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NOTES 
 
1. Short overview/summary of presentation 
 
Presentation of the Media Guild facility, the programs run by the organization, and the services it provides to its participants 
and to the community. The presentation highlighted key notions of being firmly rooted in community, that the model of 
innovating and creating a working hub of creative ideas can at once serve the international and national communities, but 
that there must be a focus on the local community as well, to promote long-term viability and relevance of the centre.  
Emphasis was made that a digital hub is not an arts centre, though it does involve artists in various projects that take place 
within its walls. The centre focuses on the growth of innovation and bringing innovative ideas from the creative industries to 
market.  
 
2. Key points and significant themes of presentation 
 
Andora-meeting place. A hub is a place where people meet. Creative industries are very diverse, the interaction you get 
when you have a place where people can come together to physically meet is important. The Media Guild acts a hub or what 
is also know as an incubator for ideas.  
 
The Media Guild consists of a program, with a set of structured rules that shape the interactions between internal 
participants, and the contact of the guild with the public. It stemmed from the 2004-2005 Lisbon agenda - a revitalization of 
Europe and of Amsterdam. Amsterdam relies on a knowledge economy.  This is a model whereby teams of 2 or 3 people 
come together to create a project for a yearlong duration. All of a project team’s expenses are covered during this period. 
There is also an intellectual rights agreements (30/30/30% for a team of 3) and the facility gets 5 - 10 % of profit fed back 
into the program. Overall the MG fits about 30 people per year in a large open concept space. 
 
The location of the facility is a famous old warehouse in a prime location in Amsterdam that was renovated. The history 
included a period in the 1980s-1990s when the building became a squatter artists space. A “crazy”, rough space that was 
not well looked upon by the municipality, and there was a lot of public sentiment about this building. The resulting mixture of 
uses in the building includes the preservation of an old monument and the incorporation of new cultural space.  
 
The media guild attempts to be a new kind of organization. The incubation program works on a master/apprentice model. It 
is very tied to its community, and grew out of a need that was identified by members of the community.  
 
The Media Guild also provides community workshops, tries to reach out to other organizations to provide them with new 
business practices to change the way they work, and they do “pitch” training for their incubatees.  
The MG is not an art centre. Artists are a part of the community of the media guild, and can act as masters. (workshops, 
lectures and seminars) or be on incubator teams, but there are no studios.  
 
Example of incubator team project that took an artist approach to retail software that was sold it Apple, and is now extremely 
successful.  
 
They also have what is known as a Fablab, a technology that originally came from MIT.  
A Fablab allows for small-scale production through desktop fabrication tools. 3 tools: A milling machine, cutting machine, 
digitally driven with standard interfaces - very easy access to personal fabrication. E.g. jewelry making. 
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It is a challenge to find businesses that will support the MG financially. The creative/new media projects are perceived as 
being too risky for investment. In addition, there is a tension between control of the creators and the venture capitalists. 
Investors will want more control (example, in the selection of project teams) and will want a share of the equity, or the 
intellectual property. However, the centre could not survive with only government funding. It is not just a case of needing a 
sponsor. The business community is seeing that the models of innovation can help their business. The relationship is 
beginning to grow, and this is seen as an important next step. 
 
The MG acts as place of expertise, and a way of passing specialized expertise on to new innovators. It is very important for 
the creative industries to have a place where they can escape corporate entities or influence.  
 
3. Notable examples and links to websites 
 
MIT FAB LAB - www.fab.cba.mit.edu/about 
Media Guild website - www.mediaguild.com 
 
4. Interesting questions and/or comments from the audience 
 
Q: What is a digital hub? Is it a cluster? Is there something different about it being a digital hub that makes it different from 
being a ceramics hub?  
A: This is the first time we've started to describe ourselves as a digital hub. Why is a hub different than a cluster? The hub is 
the centre of the cluster - there must be a centre on which to focus.  
 
Q: What is the master-apprentice ratio within the hub?  
A: Almost 1 to 1. 30 hours a year, top consultants to do this for free. 
 
Q: Do you use the masters to do workshops? 
A: No, the internal staff does it for legal and compensatory reasons.  
 
Q: Can you talk about scale that works best? 
A: Scale – can only talk about what MG has done – the scale works really well. Wouldn't want to go bigger or smaller at this 
point. Open plan system works well for them – The space is not too loud, there is interruption, but it's not too large, or 
unmanageable. 
 
Q: Was it a conscious decision to have an incubation cycle of 1 year? How does this quick pace work, are you moving to 
long term? 
A: 1 year – Initially we went for a certain kind of funding - pre-C funding. This is funding for things that are falling through the 
cracks. We are trying to pick up ideas that no one else is picking up, to get them to the business plan prototype stage, and 
then they have to move on to develop the idea in a more classic incubator. Also, there is pressure for competition.  
Since then to look out for economic sustainability, we have had to consider taking in C level projects, as it is extremely 
difficult to get funding for pre-C ideas.  
 
Q: What is the smallest scale of team? What happens in the final stages, documentation and marketing?  
A: The smallest team is 2, biggest is 5.  They are not companies/incorporated at this stage. In principal they can be a 
company if they want to. At the end of the year if it looks as though a project team can carry on, the project will continue 
under the contract they originally signed, if funding can be found, etc. The MG will do their best to look after them at this 
point.  If they end up making the project and it makes a lot of money, the team can buy the MG out as soon as they're able to 
afford it.  
 
Note taker: Allison Collins 


