultural policies promoting creative industries. Recent developments indicate that the term 'creative industries' is increasingly focusing on creativity in the context of technical innovations in a broad sense (new media, digital content ind., etc.) and their application within the more traditional service/cultural sectors. Such cross-sectorial combinations are expected to create jobs and job opportunities at a much higher growth rate than in other sectors. At the same time, they are also expected to create (and are expressions of) new contents and new forms of communication, entertainment and, finally, new cultures of life (social behaviour, attitudes, life-style, taste, fashion, interpersonal relationships, etc..). They create new consumer demands, which, in turn, invoke creative responses including new contents. And so on. The outcome of this dynamic process is open. 
The results/products/solutions of such a process within this concept of creative industries are content-neutral: we don't know what the new contents would be. Although content-oriented, the creative industries are focusing on procedural and formal aspects (forms of application) of content production. 

II. 'Creativity', on the other hand, has a traditional connotation beyond the applicability of any creative content. It is an individual's attitude, which can be stimulated in a creativity-enhancing environment and which, in its initial stage at least, is application-neutral. The traditional concepts of cultur, rather placed in aesthetical/artistic and educational spheres than in business environments, were meant to cover such creative activities； they have been the domaine of the relevant agencies in public administration for centuries. However, creativity in this aspect has become a luxury from a financial point of view. Its subsidy-intensive character has come under enormous pressure in times of budget cuts and new economy developments, which globally shape national/municipal political measures nowadays. Politically, 'creativity' is clearly being re-defined in terms of economical output. 

III. I shall argue that the promotion of creativity in the traditional sense may have a positive impact on 'creativity' as defined in commercialisable terms. Cultural policy should also consider this perspective as one of the priorities of its agenda. There are at least two reasons in favour of this assumption: 

1. Creative industries in the first sense involve, to a certain extent, artistic skills, which could be enhanced by increasing the number of platforms of public artistic/aesthetic discourses within a community/city/country. Participation at such discourses might function as incentives for individuals to create 'contents' with a certain educational and artistic/aesthetic standard. (popular in Taiwan: creating applications, but copying contents) It is this combination of fine arts and technical innovation that has achieved awards and acknowledgements at the first Vienna city "Call Creative Industries – Vienna 2002". This example will be elaborated. 

2. Changing social conditions in the wake of the globalisation process require changing individual skills for better employablity such as (apart from expertise) flexibility, mobility, originality, curiosity, sociability, life experience, non-dogmatic approaches, critical attitude, team work and others. This design of modern job requirements in general is similar to the one requested in the creative industries sector, it is seen as an important tool to create solutions where they cannot be prescribed. Just like in arts or humanities, which are 'soft' sciences with multidimensional approaches to a variety of equally valuable solutions. This 'soft' version of creativity could have considerable (and desirable) influence on the technical version, thus creating desirably original synergetic effects. World corporations such as VW or Mercedes educate their future elite managers under these aspects. 

IV. This paper concludes with some personal remarks on aspects of the cultural landscape of Taiwan. The reader may or may not agree with my observations accummulated during my stay in Taiwan for nearly 4 years. Whereas Taiwan is considered to be a highly developed country with respect to technical innovations (production； personal habits), there is still sufficient space to promote creativity in a traditional cultural sense. It seems that a creativity-enhancing social and cultural environment could and should be promoted to a considerably higher degree than is the case now: Prevailing family priorities (concerning socializing abilities with non-family members； mobility； life experience), a rather authoritarian educational and social system (dogmatic approaches； repetition as a virtue； non-critical attitudes； reduced curiosity； obedience), de-stimulating mass media (local news only； moralizing images), scarce artistic manifestations in public life, and others are not favouring an atmosphere of creativity. - A bonanza for future cultural policy activities promoting creative industries. These points will be elaborated. 
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摘要:

I. 本報告係說明推廣創意產業之文化政策互補面。最新發展顯示，就廣義而言，「創意產業」這個名詞越來越偏重技術創新方面的創意（新媒體、數位內容產業等），及其在較傳統服務/文化業界中的應用。這種跨領域的結合預期將比其他行業創造出多更多的工作和工作機會。同時，應該也會創造出（呈現）新的通訊和娛樂內容與形式，最後演變為新的生活文化（社交行為、態度、生活方式、品味、時尚、人際關係等）。創意產業會創造新的消費需求，消費需求再喚起創意反應（包括新內容）。諸如此類。這個動態過程的結果尚無定論。誰也不知道創意產業觀念的過程會產生什麼樣的結果/產物/解答：我們不知道新的內容會是什麼。雖然創意產業是以內容為導向，但卻越來越重視內容製作的程序和形式層面（應用形式）。

II. 另一方面，除了創意內容的應用以外，「創意」還有一種傳統意涵，即個人的態度，鼓勵創意的環境可以激發出個人的態度，而這種個人態度的用途不明，至少在初期階段是如此。傳統的文化觀念，通常是就美學/藝術和教育領域而言，而非商業環境，等於涵蓋了此類創意活動；數個世紀以來，創意活動支配著公共行政的相關機構。然而，就財務觀點來說，這方面的創意卻是一種奢侈。全世界現今都在精簡國家/市府的政治措施，在預算刪減與新經濟發展的時代中，需要大量經費補助的創意活動更是蒙受著巨大的沈重壓力。在政治上，我們就經濟成果方面，給了「創意」一個明確的新定義。

III. 我應該說，從商業化的觀點而言，以傳統意義來推廣「創意」可能會給「創意」帶來正面的影響。文化政策也應該將此觀點視為重要的待議事項。至少有二個理由支持這項假設:

1. 就某個程度來說，首先，創意產業包括藝術技能，增加社區/都市/國家中的公共藝術/美學論壇的舞台和管道可以提升藝術技能。參加這類論壇可以鼓勵民眾創造出有一定水準的教育、藝術「內容」。（台灣流行的是創造應用，而不是複製內容。）也就是這種精緻藝術和技術創新的結合，使我們得以在第一屆維也納「呼喚創意產業—2002維也納」中獲獎，並贏得肯定。稍後將有詳述。

2. 在全球化的覺醒過程中，要改變社會地位就必須提升個人技巧，以獲取更好的就業能力，而就業能力（除了專業以外）包括適應力、機動性、原創力、好奇心、社交能力、生活經驗、靈活的做法、懷疑的態度、團隊作業等等。一般來說，現代工作的需求和創意產業中所需要的相仿，找出問題的解決方案都被視作一項重要的工具。就像藝術和人文一樣，都是「柔性」科學，有好幾種芳法可以找出同樣有效的解答。這種「柔性」的創意對技術層面影響深遠（正面的影響），因而可以產生前所未有、相輔相成的正面效果。諸如福斯或賓士等世界級公司都是以此來教育他們未來的管理菁英。

IV. 本報告總結了幾點個人對台灣文化地標的淺見。讀者大可不必同意這些我在台灣近四年來所觀察到的現象。台灣在科技革新（製造；個人習慣）方面，被視為高度發展的國家，但在傳統的文化意識上，還有推廣創意的空間。我們可以也應該大大提倡鼓勵創意的社會和文化環境:家庭優先（關心非家人的社會能力；機動性；生活經驗），而不是填鴨式的教育和社會系統（教條式的方法；道德勸說；全盤相信的態度；不具好奇心；順從），抑制大眾媒體（只能播報當地新聞；道德形象），民眾生活中少有藝術表演，以及其他不支持創意環境的事項—推廣創意產業、未來創意政策活動的致富之源。以上幾點稍後將有詳述。
