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Abstract.   

In this paper cultural capital will be defined and promoted as economically valuable, 

thus attracting investment with community and political support. 

 

The paper will then illustrate how cultural capital also influences social, environmental, 

economic and cultural well-being. Examples of cultural capital use will include the 

design of a new housing development, income generation projects and the 

development of social capital using the arts.  

 

Global understanding, social and economic cooperation and cultural diversity will be 

noted whereby cultural capital is used to promote understanding 

and peace. 

 

The histories, stories, ideologies, values and rituals that are part of culture will be used 

to provide genuine progress indicators (GPI), which identify opportunity costs and 

explain multiplier calculations for economic planning. 

 

Cultural capital investment will be identified that creates jobs, enhances cultural well-

being, enables income generation and stimulates economic growth even in this 

challenging economic climate. The development of clusters, markets, hubs and arts 

marketing activities will be part of the discussion. 
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Paper and presentation. 

Measuring and promoting the economic, social and environmental 

value of Cultural Capital 

 

Tena koutou, tena koutou, tena koutou katoa.  Greetings to you all, Greetings. 

Minasama konnichiwa, New Zealando kara kiteshitimasu Penny Eames desu. Oaidekite 

taihen ureshidesu Yoroshiku    

  

Hello, everybody, my name is Penny Eames from New Zealand. I am very happy to 
have a chance to meet with you. 
 

Thank you for your invitation to give a paper at your conference today.  

First let me acknowledge the people of Japan and particularly your grief from the 

earthquakes and Tsunami last year.   

Your specialists came to help us here in New Zealand after our devastating earthquake 

in February 2011. Your nation provided support and love, but our grief was nothing 

compared to the tragedy that engulfed you 17 days later.  Our love and thoughts are 

with you still.  Your tragedy was so much greater than ours, but we can feel empathy. 

We too are hurting, so in a small way we do understand your loss.      

Today I am here to talk about more pleasant things.  I am here to talk about our 

cultures and the way we can celebrate them for the benefit of our people and the 

people and communities we care about.   So let us start with a lovely story of success. 

Cultural Capital in action 

Geeveston is a small town in Tasmania, Australia.  In the 2006 Australian census this 

town had a population of 1585 people1.  Geeveston was a thriving little town for two-

thirds of last century.  There was timber, apples and farming and this little town 

provided the service hub that supported these sectors of activity in the region.  There 

were trading banks, commercial outlets and shops.   

Then the boom days ended.  “A pulp mill was opened in the town in 1962, and was 

Geeveston's largest employer until the plant closed in 1982, devastating the area 

economically”.[3]   

Then apple trees were pulled out and farming declined.    Like many rural towns 

throughout the world, Geeveston declined. People, particularly young people moved 

away.  Two of the three banks closed, commercial businesses moved and jobs became 

                                       
1 Australian Bureau of Statistics (25 October 2007). "Geeveston (State Suburb)". 2006 Census 
QuickStats 
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hard to find.  With the boom days over the town looked sad. Shops displayed For Rent 

signs in the windows instead of goods for sale.  Businesses like the movie theatre and 

farm service yards lay empty.   

Yet when I visited Geeveston in May 2012, I found a new and exciting town with happy 

engaging people and a positive outlook on life.  At ten o’clock on Monday morning as a 

stranger I was welcomed by a young woman and then by a couple. There was a buzz in 

the air and the town was thriving.       

So what happened that brought this little town back to life?   Well, two things - one 

from the town and one from the federal government.  Both of them used cultural and 

environmental capital to stimulate new innovative products and services.  

The first project set up by government and opening in 2001 was a regional initiative. 

That initiative was the Tahune Forest Air Walk (Air Walk) located in the mountains of 

Hartz, half an hour away by car from Geeveston.  This Air Walk gives tourists coming 

from Tasmania and overseas an opportunity to walk in the canopy of the big gum 

trees; see the river from above and observe the birdlife of the mountains.  Tour buses, 

school groups, private individuals and their families started to flock to the Air Walk and 

experience the forest environment.  

The Geeveston community knew it had to reinvent itself to benefit from this tourist 

attraction. It had to make sure the tourists going to the Air Walk stopped in their town.   

During the 1990’s two timber specialist timber organisations had been set up.  The first 

a specialist Timber Shop (Island Specialty Timbers} and a timber museum opened in 

Geeveston.  The Island Specialty Timbers shop sold and still sells off-cuts of the special 

woods of the area. (Sixteen different lots are available - logs of myrtle, figured eucalypt, 

wattle, black-heart sassafras, blackwood, huon and celery-top pine logs plus a slabbed black-

heart sassafras log, a pack of dry sawn white sassafras timber and short blocks of tiger myrtle 

recovered from stumps2) It also sells handmade wood and wood products for local and 

national wood turners and carvers, including locally made bowls, boxes and carvings.    

The second is a timber museum and specialty shop called Southern Design Centre 

which was set up in the old Picture Theatre. This museum also and sells craft work for 

a network of workers in wood.  These two sales outlets did attract visitors the town, 

particularly people who have a special interest wood and wood products, but these 

wood based industries we not enough to stop all the tourist tour buses and individual 

visitors.  

At this point of time in 2001, the second project was conceived and this was to draw on 

the towns own cultural capital and timber resources and to make Geeveston a 

destination. 

What was exceptional for Geeveston was that the Council in the early part of the 21st 

Century commissioned a series of life sized sculptures. All made with wood and all 

depicting some of the history of the town.  

                                       
2 http://islandspecialtytimbers.com.au/shops/ist 



Measuring and promoting the economic, social and environmental value of Cultural Capital      

 

 
Penny Eames, New Zealand    International Conference on Cultural Economics – June 2012  Page 4 

By focussing on their history, their timber industry, and the local talent (cultural 

capital), together with the timber museum and specialist timber shop, Geeveston 

transformed itself into a ‘must visit’ destination for visitors going to the Air Walk.     

The Air Walk is 90 minutes by car from Tasmania’s capital Hobart, and 35 minutes 

from Geeveston town itself.   The goal was to stop the buses and the cars so they 

could bring income to the town and to do that they draw on their cultural capital, their 

love and understanding of timber and their ability to make things with that timber. 

They needed all those going to the Air Walk to stop and spend money in their little 

town, to buy lunch, coffee, antiques, art and craft and if possible also stay the night in 

a local Bed & Breakfast accommodation.   They needed to use their cultural capital to 

make a friendly pleasant place to have a picnic, a toilet stop, to drink a cup of coffee 

and to buy souvenirs. Some stopped both ways to the Air Walk and back on the way 

home.  

What they did was amazing and truly a community effort. Today the town is proud of 

itself; the empty shops have craft and art galleries and food outlets. The town is alive. 

People come to the Museum and shop, but like me, they wander around the town 

photographing the sculptures and shop.    What is as important is that the tourists now 

all stop, and the cafe, bakery and the “best pies in Tasmania” feed these tourists and 

locals.   There are new jobs, some at the Air Walk, but also more in the town.    Even 

some of the young people are staying and not moving to the big city of Hobart and 

beyond. 

What is most important about this is the cultural and social well-being of the town. Just 

walking around I could assess what was the reflection of the genuine progress indicator 

(GPI) of their use of their renewed social and cultural capital.    During my half hour 

stay in the town at 10.00am, first a young woman and then a couple, stopped and 

talked to me about the town.  They explained about the carving. They told me: “That is 

the doctor who delivered me”  “That was the mayor when I was growing up” “Have you seen 

the canoeist? – he won the world championship when I was a young girl” – These comments 

were unsolicited, and both conversations gave me a picture of a town that was proud 

of itself and inhabitants excited that I was photographing their sculptures and their 

town.    I say “their” because cultural capital is owned by a town and the residents of 

Geeveston owned the environment and they were therefore my hosts and it was their 

role to welcome me to their town.   This is cultural capital and when enhanced, that 

capital can turn to economic wellbeing.  But more of that later in this paper. 

 What is Cultural Capital? 

So what is cultural capital and how can it be used and invested to provide economic as 

well as social, environmental and cultural wellbeing?  Here are a few definitions.    

“Cultural capital describes the value of culture when measured as an asset in terms of 

economic, social and environmental resources”3. 

                                       
3 Eames 2006 
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“...the term cultural capital is used because, like money, our cultural inheritance can be 

translated into social resources (things like wealth, power and status) and the cultural capital 

we accumulate from birth can be “spent:’ in education systems as we try to achieve things that 

are considered to be culturally important4”. 

“Cultural capital is an important aspect of social capital and social capital is an expression of 

cultural capital in practice.   Social capital is based on and grows from the norm, values 

networks and ways of operating that are the core of cultural capital”.5 

To understand these quotes we also need to understand what we mean by the word 

culture.  The easiest definition I have found is based if from UNESCO and this 

definition was accepted and adopted in the Declaration on Cultural Diversity in 2001. 

“...culture should be regarded as the set of distinctive spiritual, material, intellectual emotional 

features of society or a social groups, and ... it encompasses, in addition to art and literature, 

lifestyles, ways of living together, value systems, traditions and beliefs6” 

In my publications I have simplified the meanings and suggest that: 

  “culture is the histories (myths), ideologies, values and the rituals that expresses them7”. 

This simple definition gives us the headings for analysing the existing culture of a 

society, town, community or group.   We can look at these different headings – 

histories (heritage and myths), values, ideologies and rituals (ceremonies behaviours) 

and note the positives and negatives. Then we can see how these characteristics of 

culture can be used to enhance wellbeing generally and become assets.   

A Resource Audit 

So how do we analyse existing cultures, and then how do we use these cultural 

characteristics?    I would suggest that a workshop or several workshops are the best 

way, but individual interviews with a range of people including educationists, the 

elderly and members of the local community who should be involved. 

The groups and individuals are encouraged to make lists. First, of some of the historical 

stories (true and mythical), then, discuss and list the characteristics of their ideologies 

and values, and then list again all the rituals, that includes festivals, religious 

ceremonies, patterns of living, working.    These last headings can include everything 

from the way we share food – a barbeque, wedding breakfasts, cafe life and the 

humble meals.   

The discussions can be animated and fun.  The workshop gives you the picture of the 

group, town or community – the workshops identify the local cultural capital. 

Alongside this discussion of cultural characteristics they need to make lists of the 

physical, material and social assets.    What buildings, what skills, where they are in 

                                       
4 Bowles 2006 
5 Robinson & Williams 2001 :p55 
6 UNESCO 2002 
7 Eames 2009 
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relation to a rail link, a main road, the sea, a forest or a tourist attraction.   In the case 

of Geeveston there was the Air Walk, the tour companies, the Timber Speciality shop 

and lots of people who were skilled woodworkers.    All of these are valuable and make 

up the cultural capital of the town.     But there is always more than that.   There are 

the values of the people in the group.   What I found in Geeveston was a willingness to 

be open and share the stories by the local residents. This openness and welcome is a 

precious part of cultural capital.  This value will affect the service in the pie and coffee 

shop, the supermarket and make the craft shops special and will develop the 

reputation of the community.   While we were in the craft shop the assistants offered 

us lots of helpful suggestions to enhance our visit, the young woman in the 

supermarket made me feel welcome.  

This cultural capital, for me, was the most important genuine process indicator. (but 

more of that later)   The final step in the Resource Audit is the analysis.   The different 

components are brought together, mixed and matched, brought into clusters and 

designed into a cultural map with potential for real growth and income generation. 

When a town loses its hope and jobs vanish, people move away. Those who stay often 

become disillusioned and retrench into themselves.  As the cultural capital is enhanced 

and used again, the pride comes back and the openness returns. Only when the 

cultural capital is released again can a community be reborn. 

Cultural Capital is different from Social Capital 

This cultural capital is not just social capital, it is far more.    Social capital is very 

important, and it is the basis on which networks and communication thrives. There is 

now plenty of research on social capital, but all the research shows how important it is 

to add cultural capital to the conclusions if we are to provide for a wider understanding 

of how communities work and interact.  So for me: 

Social capital can be created by bringing people together, but cultural 

capital is already there in the skills, resources and behaviours of the 

people of the town or community and it is by using and acknowledging 

these resources that social and cultural capital come together to become 

valuable in economic and well as social terms.  

In Waikanae, my home town in New Zealand, I was commissioned by a developer to 

write a “Social and Cultural Plan” for a large new housing division.  This was an exciting 

and innovative task.   Jonathan Smith the farmer/ developer wanted his development 

of Ngara to reflect the culture and the environment of the existing town, beach and the 

district around it.   He didn’t want the new development imposed on our town and he 

didn’t want it to be like every other development in the world.   He wanted something 

that was true to our own Waikanae culture.   

 In preparing the plan we interviewed local residents about the history, ideologies, 

values and rituals of the local community and particularly the land we were turning into 

a small town. We interviewed the old people who had lived and farmed the land 70 and 

80 years ago. Then we incorporated this information into the planning for the 
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subdivision. What it meant was that the indigenous people and their history was 

treated with respect, but also the history, the birds, sand dunes. The streams and the 

wetland were preserved and the housing was to be within the subdivision, not on it.   

The area was to be enhanced rather than destroyed.   This was exciting and the 

resulting plan highly commended as “exemplary” by the planning commissioners.   For 

lots of reasons, including the global economic downturn the town has not yet been 

built, but what is interesting is that the plan has been used by other developers in the 

region so that smaller developments are now working with the culture and 

environment and the cultural capital celebrated and acknowledged.  That plan can be 

download8 or you can email me for a copy of the PDF penny.eames@paradise.net.nz 

The value of history (heritage) stories, ideologies, values and ritual 

In the Geeveston and the Ngara examples heritage was seen as very important.   

In Geeveston if a resource audit had been conducted it would have seen the Air Walk 

and the tour buses driving through their town as positive assets and then it would have 

seen the timber skills, the wood workers, the coffee and pie shop and then the using of  

their cultural capital to build the amazing sculptures.   I suspect the sculptures were 

quite expensive and in many towns I can imagine the town councillors arguing about 

that expense, but the resulting economic benefits far outweigh the cost.    What is so 

clever about these sculptures is that they tell the story of the town.  Each sculpture has 

an interpretation board. Each board explains the individual history of the person or 

people depicted.   Now back to the topic. 

Measurements of cultural capital 

In this paper I have promised to outline ways to measure cultural capital and the 

following couple of paragraphs will give some suggestions and measures I hope you 

can use and understand.    So first, here is a bit of Level 101 Economics as applied to 

cultural capital.    

Genuine Progress Indicator (GPI) and how do they apply to Cultural Capital 

Any measurement of growth should include what is really happening in a community.   

Not just growth for growth sake, something that can happen when a large mine, a big 

factory or when a motorway is placed in the district.  The true measures are, I believe, 

what is actually happening to the people and their lives in the district.  

Yes job creation is important, but income generation is also important and sometimes 

income generation and the thriving of small businesses and sole traders provide the 

district with the kind of vibrant atmosphere I found in Geeveston.    

What we want with growth is true growth – growth in self esteem; growth of networks; 

people not living in poverty of spirit; people who help each other and as important, 

people who know they belong.   To have these we do need a sustainable income 

                                       
8 Ngara Social and Cultural Plan  
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stream. Hence the development of a measurement system called Genuine Progress 

Indicator (GPI’s).    

So what is this measurement?  

The genuine progress indicator (GPI) is an alternative metric system which is an addition to 

the national system of accounts that has been suggested to replace, or supplement, gross 

domestic product (GDP) as a metric of economic growth. The GPI is used in green economics, 

sustainability and more inclusive types of economics commonly known as "True Cost" 

economics. GPI is an attempt to measure whether a country's growth, increased production of 

goods, and expanding services have actually resulted in the improvement of the welfare (or 

well-being) of the people in the country. GPI advocates claim that it can more reliably measure 

economic progress, as it distinguishes between worthwhile growth and uneconomic growth9. 

This is an interesting and positive monitoring system as it can take into consideration 

wider values and include cultural capital.  This process also includes measurements of 

all four well-beings: that is, social, cultural, economic and environmental wellbeing.  In 

Geeveston we could see that the town was progressing by the friendly, warm and 

positive ‘feel’ of the people in the street. 

Increasingly decision makers are asking for performance indicators so they can 

measure the outcome and impact of spending money to grow jobs and reinvigorate 

areas that have been experiencing depression and factory closure.   Those 

measurements are all financial indicators – what they are not measuring is health, 

wellbeing or happiness.  They are not measuring the growing gap between rich and 

poor.   

What I want you conference delegates to think about, is a future in which these GPI’s 

are part of the process of planning. I want you to plan GPIs in the evaluation of your 

programmes, and in your results data to include such things as improved health 

statistics, lower suicide rates, less drug and alcohol use and abuse, a reduction in the 

gaps between rich and poor and something about the improved passion and ‘spirit’ of 

your town or community as a result of your project. 

If you are interested in this approach, then there are examples and methodologies on 

the internet. 

Measurements of cultural capital, using number. 

What always saddens me is that when we apply for funding for projects looking for 

community investment and when we seek the support of government both local and 

national, we have to make the arguments in financial and economic terms, rather than 

cultural terms.    

We have to give economic arguments for why we think there should be investment in 

the arts and culture and what financial and economic return we will produce.    While I 

find this task frustrating it is important that we understand the tools and the 

                                       
9 http://en.wikipedia.org/wiki/Genuine_progress_indicator  
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calculations so we can use them together with measurements of cultural and social 

capital and then offer to evaluate using GPI’s.   So for this paper I will give you a few 

guidelines to follow which might be useful as you seek investment in your projects. 

I deliberately use the word investment, as for this part of this paper we need to speak 

the language of those who might be willing to invest in our cultural capital based 

projects. 

So first let us work with some numbers and calculations. 

When sports administrators argue for the spending of millions of dollars to hold their 

events in a town or city they use a system that is sometimes called “the multiplier 

effect.”  The argument goes that for every dollar invested by a local government or 

country in hosting an event there are subsequent increased amounts spent in the town 

or city.   While this is true and the calculations are often slight exaggerations, let us 

assume we want money for say, a festival in your town or for having a market. So let 

us look at using the same arguments.  

The individual or tourist coming to the town may spend $55 on the ticket to the event; 

$100 per night on accommodation; $100 a day on food and $45 a day on transport.    

These add up to $300. (all estimates of course)  The multiplier effect would be found 

by taking that amount and multiplying by the number of days the event lasts and the 

number of times that money turns over in the community - which for this exercise is 

twice.     To understand this we assume the people attending the event will spend that 

$300 money on goods and services in your region and that the people that receive that 

money will then spend that $300 on goods and services also in your community. The 

multiplier amount for this event with an audience of 5000 people would be   5000 X 2 

day X $300 = $3,000,000 (“direct economic impact”) plus the multiplier amount of x 2 

makes $6,000,00010.  This second figure is the multiplied number called the “indirect 

economic impact.”   This is money circulating in your community which is seen as a 

direct impact of the event. 

So your argument for your two day event would be that if there is a government or 

local government investment of $1,000,000 – the return to the community and 

community businesses would be $6,000,000.     

Of course this doesn’t always happen, but for some events it does and it is an 

argument used by sport events, so why not for community cultural event?  I have seen 

the indirect economic impact multiplier figures calculated as a multiple of 5 x the daily 

                                       
10
 Matheson Victor A  (2006) A typical predictive, or ex ante, economic impact study of the type 

used by event promoters estimates the number of visitors an event is expected to draw, the 
number of days each spectator is expected to stay, and the amount each visitor will spend each 
day. Combining these figures, an estimate of the “direct economic impact” is obtained. This 
direct impact is then subjected to a multiplier, usually around two, to account for the initial 
round of spending recirculating through the economy. This additional spending is known as 
“indirect economic impact.”  Thus, the total economic impact is double the size of the initial 
spending. 
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rate. These higher multiplier figures assume the money moves around the community 

5 times or more.  

What we can add in our impact statements is the multiplier effect in regard to the 

social and cultural capital as it also enhanced and developed the project process.    We 

should try also to measure a sustainable and outcome plan in terms of community 

pride, self esteem gained, skills developed, networks reinforced and these are as 

important as income generators for business.  

I haven’t seen numbers calculated for farmers and the craft markets that happen every 

weekend, but it would be possible to work out these figures.  What is significant about 

the farmers market economy is that almost always the money that is spent in the 

market is then re-spent in the community.  That doesn’t happen in total when money is 

spent in a supermarket.   In a supermarket the benefit is the money spent on salaries, 

but a lot of the balance goes outside your area to the supermarket chain and distant 

distributors and producers.   

In the Geeveston example the only economic impact figure I can find is the daily total 

spent in Geeveston in relation to the amount spend per visitor to the Air Walk, but this 

figure does show that given careful planning a town can benefit from a tourist 

attraction, even if it is 35 minutes away.  

“Since I opened the Air Walk almost six years ago, 750,000 people have visited it.  Over 

the past four years, it has averaged nearly 400 visitors a day....   A report by economist 

Dr Bruce Felmingham said that $1.57 was spent in the local community [Geeveston] for 

every dollar spent at the Air Walk”.  (Premier, Paul Lennon – Brand Tasmania Newsletter 

June 2007, Issue 72.) 

This speech by Premier Paul Lennon does not tell us the amount spent at the Air Walk 

per visitor. The entry fee is $25 adult and children $12.50.   Assuming some spend in 

the café and shop an estimate that $15 might be the average. Then multiply x 400 

people a day x 365 days x $23.55  ($1.57 per $1.00).  

These calculations show the extra money coming into Geeveston of at least $3,438,300 

per year. This would certainly have justified the cost of the carvings.   If we used the 

multiplier calculation system this $3.4 million doubles as it is circulated in the region.    

Skills development and acknowledgment 

We also have to be careful that the outcome of our project is not only measured in 

terms of existing capital.  As suggested before, we need to observe what is happening, 

short and long term in the communities.  We need also to measure the amount 

reinvested in product enhancement and skills development.  In community situations 

there are a considerable number of skills shared in community education in informal 

settings, but formal training needs to be available and at a realistic cost.   

For market, events and self-employment to be successful in a long term, the products 

have to change, develop and get more professional.  Buyers have to come back for 
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more and week after week. They want to see new as well as old products. Our goals 

must be about sustainability as well as one off community gain. 

It is my opinion that in every community in the world, there are untapped skills; there 

are innovators; there are artists, there is intangible cultural heritage, performance and 

craft men and women who do not sell or share their talents or their products.  There 

are skills, products and resources waiting to be harvested and turned into a crop of 

income earning opportunities.    

The challenge of working out the value of these resources is thinking into the future.     

Where there are empty factories, warehouses, theatres, shops, houses, the question 

has to be how can these be filled and give a return? How can these resources generate 

income with the minimum of investment and expenditure.   

Maybe a council paying rent on a community shop for twelve months and giving 

backup advice in the way of financial services on taxes, health and safety rules, 

marketing and distribution, by investing several thousand dollars, could reap a return 

from the local craft people in excess of $15,000 re-spent in the community. Remember 

there is also still the “indirect economic benefit” we find through the multiplier effect.   

The marketing rules would need to be followed, the products packaged properly, the 

advertising professional, credit card payment systems, but in the end the economic 

wellbeing of the producers would be enhanced, together with social and cultural 

wellbeing. 

If governments will not engage or invest in cultural capital then what can we do 

ourselves?  Are there local solutions to this global credit squeeze crisis? Initially we 

might need to find private investment and for this we would need to make a strong 

business case using financial calculations. 

Income generation doesn’t just happen, it has to be stimulated.  

There has to be distribution. There has to be marketing. There has to be passion and 

processes that make it possible for people to sell and people to provide services for 

sale. There has also to be investment and research into raw materials and heritage 

processes in art, craft and music. 

When creating an innovative cultural product using existing cultural capital, research 

can be over a wide range of fields. This applies equally to performing and music arts as 

it does to craft and visual arts.   

Opportunity Costs and Cultural Capital 

Another way to measure culture is to look at a different way of doing some tasks.  

These different ways of doing things are often measured as opportunity cost or as the 

investopedia website suggests. “ The cost of an alternative that must be forgone in order to 
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pursue a certain action. Put another way, the benefits you could have received by taking an 

alternative action11.” 

Or more simply “opportunity costs are simply the cost of doing something a different way´12. 

To illustrate the benefits possible by taking a culture-based alternative action we could 

well look at something as dramatic and expensive of war?  Could it have been possible 

to measure the cost of using cultural capital and cultural workers instead of army 

personnel and bombs in war zones?  If so, would the US and Britain have acted 

towards Iraq or Afghanistan without the army would there be a different and more 

positive outcome, with less bloodshed and at far less cost?      

In a similar approach what would have been the cost of getting democracy in Iraq?  If 

the USA and Britain had employed cultural workers to work with the communities in 

some way, maybe we could bring understanding, and then would this have led to 

democratic rule?    Would it have been possible to have a dialogue that meant the 

various cultural groups could have shared histories, values, talked about and 

conducted together various rituals and festivals, meals and ceremonies and then come 

to some understanding of each other?  I am sure that this alternative process would 

not have cost anything like the cost of the Iraq war; the war in Afghanistan; or the 

years of war between the Catholics and Protestants in Northern Ireland.     

If these wars are about terrorism then maybe finding the cultural roots of terrorism, 

poverty and abuse and tackling that with income generation and then the 

acknowledgement of cultural capital may well provide peaceful results.  It is interesting 

to see the way the internet and words on Twitter and Facebook are changing the 

political landscape.   Can we measure this cultural capital? 

Peace through using cultural capital 

One of the other exciting things about cultural capital is that it can be used to enhance 

relationships between different people.  It can be used to share behaviours and 

histories.  The only problematic area is in the area of ideologies, yet even in this area 

of culture it is possible to have dialogue and acceptance. We know that most major 

wars have been about conflicts in culture, but most frequently that part of culture 

which is about ideology and religion.   If it isn’t about religion it is about physical 

resources, including oil and food, but an underlying challenge has usually been lack of 

communication because of ideological differences.  These are part of culture.   

The conflict between the Sunni and the Shiite communities13 is still a cultural and 

ideology one. The US/ British war did bringing down the dictator but has yet to solve 

                                       
11 http://www.investopedia.com/terms/o/opportunitycost.asp#axzz1uzuQ6HdL  
12 Eames (2006 p.48) 
13 The relationship between the ideologies of Sunnis and Shiites is comparable to that of the Catholic and 
Protestant divisions of Christianity in the commonality of some fundamental beliefs. The historic 
background of the Sunni–Shia split lies in the schism that occurred when the Islamic prophet Muhammad 
died in the year 632, leading to a dispute over succession to Muhammad as a caliph of the Islamic 
community spread across various parts of the world which led to the Battle of Siffin. Sectarian violence 
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the conflicts in that country.   Eventually the peace reached in Northern Ireland was 

through understanding, negotiation and people, the communities coming together and 

wanting peace.    

Opportunity Costs and Income generation. 

Statistics from all of our countries measure employment.   The ups and downs of 

employment and unemployment figures are meant to tell the story of commercial 

growth or decline.   When a big business puts off its staff the media flash the numbers 

into our living rooms on TV and through the newspaper.  Yet in our country more 

people work in small businesses and more people earn income through self 

employment.   “Most New Zealand businesses are small. Almost 89% of the enterprises 

recorded in the Business Directory had five or fewer FTE (Full time equivalent) employees in 

1998, and less than 1% had 50 employees or more14 “ 

Yet there are few policies that really stimulate small business and almost none that 

encourage sole traders to branch out, employ more staff or to export. We talk about 

jobs, yet we could encourage small business to grow and this would stimulate our 

economy.  We could set up mechanisms to encourage distribution and marketing of the 

products and services of small business and we could spend far more on training and 

skills development for the owners and developers of these small enterprises.     

Looking at cultural capital and thinking about opportunity costs, it could be suggested 

that the millions of dollars spent on research and development for the large companies 

could be better spent providing income generation research for small traders.    I would 

suggest that if the small trading craft and arts people were encouraged and provided 

with far greater income generation support then this could stimulate the economy for 

less investment than hoping that big business will magically produce more employment 

in economic global crisis. 

Income generation 

Before we can measure economic growth in the cultural sector we need to understand 

how the sector works.   The cultural and creative sector is full of small enterprises.  

Many are amateurs; many produce art as a hobby and many link themselves to small 

not-for-profit clubs.   The nature of the sector does not encourage income generation, 

yet the potential is great, waiting to be tapped and enhanced.  This potential is present 

particularly in fabric art, music, composing, writing, pottery and many many other art 

forms. 

I would suggest, with the fear that artists will object, that most of the artists and craft 

people I have met are abysmal sales people.   They can no more run a successful 

business than then can understand complex economics.   They are good at what they 

do – they are creative, innovative and passionate.  Some are very good at all of these, 

but not at running a business.     

                                                                                                                                
persists to this day from Pakistan to Yemen and is a major element of friction throughout the Middle East.  
(Wikipedia) 
14 Morrison, Andrew (1999) 
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Some artists apply for Arts Council grants to stimulate their small businesses and a few 

manage to have mentors and business advisors, but there are I would suggest, in my 

country alone, hundreds of thousands of visual, performing, literary and craft artists 

who do have the potential to make income of some kind, many in a way that would 

sustain them and contribute to their household income.     

So why don’t they?   The reason is one of priorities and knowledge. Understanding how 

to run a business is not taught in many schools and certainly not in craft and art 

schools.   Understanding Goods and Service Tax and Income Tax goes into the ‘too 

hard’ basket. The details of the financial affairs and cash flow, budgeting and 

deprecation could be words from a foreign language.     

What is needed is for these functions to be delegated. Ask most artists to employ an 

advisor or accountant and they will run a mile rather than pay for help.  While this is 

totally irrational it is a fact and not only applies in New Zealand.  I have watched 

similar behaviours in South Africa, Australia and the United Kingdom.   I am sure it is 

the same in other countries.   This refusal in most cased to join the economic world 

means their businesses stay small and their ability to sell and provide services limited 

to pocket money and small arts council grants. 

What is needed is an acknowledgement and acceptance of this reality and then 

systems to be put in place that will enhance the opportunities for growth, provide the 

market and distribution networks and support the financial side of the arts businesses.   

An arts professional in Scotland once likened the arts and craft people of his region to 

trees.     He suggested that the trees only flourished if they were trimmed, cut back, 

staked up and watered with praise constantly.   What one could never do was to take 

the tree out of the ground and ask it to go to the market or distribute its fruit (art 

products). When this happens the tree dies.  He said someone else needs to do that 

distribution and marketing.   That is the role of the marketing agencies.   Not taking 

over, just supporting, cutting back, encouraging and creating opportunities for the 

products to get to the market and to sell.     

Markets, festivals clusters, trails, hubs, arts residencies, secure websites, shops, 

events, performances. 

During this conference you will have heard lots of presentations about successful and 

not so successful ways to market the arts.  The way to measure success is sometimes 

through measures of cultural capital and how the processes enhance the cultural 

wellbeing. 

Education, Skills Development and Intangible Cultural Heritage 

Any plans to increase cultural investment need to be matched with research and 

education.   In every town, city, community and country there are cultural treasures 

and creativity.   There is also skills and knowledge that we are in danger of losing, art 

forms dying as people grow old and skills not being shared. There are also younger 

generations with changing values, little spare time and sadly the demands of current 
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internet age are encouraging passive rather than active hobbies.  We must invest 

capital in this education or at least record and preserve the skills for future 

generations.  As governments cut adult education programmes, craft art expertise is in 

danger of being lost.   The knowledge and the skills do need to be passed on to the 

next generation who may have a different value system, but could again appreciate 

homemade, original crafts. 

Books on creativity and marketing culture 

If you are serious about wanting to develop cultural capital there many books that can 

help with your reading.    

You could of course start with my book “Cultural Well-being and Cultural Capital” which 

can be downloaded free from www.artsaccessinternational.org but there are other 

books and articles as well.   

If you are wanting to support your arguments for government investment you might 

have to turn to the prestigious United States writers and quote from their books,  but 

there are now many others writing and internet searches of investment on cultural 

capital which will bring new ideas.    

There are also now a significant number of books and writers who have documented 

the importance of creating creative cities and communities.   What they all stress is the 

important role the arts play in stimulating income generation in a variety of ways.     

They all suggest that investment will need to be made on the infrastructure that 

creates the creative society. 

Possibly the most quoted and famous of these is the book; The Rise of the Creative 

Class, by Richard Florida. Also quoted often is Michael E. Porter, Professor of Business 

Administration at the Harvard Business School. Professor Porter’s ideas on clusters, 

first introduced in 1990, has given rise to a large body of theory and practice on 

culture development throughout the western world.  Cluster-based economic development 

thinking has resulted in many hundreds of public-private cluster initiatives in virtually every 

country. The article “Clusters and Competition: New Agendas for Companies, Governments, and 

Institutions” and On Competition (1998) provide a summary15.   

While clusters have been a reality in Asian countries for thousands of years, Michael 

Porter does give some valuable ideas for measuring their effectiveness particularly in 

first world nations.  

Investment in creativity  

I sometimes wonder why the small creative industries do not attract investment from 

governments.  Here in New Zealand there is huge investment in the film industry with 

changes to employment law and with large tax incentives.  The government and 

successive governments acknowledge that our creators are quite special and that 

Richard Taylor and WETA workshop and Peter Jackson and The Hobbit or the Lord of 

                                       
15 http://drfd.hbs.edu/fit/public/facultyInfo.do?facInfo=bio&facEmId=mporter  
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the Rings, and our actors and environment which appears in blockbuster movies needs 

investment, yet when it comes to the other art forms and particularly the craft 

industries there is little in the way of incentives to grow the markets and increase skills 

development.   

Capital investment in the arts comes a distant second to sport and then only for big 

events and performing arts.  The best – the big and the famous get the assessors 

approval and get funded, and the others, many with a potential to grow, get nothing.   

We don’t invest in the arts, we give grants.    

So can we use these big successes to encourage greater investment in the creative 

sector as a whole?  We can only try.     To do this we need to work out measurements 

in economic terms.    We need to be able to show a return on income from that 

investment.   Going back to the Geeveston example – the cost of the sculpture has 

been repaid in hundreds of thousands of dollars through visitor numbers, cups of 

coffee, income generation for the arts, shops, and probably as important, in the 

cultural wellbeing of the town. 

Conclusion 

This paper is just the beginning of a discussion.  Many people believe that we are 

entering into an age of creativity and innovation.   We are entering a time when the 

idea of growth for the sake of growth has gone and we will need to think in a different 

way about economic and social wellbeing.    

I believe we are entering a time when creativity and innovation will be enhanced, 

acknowledged and stimulated.   Small will be beautiful in fact not just in rhetoric. 

I hope you will share your ideas and your projects with me in New Zealand. My email is   

penny.eames@paradise.net.nz   my website is www.artsaccessinternational.org.       

 

 

 

Penny Eames, Managing Director, PSE Consultancy.   

penny.eames@paradise.net.nz  
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Appendix 1. 

Some pictures that will illustrate the paper on Powerpoint 

 

 

 

 
 

Interpretation board beside carving 

Geeveston carvings -  Dr Kyle   
   

 Left: New Delhi market – carpet 

cluster 

Below: Salamanca craft market 

stall, Hobart  

. 

 
  



Measuring and promoting the economic, social and environmental value of Cultural Capital      

 

 
Penny Eames, New Zealand    International Conference on Cultural Economics – June 2012  Page 18 

Appendix II 

Short profile – Penelope (Penny)  Eames 

Penny Eames, JP, MA (Applied) has been involved for nearly thirty years in setting up 

programmes in arts and education, including in prison, hospital, community 

organisations and for people with disabilities and refugees and disadvantaged 

migrants.   Currently she is Director of PSE Consultancy.   Previously she was 

Executive Director of Arts Access Aotearoa; a senior programme manager for the Arts 

Council of New Zealand, (now called Creative New Zealand) and General Secretary NZ 

Workers Educational Association.   She is a specialist in cultural economics; arts 

industry development; social science research, organisational strategic development, 

adult education and the use of the culture for income generation for people on the 

margins. 

Since she left Arts Access Aotearoa she has been doing international and national 

consultancy work, including organisational strategic development and planning for arts 

and community organisations. 

Penny is now mostly living in Waikanae, conducting research and providing advice and 

support for government and not for profit organisations in New Zealand.  

Her specialist skill has been her ability to work with communities, hospitals, prisons, 

territorial local authorities and government departments, as they plan strategies; 

programmes that celebrate cultural diversity, well-being and capital and that 

encourage social inclusion and community engagement.   

She has conducted research into the use of cultural capital in community settings and 

has conducted resource audit workshops for fifteen years. 

She has an extensive publishing record includes publications in a wide range of 

subjects.   The following are examples of publication include:  Spiritual Well-being of 

Older New Zealanders(2009); Social and Cultural Plan - Ngara Housing Development 

(2008);  Songbirds – Art in prison training manual (2005), Cultural Well-being and 

Cultural Capital (3 editions) (2004- 2006) Creative Solutions and Social Inclusion – 

Culture and the Community (2003). Celebrating Cultural Diversity – Accessing the arts 

by new New Zealanders.  Creative Business – arts business for those on the margins. 

Her public speaking and workshop record has included presentations at international 

forums and conferences in New Zealand, USA, India, England, Australia, Germany, 

Hong Kong, South Africa and Sri Lanka. These presentations have been on cultural 

wellbeing; cultural economics, resource audits, arts in prisons and art in health 

settings. 
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