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B ilbao has always believed in art as a 
creator of the future. The artistic de-
sign of the city’s underground sys-

tem, by Sir Norman Foster, and the great 
titanium dream of the Guggenheim Mu-
seum, designed by Frank O. Gehry, were 
the beginnings of the driving force that 
transformed the city, not only in terms 
of urban planning, but also economical-
ly, socially and culturally. These are just 
two relevant examples of the city’s many 
other artistic and cultural expressions 
over time, as reflected in the Museum of 
Fine Arts, in the Campos Theatre, in the 
centennial Bilbao Symphony Orchestra, 
in the Euskalduna Conference Centre and 
Concert Hall or in the modern concept of 
the cultural centre in La Alhóndiga.

But there is a new cultural dynamism 
in Bilbao today, involving other referenc-
es of interest. As can be seen in the City 
Council’s support for various initiatives 
and institutions dedicated to fostering ar-
tistic production, such as the Bilbao Arte 
Foundation, the BilbaoEszena Theatrical 
Resources Centre, the Harrobia Eskena 
Innovation Centre or the Zorrotzaurre Art 
Work in Progress project.

In addition, in late 2010 we launched 
the Eutokia Social Innovation Centre, 
from which have emerged various re-
lationship practices between the arts 
and business or social organisations. 
Among these we would like to highlight 
the ‘creative pills’ for their uniqueness, 
brief artistic interventions in SMEs or the 

innovation-oriented businesses of these 
organisations, with extremely surprising 
results that are at the same time far re-
moved from the classical view of the arts.

A commitment to art is a commitment 
to creativity, talent and entrepreneurship 
and implies strengthening the urban 
and social development model that has 
placed Bilbao on the map of the world’s 
great cities. And a commitment to art is 
a commitment to artists, to a different, 
thoughtful, critical and proactive view of 
the city and its people.

Iñaki Azkuna
Mayor of Bilbao

It is really satisfying 
to see that my art 

form, dancing, 
moving the body, 

helps people to 
develop and to 

invest a bigger part 
of themselves.

Erik van Duijvenbode
Dancer, The Netherlands

W hen you do unordinary things, 
you get unordinary results 
that you would not get with 

ordinary methods. Art reaches people 
through other channels than merely 
the mental. It goes through all senses, 
and can reach to people’s emotions.
Lars Lindström, HR-manager for Scandinavia, PAROC

W e the business people need to get into a completely 
different way of looking at things. We must meet oth-
er competencies and a new (creative) logic that chal-

lenges our way of thinking. Otherwise, we get stuck. Artist-driv-
en enterprise development gives us new tools to think outside 
the box, which gives much, much more than ordinary methods.

Bertil Lindström
Owner Citymöbler and Brittgården Fastigheter, Sweden

The artist will 
always surprise 
you. It’s totally 

different, and that’s 
what we wanted.

Xabier Gorritxategi, Innovation Director, Fagor, Spain

Early in 2013, the project Training Artists for 
Innovation approached artists, organisations, 

companies, universities and cities that have 
experience with artistic interventions. We asked 

them, why do organisations need artists to work 
with them? We present their answers below as a 

mosaic of voices to be read in any order. Together 
these voices constitute a convincing argument for 

the central message of this book: training artists 
for innovation is a contribution to the societal and 

business challenges of today.

C ultural and creative fields are seen to provide 
significant opportunities for sustainable 
growth and employment both at national 

level and at the EU level in Europe. In these fields, 
employment has been stable despite recession in 
recent years. Also, the employment of young peo-
ple has been greater in relation to other industries.

According to European Commission, cultural 
and creative fields have been a largely untapped 
resource in achieving the objectives of the EU’s 
growth strategy Europe 2020. Cultural and crea-
tive fields can advance economic and social devel-
opment remarkably if the strategic positioning of 
these fields – the intersection of the arts, business 
and technology – is better utilised.

The world economy challenges the structures 
and the conventions of our society and compels 
them to change. In order to succeed, organisations 
need to invest in creative innovation, cultural com-
petencies, emotive knowledge and collaboration 
as well as in the well-being and the skills improve-
ment of the skilled labour. Artistic and cultural 
competencies have a significant role in meeting 
these challenges.

Kirsi Kaunisharju  
M.A. 
Counsellor for  
Cultural Affairs
Ministry of  
Education and Culture
Finland

Merja Niemi 
M. Sc., Lic. Phil.
Special Government 
Adviser
Ministry of  
Education and Culture
Finland
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The artists will help people to have a      different perspective on the world.
                                                                                                                                                                                                  Herman Worries, Director of DSM Innovation Center, The Netherlands

F agor is committed to people-cen-
tred innovation, which is the ba-
sis of this industrial cooperative 

within the Mondragon Corporation. Our 
mission is to ensure that every advance 
made has a positive effect not only for 
workers, but also for their immediate en-
vironment and society as a whole.

In Fagor we believe in social innovation 
and the need to open our eyes to other 
views within a global perspective. And the 
views of artists and creators are highly 
stimulating in order to enrich not only 

our products and services, but also our 
internal and external relational logic or 
the suitability of our cooperative values.

Innovating through artistic interven-
tions with our organisation has been a 
clear success, which is why we need art-
ists with the ability to understand the 
business world, its logic and languages. 
We need artists who are guided by ex-
ploration and research in their work, 
who are able to interact in unfamiliar 
environments, who can propose and 
trigger divergent thinking; artists who 

in fact like people. Artists, who, like us, 
are convinced that they can transform 
organisations and societies based on 
creativity, collaboration between differ-
ent players and risk-taking.

In Fagor we believe that Art and Cul-
ture can and must contribute to creating 
together a more humane economy.

Urtzi Zubiate Gorosabel 
R&D+i Director of Fagor Group 
Spain

I have experienced artists as being competent in team-building, idea-generation, 
communication training, product development and organisational processes supporting 
innovation. An artist brings an X-factor to the established processes in a company. 

I’ve also noted that a well-defined involvement results in the optimum outcome.

Katja Moesgaard, CEO, DBU A/S, the Danish Football Association, Denmark

M y experience is that arts-based 
interventions have a capacity 
to instigate entirely new kind 

of thinking in organisations. At strate-
gic level, they can change working life, 
leadership and society for the better.  
I feel that I learn a lot from my clients 
also in ways that I can put to use in my 
own work. Some companies have turned 
out to be much more creative than insti-
tutions in our own field.

As an artist and an entrepreneur, I am 
interested to know, how can we do busi-
ness in an entirely different way. Can we 
plant new thinking into old structures? 
Do we first need to break barriers that 
hinder things from happening? Barriers 
exist also inside one’s mind – on both 
sides of the fence.

It is most rewarding to encounter 
people and to enable social interaction. 
Through the arts, it is possible to see 

beyond business suits and jargon, to 
understand each other at the levels of 
experience and emotions. At the end of 
the day, it’s all about the art of being 
humane, also in the world of business.

Niina Nurminen
Actress, CEO
Artsense Oy
Finland

C ontemporary markets are about 

getting attention and economy about 

innovation in participation. Arts-based 

methods break away from the obsession with 

newness in creativity and innovation. Instead, 

they focus on local participation, audience 

engagement and hard work. The arts will lead 

us to great insights when knowing differently 

is the greatest asset, instead of knowing better.

Saara Taalas
IKEA Professor in Business Model Innovation
Head of Life at Home Research Initiative
School of Management and Economics
Linnæus University, Sweden

T he relation between artists and organizations is an 
important relation for many reasons, and since the 
buzzword, innovation, seems to be so extremely im-

portant, artists might actually be the right people to effec-
tuate innovation in firms. 

Among other capacities owned by artists, the ability to 
innovate is necessary: to recreate your own products, your 
own practice, your own performance and also in a way 
your own personality, your approach to reality. This chain 
of approach to reality is extremely important for firms, be-
cause so much new, and not necessarily good, is happen-
ing all the time. That means that the organisations have to 
make a severe change of mindset in order to cope with the 
challenges coming up.

Dr. Phil Ole Fogh Kirkeby
Department of Management, Politics and Philosophy
Copenhagen Business School 
Denmark

J ust recently we had twenty people 
from the boards of directors to dis-
cuss the role of artists within com-

panies. They agreed unconditionally on 
many possible roles for artists, such as:

•	 unlocking the brakes on discussion

•	 offering inspiration

•	 organising contradiction, 
confrontation and friction

•	 creating openings by speaking 
the unspeakable

•	 taking people out of 
their comfort zone.

To work with artists places also high 
demands on the leaders within compa-
nies:

•	 they need the guts to take risks

•	 they have goals, but they do not 
have fixed roads to reach the goals

•	 trust is their basic assumption, 
also in the belief that taking risks 
will produce good results.
 
The directors stated that companies 

could learn from artists that the road to-
wards the goal is of utmost importance 
while for companies the goal itself is the 

Holy Grail. One can ask, what risk do we 
face, if we don’t work with artists? 

Art Partner is convinced that training 
can help artists to develop their mind-
set on designing products and services 
in such a way that they leave enough 
room for the company to leave its wor-
ries aside.

Sandra Boer / Robert Tordoir
Directors
Art Partner (www.art-partner.nl)
The Netherlands



Training artists for innovation? Is that possible? Are artists not 

innovative by nature? These questions arise if you contemplate 

the title Training Artists for Innovation. The subtitle of this 

book, Competencies for New Contexts, answers these questions. 

The arts can play a crucial role within innovation in business 

and society once we know how artists can contribute in their 

own way. Training artists to do so successfully is necessary. 

To understand this we need to take a look at several changing 

contexts. Not only in the arts sector, but also in the business 

world, in organisational development and also in the world of 

policy (national and European level) that concerns the cultural 

and creative sectors and innovation. 

Introduction
Joost Heinsius & Kai Lehikoinen

Opposite A work by Mille Kalsmose at Copenhagen Business School. Photo Kenn Hermann.
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I n this introduction we will discuss the chang-
ing contexts of the arts, organisational devel-
opment and policy. We will explain the core 

concept of artistic interventions and move to dis-
cuss the competencies artists need to perform suc-

cessfully within organisations. Moreover, we will 
address the role training can play in this context. 
Finally, we will introduce the project that gave 
birth to all the texts and outline the other chapters 
of this book.

Ice hockey players of  
HIFK taking distance from the playoffs 

in a custom-tailored ‘entrance exam’ that was produced by the 
Kokos Services in the Theatre Academy Helsinki (Finland).  

Photo Pirita Tolvanen

The common aim of artistic  
interventions in organisations is  
to draw from the arts and artistic in-
quiry to help organisations succeed in  
the twenty-first century business landscape.

Changing contexts

Europe is a very diverse continent; also when it 
comes to arts policies and government involve-
ment. There is a difference between government 
directed arts funding and market-oriented arts 
funding. In many European countries, the past 
few years have shown a clear shift towards a more 
market- and audience-oriented approach. In many 
countries, there have been severe cuts in funding 
and, consequently, artists and cultural organisa-
tions have faced the demand to earn more of their 
income themselves.

Another visible shift is that in many countries 
parts of the population reproach the arts for be-
ing self-centred and internally directed. A gap has 
risen between the arts and society that needs to be 
bridged and closed. Also, as many in the arts sec-
tor now argue, the budget cuts would never have 
been so easily accepted if the arts had played a 
more relevant role in more people’s lives than they 
currently do. A definite way to make the arts more 
relevant to more people is the presence of art within 
organisational and business settings: not just as 
a nice picture on the wall, but as interventions in 
people’s working life. Of course, in the arts, there 
has always been an undercurrent of artists inter-
ested in having a direct role in people’s lives: within 
local communities (community art), within social 
and health sectors (culture & well-being, arts & so-
cial cohesion) and within business organisations. 
Artistic interventions have a long history that de-
serves to be written – however, that is not the aim 
of this book. We do not mean to say that every 
artist should take up this line of work. Every artist 
should have the opportunity to choose his/her own 
career path. And just like it is not everybody’s piece 
of cake to work inside the business world or in the 
social sector, not every artist will feel comfortable 
working with artistic interventions.

Businesses and organisational development are 
also facing fast changes. It has been argued that 

the business landscape of the twenty first century 
requires new ways to address organisations and 
work.1  They need to be understood as living, hu-
man-based organisms where aesthetics and emo-
tions constitute “critical competitive factors … [for] 
organisational value-creation capacity” (Schiuma 
2011, p. 31). In post-industrial societies the increase 
in productivity is seen to emerge more and more 
from human resources. In order to succeed, or-
ganisations need to invest in creative innovations, 
cultural competencies, emotive knowledge, collab-
oration, trust, well-being, occupational health and 
the development of the skills of the workforce.2 
As Professor of Innovation Management Giovanni 
Schiuma points out, 

… organisations are discovering that their future 
wealth creation is based on the development of new 
capabilities … In fact, an organisation’s ability to be 
intuitive and imaginative is related to its employees’ 
will and power to exercise their creativity and im-
agination in daily work activities … Organisations 
willing to promote intuition and imagination need 
to adopt management models and approaches 
that create and foster a favourable organisational 
atmosphere in which creativity sparks and people 
are inspired and energised to fully use their mental 
faculties to explore new realities and identify hidden 
solutions to business challenges.

(Schiuma 2011, p. 14)

Any business that strives to succeed needs to 
sharpen its abilities of keen observation and crea-
tive thinking. To develop such skills, it is impera-
tive, as Sir George Cox has pointed out in his review 
on creativity in business, that companies learn to 
“draw on the talents of a flourishing creative com-
munity” (Cox 2005, p. 10). In addition, however, 
“the creative community needs to be responding to 
the demands of dynamic and ambitious business-
es” (ibid). At European level, the project Training 
Artists for Innovation and its sister project Creative 

1	 See, for example: Aus-
tin & Devin 2003, Darsø 
2004, Adler 2006, Nissley 
2010, Berthoin Antal 2011, 
Schiuma 2011, Hautamäki 
& Oksanen 2011.

2	 Hautamäki & Oksanen 
2011; Ministry of Employ-
ment and the Economy 
2012.

Every artist 
should have the 
opportunity 
to choose his/
her own career 
path.

Any business 
that strives to 
succeed needs 
to sharpen its 
abilities of keen 
observation and 
creative think-
ing.


