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“Creative Placemaking is a field  
of practice that intentionally  
leverages the power of arts,  
culture and creativity to serve 
a community’s interest: driving 
growth and transformation in a 
way that builds character and 
quality of place.”

(Artscape, Toronto)

So what’s this  
all about then...?

IOW Festival - James Bridle 
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Indeed, culture has played a  
significant part in defining the 
Island’s brand in the past.  
And it can do so again.

During his visit to the Island in 
June 2018 Arts Council England’s 
Chief Executive, Darren Henley, 
exhorted the Island’s cultural 
community to think big...

We believe, passionately, that  
the Isle of Wight’s cultural assets, 
developed and deployed, have the 
potential to be a game-changer for 
the Island. Our cultural assets (arts, 
heritage and environment) define 
who we are. They differentiate us 
from other places, and, creatively 
harnessed, can massively enhance 
the quality of life for all.

This concept is hardly unique. In 
many areas the cultural sector 
has been a tool for social and 
economic growth: think Bilbao, 
Tasmania or St Ives. 

“...there’s no reason why the 
IW couldn’t be the coolest 
place to live in the UK in ten 
years’ time.”
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Since that visit a number of  
dedicated individuals have  
donated their time, networks and 
expertise to develop these ideas 
and, with Arts Council support, 
commissioned and undertaken 
formal research. 

It’s now time for Venture South 
(The Isle of Wight Investment 
Company), as a not-for-profit, 
organisation, to step forward and 
unveil its place-making vision.

Cultural investment company 04 
Ventnor Giant 
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The same government research  
also reported that... 87% of the UK’s 
creative jobs are resistant to  
automation; which means that a  
creative workforce is one that is both 
resilient and future-proof.

The creative / cultural sector is the  
fastest growing sector of the UK  
economy. It is growing at twice the 
rate of any other sector (across  
all regions). It has grown 53%  
since 2010. 

5 Venture South

That’s more than the aerospace, automotive, life 
sciences, and oil and gas sectors combined.

In November 2018 a  
government report  
valued the UK’s creative 
sector at £101.5bn GVA. 

The Economic Impact
So, why do it...?
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In 2016 the BFI demonstrated that 
£632 million in tax relief for the UK’s 
screen industries seeded £3.16  
billion in direct production spend for 
the UK’s screen industries. 

Arts Council England research has 
shown that, through taxes alone,  
arts and culture generates £5 for 
every £1 of public investment. 

That’s a 
return
of 570%...

06
Ventnor Botanic Garden
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“The creative industries play a 
crucial role in the quality of life of 
every single person living in the 
UK. The sector has cultivated new 
ideas, technologies, and cutting 
edge innovation; fuelled our talent 
pipeline and job growth in all parts 
of the UK; and leveraged private 
and inward investment to bolster 
British business. In addition to 
generating economic value, the  
success of our creative industries  
unlocks important reputational, 
health and social benefits...”

Creative Industries Federation - 
‘An Open Letter to Boris Johnson’, 
2019

7 Ventnor Fringe - Gianpaolo Mario
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The National Institute of Health  
& Clinical Excellence (NICE) 
reported recently that almost  
seven in ten people say that arts 
and culture is important in  
improving their overall quality  
of life. 

Three in five say that it is  
important in making them feel 
healthy or in encouraging them
to get out and about.
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Depression and stress 
account for nearly half 
of all working absences 
and NHS diagnoses for 
the under 65s.

The Health Impact
So why do it...?
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Social participation has been 
shown to have a similar impact 
on the health of older people as 
giving up smoking. Evidence from 
over a thousand randomly  
controlled trials worldwide (the 
‘gold standard’ of research),  
suggests that a threshold of one  
hundred hours a year of arts  
engagement makes a significant  
difference to health and wellbeing.

Culture brings joy, reduces  
isolation, diminishes stress and 
instils a sense of purpose.

The Health Impact

Le Rêve - Amanda Wheeler
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After extensive research, an all- 
party parliamentary report in July  
2017 concluded:

“...the arts can make an invaluable  
contribution to a healthy and 
health-creating society. They offer 
a potential resource that should 
be embraced (to)...help meet major  
challenges facing health and  
social care: ageing, long-term 
conditions, loneliness and mental 
health. The arts should be  
embraced by health and social 
care systems which are under 

great pressure and in need  
of fresh thinking and cost- 
effective methods.

The arts can help keep us well, aid 
our recovery and support longer 
lives, better lived...they can help 
save money in the health service 
and social care...Policy should 
work towards creative activity 
being part of all our lives.”

All-Party Parliamentary Group  
on Arts, Health & Wellbeing -  
‘Creative Health’, 2017

The Health Impact

1010
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The government’s new Ofsted 
framework (published in 2019) 
requires schools to consider how 
they equip pupils with the  
knowledge and ‘cultural capital’ 
they need to succeed in life:

“Cultural capital... is the essential 
knowledge that pupils need to 
be educated citizens, introducing 
them to the best that has been 
thought and said and helping to 
engender an appreciation of human 
creativity and achievement.”

(Ofsted Handbook, 2019)

11

Children from low-income 
families that engage in 
arts activities are three 
times more likely to get  
a degree.

The Educational Impact
So why do it...?

Venture South
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The education system values  
knowledge and ways of thinking  
developed by acquiring cultural  
capital. As adults, cultural capital 
helps individuals to network with  
other adults who have a similar 
body of knowledge and experiences, 
and who, in turn, control access to 
high-paying professions and  
prestigious leadership roles.

Evidence suggests that the  
cultural capital passed on through 
families helps children do better  
in school. Children from low-in-
come families that engage in arts 
activities are three times more 
likely to get a degree.

“Among the eight most important  
qualities of Google’s top employees, 
STEM (science, technology,  
engineering, mathematics)  
expertise comes in dead last.

The seven top characteristics  
of success at Google are all  
soft skills: being a good coach; 
communicating and listening well; 
possessing insights into others  
(including different values and 
points of view); having empathy 
toward and being supportive of 
one’s colleagues; being a good 
critical thinker and problem  
solver; and being able to  
make connections across  
complex ideas.”

The Educational Impact

(The Washington Post - ‘The 
Surprising Thing Google 
Learned about its  
Employees’, 2017)

Ventnor Fringe Festival -  
Gianpaolo Mario
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Tasmania is an island with a  
population of 500,000 that, for 
many years, was derided as  
Australia’s economic basket case 
- a perennial butt of jokes about 
inbreeding and low achievement. 
In January 2011 David Walsh,  
professional gambler, art collector 
and businessman, opened his  
Museum of Old and New  
Art (MONA) in Hobart. MONA  
is an iconoclastic, architectural 
structure, which has been carved 
into the rock on the banks of the 
River Derwent. 

13

Investment in arts and  
culture in deprived areas 
can be an effective way of 
establishing a city brand 
which helps to attract 
young and creative people 
to the areas. 

Placemaking
So why do it...?

Venture South
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Its impact has been astonishing: 
904,000 tourists spent $1.53bn 
in Tasmania in 2010. By the year 
2018 these figures were 1,320,000 
and $2.46bn respectively.

In 2015, The Lonely Planet’s ‘Hot 
Guide’ rated Tasmania as the 
fourth best place in the world to 
visit. Locals enter for free. Tourists 
pay. The gallery’s transformative 
impact has been such that ‘the 
MONA effect’ is now taught in  
universities around the world.
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Placemaking

Cultural Investment Company 

“What MONA did...was to put  
a lightning rod in what was  
starting to emerge...(it) breathed 
new life into the State’s economy 
and...spawned a range of other  
enterprises. We have had an  
extraordinary cultural change in  
Tasmania...there is a confidence  
and a contagious view of our  
own assets that has created  
an extraordinary culture of  
experimentation that wasn’t  
here 10 years ago.”

(David Bartlett - Premier of  
Tasmania, 2019)

15 Mona Gallery Tasmania Venture South
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Closer to home, there are multiple 
examples of similar things  
happening. Venture South has  
visited a number of them...
 
...Margate has a population just 
under the size of the Isle of Wight.
It’s original growth was based 
upon royal tourist patronage in the 
Regency / Victorian periods. In the 
early twentieth century this gave 
way to the traditional ‘bucket & 
spade holiday’. But, by the 1970s, 
when cheap flights and package  
holidays arrived in the UK, the 
town began to hollow out.  

It gradually lost its sense of  
economic purpose. The  
economically viable, middle  
classes moved out. Increasingly 
the town was made up of rich  
retirees and poor left-behinds. 
Margate was the first Council  
to elect a BNP councillor. As  
Mike Hill, of Kent County  
Council (Kent Cultural  
Transformation Board) said
 “...this was a wake up  
call. The narrative needed  
to change”.

Placemaking

16
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Placemaking

Turner Margate opened in April 
2011. Kent County Council had  
expected 150,000 visitors in the  
first year. Instead they achieved 
550,000 visits with a £13.9m  
impact on the local economy in  
year one. Annual visits have  
subsequently ‘stabilized’ at  
around 450,000.

Since 2002, just down the road from 
Margate, Creative Folkestone, have 
been on a mission to: 1. change the 
creative life of the town, 2. change  
the look of the town, and, 3. build  
the town’s brand.

Venture SouthMargate Beach17
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Supported by Saga founder, 
Roger De Haan, Creative  
Folkestone (CF) bought 90  
buildings in the most run  
down parts of town and  
started renting them out as  
spaces to live and work for 
dynamic, young, creatives  
and the digital entrepreneurs.  
Demand has now outstripped 
supply and CF have been  
incredibly successful at levering 
in money in from funders  
based on the results that they 
have achieved.

Placemaking

“If you make your town look  
attractive then you add value  
to house-building. It doesn’t work 
the other way round. In fact you 
need to improve the environment 
to attract house-buyers. It’s about 
quality of life... There needed to 
be an honest recognition that the 
town has gone into decline. 4 out 
of 5 news stories were bad. How 
could we turn this around so that  
4 out of 5 stories were good...?”

(Alistair Upton, CEO, Creative  
Folkestone, 2019)
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“Investment in arts and culture  
in deprived areas can be an  
effective way of establishing a  
city brand which helps to attract 
young and creative people to the 
areas. In turn, this can attract  
commercial creative businesses, 
catalysing regeneration and  
urban redevelopment. Many of  
the organisations surveyed gave  
accounts of this happening in  
their local area.”

(Local Government Association  
Report - ‘Culture Led  
Regeneration’, 2018)

Venture SouthTurner Gallery Margate
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We all have a good idea of the  
issues that the Island faces. In 2016, 
David Hoare, then the Chairman of 
Ofsted, achieved national notoriety for 
comments about the Island: 
 “...there’s a sailing club that is one of 
the best in the world, where there’s  
champagne...but within inches, there 
are British, white poor...who live in a 
ghetto. And we’ve allowed it to happen.”

In 2018 the Venture South’s working 
group commissioned an independent  
survey of the Island’s social and  
economic baseline. Much of what  
we found makes sobering reading  
and suggests that David Hoare’s  
comments, while controversial,  
were, in many respects, accurate:

20

The Island’s Issues

We have...highlighted  
issues around wages,  
skills, education, public  
services and housing.  
These challenges are  
not unique, but require  
a unique response. 
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In 2016 average household  
income on the IW is 22% below 
the rest of the UK. 

The Island’s Issues

In 2019 one in five 
IW children (20%) 
live in poverty.

(which represents £100m a year 
paid by Islanders to ferry  
companies with no public  
service obligations).

8% of IW residents  
commuted to the  
mainland for work  
in 2011 

Those with greatest  
entrepreneurial potential are  
not investing it in the Island.

There is a large  
outflow of migration  
from the Island of  
young people in the  
15-29 bracket.

Venture South
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The Island’s Issues

As a result of austerity, Island 
schools faced a cumulative  
shortfall of funding of £11.5m  
between 2015-18.

The Island’s  
secondary schools  
consistently perform 
worse than the  
mainland at GSCE  
and A Levels.

The IW is sitting on a demographic 
time bomb. Over the next ten years, 
the number of 65 to 79 years old is 
projected to increase by nearly 17 
per cent. Already more than one 
tenth of the population are,  
effectively, carers providing the 

More than one in  
four Island residents 
are over 65 (nearly 
10% more than the 
UK average). 

help and support that keeps 
people living within their own 
homes. On current projections 
as one respondent put it “...the 
Island dies in 2035!”
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In the face of this, the Isle  
of Wight Council, in common  
with many local authorities, is 
struggling. Its tax base is shrinking. 

“We have...highlighted issues  
around wages, skills, education,  
public services and housing. These 
challenges are not unique, but require 
a unique response. The Island needs 
leaders in each of these areas who are 
committed to driving improvement and 
advocating for the Island community.” 

(The Centre for Social Justice -  
‘Deprivation on The Isle of  
Wight’, 2019)

The Island’s Issues

It was forced to  
make austerity  
based savings of  
over £80m in the  
period 2011-19.

Venture South
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The Island’s Potential

“The most successful global  
cities are those cities that build  
on their cultural assets. The style 
of a place...can itself be turned 
into value...as a means of  
attracting outsiders to visit or to 
invest. Every facet of a culture 
from history to contemporary 
events, a quirky circumstance...can 
be seen as a resource to be turned 
into opportunity and to simply  
create enjoyment.

Enjoyment, is the vital... 
component that city-makers  
hope will make residents  
stay and bring visitors back,  
encourage us to dwell longer  
and maybe even spend more, 
whilst simultaneously allowing 
people a connection with  
that place.”

(Charles Landry - ‘The Creative 
City’, 2000)
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“Only two hours  
from London and  
two minutes from  
the beach!”

25 IOW Festival - James  Bridle 
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The Island’s potential

All is not lost. Despite these bleak 
statistics, the Island possesses an 
enviable depth of cultural and  
environmental resource. In June 
2019 the entire Island was declared 
a UNESCO Biosphere Reserve 
(only the seventh UK location to be 
awarded this special status).  
The role of cultural heritage as  
a significant strand in Biosphere 
was recognised by Arts Council 
England (ACE) when it designated 
the IW as one of its ‘priority  
investment areas’ in 2018.

Figures from 2016 show that the 
Island is in the top 16% of local 
authorities in England for heritage 
and environmental assets, and that 
in terms of the volume of activity 
around those assets it scores, in 
almost all cases, even more  
strongly. These are key strengths  
on which we can build.

There is also a truly amazing  
voluntary sector – with over 1,400 
charities working on the Island.

26 Venture South
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There is an opportunity to  
turn the IW’s geography to  
its advantage. 

The Island’s sense of identity  
and ‘otherness’ can be harnessed 
to great positive effect; by  
placing cultural assets, heritage  
and creativity at the heart of  
a placemaking strategy.

Conclusions from 
our Research:

There is a grass-roots,  
understanding of the importance 
of strategic co-ordination: the 
emergence of The Island Collection, 

There is great potential for the 
cultural sector to act as a key 
place-making agency and a  
messaging tool: 

as a group of independent arts and 
heritage organisations aiming to 
support, advocate, and strategize 
for the sector, supported by our MP, 
was one of the motivations  
behind the Arts Council visit in 
2018. Working cross-sector,  
attracting non-partisan political 
support, and engaging the Island’s 
influential diaspora becomes much 
easier once a unified front of  
delivery organisations has  
been established.

to help tackle the IW’s demographic 
time-bomb by attracting the missing 
middle element of professionals,  
entrepreneurs and wealth creators.

There is an opportunity for ‘cultural- 
terraforming’ - using the creative  
sector as a means of assisting the local 
authority in transforming its problem 
assets and developing future,  
sustainable, sources of income.
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In its ‘Inspiration Island  
Regeneration Strategy, 2019 -2030’, 
the Isle of Wight Council now includes 
Place-making and Cultural and  
Environmental Assets in its six key  
priorities in order “...to ensure the  
economic future of the Island and  
create the Island that is a great place 
to grow up, live, work and visit.”

Conclusions

28 Quay Arts Newport 28 Venture South
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Venture South (The Isle of Wight 
Cultural Investment Company)  
is intended to be a catalyst  
for change: 

a facilitating body that  
will help unlock the 
place-making potential of 
the IW’s cultural sector. 

Venture South was formally  
constituted in January 2020 as  
a not for profit company with  
an initial board of 5 Directors.  
A conscious decision was taken  
not to pursue charitable status 
on the basis that The Island  
Collection (constituted in July 
2019) had already been granted 
charitable status. The idea being 
that the two organisations will 
work in a co-ordinated,  
complementary, fashion: with  
each able to go where the  
other can’t.

So what are we 
going to do?

2929 Open Studios - Gianpaolo Mario
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Membership of Venture South 
is open to those who support  
the group’s values and vision 
and demonstrate that they  
can bring practical skills  
and networks to bear in  
furtherance of these aims.  
The current board of  
directors are:

Board of 
Directors

Linda is a corporate financier  
specializing in media and technology. 
Since 2011 Linda has been Head of  
Media and Digital, and a partner, at 
Cavendish Corporate Finance LLP, part 
of the finnCap group. Linda lives in the 
South of the Island and is passionate 
about culture and heritage.

Linda Sullivan (Chair) Andrew Watt (Vice Chair)

Andrew has over 30 years experience  
in public policy development, non-profit  
management and fundraising. He  
is a former President of the largest  
philanthropic support organization  
in the US, The Association of  
Fundraising Professionals, whose  
members raised over $1.8bn in 2015. 
He is currently Senior Principal at  
Accordant Philanthropy in healthcare. 
And he lives in Bembridge.
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Board of Directors

Virgil is the Manager of Carisbrooke 
Castle Museum, and a previous  
Director of Quay Arts, with a  
background in venue and legal  
management. He is currently Chair  
of The Island Collection and is also  
a musician with a fascination for  
traditional music and arts.

Virgil Philpott Nigel Hartley

Nigel has worked in End-of-Life  
Care for almost 30 years and is Chief  
Executive Officer at the Mountbatten 
Group covering the Isle of Wight and 
Hampshire. Nigel is a Fellow of the  
Royal Society of Arts, a visiting  
Academic at the University of  
Southampton and an experienced  
writer, lecturer and musician.

Stephen Izatt

Through his creative agency Thinkfarm, 
Stephen helps people develop ideas 
and has launched many high-profile 
brands. They include ventures in media,  
entertainment, charitable causes and 
the arts like The O2, The Roundhouse 
and Scala Radio. His own Island based 
adventure is closer to home; Ventnor 
Arts Club was established in 2012.



3232 Cultural Investment Company 32 Ventnor Fringe Festival - Gianpaolo Mario
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It will do this by:
1. Bringing in investment for the  
benefit of the Island’s cultural sector.

2. Brokering partnerships with  
other sectors both on and off-Island,  
to enhance the impact of the  
cultural sector.

3. Supporting the work of the Island’s 
existing cultural delivery organisations 
- as collectively manifested in ‘The  
Island Collection’.

4. Developing flagship initiatives that 
will help to expand the audiences for, 
and the capacity of, the Island’s  
cultural sector.

33

Mission Statement

Venture South is intended  
to be a catalyst for change:  
a facilitating body that will 
help unlock the place-making 
potential of the IW’s  
cultural sector.
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Stemming from this mission, 
there follows a summary of the 
areas in which Venture South 
aims to be active over the next 
two years. It needs to be  
emphasized that this is a  
long-term project. Rome wasn’t 
built in a day - and Tate St Ives 
took about twenty years, but 
we will chip away: developing 
partnerships and seizing  
opportunities until the critical 
tipping point is reached.

Pattern

Mission Statement

Cultural Investment Company Ventnor Illustration - Katy Rose Thorogood
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A. Government Funding 
All sectors of the Isle of Wight  
are disadvantaged by existing  
government funding formulas 
which define the IW as an  
estuarine economy within the 
(wealthy) South East. This does 
not reflect the reality of the  
situation. One of the headlines 
from the Centre for Social Justice’s 
report is a recommendation that 
the IW’s case for ‘special economic 
status’ (effectively, ‘Island Status’) 
should be recognized by  
central government.

“... the fact of the Islands’  
separateness from the mainland  
is demonstrably a major factor in 
the various struggles faced  
by Islanders. Wages are low,  
educational opportunities are  
poor, the Island is ill-equipped to 
deal with the level of dependency 
and vulnerability and the housing
strategy is not fit for the future. 
Now is the time for the govern-
ment to amend their Green Book 
and assess fair funding for the 
Island with due regard to the  
barriers in place which mean that 
the Island yields a much lower 
cost-benefit ratio.”

(The Centre for Social Justice - 
‘Deprivation on The Isle of  
Wight’, 2019)
 

Venture South will continue to work 
with influencers to press this case 
for Island Status. Achievement of 
Island Status would help to address 
the acute financial crises in local 
healthcare and education. Thus 
giving the cultural sector a chance 
to take root in these areas and 
provide examples of its ability to 
increase social inclusion, raise  
aspirations and contribute towards 
the preventative healthcare agenda.

1. “Bringing in  
investment for the  
benefit of the Island’s  
cultural sector.”

Mission Statement
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Two key lessons learned from  
our research were:
1. That public funding follows  
truly joined-up, initiatives, and,  
2. that the current funding  
landscape, generally, involves 
short windows of opportunity -  
as a result of which, putting  
together reactive bids /  
partnerships in response to  
funding announcements is  
rarely successful.

Venture South has accumulated 
(and continues to accumulate) a 
wealth of cultural research and  
statistics during its research activity.  
 
 

This, combined with its  
development of a joined-up,  
strategic, vision, puts Venture  
South in a position to assist (and,  
potentially, resource) the IW’s  
cultural sector in becoming  
properly ‘application ready’.

C. Business Investment  
& Corporate Social  
Engagement
Our research revealed how  
commercial revenues and  
corporate investment (often land / 
property related) play a major part 
in a number of successful cultural 
models. Having identified a  
significant need for maker spaces 
and co-working facilities for  
entrepreneurs and small / medium 

enterprises on the Island through  
the research carried out in the past 
year, we aim to work with the local 
authority and town / parish councils  
on the development of an idle /  
problem asset register to de-risk  
and transform these assets.

Venture South will also work with  
the Solent LEP, universities and  
other commercial partners to  
implement a strategy to provide 
these facilities in an innovative way.

Mission Statement

Venture South

B. Other Public Funding,
Trusts & Foundations
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D. Philanthropy, High Net 
Worth Individuals &  
Influencers
The Isle of Wight has access to  
an extensive network of the great, 
the good and the influential who 
identify with the IW; whether 
through family connections,  
sporting links (sailing) or simply 
love of its unique environment. 
These individuals have access  
to opinion-formers, political  
networks, wealth and influence 
and have the potential to act  
as compelling advocates on  
the Island’s behalf, opening  
doors and unlocking investment 
that would support  
transformational initiatives.

Mission Statement
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2. “Brokering partnerships 
with other sectors, both  
on and off-Island, to  
enhance the impact of  
the cultural sector.”

Our local research revealed that 
many people are doing similar 
things in different rooms. There 
are a lot of dots to be joined up. 
Looking at national initiatives we 
were particularly struck by the 
success of Create Gloucestershire’s 
model of applying creative thinking 
/ cultural resources to entrenched 
problems in other sectors.  

Working cross sector, Venture 
South is well placed to offer similar 
non-partisan co-ordination and 
leadership for such projects on  
the IW.

We recognize the intense financial 
pressure that the local authority is  
under and that, as a result, it is  
unlikely, in the near future, to have  
sufficient resources to develop a 
strong IW cultural offer. However,  
Venture South will aim to formalize its  
relationship with the local authority 
and its regeneration team; by  
establishing a regular forum with  
the IWC, the MP, the LEP, the Lord 
Lieutenant and other key funders.

Venture South will also continue to  
develop the ‘sectoral’ consultation 
work - which has informed our 
initial research: strengthening our 
mandate, brokering partnerships 
and building networks.

Mission Statement

a. Cultural Co-Ordination  
& Relationships with the  
Local Authority

Venture South
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3. “Supporting the work  
of the Island’s existing  
cultural delivery  
organisations.”

We intend to develop our  
relationships with a range  
of credible national and  
international institutions as a 
means of seeking investment  
and building audiences. This will 
involve active engagement with 
national cultural institutions,  
universities, the Solent LEP and 
corporations in the UK and  
internationally.

Whilst working closely with  
local partners, Venture South will 
be thinking beyond the Solent.

A. Assets for Place-Making
The IW’s history, culture and  
heritage belong to its people  
and, ideally, the IW’s unique  
cultural assets should be deployed 
as place-making ammunition in 
support of its communities. The 
creation of The Island Collection is 
both indicative of a sectoral desire 
to work more strategically, and an 
awareness of the potential of a 
unified IW cultural offer. We  
will support these initiatives:  

 
supporting The Island Collection  
in the identification of its key  
priorities and helping to secure 
project funding.

The ability of culture to act as  
a significant place-making tool  
is overwhelming. We will seek  
to influence public discourse  
so that the positive social and  
economic impact of culture  
is better understood and  
more widely embraced.

Mission Statement

B. National (& International) 
Partnerships

B. Cultural  
Advocacy - Generic
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The Island’s demographic is (and 
will continue to be) a major issue. 
A smaller cohort of people is trying
to keep a bigger (ageing) cohort 
going. Long term, the status quo is 
not a viable option. Venture South 
can make a significant contribution 
to regeneration by helping to  
develop a cultural offer aimed at 
the type of people the Island needs 
to attract: young entrepreneurs,  
makers and wealth creators.

To help achieve this, a strand of 
lifestyle messaging needs to be 
developed that is distinct from that 

currently aimed at the tourist  
market. A new message within 
which cultural opportunity sits, 
naturally, alongside biosphere  
status, digital connectivity, and 
(relatively) lower property prices.  
A message that metropolitan  
environments need not win out 
over rural environments. A  
message that professionals  
can develop their career objectives 
in a desirable, culturally satisfying, 
and, less stressful, environment. 

Mission Statement

Venture South

C. Cultural Advocacy - 
Lifestyle Messaging for  
Wealth Creators
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4. “Developing flagship 
initiatives that will help to  
expand the audiences for, 
and the capacity of, the  
Island’s cultural sector.”

Naturally enough, Islanders hope 
that their children will enter the 
adult job market with skills and 
options. However, the reality is 
that the Island is still bottom of its 
statistical neighbours in terms of 
academic achievement - which,  
in turn, creates a problem in  
attracting professional people  
with school age families.

Cultural exposure can benefit 
young people in a number of  
distinct ways: raising aspirations 
and engendering a sense of local 
pride, providing practical skills 
and experience, and opening eyes 
to the possibility of creative career 
options. Opportunities exist to 
embed the Island’s cultural  
organisations within schools  
and to facilitate a mentoring /  
careers programme for young 
people based around the  
creative industries. 

We will partner with The IW 
Cultural Education Partnership 
(through its Transition Funding 
stage) and private industry to 
bring role models from the  

creative industries to the  
IW and to foster a joined up,  
innovative, approach to the  
inspiration and education of  
young people on the IW.

B. Creative Industry &
Co-Working
About 93% of the UK’s creative  
industries are micro businesses (ten 
employees or fewer). And 34% of 
the sector are self-employed -  
compared to 16% across the  
wider economy. Our research  
has identified both a shortage of 
affordable, local, available space 
for start-ups and a requirement  
for a ‘road map’ for young  
entrepreneurs in creative industries. 
We will identify opportunities to  

Mission Statement

A. Young People, Skills &  
Inspiration
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redevelop existing buildings and 
use our networks to develop new 
partnerships with individual, public 
and corporate investors who may 
wish to participate in innovative  
developments. We will lobby  
for town and parish councils to 
establish IW creative enterprise 
zones and facilitate partnerships 
with off-Island businesses to help 
develop these. We will support 
the creation of new spaces for 
co-working / creative industries  
in Newport and Ryde and play an 
active role in supporting and  
helping shape developments such 
as the Newport / Ryde Heritage 
‘High Street Action Zones’  
announced by Historic England  
in Autumn 2019. We will also  

support Ventnor Exchange’s ‘Brave 
Island’ plans for the creation of new 
co-working spaces in Ventnor.

C. Preventative Healthcare  
& Social Inclusion
Healthcare organisations are keen 
to adopt a preventative healthcare 
agenda and involvement in cultural 
activities in late middle age / early 
old age is a proven means of  
addressing isolation. 
 
The IW Cultural sector is crying  
out to be connected up with  
preventative healthcare work.
We will work with the Island-wide 
Advance Care plan to ensure that 
those people in the last phase of 
life, who wish to do so, remain (or  

become) included in cultural and 
arts based activities.

We will support proposals for  
a purpose designed building  
at Newport Harbour to  
accommodate both NHS  
specialist and community health  
services - linking with GPs across 
the Island to develop cultural  
prescribing as part of SystmOne, 
the IW’s electronic patient register.

Mission Statement

Venture South
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D. Culture & Concrete
We have seen plenty of evidence 
that iconic, flagship, attractions can 
be highly effective in providing  
economic stimulus to an area. 
However, it is also clear that the 
era of significant public funding 
support for new capital projects  
is over.

The IW Council’s Regeneration 
‘Masterplan’ for Newport Harbour 
makes mention of the potential for 
an architecturally iconic,  
cultural building, though, it is  

unclear where this might sit within  
the panoply of schemes advocated  
by local interest groups. What is clear 
is that there is a role for Venture 
South in developing and shaping 
such projects: seeking to attract  
private money for such initiative(s) 
and ensuring that those put forward 
are part of a joined-up strategy and  
are sustainable, accessible and  
informed by both community needs 
and the experience of existing cultural  
delivery organisations.

Mission Statement
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To date Venture South has  
been researching and laying  
the foundations. 

Now is the time  
to start making  
an impact.

We have some seed funding from 
the Arts Council - including a  
significant underspend from our 
research grant - which we aim  
to use to kick start projects, make 
strategic interventions and lever  
in further investment.

Call To Action

If you support our vision please 
publicize our work and partner 
with us.

We are highly aware that there are  
a multitude of experts and  
organisations ‘out there’ who are 
already doing great work. We’re not 
aiming to re-invent the wheel. We’d 
rather help fine-tune the engine and 
ensure that all our wheels are  
pointing in the same direction!

44 Venture South
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To Darren Henley, Phil Gibby and Nick 
Green of Arts Council England who have 
helped to support and develop our vision 
for the Island. To Bob Seely, MP, who has 
been unfailingly supportive.
To Richard Smout, John Hobart and 
Chris Ashman of the Isle of Wight  
Council. To Perdita Hunt, OBE, and  
The Centre for Social Justice. 

Research visits and face-to-face /  
phone interactions took place,  
variously, with the leaders of the  
following organisations:
Gloucester Culture Trust, Gloucester  
City Council, Create Gloucestershire, 
Kent Cultural Transformation Trust,  

End Credits - 
Thank You to all 
the following:

The Creative Foundation (Kent), Kent 
County Council, Thanet District Council, 
Turner Contemporary, Margate Arts,  
Hampshire Cultural Trust, Portsmouth 
Creates, Sunderland Culture, Hull City  
of Culture, The Goodwin Trust (Hull), 
Creative Barking and Dagenham,  
Cornwall Museums Trust, Krowji Arts 
Hub (Redruth), Westminster Cultural 
Forum, Creative England, The Creative 
Industries Council, and The Museum of 
Old & New Art (Tasmania).
In addition, a variety of other one-to-
one meetings were undertaken at senior 
level by Venture South including meeting 
the Island’s MP and Lord Lieutenant, 
the Chief Executives of Historic England, 
Visit IW, Red Funnel, the IW Chamber of 
Commerce, The Solent LEP, The Centre 
for Social Justice, and the former head  
of Ofsted.

During five, round table discussions,  
between March and May 2019 a  
significant number of IW experts gave 
us the benefit of their time and wisdom 
in the following areas:
Health & Older People / Education & 
Younger People / Planning, Regeneration 
& the Environment / Business, Technology 
& Tourism and the Cultural Sector.
Ian Boyd (ARC/Artecology / Common 
Ground), Paul Buckland (IW College), 
Mike Bulpitt (The Riverside Centre), 
Ashley Curzon (IWC), Jacqui Cusack 
(Quay Arts / IWCEP), Rob Drake-Knight 
(Rapanui / Teemill), Guy Eades (Healing 
Arts), Carol Flux (Natural Enterprise), 
Nigel George (Eccleston George),  
Frankie Goldspink (New Carnival  
Company), Di Goring (IW Primary  
Partnership), Richard Grogan (AONB), 
Terence Hart (Cooper Hart / Quay Arts), 
Julian Hicks (Brading Roman Villa),  
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Vanessa Hicks (Gurnard Primary School),  
Stephen Holbrook (IW Chamber of  
Commerce), Rodney Ireland (Classic Boat  
Museum), Hector Kier (Newport Minster), 
Sharon Kingsman (IW Public Health  
Principal), Steve McGloughlin (SJR Drilling), 
Lincoln Miles (Lincoln Miles Architecture), 
Gioia Minghella (High Sheriff), Matthew 
Parr-Burman (The Island Innovation Trust), 
Simon Perry (On the Wight), Peter Pontin 
(Platform One), Tom Prichard (Teepee Copy  
& Comms), Rachael Randall (HTP  
Apprenticeship College / Solent LEP),  
Eleanor Bell, (IW Public Health Principal), 
Chris Slann (New Carnival Company),  
Natalie Smith (Hampshire Education  
Service), Mark Waldron (Ryde School),  
Christian Warren (Style of Wight), Corina 
Westwood (IWC Heritage Services), Richard 
White (IW Studio School), Andrew Wood-
land (Ventnor Royal Hotel), Jack Whitewood 
(Ventnor Exchange / Ventnor Fringe).
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