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Our Mission:

To build a sustainable and 
resilient creative economy; 
and to make the arts 
accessible for all.
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Tosin, Mariah, Alex
Holly, Sarah, Stephanie

Soran, Saffia, Mary-Alice, Genevieve

David Gilbert

“... our optimism with regard to 
our economic and social impact is 
stronger than ever.”

C h a i r m a n
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1. Creative United and Our Impact

1.1 Chair’s introduction 

We started trading as a business in 

May 2013, and two and half years 

later our optimism with regard to 

our economic and social impact is 

stronger than ever.

Our vision to offer “Innovative 

Finance for Creative Businesses” 

is made real by the success of our 

consumer credit programmes (Own 

Art and Take it Away) together 

with a better understanding of the 

potential of our Creative Industry 

Finance programme to transform 

the financing and business 

management skills of enterprises 

across the sector.

This vision is led by our Chief 

Executive, Mary-Alice Stack, 

with the support and guidance of 

our highly experienced Board of 

Directors. Our collective skills and 

experience as a Board span from 

organisational development and 

financial management to social 

investment and policy research, as 

well as more creative endeavours 

such as novel writing and games 

development. Together with our 

Expert Partners and Business 

Advisors, these represent a 

formidable array of strategic and 

operational skills which power up 

our capacity to lead change with 

the sector through the innovation 

and delivery of new products and 

services.

Creative United is now nearly three years old, having been incorporated as a 
Community Interest Company in November 2012 to continue the work previously 
undertaken by ArtCo Trading Limited, part of Arts Council England.

Our first full two years of operation have been focussed on improving our productivity 
and market testing new business activities to establish the optimum cost and income 
base for our business as a sustainable social enterprise. All of our activities are 
conceived with the aim of enhancing our economic and social impact. 

As such, our approach for all of 

our schemes is to consider the 

type and balance of impacts 

being delivered at what cost and/

or profit. These impacts are 

diverse, from the provision of first 

musical instruments to families 

on lower incomes, to helping arts 

organisations access the finance 

they need to support their plans for 

growth and development.  

Creative United is now also testing 

a number of new schemes that 

have the potential to deliver 

a combination of social and 

economic benefits. These include 

the launch of ArtsCard, a brand 

new employee benefits scheme 

designed to increase access and 

engagement in the arts across the 

diverse workforce communities of 

large businesses. This programme 

is due to launch in pilot phase in 

the Autumn of 2015, with a view to 

rolling it out nationally in 2016.

We hope you enjoy reading our 

report, and will share our view 

that we are playing a unique 

role in delivering economic and 

social benefit to a wide range of 

people across the country through 

development and support of the 

UK’s fabulous cultural and creative 

industries.

Our vision:

Operations:
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£500,000
following its launch in autumn 2014,  
we will invest over

in the provision of free business advice for 
creative enterprises through the delivery 
of our creative industry finance programme.
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1.2 Our Impact

Working with both public funders 

and commercial partners, Creative 

United is committed to delivering 

programmes that create financial 

returns for the businesses we work 

with and have a meaningful social 

impact.

Our community of stakeholders 

include creative businesses, social 

enterprises, charitable and other 

not-for-profit organisations 

operating within the wider arts 

and creative industries.

At Creative United we provide a range of innovative finance products that deliver 
development and growth to the UK’s cultural and creative industries. 

What we do:

Our programmes of work are:

B u s i n e s s  s u p p o r t  a n d 
a c c e s s  t o  f i n a n c e  f o r 
c r e at i v e  e n t e r p r i s e s .

I n t e r e s t  f r e e  l o a n s 
f o r  t h e  p u r c h a s e  o f 
c o n t e m p o r a r y  a r t  a n d 
c r a f t.

I n t e r e s t  f r e e  l o a n s 
f o r  t h e  p u r c h a s e  o f 
m u s i c a l  i n s t r u m e n t s .
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I n  2 0 1 4 -1 5 ,  t h r o u g h  i n v e s t i n g 

o f  g r a n t  i n c o m e  f r o m  o u r  f u n d e r s 

w e  s u p p o r t e d  1 0 , 0 0 0  i n t e r e s t  f r e e 

l o a n s  e n a b l i n g  t h e  p u r c h a s e  o f 

	               	         w o r t h  o f 

c o n t e m p o r a r y  w o r k s  o f  a r t  a n d 

m u s i c a l  i n s t r u m e n t s  f r o m  o u r 

r e ta i l  n e t w o r k  a c r o s s  E n g l a n d , 

S c o t l a n d *  a n d  N o r t h e r n  I r e l a n d . 

W e  g r e w  t h e  m a r k e t  f o r 

c o n t e m p o r a r y  a r t,  w i t h 

		  o f  O w n  A r t 

c u s t o m e r s  p u r c h a s i n g  a 

c o n t e m p o r a r y  w o r k  o f  a r t  f o r  t h e 

f i r s t  t i m e ; 

       

o f  Ta k e  i t  away  c u s t o m e r s  u s e d  t h e 

s c h e m e  t o  b u y  a  m u s i c a l  i n s t r u m e n t 

f o r  t h e  f i r s t  t i m e .

A r o u n d  t w o -t h i r d s  o f  o u r 

		  m e m b e r  

g a l l e r i e s ,  v e n u e s  a n d  m u s i c 

r e ta i l e r s  r e p o r t e d  i n c r e a s e d 

c o n s u m e r  i n t e r e s t  t h r o u g h  o u r 

s c h e m e s ,  a n d  a  t h i r d  e x p e r i e n c e d 

i n c r e m e n ta l  s a l e s  o f  at  l e a s t 

t o  t h e i r  b u s i n e s s  i n  2 0 1 4 - 2 0 1 5 .

O f  t h e  g a l l e r i e s  i n  o u r  n e t w o r k 

w h o  r e c e i v e  s o m e  f o r m  o f  p u b l i c 

s u b s i d y,  			 

	

s tat e d  t h at  t h e y  e x p e r i e n c e d 

i n c r e m e n ta l  s a l e s  i n  t h e  l a s t  y e a r 

t h r o u g h  o u r  s c h e m e s .

A r t i s t s  r e p r e s e n t e d  b y  o u r  m e m b e r 

g a l l e r i e s  a r e  e s t i m at e d  t o  h av e 

b e n e f i t e d  f r o m  a n  a d d i t i o n a l o f  i n c o m e  d u r i n g  t h e  y e a r  a s  a 

r e s u lt  o f  O w n  A r t  s a l e s .

Through our activities we support a diverse range of cultural and creative businesses 
and organisations to develop and grow.

Our Economic Impact in Numbers:

£500,000 

27% 39%

450 

68% 

£11,000 

£8m 

£2.3m 

*Take it away not available in Scotland

Own Art member gallery

“It’s been our best ever year in terms of turnover and the value of Own Art transactions. I’m 
sure the two are linked. Very pleased and optimistic for the forthcoming year.”
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“Fantastic scheme that allowed me to own my first pieces of original art and started my 
wider interest in screen printing and collage.” 

Own Art Customer

We provide specialist advice and guidance to develop the business skills and confidence 
of leaders within the arts and creative industries, helping them unlock the finance they 
need to support their plans for growth and development.

F o l l o w i n g  i t s  l a u n c h  i n  a u t u m n 

2 0 1 4 ,  w e  w i l l  i n v e s t  o v e r

 

i n  t h e  p r o v i s i o n  o f  f r e e  b u s i n e s s 

a d v i c e  f o r  c r e at i v e  e n t e r p r i s e s 

t h r o u g h  t h e  d e l i v e r y  o f  o u r 

C r e at i v e  I n d u s t r y  F i n a n c e 

p r o g r a m m e . 

W i t h i n  t h e  f i r s t  6  m o n t h s  o f  t h e 

s c h e m e  o p e r at i n g  a c r o s s  E n g l a n d 

2 0 1 4 /1 5 , w o r t h  o f  b u s i n e s s  l o a n s  h a d  b e e n 

d r aw n  d o w n  a n d  o v e r  5 0  c r e at i v e 

e n t e r p r i s e s  p r o v i d e d  w i t h  b u s i n e s s 

a d v i c e  a n d  s k i l l s  d e v e l o p m e n t.

		  o f  c r e at i v e 

b u s i n e s s e s  t h at  r e c e i v e d  b u s i n e s s 

s u p p o r t  f r o m  C r e at i v e  I n d u s t r y 

F i n a n c e  i n  2 0 1 4 /1 5  a p p l i e d  t o  t h e 

s c h e m e  l o o k i n g  f o r  f i n a n c e  f o r  t h e 

p r i n c i p a l  p u r p o s e  o f  ta k i n g  o n  n e w 

s ta f f. 

£500,000 

47% 

£65k 
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Through our activities, we are making the arts more accessible to new audiences 
across the UK. Alongside our support for a sustainable and diverse cultural and creative 
economy, we are removing financial barriers to owning contemporary art and musical 
instruments.

Our Social Impact in Numbers:

Take it away Customer

I n  2 0 1 4 -1 5 ,  w e  e x p a n d e d  e n g a g e m e n t 

w i t h  c u lt u r a l  a n d  c r e at i v e 

i n d u s t r i e s  w i t h  o v e r l o a n s  s u c c e s s f u l ly  b r o k e r e d  o n 

C r e at i v e  U n i t e d ’ s  c o n s u m e r  c r e d i t 

s c h e m e s  f r o m  a c r o s s  E n g l a n d , 

S c o t l a n d  a n d  N o r t h e r n  I r e l a n d . 

S i m i l a r ly,  t h r o u g h  p r o v i d i n g  o v e r 

	     c r e at i v e  e n t e r p r i s e s 

w i t h  b u s i n e s s  s u p p o r t  a n d  ta l e n t 

d e v e l o p m e n t  v i a  C r e at i v e  I n d u s t r y 

F i n a n c e ,  w e  fa c i l i tat e d  g r e at e r 

p u b l i c  e n g a g e m e n t  w i t h  t h e  a r t s 

t h r o u g h  a c c e s s  t o  t h e  g o o d s  a n d 

s e r v i c e s  o u r  c l i e n t s  p r o v i d e .

O f  t h e  l o a n s  m a d e  u s i n g  t h e  Ta k e  i t 

away  s c h e m e  i n  E n g l a n d , 

		    w e r e  u s e d  t o 

p u r c h a s e  a n  i n s t r u m e n t  f o r  a  c h i l d 

o r  y o u n g  p e r s o n  u n d e r  t h e  a g e  o f 

1 8 .  T h e  r e m a i n i n g 

		  w e r e  ta k e n  o u t  b y 

y o u n g  m u s i c i a n s  a g e d  1 8 - 2 5 .  A  t o ta l 

o f 

		    o f  c u s t o m e r s 

s a i d  t h at  t h e  r e c i p i e n t  o f  t h e 

i n s t r u m e n t  p u r c h a s e d  w o u l d  p l ay 

m u s i c  f o r  t h e i r  o w n  p l e a s u r e 

m o r e  a s  a  r e s u lt  o f  o w n i n g  a n 

i n s t r u m e n t  p u r c h a s e d  t h r o u g h  t h e 

s c h e m e .

50 

57% 
78% 

43% 

10,000 

“…it offers parents the chance to give their child their first instrument and the chance to  
pursue a hobby or dream regardless of background, circumstances or earnings.”
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Creative Industry Finance Client

“Creative Industry Finance has made a huge contribution to the growth of my business. My 
business advisor gave me invaluable advice which enabled me to go forward and apply for a 
business loan with confidence. The debt finance I received has enabled me to invest in several 
key areas which has allowed my business to grow.” 

I n  t o ta l 

		  o f  O w n  A r t 

c u s t o m e r s  a n d 

		  o f  Ta k e  i t  away 

c u s t o m e r s  i n  t h e  l a s t  y e a r  e a r n e d 

l e s s  t h a n  t h e  n at i o n a l  av e r a g e 

i n c o m e  o f  £ 2 5 , 0 0 0  p e r  a n n u m *.

I m p o r ta n t ly, 

o f  O w n  A r t  c u s t o m e r s  a n d 

		  o f  Ta k e  i t  away 

c u s t o m e r s  s tat e d  t h at  o u r 

s c h e m e s  m a d e  t h e i r  p u r c h a s e  o f 

a  c o n t e m p o r a r y  w o r k  o f  a r t  o r 

m u s i c a l  i n s t r u m e n t  p o s s i b l e .

C u r r e n t ly  j u s t  o v e r 

o f  Ta k e  i t  Away  c u s t o m e r s  a n d  	

	

5 %  o f  O w n  A r t  c u s t o m e r s  c o m e  f r o m 

B M E  b a c k g r o u n d s ;  a n d 

		    o f  c r e at i v e 

e n t r e p r e n e u r s  r e g i s t e r i n g  t o 

a p p ly  f o r  t h e  C r e at i v e  I n d u s t r i e s 

F i n a n c e  s c h e m e  w e r e  f r o m  a  B M E 

b a c k g r o u n d .

F r o m  t h e  p o s t c o d e s  o f  o u r 

c u s t o m e r s  i n  E n g l a n d  w e  k n o w  t h at

		  o f  Ta k e  i t 

away  c u s t o m e r s , 9 %  o f  O w n  A r t 

c u s t o m e r s  a n d 

o f  c r e at i v e  e n t r e p r e n e u r s 

s u p p o r t e d  b y  C r e at i v e  I n d u s t r y 

F i n a n c e  c a m e  f r o m  a r e a s  i d e n t i f i e d 

a s  b e i n g  w i t h i n  t h e  2 0 %  m o s t 

d e p r i v e d  i n  E n g l a n d .

24% 

12% 

84% 

11% 

82% 

30% 

31% 

56% 

*National average income has been benchmarked against Labour Market Statistics published by the  
Office of National Statistics
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97%
of Own Art customers who 
used the scheme this year 
intend to purchase more 
works in the future.
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2. Our Programmes

2.1 Own Art Impact Report

Own Art contributes to the UK’s 

creative economy by enabling 

visual arts venues and galleries to 

broaden their audiences and create 

incremental income from sales 

made using the scheme. The wider 

visual arts economy also benefits, 

as Own Art supports contemporary 

artists by encouraging increased 

sales of their work across a breadth 

of practice.

We have worked hard with our 

finance partner Hitachi Capital 

Consumer Finance to ensure that 

their credit scoring allows as 

many people as possible to use the 

scheme whilst ensuring that credit 

is offered to only those who can 

afford the repayments.  In total, 

90% of applications made for an 

Own Art loan between 1 April 2014 

and 31 March 2015 were accepted.

We know that the Own Art scheme 

plays a crucial role in enabling 

access to owning original works of 

art particularly for those earning 

less than the national average 

income. From the responses to 

our end of year survey, 84% of 

customers told us that the Own 

Art scheme enabled them to make 

their purchase. 24% of Own Art 

customers in the last year earned 

less than the national average 

income of £25,000 per annum. 

Own Art is helping create new, 

young and sustainable audiences 

for the arts sector. Over a quarter 

of customers (26%) in the last 

year were under the age of 35. 

In addition, 27% of Own Art 

customers told us that they 

bought a work of art for the first 

time using the scheme and 97% 

of Own Art customers who used 

the scheme this year intend to 

purchase more works in the future. 

Own Art encourages many 

customers to expand their 

engagement with the arts. 27% 

of customers told us in the end 

of year survey that they intend to 

attend an arts based event such 

as exhibitions, installations or 

displays more in the future having 

used the scheme.

More people engaging in the arts:

Own Art Customer

“I absolutely love it, it’s given me the chance to buy art that I never thought I would ever be 
able to purchase!” 

Between 1 April 2014 and 31 March 2015 the Own Art scheme provided 4,683 loans 
totalling £3.9m in value. The average value of an Own Art loan in 2014/15 was £823.

Own Art is a consumer credit programme operated by Creative United to remove the 
upfront financial barrier to owning original works of contemporary art. Through the 
availability of an interest free finance offer we encourage increased engagement with 
high quality visual arts across a wide cross section of society. Customers can apply for a 
loan through one of our member galleries and can borrow up to £2,500 over 10 months 
with no deposit.
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The scheme connects the 

community with arts venues and 

galleries near to them. 66% of Own 

Art customers used the scheme in a 

gallery in their part of the country. 

In addition, 32% said that they 

used the scheme in their town. 

Own Art is available to all UK residents over the age of 18 through a network of 221 member galleries across 

England, Scotland and Northern Ireland. This includes:

We assess all member galleries accepted on to the scheme to ensure that our network offers a wide breadth of 

art disciplines from paintings, prints and sculptures to ceramics and glasswork. 

Arts Council England  National 
Portfolio Organisations

Galleries funded by their 
Local Authority

Organisations identified as Charities 
or  Not for Profit  enterprises

Universities  or Academic 
Institutions

Commercial 
Galleries

Supporting and developing the visual arts sector:

Own Art Customer

“The Own Art scheme allowed us to buy a painting that we love which otherwise we would  
not have been able to afford. It has encouraged us to think about investing in other pieces  
of art as well.”

27

21

30

137

5

81%

55%

Paintings

Jewellery New media Textiles Drawing OtherWood/
metalwork

Photography

Ceramics Original
prints

Glassware Sculptures Hand crafted 
furniture

Moving
image

9% 28% 39% 42% 53% 4%

72% 82% 52% 73% 21% 4%

What our galleries sell and the Percentage that offer this type of artwork
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We believe that as many people as 

possible should be able to own a 

piece of contemporary art. That’s 

why going forward we will work 

to ensure that both our network 

of galleries and our customer base 

is rich in its diversity. We will 

grow the breadth of our offer to 

ensure that our gallery network 

can provide access to a diverse 

audience across ethnicity, financial 

circumstance and geodemographic, 

or socio-economic profile. 

Going forward, we will also 

introduce more products to allow 

galleries to broaden the range 

of works that can be sold to 

create new audiences and also 

attract people who have started a 

collection using Own Art and wish 

to collect more works.

Our galleries say that we are 

helping them make more sales. 

37% of our member galleries 

responding to our end of year 

survey stated that they experienced 

at least £11k worth of incremental 

sales. Of the galleries in our 

network who receive some form 

of public subsidy, 68% stated that 

they experienced incremental sales 

of some value in the last year by 

offering Own Art. Commercial 

galleries experienced even greater 

benefit with 98% reporting 

incremental sales of some value 

through offering Own Art.

Greater income for galleries and artists:

Our plans for the future:

Own Art Customer
“I love supporting artists and owning art and this scheme makes it possible.” 
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99%
100%

said that they would recommend the 
scheme to others. 

of take it away 
customers told 
us in the end of 

year evaluation that they would consider 
using the scheme again. IN addition,
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Take it away contributes to the 

music retail industry by delivering 

a competitive interest free 

consumer credit offer. Our aim 

is that this creates incremental 

income and drives customer 

interest for our member retailers 

whilst encouraging people to make 

use of their local music retailer.

Take it away is a consumer credit programme operated by Creative United to enable 
more children and young people under the age of 25 to own a musical instrument. 
The scheme makes purchasing a musical instrument more affordable, particularly for 
families and young adults on lower incomes by removing the upfront financial barrier 
through an interest free credit offer. Customers can apply for a loan through one of our 
member retailers.

Between 1 April 2014 and 31 March 2015, 5,841 loans were made on the Take it away 
scheme totalling £4.3m in value. The average value of a Take it away loan was 
£761. Of the loans made using the scheme in England, 54% were used to purchase an 
instrument for a child or young person under the age of 18. The remaining 46% were 
taken out by young musicians aged 18-25.

2.2 Take it away Impact Report

Helping more young people to own their own musical instrument:

Take it away Customer

“Take it away meant that I was able to afford my own piano - without this scheme I would 
not have purchased an instrument.”  

Take it away enables people to 

overcome the financial barrier of 

buying a musical instrument. 82% 

of customers who responded to our 

end of year evaluation, stated that 

the scheme enabled them to make 

their purchase.  In addition, 56% of 

Take it away customers in the last 

year earnt less than the national 

average income of £25,000 per 

annum. 

Take it away loans are used to 

support the purchase of a number 

of instruments, from pianos and 

keyboards (34% of customers) and 

guitars (29% of customers), to 

brass and woodwind instruments 

(15% of customers). Take it away 

has made it possible for musicians 

to own the right instrument for 

their musical aspirations.

We know that Take it away has a 

lasting impact on our customers 

participation in the arts. A total 

of 78% of customers said that 

the recipient of the instrument 

purchased would play music for 

their own pleasure more as a 

result of owning an instrument 

purchased through the scheme. 

In addition, 69% told us that the 

recipient would be more likely to 

play music to an audience, having 

benefited from a Take it away loan.   
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Supporting a network of high street music retailers:

Take it away member retailer
“Keep doing what you are doing...” 

Take it away is also available to 

Northern Ireland residents over the 

age of 18 via 6 high street retailers 

in Northern Ireland.

Like our Own Art member 

galleries, Take it away retailers 

who are accepted on to the scheme 

are assessed to ensure that a high 

level of customer service and 

support is given and that there is 

a broad provision across different 

instrument types. We asked our 

member retailers in our end of year 

evaluation to identify the type of 

shop they operate.

Whilst the Take it away scheme is 

currently only available through 

shops in England and Northern 

Ireland, eligible customers from 

anywhere in the UK can use the 

scheme. It is an aspiration of ours 

to develop the scheme further and 

enable more retailers to offer the 

scheme in other parts of the UK. 

We will do this by engaging with 

Creative Scotland, Arts Council 

of Wales and industry bodies to 

support our objective.

Through Take it away, we provide a 

mechanism to get more customers 

into high street music shops and 

give them a reason to return and 

use the scheme again. 99% of Take 

it away customers told us in the 

end of year evaluation that they 

would consider using the scheme 

again. In addition, 100% said that 

they would recommend the scheme 

to others. 

Our member retailers appreciate 

the Take it away scheme for 

the value that it brings to their 

businesses. From our end of year 

evaluation, a total of 72% of 

retailers stated that the scheme 

was important to them, with 

64% stating that the scheme had 

increased customer interest in 

their business. Of the retailers 

who completed our end of year 

evaluation, 34% stated that the 

scheme had generated incremental 

income estimated of at least £11K 

in the last year. 90% told us that 

they had experienced incremental 

sales of some value as a result of 

offering the scheme.

Take it away is available to UK residents between the ages of 18-25 purchasing for 
themselves and customers over the age of 18 purchasing for someone under the age of 
18 via 235 high street music retailers in England.

43%

5%

1%

20%

4%

13%

7%

6%
Specialist 
strings 
outlet

Specialist 
brass 
outlet

Specialist 
piano/
keyboard 
outlet

Specialist 
woodwind 
outlet

Specialist 
guitar 
outlet

Specialist 
percussion 
outlet

Specialist 
percussion 
outlet

THE TYPES OF MUSIC RETAILERS WE WORK WITH AND THE PERCENTAGE OF MEMBER RETAILERS

General 
music 
outlet
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Our plans for the future:

Like Own Art, there is a real 

opportunity to develop the 

diversity of Take it away’s 

audience. We will work with more 

music retailers to provide a greater 

range of musical instruments 

across more genres and musical 

backgrounds. We will work with 

industry partners and local 

authorities to engage with more 

young musicians and advocate 

for the importance of music in 

education by being a leading 

organisation in championing 

the benefit of learning a musical 

instrument.

We will expand our network of 

musical instrument retailers to 

support specialist outlets to ensure 

that all instrument types are 

represented, especially those which 

would benefit from more young 

people engaging with them.

Take it away customer

“I think it is a fantastic scheme! Allowing musicians such as myself to get good quality 
instruments to follow their passions.” 



20Creative United Annual IMPACT Report 2014/ 2015

£200,000
Creative United invested over 

in developing creative businesses 
through the creative industry finance 
programme. 
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“Our touring output has increased enormously and as a result we are able to pay our artists 
more and be more ambitious in the creation of new productions. We’ve also employed a 
part-time development officer. Money is still tight, but our business model seems much more 
stable.”

Creative enterprises apply to 

become clients of the scheme 

through a dedicated website which 

allows our team to evaluate their 

business needs and the quality of 

their creative output. Applicants 

who are successful are then 

referred to one of our specialist 

Business Advisors. The creative 

business will receive up to 12 

free hours of business advice and 

support with a view to enabling 

them to successfully apply for 

a business loan from one of our 

Lending Partners. 

We work with a network of 22 

freelance Business Advisors and 8 

Lending Partners across England. 

Initially, launched in 2012 as a 

pilot programme, Creative Industry 

Finance supported more than 400 

creative enterprises in London and 

Yorkshire with over 1,900 hours of 

free one-to-one business support, 

and £876,000 in loan finance over a 

2 year period.  

The programme was relaunched 

England wide in September 2014. 

In the first 6 months of operations 

the scheme received over 340 

registrations from creative 

enterprises were received with 67 

applications completed. 

From this, 55 were successfully 

referred to one of our specialist 

Business Advisors. Clients received 

over 190 hours of business support 

and tailored advice. 

Within the first 6 months of the 

scheme launching across England, 

4 clients had succesfully accessed 

a business development loan. 

Altogether, these businesses took 

out loans totalling £65K.

The Creative Industry Finance 

scheme has already reached a 

wide and diverse audience. 30% of 

creative entrepreneurs registering 

to apply for the scheme were 

from a black and minority ethnic 

(BME) background. 10% identified 

themselves as lesbian, gay, 

bisexual, and transgender (LGBT), 

with 4% identifying themselves 

as having a disability. In addition, 

24% of creative entrepreneurs 

stated that their household income 

was less than £15,000 per annum. 

Creative Industry Finance supports the growth and talent development of a wide range 
of cultural and creative enterprises from micro enterprises through to larger scale 
institutions. The programme achieves this through providing free business advice and 
access to finance to enable them to develop and grow in to a sustainable business.

Our plans for the future:

Over the next year, we will work 

hard to make sure that more 

applications are referred to our 

business lenders. We will work 

with both clients and advisors to 

ensure that creative businesses 

are supported effectively and 

efficiently to enable them to go 

forward and apply for a business 

loan sooner but with all the 

necessary preparation and support 

they require to be successful. 

We will evaluate the creative 

enterprises who have already 

successfully used debt finance as 

a tool to grow their business to 

understand how Creative Industry 

Finance has enabled them to 

employ more people, develop their 

skills and grow their business.

2.3 Creative Industry Finance 
	     Impact Report

Dominic Haddock - OperaUpClose
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We work with a number of 

government funding bodies 

including Arts Council England, 

Creative Scotland and the Arts 

Council of Northern Ireland. We 

deliver programmes of work which 

help them achieve their goals of 

making the arts more sustainable 

and resilient; getting more people 

engaged with the arts.

Our network of Lending Partners 

provide business loans to our 

Creative Industry Finance clients 

and retail finance solutions for 

our consumer credit programmes. 

We help to grow their business by 

creating programmes and offers 

which reach out to new customers.

The individuals who benefit 

from our programmes include 

people who have used Own Art to 

purchase a contemporary work 

of art or young musicians who 

now play a musical instrument 

purchased on the Take it away 

scheme. We remove the upfront 

financial barrier to them engaging 

with the arts.

We support a large and varied 

network of businesses through our 

work. Galleries and music retailers 

enjoy incremental sales and new 

customers through our consumer 

credit programmes whilst other 

creative businesses get the skills 

they need to use debt finance as 

an effective tool to grow their 

business through the Creative 

Industry Finance scheme.

We work with a number of industry 

partners and trade bodies to get 

our services to market. We work 

with organisations such as the 

Association of Independent Music 

and the Crafts Council to introduce 

their members to new finance 

based solutions to grow their 

business and find new audiences.

Our work is supported by the board 

of directors and team of staff at 

Creative United. To deliver the 

Creative Industry Finance scheme 

we work with a network of 22 

freelance Business Advisors who 

work with clients to develop their 

businesses. Finally, Creative United 

works with a team of advisors who 

are experts in their respective 

industries to help develop and drive 

forward our own business. 

3. our Stakeholders
We work with a large number of stakeholders bringing together businesses and 
individuals from a variety of sectors to create networks which connect the creative 
sphere with the commercial sector.
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In addition, we have laid the 

foundations of projects which 

we hope will broaden our impact 

further and make a tangible impact 

on the creative economy across all 

art forms and practices.

We are in a unique position to work 

across multiple sectors to create 

products and services which enable 

more people to enjoy the richness 

of the arts. We will continue to 

build on our achievements from 

the last year to ensure that we 

continue to deliver on our mission 

to build a sustainable and resilient 

arts economy and make the arts 

accessible for all.  

4. Concluding Remarks

Creative United
Somerset House

Strand

London

WC2R 1LA

i n f o @ c r e at i v e u n i t e d . o r g . u k
0207 759 1111

For more information, or to get in contact with any of the team please contact: 

David Gilbert
C h a i r m a n

Sarah ForsterMary-Alice Stack
C h i e f  e x e c u t i v e

Fergus McNeillDr. Nick Henry

Rikesh Shah

Hilary Carty

board of Directors

2014-15 has been an extremely exciting year for Creative United. We continued to 
create real economic and social impact through our existing programmes of work 
enabling more people to own contemporary works of art and musical instruments. 
Our Creative Industry Finance programme is beginning to flourish, supporting a wide 
range of creative businesses through free support and advice. 
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CREATIVE
UNITED

FUNDERS

Individual 
Beneficiaries

Lending 
and
credit 
partners

Arts
council
England

own art
customersCommunity 

Development 
Finance 
Association and its 
members

london small
business
centre

Ratesetter

triodos
bank

big issue
invest

key
fund

creative
scotland

take it away
customers

creative 
industry 
finance clients

fredericks
foundation

Arts council
of northern
ireland

Hitachi 
Capital 
Consumer 
Finance

v12 retail
finance

5. Stakeholder Map
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business 
Beneficiaries

Staff and 
Advisor 
Networks

industry
partners

staff
team

Association of 
Independent 
Music 

British 
Phonographic 
Industry

creative 
businesses

design
council

crafts 
council

high street 
music 
retailers

UK Interactive 
Entertainment

dance uk

arts venues 
and galleries

Producers 
Alliance for 
Cinema and 
Television

uk fashion
and textiles
association

independent 
Theatre 
Council

board of
directors

freelance
business
advisors

expert
partners

association of
independent
festivals
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FOR THE YEAR ENDED 31 MARCH 2015 FOR 
CREATIVE SECTOR SERVICES C.I.C. TRADING AS 
CREATIVE UNITED 

DIRECTORS: 

REGISTERED OFFICE: 

REGISTERED NUMBER: 

ACCOUNTANTS: 

ABBREVIATED BALANCE SHEET: 

H Carty Bing-Pappoe 
S J Forster 
D Gilbert (Chairman) 
N D Henry 
W D F McNeill 
R Shah 
M-A Stack

10 Queen Street Place 
London 
EC4R 1BE

08280539 (England and Wales)

Alexandra Anthony Limited 
47 Church Street 
Great Baddow 
Chelmsford 
Essex 
CM2 7JA 

The company is entitled to exemption from audit under Section 477 of the Companies Act 2006 for the year 
ended 31 March 2015. 

The members have not required the company to obtain an audit of its financial statements for the year ended 31 
March 2015 in accordance with Section 476 of the Companies Act 2006.  

FIXED ASSETS 
Tangible assets 

CURRENT ASSETS 
Debtors 
Cash at bank 

CREDITORS 
Amounts falling due within one year 

NET CURRENT ASSETS 

TOTAL ASSETS LESS CURRENT 
LIABILITIES  

PROVISIONS FOR LIABILITIES 

RESERVES 
Income and expenditure account 

NOTES

2

31.3.15 31.3.14

£

35,180
475,339

510,519

402,470

117,607

£

5,647
136,539

142,186

68,792

85,499

£

11,948

108,049

119,997

2,390

117,607
119,997

£

15,132

73,394

88,526

3,027

85,499
88,526

6. ABBREVIATED ACCOUNTS
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The directors acknowledge their responsibilities for: 

(a)	 ensuring that the company keeps accounting records which comply with Sections 386 and 387 of the 		
	 Companies Act 2006 and
(b)	 preparing financial statements which give a true and fair view of the state of affairs of the company 		
	 as at the end of each financial year and of its surplus or deficit for each financial year in accordance with 	
	 the requirements of Sections 394 and 395 and which otherwise comply with the requirements of the 		
	 Companies Act 2006 relating to financial statements, so far as applicable to the company.

The abbreviated accounts have been prepared in accordance with the special provisions of Part 15 of the 
Companies Act 2006 relating to small companies. 

The financial statements were approved by the Board of Directors on 30 July 2015 and were signed on its behalf 
by:

D Gilbert - Chairman

NOTES TO THE ABBREVIATED ACCOUNTS:

1.	 ACCOUNTING POLICIES

	 Accounting convention
	 The financial statements have been prepared under the historical cost convention and in accordance 		
	 with the Financial Reporting Standard for Smaller Entities (effective April 2008).

	 Turnover
	 Turnover represents net invoiced sales of goods, excluding value added tax.

	 Tangible fixed assets
	 Depreciation is provided at the following annual rates in order to write off each asset over its estimated 	
	 useful life. 

	 Plant and machinery etc -    33% on cost and 25% on cost

	 Deferred tax
	 Deferred tax is recognised in respect of all timing differences that have originated but not reversed at 		
	 the balance sheet date.

	 Pension costs and other post-retirement benefits
	 The company operates a defined contribution pension scheme.  Contributions payable to the company’s 	
	 pension scheme are charged to the profit and loss account in the period to which they relate.

2.	 TANGIBLE FIXED ASSET

COST 
At 1 April 2014 
Additions 

At 31 March 2015 

DEPRECIATION 
At 1 April 2014 
Charge for year 

At 31 March 2015
 
NET BOOK VALUE 
At 31 March 2015 
At 31 March 2014 

£21,486
£4,543

£26,029

£6,354
£7,727

£14,081

£11,948
£15,132

TOTAL
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Creative United is a registered trademark of Creative Sector Services CIC, a Community Interest Company registered in 
England and Wales under number 08280539. Registered office: 10 Queen Street Place, London EC4R 1BE. Authorised and 

regulated by the Financial Conduct Authority


