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Chapter 1 – Introduction
1.1. The research topic


In recent years, there has been a growing interest of policy makers on the importance of creative industries for economic development. A new concept of the ‘creative economy’ has emerged. Central to this concept is the recognition of creativity, knowledge and access to information as powerful engines to economic growth (UNCTAD, 2008). 

The development of urban areas has so far been the focus as most creative industries are city based. Governments in the United Kingdom, North America as well as Europe are seeking to create a so-called ‘creative city’ in order to revitalize the economy through social and cultural development. Rotterdam is one of many European cities paying attention to the development of the creative sector in order to promote economic development and increase the attractiveness of the city. 

1.2. Aim of the study

The aim of this study is to create a better understanding of the factors influencing the success of creative entrepreneurs and the challenges they face in a large city such as Rotterdam. It provides an analysis of the entrepreneurial climate in Rotterdam experienced by entrepreneurs in the creative sector and the role of the local government in stimulating the creative sector. By integrating theoretical assumptions with practice, this study seeks to provide new insights concerning the increased focus of the local government in Rotterdam on creative industries and the outcomes of their interventions. 

1.3. Social and scientific relevance 


Creative industries fulfil an important role in the economy. They combine creative, symbolic production with entrepreneurship and market orientation in a dynamic and effective way. Content and symbolism are the main elements of creative products. Their origin is found in the talent or vision of people and the main reason of purchase is often the personal meaning the product evokes to the purchasing customer. For that reason, creative industries play an important role in the development and maintenance of cultural identities and lifestyles in society. The UNCTAD Creative Economy Report (2008) states; ‘The creative economy has the potential to generate income, jobs and export earnings while at the same time promoting social inclusion, cultural diversity and human development.’ 

During the 1990s, city governments have begun to realize the important role of creative industries in the economic and social development of cities. As a result, many large cities have now implemented policies to create an encouraging environment for the success of creative industries. Rotterdam is one those cities with a special policy focus on the creative sector. Since 1995, Rotterdam has been paying explicit attention to creative industries such as audiovisuals, media and film. As of 2006, the municipality of Rotterdam has set up a number of goals concerning the development of the creative sector as a whole, such as increasing employment, promotion of new relations between subsectors of the creative sector and other industries and increasing the visibility of the creative sector
. 

1.4. Main research question and sub questions


Main research question: 

What are the factors influencing the success (or failure) of creative entrepreneurs and what is the role of the local government in stimulating the creative sector, with an application to Rotterdam?

Sub-questions: 

· What are the factors
 contributing to a healthy entrepreneurial environment? 

· What are creative industries?

· In what ways do creative industries contribute to the economic and cultural development of cities?

· What are the characteristics of creative markets?

· What is the role of local governments in improving the entrepreneurial environment for creative businesses?

· What are the current initiatives and projects in the municipality of Rotterdam concerning the development of the creative sector?
· How do creative entrepreneurs experience the local business environment?

1.5. Structure of the study

This research begins with a theoretical framework on entrepreneurship and the creative industries, presented in the second and third chapter of the thesis. Chapter two gives a literature review of entrepreneurship and the entrepreneurial environment. Chapter three gives an overview of important findings and theories concerning creative industries and the factors influencing successful entrepreneurship in the creative industries. In addition, the significance of creatives industries for city development and possible areas for support from the local government are given. Chapter four presents an overview of creative industries in Rotterdam and local policy objectives and projects aimed at creative industries. Chapter five consists of the research methodology and the results obtained from the empirical research. In addition, the policy and projects of the local government concerning the creative sector will be compared with current theoretical assumptions and the outcomes of the empirical research. Finally, chapter six provides for conclusions and policy implications. 
Chapter 2 - Entrepreneurship

Entrepreneurs operate in a rapidly changing, dynamic environment caused by the increasing opportunities in the field of technology, the growing national and international competition and increasing individualization. In this chapter, various factors are discussed that influence the entrepreneurial environment and foster entrepreneurship. First, the significance of entrepreneurship for economic development is briefly discussed. 

2.1 The role of entrepreneurship for economic development

The crucial role that entrepreneurship plays in promoting economic development has already been acknowledged by both economists and policymakers. A large number of literary studies emphasize this role. In "The Theory of Economic Development", Schumpeter (1934) points to the importance of entrepreneurship as a key variable for economic growth. He emphasizes how newly entering and innovative entrepreneurs challenge incumbent firms by introducing new inventions that make current technologies and products obsolete. Based on a combination of economic models and empirical studies, Stel (2005) concludes that also in practice entrepreneurship is a key factor for economic growth. According to Kirby (2003), entrepreneurship drives economic growth by increasing competition and has an important role in social development. Since the end of the 20th century, stimulating entrepreneurship has become one of the major themes in European policymaking. 

2.2 The entrepreneurial environment

The entrepreneurial environment consists of a combination of factors that range from economic and institutional factors to sociological and cultural factors. Gnyawali & Fogel (1994) state that a healthy entrepreneurial environment is reached ‘if potential entrepreneurs find opportunities in the environment, if environmental conditions motivate entrepreneurs to take advantage of these opportunities, and if environmental conditions enhance entrepreneurs' ability to start and manage a business.’ This paragraph offers an overview of external factors that influence the entrepreneurial environment within a region for small and medium sized businesses. The first two sections respectively discuss the socio-cultural and market-specific factors. The third section discusses the role of the government in the entrepreneurial environment. 
2.2.1 Socio-cultural factors
Social and cultural norms can have an encouraging or discouraging effect on the level of entrepreneurial activity in a country. Economists often speak of an entrepreneurial culture. 

Different socio-cultural factors are discussed below that contribute to a healthy entrepreneurial culture. 

Attitudes towards entrepreneurship 
A positive attitude towards entrepreneurship can have a fostering effect on the level of entrepreneurial activity in a region (Reynolds et al., 1999). Individual preferences for occupational choices are based on the risks and benefits of self-employment versus the risks and benefits of wage-employment or unemployment. However, these preferences are also likely to be influenced by the cultural values embedded in society (Verheul et al., 2001). A potential entrepreneur will usually consult other people in his/her immediate environment such as friends and family (who often live in the same region) before making the decision to start up a new firm (Bosma et al., 2008). Therefore, individual preferences and decision-making are often influenced by general attitudes in society. Reynolds et al. (1999) have done research on possible indicators of an entrepreneurial culture. They found that countries where there is a respect for people starting new businesses contain a higher level of entrepreneurial activity. Another indicator was the stigma placed on entrepreneurs who have failed to make their businesses a success. Countries that are less tolerant for failing entrepreneurs show a lower level of entrepreneurial activity. In addition, social value placed on independence and autonomy, has a positive effect on the level of entrepreneurial activity in a county (Bosma et al., 2008). 

Presence of role models

The presence of role models is another factor considered to have a positive impact on entrepreneurial activity. Bosma et al. (2008) found that the odds of an individual becoming self-employed increases profoundly when the individual has a family member that is also self-employed. The media can also play a role; success stories of other entrepreneurs can motivate and encourage people to start their own businesses (Reynolds et al., 1999). Furthermore, a vibrant entrepreneurial environment will supply new role models, contribute to cultural change and again trigger entrepreneurial activity (Verheul et al., 2001). However, it is important for role models to represent all layers of society: old, young, black, white, female, male… etc. Individuals must be able to identify with their role models in order for them to be inspired or encouraged by them (Kirby, 2003: 53).

Entrepreneurship in education

Education is another factor that can be used to foster entrepreneurial activity (Bosma et al., 2002: Kirby, 2003: 54). However, traditional education systems are considered to have a significant negative effect on entrepreneurial activity as they are designed to create reactive students preparing them to become employees in large organizations rather than stimulating creativity, competence and initiative taking. There is also very little attention given to self-employment as a career alternative and the important role entrepreneurship plays in society and economic welfare (Kirby, 2003: 54; Bosma et al., 2002). Although entrepreneurship is starting to get more and more attention in universities, to create a better entrepreneurial environment education systems need to increase awareness amongst students about the benefits and requirements of self-employment. This also has an influence on the overall attitudes on entrepreneurship in society. Education can also play a role in developing business skills such as financial management, leadership, writing a business plan…etc.

2.2.2 Market-specific factors 

Market-specific factors also determine the success of entrepreneurship in a region. A good functioning market encourages innovation and entrepreneurialism, enables companies to operate effectively and create economic value (Centraal Bureau voor de Statistiek, 2006). This paragraph focuses on market-specific factors that influence the entrepreneurial environment. They include the industry structure, market-openness, the availability of financial resources and some other factors. 
Industry structure and market openness

One of the most important elements that influence the success of businesses is the industry in which they compete. According to Porter (1980), the industry structure determines the rules of the competitive environment. He identifies five basic competitive forces that determine the profit potential of firms: the threat of new entering firms, bargaining power of suppliers, bargaining power of buyers, the intensity of competition among established firms and the threat of substitute products/services. Carter & Jones-Evans (2006: 112) state that in order to achieve success within a given industry, firms need to understand the fundamental structural forces behind these five competitive forces. Firms can obtain understanding about the level of threat of new entering firms by examining the barriers to entry in the industry. Industries that require high-level capital investments or where significant advantages can be achieved through economies of scale can be more difficult for new firms to enter. Bosma et al. (2002) mention internal market openness as a facilitating factor for entrepreneurship. They describe market openness as ‘…the extent to which commercial arrangements undergo constant change and redeployment as new and growing firms compete and replace existing suppliers, subcontractors, and consultants.’ 

Availability of financial resources

Sufficient financing is of course required for setting up and growing a successful business. Grilo & Irigoyen (2006) have found that a lack of financial capital is experienced as one of the biggest obstacles to starting entrepreneurs. Gnyawali & Fogel (1994) state that an entrepreneur needs to require financial resources for at least one of the following reasons: to accumulate start-up capital, to diversify the risks involved at initial start-up or to finance growth or expansion. Even though most start-up entrepreneurs acquire finances from their immediate environment, additional financial resources are often required (Verheul et al. 2001). These financial resources can be obtained through formal and informal institutions. Informal institutions such as commercial banks and informal venture capitalists
 however are usually reluctant to invest in high-risk start-up firms and choose to withhold their finances until the company has established itself (Gnyawali & Fogel, 1994). Empirical research by Bosma et al. (2002) has also shown that venture capitalists in the Netherlands are unwilling to invest in start-up firms but favour investing in relatively later (less risky) projects. However, acquiring finances is crucial for any firm including start-up firms. Verheul et al. (2001) point out the importance of a well-functioning venture capital market that is able to provide the required resources to high-risk start-ups and small businesses. With the right tools, the government can have a supporting role in the development of the venture capital market (Verheul et al., 2001).

Urban environment

In general, urban areas offer more opportunities for entrepreneurial activity due to various reasons. First, they offer a larger market potential for businesses and there is a larger presence of potential suppliers. Secondly, knowledge and knowledge resources are more easily accessible in urban areas than in rural areas (Karlsson et al., 2008). The presence of universities and laboratories can lead to knowledge spillovers and increases the supply of high-educated workers. A large city such as Rotterdam is therefore automatically a more favourable location for entrepreneurial activity. Urban areas often have a sound entrepreneurial base with a large variety of businesses. Therefore, the entrepreneurial culture is more profound through the presence of role models. Financial resources are also more easily attained in urban areas through informal institutions such as venture capital firms and commercial banks that are usually located in concentrated areas with a well-developed infrastructure and a concentrated demand for financial support (Gnyawali & Fogel, 1994). 

Other factors

A thriving entrepreneurial climate with many small-scale businesses can also stimulate potential entrepreneurs to set up their own businesses (Bosma et al., 2008; Gnyawali & Fogel, 1994). Another facilitating factor for entrepreneurship can be the level of technological development as new inventions and technological possibilities make way for new markets and new entrants. Increasing technological development also challenges established firms to keep their positions in a rapidly changing environment. 

2.2.3 The Government

Several studies have shown that governments have an important role in creating and sustaining an entrepreneurial environment (Grilo & Irigoyen, 2006; Verheul et al., 2001; Gnyawali & Fogel, 1994). The government can help to create a more enterprise friendly environment through financial and non-financial support and through decreasing market imperfections and bureaucracy and compliance costs. 

Financial support

Financial support from the government can be made available in the form of direct support and indirect support. Direct financial support includes subsidies, grants and loan guarantees (Verheul et al., 2001). The government can also give indirect support by promoting the development of the venture capital market. For example, the government can encourage financial institutions to offer a wider range of products and improve the access of entrepreneurs to financial resources who want to start or expand their businesses (Verheul et al., 2001). Gnyawali & Fogel (1994) suggest the following tools to ensure the stability of the financial system: providing low-interest loans, creating investment companies and credit guarantee schemes
. The local government’s role will be primarily in offering direct financial support.  
Non-financial support

The government can also offer non-financial support. Non-financial support includes counselling and support services, provision of information and advice services, stimulating entrepreneurial networks, providing for tax incentives or exemptions … etc (Gnyawali & Fogel, 1994). As mentioned earlier, the education system also plays a role in promoting entrepreneurship. The government can invoke changes in the educational system so that entrepreneurial skills of individuals can be developed better or be strengthened (Verheul et al., 2001). This not only encourages potential entrepreneurs to become self-employed, but also promotes the success of entrepreneurs, as business-owners with entrepreneurial skills and knowledge are better able to cope with changing environments and problems encountered at different stages of business development. Making changes in the educational system is primarily the role of national governments and the education institutions themselves. Local governments can however stimulate networking amongst entrepreneurs by for example initiating network events/meetings, creating industry forums, setting up supportive websites or by allowing businesses that work in the same field to locate together in order to enable cluster forming. Furthermore, entrepreneurship in education can further be encouraged by starting up certain initiatives that bring together different bodies in education, government and private businesses. Local governments could be initiators or supporters in such projects. One example is ‘YES!Delft’, an organization that offers support to techno starters for the creation and development of their businesses by providing coaching, education, access to knowledge and networks… etc. This is an initiative of TU Delft but is supported by other educational institutions, private companies as well as the municipality of Delft
.  
Access to technological advancements that can provide new ideas and new application processes is also important for business development. However small businesses and start-ups often do not have the resources required to make high cost R&D expenditures. The government can play a role in stimulating R&D, for example by given subsidies on certain R&D expenditures (Verheul et al., 2001; Gnyawali & Fogel, 1994). The latter can also be provided by local governments. 
Decreasing market imperfections

Another way the government can influence the entrepreneurial environment is by removing conditions that create imperfections in the market (Gnyawali & Fogel, 1994). Market imperfections where government intervention can be beneficial are in the fields of purchasing, competition policies, regulation and bureaucracy (Carter & Jones-Evans, 2006: 53). In general, purchasing by large companies and the public sector is directed towards other large companies and the public sector, giving little opportunities for small businesses. This suggests that it would be better for the economy if the public sector were to change their focus partly to small businesses and starting entrepreneurs. Competition policies are another tool that the government can use to influence the market structure, enhance competition in the market or to prevent market concentration (Verheul et al., 2001). Competition policies are needed to support and protect small firms and able them to properly compete in the market by preventing large companies taking over the market and decreasing entry barriers for small firms. However, in general the government only intervenes when a high level of abuse is reached (Carter & Jones-Evans, 2006: 53). 

Regulation and bureaucracy can also put restrictions on the flexibility of companies and can be a major obstacle for entrepreneurs. The amount and complexity of administrative requirements, unnecessary obligations, conflicting regulations, lack of transparency and frequent regulatory changes are just some examples of requirements by the government that cost businesses a lot of money, time and effort. This can lead to unnecessary delays, additional costs and frustrated entrepreneurs. Governmental restrictions also discourage potential entrepreneurs to start a business (Gnyawali & Fogel, 1994). In addition, Carter & Jones-Evans (2006: 53) state that regulation and bureaucracy is relatively much higher for small firms. Entrepreneurs who want to expand their businesses will also face difficulties. For example, if a company has to wait a year before getting a building permit, it may be that the company misses opportunities in the market and is therefore unable to achieve certain objectives. In their empirical research, Grilo & Irigoyen (2006) have found that administrative complexities are perceived as a barrier to business development and have a significant negative impact on self-employment. 

Decreasing regulatory burdens is the task of both national and local governments. Local governments are dependent on the laws and regulations that are decided upon on the national level. However, there are also areas local governments can improve on, such as the handling of permit requests and the organization of municipal taxes
. In a recent empirical study (Holt et al., 2005), entrepreneurs in thirty different cities in the Netherlands were asked which two elements of the entrepreneurial environment they consider to be the most fundamental. The results were as follows. In 14% of the cases traffic and parking was named as an important element, followed by the organization of local economic policy with 12%. In addition, local government services and permits (12%) and communication by the local government (11%) were named. Evidently, these are all factors where the local government has control over. 

In addition to the above, local governments should continuously improve the quality of the physical infrastructure in the city, such as roads, waterways, ports, public transport services, telecommunication and other utilities. Furthermore, workspaces should be made available that are suitable, accessible and affordable for small and medium sized businesses. Next to the physical infrastructure, digital infrastructure is also important such as the improvement of broadband connections and electronic communication in order to facilitate the flow of data and information (Waarde van Creatie: Brief Cultuur en Economie, 2009). 
2.3 Conclusions 
In this chapter, an overview has been given of factors that stimulate or inhibit a healthy entrepreneurial environment. A distinction has been made between socio-cultural factors, market-specific factors and factors influenced by the government. Socio-cultural factors include factors such as the attitudes towards entrepreneurship which are influenced by the cultural values embedded in society, the presence of role models where many different groups of people can identify with and the amount of attention given to self-employment and to stimulating entrepreneurial skills in public education. Education systems and the media can have a profound effect in fostering or inhibiting a healthy entrepreneurial environment. 

There are also market-specific factors that have an influence on the entrepreneurial environment. These include the level of competition in the industry, level of market openness, the availability of financial resources and other factors such as the entrepreneurial climate and the level of technological development. In addition, urban areas prove to have a more fostering environment for entrepreneurial activity. 
The government can also have a significant influence on the entrepreneurial environment of a country or region. Governmental agencies can help to create a more enterprise friendly environment; on the one hand by offering financial and non-financial support to businesses and on the other hand by decreasing market imperfections and regulatory burdens. The role of local governments is primarily in the fields of offering direct financial support, stimulating networking, subsidies in order to stimulate R&D, decreasing bureaucracy and improving the quality of physical and digital infrastructure. 
 Chapter 3 - Creative Entrepreneurship

In the preceding chapter, general theories on entrepreneurship and factors influencing the entrepreneurial environment have been discussed. This chapter focuses on entrepreneurship in the creative industries. The first paragraph provides for definitions and classifications of creative industries. Next, the contribution of creative industries to the economic and social development of cities is discussed. Paragraph three focuses on the contrasts between entrepreneurial thinking and creative thinking while paragraph four contains information about the unique characteristics of creative markets. In the fifth paragraph, areas are discussed in which government intervention can be beneficial for creative businesses. The final section contains conclusions. 

3.1 Definition and classification of creative industries

Creativity

Creativity is a difficult concept to describe. Landry (2001) describes creativity as follows: 

`Briefly, genuine creativity involves the capacity to think problems afresh or from its first principles; to discover common threads, amidst the seemingly chaotic and disparate; to experiment; to dare to be original; the capacity to rewrite rules; to visualize future scenarios; and perhaps most importantly: to work at the edge of one’s competences rather than the centre of them`. Florida (2002) stresses the growing role of creativity in today’s economy where next to technology and information, human creativity is one of the prime movers of economic growth. 

Classification

The ‘creative industries’ include different types of industries and professions with different types of outputs. A creative can be an artist stimulating the imagination with its painting, or an architect changing a city’s sight with an eye-catching building, or an entrepreneur introducing a new product or concept, or perhaps a scientist finding new solutions to ecological problems. Today, creativity is no longer associated with the cultural industries alone but with a larger range of industries. The term ‘creative industries’ has evolved from earlier conceptualizations of individual creative talent, dubbed as the ‘creative arts’ and mass scale production, dubbed as the ‘cultural industries’ (Hartley, 2005: 5). The term has mainly been adopted by public institutions in government and education. The Department of Culture, Media and Sport of the UK government defines creative activities as ‘…those activities which have their origin in individual creativity, skill and talent and which have a potential for wealth and job creation through the generation and exploitation of intellectual property.’ (Department of Culture, Media and Sport, 1998)
There is no consensus on the exact classification of creative industries in literature or on the definition of a ‘creative enterprise’. All demarcations of creative industries are somewhat arbitrary. One of the reasons for this is that creative industries cannot be defined according to the output they produce, as it is the case with industries like the automobile industry or the chemical industry. After all creativity is an input, not an output (Hartley, 2005: 26) and because of that, one might argue that on the level of the organization, creativity cannot be confined to one industry and that some level of creativity is used in any (successful) organization. However, where can we make the distinction? The fashion industry for example, is often considered as a part of the creative industries. Are all textile companies therefore considered as creative enterprises? 

One of the most discussed books in this field is ´The Rise of the Creative Class´ by Richard Florida (2002). Florida focuses on the creativity of individuals. Based on an analysis of the US economy, Florida makes a distinction between the ‘creative class’ and the ‘service class’. He also makes a distinction of the ‘super creative core’ and ‘creative professionals’ within the creative class. For the first group is creativity a necessity. However, he describes both groups as individuals who share a creative culture and put high value on individuality, distinctiveness, creativity and performance (Florida, 2002: 8).
Where Florida (2002) focuses on individual creativity, Howkins (2001) focuses on creative products. Howkins defines a creative product as a good or service that result from creativity and has economic value. According to this concept he has indentified fifteen core creative industries: advertising, architecture, arts, performing arts, crafts, design, fashion, film, publishing, TV and radio, music, research and development, toys and games (excluding video games), software and video games. Based on the statistics of 1999, the industries software, R&D and publishing were by far the largest three creative industries worldwide in terms of their market size (Howkins, 2001: 116). The CBS (Central Bureau Statistics) in the Netherlands has done a research based on the total-added-value and employment shares. Based on the statistics of 2005, the industries press and literature (publishing), and software were found to be the largest two creative industries in the Netherlands. 

Jacobs (2005) takes another approach on the classification of creative industries by arranging them according to the extent of product and process innovation involved during production. He defines four creative domains. The industries ‘visual and performing arts’ form the first creative domain. They are considered as the industries with the highest amount of product innovation. Media and entertainment (film, radio, TV, press and publishing) form the second domain. The third domain includes creative business services such as architecture, technical design and advertising. Finally, knowledge intensive services (research consultancy, IT services…) form the fourth domain. These industries are considered to have the lowest amount of product innovation and the highest amount of process innovation. Jacobs (2005) states that the creative content of the last domain is dependent on the organization and the project involved. Manshanden et al. (2005) support this theory and consider the first three domains of Jacobs (2005) together to form the creative industries. As the creative content of the last domain of Jacobs (2005), knowledge intensive services, is questionable, Manshanden et al. (2005) do not consider this domain as a part of the creative industry. Table 1 gives a detailed overview of the industries that make up the total creative sector according to Manshanden et al. (2005). 
‘Copyright industries’ is another term that has been used to describe industries with creative inputs. A study made in Singapore has attempted to explain the differences between cultural industries, creative industries and copyright industries by showing their positions in the value chain (Hartley, 2005: 30). According to this study, cultural industries are defined as only the core creative industries such as visual and performing arts, literature, museums, film and music. Creative industries include all of the above plus advertising, architecture, technical design, product design and interactive software. Copyright industries contain both the cultural and creative industries plus the distribution industries, which are businesses involved in the retail or online distribution of creative products to end users including publishing, broadcasting and screening of films. 

Next to ‘cultural’ and ‘copyright’ industries, various terms contribute to the terminological muddle regarding the classification of creative industries such as ‘entertainment industries’ and ‘content industries’ and many more. Hartley (2005: 284) discusses why the term ‘creative industries’ is more useful then other terms. One of the reasons is that the term emphasizes the critical value of creativity in the newly developing industries of the knowledge economy. Secondly, it includes a wide a range of sectors that in general have not before been associated with one and other, such as the performing arts and software businesses being included in the same industry. Thirdly, the term creative industries includes both non-commercial, high-tech and commercial sectors, where the emphasis is put on the creative part of the content and not the culturally specific part (Hartley, 2005: 284). 

Table 1: Demarcation of creative industries within three subsectors
	Creative business

services
	Architecture and technical design 

	
	Consultancy on technical design, urban construction and landscaping 

	
	Advertising design and -advise agencies

	
	Interior design, fashion design, etc. 

	Media- and

entertainment
	Publishing (of books, magazines, newspapers and audio)

	
	Motion picture and video production 

	
	Supporting activities for motion picture and video production

	
	Screening of motion pictures

	
	Photography

	
	Production of radio and television activities

	
	Supporting activities for radio and television

	
	Press, news agencies and journalists

	
	Other types of entertainment

	The arts
	Practice and production of performing arts

	
	Practice of creative/fine arts

	
	Theatres and concert halls

	
	Services for the practice of arts

	
	Art galleries and exhibition spaces

	
	Museums


Source: Manshanden et al (2005). 
3.2
Creative industries and their significance for cities

Cities have always been centres of innovation, knowledge and economic growth. They are places where different people from various backgrounds mix and mingle. At the same time, they contain a great concentration of libraries, universities, research centres and museums. They are places where people from different backgrounds live and work together. The concentration of knowledge along with diversity can help fuel the creative potential of people (Florida, 2007: 161). Also, the presence of universities and government agencies in cities, help set the environment for creative businesses that often have the burden of precompetitive R&D (Hartley, 2005; 3). Most creative industries therefore are city based. Furthermore, creative enterprises often work within networks of collaborators. A movie producer for example will need actors, writers, designers, musicians, special effect artist…etc. This dependence on other local companies or freelancers, creates a local know how (a unique style, look or sound) and tacit knowledge in the city, which is not easily accessible for companies outside that region (Leadbeater & Oakley, 1999). 

There is a strong link between cities and creative industries. Creative industries contribute significantly to the social and economic development of a city. First, they play a vital role in the development and maintenance of cultural identities and lifestyles in society. Creative industries can help cities shape and communicate their identity. People hold strong associations between certain cities and certain creative industries. For example, the cities Paris, Milan and Antwerp are associated with the fashion industry and the city of Los Angeles is associated with the film and music industry. Creative cities often include a large amount of restaurants, bars, museums, shops and other kinds of entertainment centres, representing a dynamic and vibrant lifestyle and contributing to the attractiveness of a city, for residents and for tourists. 

Creative industries can also act as a sort of civic pride and purpose. Cities often use culture to ´brand´ themselves (city marketing) in order to attract investors, students and tourists into the city. Rotterdam has made various efforts in creating a distinct image of the city. For the year 2009, Rotterdam has named itself as the ‘European Youth Capital’. The programme is also known by the name ‘Your World’. The programme’s focus has been mainly on discovering and encouraging creative talent amongst youngsters. Previously, in 2007 Rotterdam had named itself ‘The city of Architecture’ with the purpose to promote the divers and innovative architectural history of Rotterdam
. Another example is the promotion of the multicultural character of the city after it was named the ‘European Capital of Culture’ in 2001
. City governments can also use creative industries to the regenerate and renew depressed urban areas through the creation of cultural quarters and city rebranding (Bagwell, 2008; Hartley, 2005: 303). The restoration of the ‘Schiecentrale’ in Rotterdam is an example. 

Creative industries also contribute to the economic development of cities by generating wealth, promoting trade and increasing employment opportunities. In terms of employment, creative industries not only generate new job opportunities but also produce ‘quality jobs’ in the sense that they offer more motivating and satisfying working environments (Wu, 2005). Creative enterprises are also sources of innovation, continuously providing ideas for new products and services (Bagwell, 2008). Empirical findings support this. Both de Jong et al. (2007) and Stam et al. (2008) conclude that creative industries are more innovative than other industries. In addition, de Jong et al. (2007) have found that firms in creative industries pay more attention to strategy and marketing and more often use human resources practices. In addition, Stam et al. (2008) conclude that creative businesses in urban areas are more innovative than creative businesses in rural areas. Another finding was the higher presence of creative industries in urban areas. 

Along with the publication of the Florida’s book, ‘The rise of the creative class’ in 2002, creative industries and the role of culture in regional development have gained more attention. Florida argues in his ‘creative capital theory’ that ‘… regional economic growth is driven by the location choices of creative people – the holders of creative capital – who prefer places that are diverse, tolerant and open to new ideas.’ (Florida, 2002: 223). Creative people are drawn to cities and regions that offer a variety of economic opportunities, a stimulating environment and offer a broad mix of cultural experiences and lifestyles. He further states that along with the increasing globalization and the rise of the creative economy, the economic statuses of cities are changing. While traditional industrial regions are losing their economic advantage, knowledge based regions are gaining advantage (Florida, 2007: 164). To give an example to Florida’s statement, fifty years ago the most successful companies in the world were industrial manufacturers such as Ford and General Electric while now completely different companies are competing for that spot such as Microsoft and Time Warner.
Florida identifies three elements of economic growth: technology, talent and tolerance. Only if all three elements are in place, a city can attract creative people, generate innovation and experience economic growth (Florida, 2002: 249). Tolerance and openness are vital to cities for attracting global talent and increasing the creative potential of their regions. Providing high-paying jobs and economic opportunities is important but not enough as people put more and more value on their working environments and their lifestyles (Florida, 2007: 180). In addition, the greater and more divers the concentration of creative capital is, the higher the levels of innovation, employment and economic growth will be (Florida, 2002: 249). Thus, it is more beneficial to attract a divers set of creative businesses. 

Hartley (2005: 303) also recognizes that cultural industries and entrepreneurs play an important role in revitalizing cities that have been experiencing an economic decline in the past decades, through facilitating economic growth and cultural renewal. Urban regeneration is another area in which creative businesses can contribute to city development (for example the renovation of the former power plant ‘Schiecentrale’ in Rotterdam, discussed later in chapter 4).

Policies initiatives of city governments have the goal of bringing the city to a greater regional and global prominence. In the past decade or so, city governments have begun to realize the important role of creative industries in the economic and social development of cities. As a result, many large cities have now implemented policies to create an encouraging environment for the success of creative industries, including Rotterdam. Such policies have led to several initiatives such as the project Creative Cities Amsterdam Area and the establishment of the Creative Factory in Rotterdam. More about the policies implemented in the city of Rotterdam and other cities will be discussed in chapter four. 

3.3
The creative versus the entrepreneur 

Creative enterprises produce products that find their origin in the talent and vision of people. In the preceding paragraphs, the discussion was on the definition of a creative enterprise, what kind of businesses form the creative industries and the significance of creative industries for the economic and cultural development of cities. In this paragraph, the emphasis is put not on the industry level or the product level but on the level of the entrepreneur. 

Although the topics entrepreneurship as well as creative industries have received a considerable amount of academic attention in the past decade or so, understanding the nature of entrepreneurship in the creative industries is an area that is only starting to receive attention from economists. However, based on the literature that does exist, this paragraph attempts to create a better understanding of entrepreneurship in the field of creative industries.
In order to be successful creative businesses need to find an effective way to combine creative, symbolic production with entrepreneurship and market orientation. Creativity, which is the fuel of creative businesses, is a necessary but not a sufficient condition for success and can even get in the way of the entrepreneurial processes involved in running a business. Many artists create because of the fulfilment they get from the production process and expressing their creativity to the world, not necessarily to make profits out of the product. Jacobs (2005) brings forward the concept of ‘productive creativity’ and states that creativity must be combined with professionalism, a sense of purpose, discipline and even scientific insights. However, he also states that even though taking a business-like approach is necessary, this may also interfere with creative thinking. Problems may arise such as excessive management control, short-termism, too much emphasis on shareholder value and imitation of others’ innovations. Hence, creative thinking and entrepreneurial thinking can both work against each other. In this context, Jacobs (2005) states the tension between exploration (creativity and innovation) on the one hand and exploitation on the other. It is necessary for creative enterprises to achieve a balance between the two in order to be successful. 

De Bruin (2005) identifies entrepreneurship in the creative industries as ‘the process of adding value to creative inputs/creativity.’ Howkins (2001: 129) identifies the creative entrepreneur as someone who ‘use(s) creativity to unlock the wealth that lies within’. Howkins (2001: 121) also puts the emphasis on the uniqueness of creative products and services in comparison to other goods and services in economic terms. The process of creative production starts with an idea. Therefore creative products differ from other products in that their essence comes from infinite resources (creative ideas), whereas other firms produce goods and services with scarce material resources (Howkins, 2001: 123). Furthermore, ideas are non-rivalrous in that someone having an idea does not prevent someone else to come up with the same idea, and also the cost of replicating an idea is often negligible. This all brings up the problem of free riding. Therefore having a creative idea is not enough to draw profits. The real genius is in knowing how to turn those ideas into commercial products or services. The intangible idea has to be turned into a tangible product fore which it becomes highly rivalrous. In this context, Howkins states that a creative entrepreneur must first and far most know the right moment to turn the non-rivalrous nature of the idea into rivalrous products by asserting intellectual property rights to it. This requires certain knowledge and understanding on patents, copyrights, trademarks and other intellectual property. 

Henry (2007) also recognizes the tension between creative skills and entrepreneurial skills and suggests training as an outcome for entrepreneurs in the creative industries. This may be in the form of coaching and mentoring with the objective to improve self-assessment skills, networking skills or marketing techniques. 
3.4
Economic characteristics of creative markets

Problems not only rise because of the battle between creative thinking and business sense, but also the production process of creative products and the structure of the creative sector provide for some distinctive features for creative products (Steenhoven et al, 2005). Although the structure of different creative industries can be very divers, these industries also share a number of economic properties that make them similar to each other and distinguish them from the rest of the economy (Hölzl, 2005). In this context, Caves (2000) has identified seven properties: ‘nobody knows’, ‘infinite variety’, ‘l`art pour l`art’, ‘motley crew’, ‘time flies’, ‘art longa’ and ‘A-list/B-list’. These properties are further discussed in this paragraph. However, these characteristics are not present in all creative industries at the same level; some may be more prominent in one industry, some in other industries. Furthermore, not all properties are unique for creative products, though a combination of features occurring at the same time can contribute to the distinctiveness of creative products. 

Uncertainty

There is a high level of uncertainty involved in introducing new creative products to the market. Predicting the success of a newly introduced creative product is very difficult. The uncertainty lies on both the demand as well as the supply side of the market. The value of creative products is not determined by the utility the consumer gets from it by satisfying a certain need, but by other more complicated factors. Creative products are experience goods and the reaction they get from the consumer is a personal and emotional reaction (Hölzl, 2005). This is why consumer research and pretesting on creative products are often ineffective (Caves 2000: 3). Introducing a creative product is therefore always a risky undertaking. 
Uncertainty in creative markets actually starts during production. Because of the nature of creative products, it is hard for producers to know beforehand what the product will be like at the end of the production phase. After all, creation begins with a vision and executing that vision into a product may not always work out the way it was planned. Furthermore, most costs involved in producing a creative good, especially complex creative goods such as movies and music albums, are sunk costs. This increases the risk involved in introducing creative products even more. With the high risks involved, it could be stated that producers mostly head down a dark tunnel whenever they introduce a new product. Caves (2000: 6) calls this the ‘nobody knows’ property. The high level of uncertainty and risks involved may result into underproduction in creative markets. 

Diversity

As we have seen earlier in this chapter, the creative sector consists of many different industries with different products and production processes. Creative industries especially contain a high level of product differentiation (Hölzl, 2005). Caves (2000: 6) introduces the term ‘infinite variety’. This implies that within the creative industries the possibilities in product variation is infinite for an artist and there is a high variety in the collection of products consumers can choose from. The high level of product differentiation results from the fact that creative products find their origin in the imagination of people and because of the symbolic and personal meaning, they give to the purchasing customer. There is an infinite number of songs that can be written or an infinite number of paintings that can be painted. Yet, there is always room for another great song or another great painting in the market. Therefore, the variety of products is enormous. On the other hand, even though the variety is great, similar products usually are not good substitutes to each other. Every song, every painting is unique. This means that the consumer is looking for a relatively specific product. Therefore, it is more difficult for the heterogeneous supply to meet the heterogeneous demand especially in the case of small firms with limited supply (Canoy et al., 2005).  
Utility from producing

In most economic theories, it is assumed that workers only care about the profits earned from the job and their working conditions. Artists however care mostly about the product itself and gain utility from producing it. Because of this, they often settle for lower profits. The borderline between leisure and work can be hazy in creative industries. Canoy et al. (2005) call this ‘l`art pour l`art’. Artists create for the sake of art, not necessarily to gain profits from it. The creation itself is what artists are mostly interested in. In economic terms, this is called ‘intrinsic motivation’. Most artists also express pride in their products and are concerned about the quality of the product. Originality of the product, technical skill demonstrated, the resolution and harmony of the creative act are elements that the artist pays attention to (Caves, 2000: 4). The problem here is however that these elements are not necessarily elements that consumers will value and makes it questionable if the product will generate any commercial value or not. The supply of creative products is not driven by demand only but also by the intrinsic motivation of the creator. Artists are not confined by what the market wants. However, it is because of this freedom of the artist, that creative products have a wide range of diversity and uniqueness. After all, they are called creatives for a reason. 

Of course, the influence of the ‘l´art pour l´art’ property is not the same for all creative industries. The level of emotional involvement in the product is probably different when comparing for example a painter and a technical design advisor. Nevertheless, in most cases when individual creation is involved, the creator will eventually feel the need to experience a sense of pride and accomplishment out of its creation. 

Complex interactions

Creative industries mostly operate through networks. Tight relationships exist between producers, consumers and intermediaries (Bilton, 2007). The production of most creative products requires the collaboration of diverse skilled and specialized artists (Caves, 2000: 5). Often, their individual skills are almost worthless unless they are combined with the skills of other creatives (Hartley, 2005: 306). The most obvious example of this is the making of a movie, which results from the cooperative creative input of a large number of agents such as directors, producers, screenwriters, actors, musicians…etc. Other examples are the production of music albums, architectural projects, production of theatrical plays or the creation of a television show. The input of all these different parties is essential for the final product to be completed. In addition, the individual efforts of for example a famous actor cannot always be replaced by simple hiring another one in case the actor performs below the expected level. Caves (2000: 5) calls this the ‘motley crew’ property. 

Creative businesses need to operate in networks to be able to find clients, customers and partners. This can be an issue for small and starting businesses. In other cases, growing a business may lead to more collaborations and more complexity. This could be the case when for example two companies decide to create a merger to attract more clients or when a small music band decides to sign with a record company. It is the choice of the entrepreneur to either decide to stay independent and small-scaled or to grow the business and increase profits but at the same time give up some freedom on decision-making. However having networking connections is essential for most creative businesses, especially for small businesses. As Leadbeater & Oakley (1999) say: ‘Creatives work in teams, they collaborate to compete’, networking is crucial for a large majority of creative businesses. 

Timing is important

Creative production that involves working in complex teams along with the ‘motley-crew’ property discussed earlier makes the timing of production vitally important. There is a high degree of coordination required to ensure the availability of the right professionals at the right time. Delays in production can be very costly. This means that creative inputs are not just selected based on their qualities but also on when they are available. Caves (2000: 8) calls this the ‘time flies’ property. Timing is also important when commercializing the product. The value of a project may suffer if the completion of the product is postponed. A Christmas movie for example obviously needs to be put out there before the holidays start. The same goes for fashion designers (last seasons fashion is now out of style) and newspaper agencies (no one will buy yesterdays paper). Therefore, there is only a short period to compensate the production costs of certain creative products. This has consequences for contracting, financing and market organisation (Canoy et al. 2005). 

Durability

We have seen that for some creative products, there is only a short period of profitability, but for others the profitability continues long after its creation. Caves (2000: 9) calls this the ‘art longa’ property. This brings some complex economic dilemmas with it. Some parties may be willing to pay a certain amount of royalties (such as in music) for usage rights. In this case, copyright protection is essential. The holder of the copyright is the one collecting these royalties, who can be the creator or performer himself, a production company or who ever was willing to pay for them after the duration of the copyright was exceeded. The collection of royalties brings along some organizational problems. From production, the expected future profits must be predicted and bargained over. In addition, someone needs to be made responsible for collecting and distributing royalties (Caves, 2000: 9). Intellectual property rights is especially important for industries such as book publishing, music and movie production, with relatively low costs for distribution once the creation of the original product has been completed.

Vertically differentiated skills

In creative markets, artists are ranked based on their skills, originality and proficiency. This ranking is based on the perception or experiences of peers, past employers or other people specialized in the supply or coordination of the same kind of creative input. Caves (2005: 7) calls this the ‘A-list/B-list’ property. In creative markets, artist’s skills are vertically differentiated and a B-list artist will have to settle for far less money than an A-list artist does. The additional amount of payment that the A-list artist will receive is determined by the extra amount consumers are prepared to pay to for the contribution of an A-list artist in a project in comparison to a B-list artist, for example choosing to see a movie with an A list movie star in it (Caves, 2005: 8). This makes it more difficult for B-list artists to find an employer. The question arises rather or not the amount consumers are willing to pay for a B-list artist will be enough to cover the total costs of the final product. 

Canoy et al. (2005) argue that creative markets are ‘the top and the rest’ markets instead of ‘winner-takes all markets’. In the latter, the number one in the market gets disproportionately more compensation than the number two in the market while the quality difference in inputs is minimal. In creative markets however, next to the successful A-list artists, there are still opportunities for B-list artists because of the price difference between an A-list and a B-list artist. A-list artists will ask the maximum amount they can get from a project. In addition, there is always some uncertainty about the ranking as artists too have good and bad days despite of their proficiencies. The ‘A-list/B-list’ property is most apparent when higher quality is accompanied by higher fixed costs. When higher quality means variable costs, the market becomes much more horizontally differentiated and the differences between the rankings will become less (Canoy et al. 2005).  

Small scaled

In addition to the seven properties introduced by Caves (2000) there are more distinguishing characteristics for creative industries because of their average company size. Even though there is quite a number of multinational giants within the creative industries (Apple Inc., Sony pictures, Universal Music Group, Disney etc…), most creative industries are small businesses or freelancers (Steenhoven et al, 2005, Stam et al., 2008). Due to globalisation and digitalisation small businesses now have the opportunity to disseminate ideas, products and services in an easy and virtually cost free manner (Waarde van Creatie: Brief Cultuur en Economie 2009). Creative industries in Rotterdam for example have an average of 6.1 employees per establishment (Rutten et al, 2005). In the Netherlands, only 5% of businesses in the creative industries have ten or more employees compared to 9% to the rest of the economy (Stam et al., 2008). So on one side of the creative industry are small independent firms that invest in risky cultural production and on the other side are a handful of multinationals that focus on the acquisition, distribution and exploiting individual property rights. Next to multinationals and small-scale businesses, a relatively small portion of creative industries consists of quasi-public cultural institutions and individual artists and producers (UNCTAD, 2008). 

Being small scaled however has its advantages and disadvantages. An advantage is that it allows for flexibility in cooperation. A movie producer can hire dozens of temporary employees to work on a movie, only when they are needed (Steenhoven et al, 2005). A disadvantage however of being small scaled is the reduced ability to take on risks. This is reinforced by the uncertainty involved in producing and introducing creative products and the fact that most costs involved in creative production are sunk costs. Small businesses are less able to take on risks because they are less able to offset the loss of potential failures by successes (Canoy et al, 2005). Leadbeater & Oakley (1999) state that entrepreneurs in creative industries choose to stay small. Because the unpredictability of the creative market, entrepreneurs are afraid to over-commit themselves. 

Marketing
Another distinguishing factor of creative markets is the process in which the product reaches the customer. Creative products are not consumed to meet basic human needs such as food, shelter and safety but rather to meet the needs for self-esteem and self-expression. Along with the properties ‘infinite variety’ and ‘time flies’, the marketing, distribution and exploitation of creative products is rather complex. This makes it harder for creative businesses to build a customer base. In addition, because creative products are all unique, the entrepreneur must usually create a niche market
.
Furthermore, the nature of creative products often does not fit the conventional economic terms. For example, the nature of competition is different. A manufacturing firm of a conventional good such as cleaning product will find their competitors as other firms producing cleaning products, the competition here will mainly be based on price. With creative products though, this can get a little more complicated. For example if a consumer wants to listen to a certain recording artist, he/she can buy a CD, turn on the radio or go to a live concert. However, this competition does not reflect in their prices. Moreover, creative products usually do not fit in the categories of goods and services. A live performance is a service, but the CD is a good based on a performance, which is a service and the radio is a service but can be based both on a good (CD) or a service (live concert). 
As regards to the competition structure of creative markets, they can be considered markets with monopolistic competition. There are a large number of firms offering similar but differentiated products. Each producer can set its own price and quantity; however, this is too small to affect the marketplace as a whole. The advantage of monopolistic markets is regardless of the size of the firm, firms are able to find sustainable niche markets, as long they are able to offer distinctive goods or services. 
3.5
Possible areas for support from the local government
In paragraph 3.4, distinguishing characteristics of creative markets have been discussed. Because of these characteristics, creative entrepreneurs can face additional barriers during start-up or expansion of their businesses than other entrepreneurs. The government could help reduce these market imperfections. In this paragraph, the following areas will be discussed in which creative entrepreneurs might benefit from receiving additional support from the government, namely: workspaces, networks, intellectual property rights, promotion and sales, financial resources and entrepreneurship. Table 2 gives an overview of the characteristics of creative markets, the resulting problems and areas for support. 
Workspaces
Howkins (2001: 138) states that creative entrepreneurs in general need workspaces that are both quiet and at the same have networking opportunities. He states that creatives need isolation to manage their consciousness and networks for exchanging ideas and information. Therefore, creatives need both the space to think alone and opportunities to work together. Steenhoven et al. (2005) also states that workspaces for creative businesses need to have networking opportunities. By locating next to each other, creative businesses not only benefit from exchanging information and ideas, also the joint use of particular facilities and other shared equipment such as special software programmes can be beneficial in terms of saving costs. Another benefit of allowing creative businesses to cluster together is that it attracts more and more creative businesses to the area/building as the ‘creative buzz’ keeps growing. 
Table 2: Overview characteristics of creative markets, resulting problems and areas for support
	Characteristics of creative markets
	Properties of Caves (2000)
	Barriers for creative entrepreneurs
	Areas for support

	The creative versus the entrepreneur
	_
	- Contrast between creativity and entrepreneurial skills
	entrepreneurship

	Uncertainty


	‘nobody knows’
	- Uncertain profits and difficulties in attracting investors


	financial resources, entrepreneurship

	Diversity
	‘infinite variety’
	- More difficult for the heterogeneous supply to meet the heterogeneous demand


	promotion and sales

	Utility from producing


	‘l`art pour l`art’
	- Difficulties predicting commercial value of the product and convincing potential investors

- Settling for lower profits


	entrepreneurship

	Complex interactions


	‘motley crew’
	- Networking is essential

- Individual efforts are hard to replace


	networks, workspaces

	Timing is important


	‘time flies’
	- High degree of coordination of production required

	networks

	Durability


	‘art longa’
	- Knowledge on intellectual property rights required

- Avoiding free riding


	intellectual 

property rights

	Vertically differentiated skills


	‘A-list/B-list’
	- Harder for B-list artists to find jobs because of ‘The top and the rest market’ 
	promotion and sales

	Small scaled
	_
	- Less able to take on risks and more fragile against external influences


	networks, 
financial resources



	Marketing
	_
	- Entrepreneur creates the market, can be difficult to reach consumers


	promotion and sales


Moreover, creatives might be more willing to locate in unique buildings or locations that fit their line of work instead of locating in standard industrial districts (Steenhoven et al., 2005). Because of the interflow between work and leisure, there is also more need for residential workspaces. Serviced premises are likely to be more attractive to creative businesses as they are mostly small-scaled. 

Therefore, if local governments want to stimulate the development of their creative sectors, they should provide special workspaces that match the needs of creative entrepreneurs. Instead of building new business areas, the creative sector might benefit even more from the restructuring of industrial heritage or the redevelopment of cultural heritage such as monuments, as creative entrepreneurs are likely to prefer working in unique buildings and locations rather than standard offices.   

A research report commissioned by the OBR (Epskamp & van der Zanden, 2008), provides for the following insights on the demand for business accommodation of creative entrepreneurs in Rotterdam. The research was conducted amongst 168 creative entrepreneurs that were looking for a new workspace in 2008. Within the subsector ‘the arts’, there is a preference for atelier and studios. Within the subsector ‘creative businesses services’ there is a preference for ateliers, studios and offices. In addition, within the subsector ‘media and entertainment’ there is a preference for relatively bigger workspaces than the other subsectors. Almost halve of the respondents were looking for a workspace in a building that is shared with other entrepreneurs, where there is also a preference for other creative entrepreneurs.
Networks

In the previous paragraph, we have seen that creative entrepreneurs often work in teams. The production of a large amount of creative products requires the collaboration of diverse skilled and specialized artists. Therefore, creative businesses need to operate in networks to be able to find clients, customers and partners. Research conducted by Steenhoven et al. (2005) also supports the important role of networking in creative industries. However, according to the study, the networks of creative businesses are often limited to other companies within the same industry. There is no or little link with companies and potential clients from other industries. This limits the promotion and sales opportunities of these businesses (Steenhoven et al., 2005). A lack of networking skills/connections can be especially damaging for small businesses, which encompasses a large portion of the creative sector. 

UNCTAD (2008) state that all creative businesses (working independently or not) should have connections to the following actors: government agents, other companies, business groups, potential sponsors, academia, unions…etc. The government can play a role in supporting networking for creative businesses through the development of physical and virtual networks. Bilton (2008: 60) states that if policy makers want to support the creative industries they should not intervene in cultural production but in the horizontal and vertical networks that allow cultural production to take place. The formation of communication and consultation platforms, meeting places, regional intranets, industry forums for creative businesses; supporting cluster forming; disseminating information and setting up informative websites are some examples of areas where government intervention might be beneficial (Bilton, 2008: 62; Rutten et al., 2005).

Intellectual property rights
Creative products have specific characteristics that require protection to achieve their full commercial value. The content of creative products includes concepts, design, formats, stories, scripts…etc. As discussed earlier in paragraph 3.2, creative ideas are non-rivalrous and the cost of replicating an idea is often negligible. To draw profits form the idea, it needs to be turned into a tangible product fore which it becomes highly rivalrous. Only after asserting intellectual property rights to it, the creator can protect his/her product from being replicated. Industries where the earlier discussed ‘art longa’ property holds (where royalties can be collected during a long period of time) makes property rights even more important for creative products. 

Without the involvement of the government, intellectual property cannot exist. The government determines the time-length, scope and conditions of intellectual property rights and the laws in which they can be enforced. Intellectual property rights include patents, copyright, trademarks and other intellectual property. The law determines which ideas qualify for protection and which should stay public (Howkins, 2001: 24). Most creative businesses are thus dependent on a state-enforced system of intellectual property rights. Each country has its own rules and regulations. Steenhoven et al. (2005) found in their research that issues on intellectual property are perceived as a barrier by creative entrepreneurs. They state that bringing attention to intellectual property rights during formal arts education could be beneficial for creatives on the long run. Steenhoven et al. (2005) also state that the current focus of the Dutch government policy is mainly focussed on technological innovation and patents. The policy needs to be broadened to other types of intellectual property rights, such as copyrights, which is the most significant form of intellectual property for creative businesses. This regulation is however more in the hands of national governments. Additionally, the Chambers of Commerce could facilitate and clarify the information flow towards entrepreneurs about the various intellectual property rights, how to qualify for them and their conditions. The Chambers of Commerce of the Netherlands already have made information available on this subject and occasionally hold seminars and information meetings about the subject
. The role of local governments in this matter is limited. 
Promotion and sales
Because of the nature of the creative process, creative entrepreneurs can be more focussed on product development and less on creating commercial value. The (local) government can play a role in facilitating the promotion of creative products by promoting the economic value of different creative industries to companies in other industries, cities or countries. This will enlarge the marketplace in which these entrepreneurs operate and increase their opportunities. According Steenhoven et al. (2005), there is still much more to be done in the promotion of creative industries in the Netherlands. Existing bodies promoting the activities of mainstream businesses are often not aware of the possibilities and needs of creative entrepreneurs. 

As discussed in paragraph 2.1, attitudes in society towards entrepreneurship and the presence of role models can have a substantial effect on regional entrepreneurial activity. Bringing successful creative entrepreneurs to the spotlight could thus have a facilitating effect on the number of start-ups within the creative field and at the same time be a motivating factor for established entrepreneurs. One way to achieve this is through the organization of competitions, awards and prices for successful businesses within the creative sector. As discussed in paragraph 3.4, one of the market imperfections that creative businesses face is the difficulty of bringing their products to the customers. Local governments could decrease market imperfections for creative businesses by creating more sales platforms through the organisation of trade fairs, venues, events, exhibitions and campaigns. For example, city governments could attract more attention to certain industries within the city. In 2007, Rotterdam has started the ‘City of Architecture’ campaign with the objective of promoting the architectural history and potential of the city. These kinds of promotions can be beneficial for starting and established businesses, as buyers from outside the city will be more aware about the architectural possibilities of that city. The local government could facilitate the creation of more sales platforms not only by initiating them but also by granting permits to encourage them. 
In addition to the above, there is also a role for the local government as a customer or client to the creative sector. By bringing more attention and enhancing the knowledge about the potential of creative products among governmental employees in a purchasing function, the role of the local government as a customer and client to the creative sector can be improved. In this context, the Dutch government has recently introduced the ‘proportionality principle’ in the new procurement law, which requires government agencies to give smaller suppliers a fair chance. The ‘innovation oriented procurement’ program encourages governmental agencies to innovative and creative procurement.

Financial resources

We have already seen that informal institutions are generally reluctant to invest in risky small firms and start-ups (see paragraph 2.2.2). According to a study by the British organization NESTA (2005), private investors are even more reluctant to invest in businesses active in the creative sector. This is because private investors often lack information about the creative sector or they are not convinced of its potentials. In addition, creative entrepreneurs themselves are uncertain of the commercial opportunities of their own product. As a result, creative entrepreneurs experience difficulties attracting investors as they are unable to identify the commercial value of their creations and therefore unable to convince investors of the value of their products. Moreover, many professions in the creative industries are not considered as profit making business categories and fail to realize their commercial potential because of a lack of capital (UNCTAD, 2008). The amount of uncertainty and risk involved in introducing creative products is another reason why investors are reluctant to invest in these businesses. Acquiring finances might be more of an issue in creative industries like video games or the filming industry because of the high initial development costs (Steenhoven et al, 2005). Furthermore, Rutten et al. (2005) found that creative entrepreneurs often have little information about external financial sources and thus make little use of them. 

The government could play a role in decreasing the financial problems of creative businesses. The local government could for example make information available on various existing financial resources and hereby support creative businesses in their search for external finance, (Rutten et al., 2005). Offering small amounts of flexible loans and grants instead of only offering bureaucratic subsidy schemes to cultural businesses is likely to benefit creative entrepreneurs. This makes their businesses more attractive to private investors instead of their dependency on government subsidies scaring the investors off (Innovatieplatform, 2005 and Rutten et al., 2005). The government could reduce the information gap between private investors and creative entrepreneurs by initiating new channels of communication with the purpose of bringing more information to private investors about the commercial opportunities of creative products and making small creative businesses more aware of external financing options. Providing low-cost loans to creative entrepreneurs is also an option (Tepper, 2002; Gnyawali & Fogel, 1994). Local governments can help reduce market imperfections such as high uncertainty by supplying finance to creative businesses mainly in the early stages of production. In addition, local governments mostly put the emphasis on technological orientation and the division of government support in separate subdivisions makes it difficult to get support for a crossover project (Steenhoven et al., 2005). 

Entrepreneurship

As discussed in paragraph 3.3, a lack of certain entrepreneurial skills and business insight can especially be a problem for (starting) creative entrepreneurs as they are more focussed on the creation of their products. However, in order to generate commercial value creativity must be combined with entrepreneurship and market orientation. Research by Steenhoven et al. (2005) indicates that the move from idea to commercial product is especially an area that creative businesses have difficulties with. Their findings suggest that creatives need support in communicating the value of their products and their implementation into commercial products but have trouble finding agencies that understand their specific needs. Furthermore, business advice from non-profit agencies is usually modified to the needs of mainstream businesses and is not always useful to cultural entrepreneurs (Leadbeater & Oakley, 1999). 

Hence, creative businesses could benefit from receiving external support. One condition is however that the supporting organisations must have sufficient knowledge about creative markets, understand their needs and offer affordable services. Support to creative industries can be offered in different forms, such as coaching offered by private firms, through formal professional education or specific training programmes offered by government agencies. In practice, support from private firms is often too expensive. UNCTAD (2008) identifies five key areas with which creatives should have information about before starting a business: 

· Wages, working conditions, contracts and regulations;

· Financial resources and access to credit and funding;

· Protection of intellectual property;

· Knowledge of new technologies and ICT tools for creation, production and exploitation of creative products; 

· Continuous learning in their individual fields

In the subject of enhancing entrepreneurial skills, the Chambers of Commerce could offer direct support to creative businesses, as they usually already have training programmes for mainstream businesses. The non-profit advice agency Syntens
 also offers programs that provide business advice and information (Waarde van Creatie: Brief Cultuur en Economie, 2009) along with some municipalities. One example is the municipality of Delft
. 

Entrepreneurial skills can also be enhanced through professional education by increasing the focus of entrepreneurship and business management in arts education. The condition here is again that these classes address the specific challenges of creative markets and not merely contain mainstream entrepreneurial literature. Bringing students in contact with businesses by giving them the opportunity to work on commercial projects is a good example. In the Netherlands, the content of higher education is in control of the higher education institutions and the universities.
 On the other hand, more attention could be given to the potential of the creative sector in studies such as economics, management and business administration. 

Local governments could help to create so-called ‘breeding grounds’ for creative activity where educational and governmental institutions are brought together with the business sector in order to encourage the exchange of knowledge, experience and encourage cooperation between the different bodies (Innovatieplatform, 2005). The RDM Campus in Rotterdam is an example of such an initiative, where the innovative manufacturing industry is brought together with educational institutions. Another example is the earlier mentioned ‘YES!Delft’ and the ‘Akkoord van Rotterdam’
 (the ‘Agreement of Rotterdam’). The latter is an agreement with the purpose of bringing governmental and educational institutions in contact with private companies in order to reduce the negative impacts of the economic crisis. Stimulating entrepreneurship is one of the main goals. There are for example programs that provide business advice and coaching to start-up entrepreneurs. In addition, there is an intention to create more internship spots in art- and cultural institutions. 

3.6
Conclusions and research framework
Creative businesses are becoming increasingly important for cities. As Florida (2002) states, in today’s economy next to technology and information, human creativity is one of the prime movers of economic growth. Creative businesses contribute significantly to the economic and social development of cities. Creative products find their origin in human creativity, skill and talent. However in order to be successful, creative entrepreneurs need to find an effective way to combine creative, symbolic production with entrepreneurship and market orientation. In addition, the production process of creative products and the structure of the creative markets provide for some distinctive features for creative products. Seven properties (identified by Caves, 2000) have been discussed that describe the uniqueness of creative markets: ‘nobody knows’, ‘infinite variety’, ‘l`art pour l`art’, ‘motley crew’, ‘time flies’, ‘art longa’ and ‘A-list/B-list’. Moreover, creative businesses could face additional problems as they are mostly small scaled and because promotion can be more difficult in creative markets. These characteristics distinguish creative businesses from mainstream businesses. 
Because of the structure of creative markets and the clash between creative and entrepreneurial thinking, creative entrepreneurs are likely to face additional barriers during start-up or expansion of their businesses than other entrepreneurs. The following areas have been identified in which creative enterprises might benefit from additional support from external bodies, namely: entrepreneurship, networks, intellectual property rights, promotion and sales, financial resources and workspaces. This support can be made available through local or national governments, the Chambers of Commerce or private companies. Below is an overview of potential measures that the local government can take in each area in order to improve the entrepreneurial environment for creative businesses. As discussed earlier in paragraph 3.5, the role of the local government in the area ‘intellectual property rights’ is very limited and is therefore not included in the overview. This overview also forms the research framework for the analysis of current policy and projects in Rotterdam and the empirical research carried out in respectively chapter four and chapter five. 
RESEARCH FRAMEWORK

	Problem areas for creative entrepreneurs
	The role of local governments in improving the entrepreneurial environment for creative businesses

	        Workspaces
	- Providing affordable workspaces that both offer privacy and promote networking with other creative businesses, 
- Creating residential workplaces and serviced premises,

- Creating workspaces with joint use of equipment and facilities.

	     Networks
	- The formation of communication and consultation platforms, meeting places, regional intranets, industry forums, supporting cluster forming, disseminating information and setting up informative websites. 


	Promotion and sales
	- Promoting certain industries through campaigns and exhibitions,

- Improving the role of the local government as a customer and client to the creative sector.

	Financial resources
	- Making information available on various existing financial resources clear and accessible,
- Initiating new channels of communication between private investors and creative entrepreneurs,

- Providing low-cost loans and grants instead of bureaucratic subsidy schemes.


	Entrepreneurship
	- Creating ‘breeding grounds’ for creative activity where educational en government institutions are brought together with private business world,

- Initiating projects that offer business advice tailored to the specific needs of creative entrepreneurs, 




Chapter 4 - Creative industries in Rotterdam and public policy

In recent years, there has been a growing focus on creative industries in the agendas of European local governments with the purpose of promoting the economic and cultural development and thereby increasing the attractiveness of their cities. The local government of Rotterdam has also recognized the significance of creative industries for economic and cultural development. This chapter provides an overview of the creative industries in Rotterdam, policy objectives of the municipality and current projects in Rotterdam directed at the development of the creative sector. 
4.1 Creative industries of Rotterdam

The city of Rotterdam is located in the province Zuid-Holland and is the second largest city in the Netherlands with a population of 587.161 (Centrum voor Onderzoek en Statistiek, 2009). Rotterdam is also a part of the Rijnmond-Region that contains 17 municipalities with Rotterdam being the largest among them. 
Rotterdam has a number of important institutions concerning the creative sector such as the museums ‘De kunsthal’ and ‘Boijmans Van Beuningen’, the Dutch Architecture Institute ‘NAI’, the congress and concert centre ‘De Doelen’, the theatre ‘Rotterdamse Schouwburg’, the ‘Rotterdams Philharmonic Orchestra’ and the recently developed creative business centre the ‘Lloyd Quarter’. However, as regards to the creative sector, Rotterdam is certainly best known for its architecture, also due to the achievements of Rem Koolhaas
. The Senseo coffee machine was also designed by a Dutch company located in Rotterdam. 
For an overview of creative industries in Rotterdam, two different publications will be discussed: Manshanden et al. (2005) and ‘Economische Verkenning Rotterdam’ (OBR, 2008). These are the most comprehensive and recent studies done so far to describe creative activity in Rotterdam and the national position of the creative industries of Rotterdam. Both studies use the same classification of creative industries described in paragraph 3.1 dividing the creative sector in three subsectors namely; ‘the arts’, ‘media- and entertainment’ and ‘creative business services’.
Manshanden et al. (2005) provides for the following insights concerning the period 1996-2003. Within this period, employment in the creative industries grew three times more than the average growth of the total economy in Rotterdam (8% compared to 2.7%). In 2003, creative industries accounted for 3.3% of total employment in Rotterdam with 10.300 jobs and a value added of 416 million Euros. The subsector ‘creative business services’ was the biggest in Rotterdam accounting for almost halve of total employment within the creative sector (5.000 jobs) followed by ‘media and entertainment’ (3.400 jobs) and ‘the arts’ (2.000 jobs). Architectural services and technical design is by far the biggest creative industry in Rotterdam providing for 26.4% of total employment in the creative sector. Publishing is the second biggest industry with a 22.8% employment share, followed by advertising-, design- and advice agencies with 16.8%. Figure-1 gives an overview of creative industries in Rotterdam and their contribution to total employment in the creative sector. 

Figure 1: Distribution of creative industries in Rotterdam according to the employment levels of 2003
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Even though accounting for almost half the employment in creative industries, ‘creative business services’ showed the lowest level of growth with 5.2% per year in the period 1996-2003. The subsector ‘media and entertainment’ was the fastest grower with 13.3% and the arts in between with 8.5%. 

At the national level, Rotterdam is the city with the highest level of architectural activity in the Netherlands (Manshanden et al, 2005; Kloosterman, 2003). 6.9% of total employment in architectural services and technical design agencies in the Netherlands is located in Rotterdam. Amsterdam follows with 6.1%. However, when the total creative sector
 is considered, the capital city is undisputable the centre for creative activity in the Netherlands. Creative industries account for 7% of total employment in Amsterdam compared to just 3.3% of total employment in Rotterdam (Manshanden et al. 2005). 
Other interesting findings of Manshanden et al. (2005) are the following:

· Creative businesses in Rotterdam are relatively small-scale businesses with an average of 6.1 employees per establishment
. 

· They are more dependent on their local environment than other industries, possibly due to their small size.
· Business services, industry, wholesale and non-profit sectors are the most important markets for the creative industries in Rotterdam. The main commissioner is the business services sector.
· Forty percent of all creative businesses are located in the inner city of Rotterdam.

A more recent but less comprehensive publication on the development of the creative sector is ‘Economische Verkenning Rotterdam’ (OBR, 2008). This publication provides for the following insights. In 2008, the creative sector accounted for 11.158 jobs in Rotterdam (compared to 10.300 jobs in 2003 stated by Manshanden et al., 2005). The subsector ‘creative business services’ was still the biggest in Rotterdam and ‘the arts’ the smallest. For a comparison of the distribution of creative industries between 2003 and 2008, see Figure-2.

Figure 2: Division of creative industries in Rotterdam into subsectors in the years 
(based on the employment levels of 2003 and 2008)
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According to OBR (2008), the creative sector has shown a decline in employment levels in the period 2003-2005, followed by an increasing upsurge starting from 2005 up to 2008. The subsector media and entertainment shows the lowest rate of growth (OBR, 2008)
. The decline and upsurge of the creative sector suggests that the sector is highly sensitive to economic conditions. When there is an economic decline, the creative sector suffers strongly. However, in a booming economy the creative sector grows relatively faster than other sectors. In the period 1988-2008, the creative sector has shown a considerably higher growth rate than the national average of the Dutch economy (OBR, 2008). Although, there are no numbers available, a decline in employment levels in the creative sector can be predicted for the year 2009 due to the economic crisis in the worldwide economy. 

4.2
Policy focus on creative industries 
The municipality of Rotterdam has been giving special policy focus on creative industries for longer than a decade. Starting from 1995, Rotterdam has paid attention to the development of creative industries such as audiovisuals, media and film. This paragraph provides an overview of the current policy objectives of the municipality of Rotterdam and the recent projects that have been developed in order to promote the development of creative industries. In addition, some notable projects in the other cities in the Netherlands are discussed and a quick scan of the Dutch national policy concerning the creative sector is given. 
4.2.1 Current objectives of the local government in Rotterdam
The local government of Rotterdam has recognized that there are opportunities for the development for the creative sector. Before discussing the policies, it is essential to examine two bodies that play an important within the municipality of Rotterdam. These are the OBR and the EDBR. The OBR (Ontwikkelingsbedrijf/Development Board Rotterdam) operates under the supervision of the municipality and aims to improve the economic and spatial development of Rotterdam. The OBR also has separate project team specialized in the creative sector. The EDBR (Economic Development Board Rotterdam) is an independent economic advisory board for the municipality of Rotterdam consisting of thirty members from governmental and other institutions and businesses.
The current policy of the municipality of Rotterdam concerning the creative sector is described in the report ‘Stadsvisie Rotterdam’
 (‘Vision for the city of Rotterdam’). Adopted by the municipal council in 2007, this report gives an overview of the goals and objectives of the municipal policy makers for the upcoming years. The two main goals according to this report are building a strong economy and improving the attractiveness of the city for residents. Further development of the creative sector is one of the areas the government is focusing on in order to achieve these goals. According to this report, the current policy goals of the municipality of Rotterdam for the creative sector are:

· Insertion of municipal property: the focus is mainly on buildings with cultural or industrial heritage as they are possibly the locations that appeal the most to creative entrepreneurs;

· Deregulation;

· Encouraging development through innovation funds, support for entrepreneurs and promoting cluster forming among creative businesses. 

Furthermore, the policy focus for cluster forming is mainly on the industries architecture, media, design and product innovation, and music as they are considered the most promising industries for the city of Rotterdam. It is also stated that the report is consistent with the report ‘Economic Vision 2020’ written by the EDBR
. This report also brings forward some guidelines for the development of the creative sector, these are: 
· Increasing employment in the creative industries;
· Promoting new relations between different industries both within and outside the creative sector;

· Increasing the visibility of the creative sector.
Furthermore, the EDBR mentions the following tools that can be used to achieve the preceding goals:

· Providing for more and better workplaces; 
· Attracting more students to creative education;
· Attracting `big players` (large successful businesses in the creative sector) into the city Rotterdam. 

The three guidelines of the EDBR are also outlined on the website of the OBR
. However, in contrast to what is stated in ‘Stadsvisie Rotterdam’, the report of the EDBR is not completely consistent with the report of the municipality. For example, the guidelines outlined by the EDBR do not contain anything on deregulation or innovations funds. Nevertheless, the report ‘Stadsvisie Rotterdam’ contains the final policy program and it can be seen as an extension of the advice given by the EDBR. The advice of the EDBR on promoting new relations between different industries both in the creative sector and providing for more and better workplaces for creative entrepreneurs are guidelines taken in the final policy program of the municipality respectively as the insertion of municipal property and promoting cluster forming among creative businesses. 
4.2.2
Current projects aimed at creative industries
The municipality of Rotterdam and the OBR currently lead and support a number of projects directed at the development of the creative sector. Based on the areas identified in the research framework (paragraph 3.6), an overview is given below on the most notable business centres, networks, associations, cultural events and other projects in Rotterdam concerning the creative sector. A more extensive description of the different projects and their connection to the municipality can be found in Appendix-I.  
Workspaces
The municipality and the OBR have initiated or contributed to the development of a number of business centres for mainly the accommodation of creative businesses. Below is an overview of these collective business centres.
-  Schiecentrale, central to the ‘Lloyd Quarter’, houses approximately eighty businesses mainly active in the audiovisual, film and ICT industries. The ‘Lloyd Quarter’ is an area offering workspaces, studios, residential workspaces, residences and facilities such as an event plaza, a theatre and cafés. 
- Creative Factory, established in 2008, provides workspaces exclusive for businesses active in the industries, music, media and the subsector ‘creative business services’. The businesses are mainly start-ups. The Creative Factory aims to stimulate networking, offers young entrepreneurs coaching and matches businesses to each other, to external clients and partners. 
- RDM Campus is a location where the creative and innovative manufacturing industries come together with educational institutions. The focus is on sustainable and innovative manufacturing. Some of the businesses can be considered a part of the creative sector in the field of technical design. 

- Stichting Kunst Accommodatie Rotterdam manages workspaces for professional artists by acting as a mediator, advisor and executor. 

Networks 

Below is an overview given of the most notable networks in Rotterdam concerning the creative sector. 
- CIR (Creative Industries Rotterdam) aims to bring together entrepreneurs that are active in different networks and create cross connections between them. Currently, there are four different networks connected to the CIR:

· Het Initiatief: a network for the film, audiovisuals and multimedia sectors;
· Platform Communication Rotterdam: a foundation for the communication sector;
· ‘I-portal’: a network for ICT-professionals;
· ‘Nieuwe Garde’: a national private foundation with affiliates in different cities within the Netherlands. The main goal is to encourage networking among young creatives. At the website, creatives can become a member and join the forum. 
- Design Platform Rotterdam organises debates, workshops, competitions and other events in order to stimulate communication with and between designers, entrepreneurs, organisations and educational institutions. 
- Vice Venus is a network for female entrepreneurs within the creative sector. 
- Urban Country Club is a network for creative businesses from all sectors.

Financial resources
There are a large number of funds available for creative businesses in Rotterdam, each for a different target group and with varying criteria. Below is an overview of the most well known funds. An overview of other funds can be found on the websites of the OBR and the Rotterdam Media Commission
.
- The Rotterdam Media Fund provides loans to all kinds of media productions (with the exception of printed media). In addition, the website of the Rotterdam Media Fund acts as an exhibition place for media productions made in Rotterdam. Businesses and entrepreneurs active in the media sector who are looking for new projects or collaborative partners can also put out their wishes on the website or look for partners in the online guide. 
- Dienst Kunst en Cultuur Rotterdam (Art and Cultural Services Rotterdam) provides subsidies for a variety of businesses within the creative sector, mainly the arts. 
- Regionaal Bureau Zelfstandigen (regional office for the self-employed) offers financial support and advice to entrepreneurs from all sectors and to professional artists. 

Promotion and sales

Below is an overview of organisations and cultural events in Rotterdam that (among others) contribute to the promotion of the creative sector. 
- The Rotterdam Media Commission aims to support and strengthen the media sector in Rotterdam. The website of the commission provides information various subjects concerning the media sector in Rotterdam. Entrepreneurs have the opportunity to create a profile on the site, display their photos, videos and place ads including a section where the works of new media talents are presented. In addition, there is a guide available of the members of the site sorted according to their line of work, which can be used to find collaborative partners. 

- Centrum Beeldende Kunst Rotterdam: The centre for the creative arts in Rotterdam aims to keep the ‘creative arts’ under the attention through the organization of a large number of exhibitions and other activities throughout the year. 

- Cultural events: Rotterdam has a number of cultural events that contribute to the promotion of several industries in the city and the city of Rotterdam as a creative city. Some of the most well known events are the following: International Film Festival of Rotterdam (IFFR), International Architecture Biennale Rotterdam (IABR), Rotterdam Museum Night, Gergiev Festival, Motel Mozaique, Ortel Dunya Festival, the North Sea Jazz Festival, and the Architecture Film Festival. In addition, some one-time events have taken place in the past such as ‘Rotterdam City of Architecture’ (year 2007), ‘Your World’ (year 2009), ‘Rotterdam Capital City of Culture’ (year 2001). 

Entrepreneurship

Below is an overview of projects and organisations that (among others) provide business support to entrepreneurs or provide for the needed information on various subjects concerning their businesses. Some of these projects and organisations do not have a focus on the creative sector and aim to support entrepreneurs from all sectors.  
- Your Navigator is an organisation that provides coaching to young entrepreneurs by linking them to experienced entrepreneurs at a low cost. 
- Stichting Kunst & Zaken is a nationwide foundation for the arts. The aim is to support cultural institutions and businesses by providing advice to cultural entrepreneurs, reducing the distance between art education and business, and stimulating collaboration between the cultural sector and mainstream businesses. 
- ‘Creativity starts here’ is an informative website with information on networks, workspaces, subsidiaries and other municipal institutions with a special focus on creative industries. 
- Business Desk Rotterdam (ondernemersbalie) has been set up by the OBR and gives information to entrepreneurs from all sectors on for example sources providing business support, market information, taxes, municipal permits and subsidies. 

- Ondernemershuis Zuid offers information to and organises network meetings, workshops for all entrepreneurs located in the area Rotterdam-Zuid. 
- Akkoord van Rotterdam (the Agreement of Rotterdam) is a project where a large number of private businesses, health, knowledge, art and cultural institutions and the local government cooperate with the purpose of minimizing the effects of the current economic crisis and improving the economic climate in the city. There are for example programs that provide business advice and coaching to start-up entrepreneurs. 

In addition to the above, the Rotterdamse Raad voor Kunst & Cultuur (the Rotterdam council for art & culture) has the task of advising the municipality of Rotterdam, organizing debates and supporting the quality of art institutions in Rotterdam. 

Projects not supported by the municipality
There are also some notable projects aimed at creative industries with no connections to the municipality of Rotterdam but are worth mentioning. Below is an overview. 
- Van Nelle Ontwerpfabriek (Van Nelle Design Factory) is a renovated national monument that contains more than a hundred offices/workspaces/ateliers and a few large event areas. Mainly businesses from the industries architecture, technical design, advertising and ICT are present but also others like interior and graphic designers, photographers and professional artists.
- De machinist is a collective business centre (opened in January 2010) that contains flexible workspaces, collective facilities, a café/restaurant, several collective meeting rooms, a movie theatre and even a childcare centre. It is designed to maximize opportunities for networking.  

- The Design dock is a renovated former meat factory that now offers modern workspaces for creative businesses. Mainly the sectors media, music, interior and fashion design and advertising are represented.
- Creative Cube, a project that was initiated by a private company, houses twelve companies. To be able to qualify for Creative Cube the companies need to be established businesses operating within the creative sector and complement each other. Recently a second Creative Cube has been established in Rotterdam initiated by another private company
. 
- The Rotabs Style Centre offers workspaces to creative entrepreneurs against cost prices. 

An overview

To give a better understanding of the scope of the different projects, a distinction can be made according to the subsectors the projects focus on within the creative sector. Below is an overview. 
Creative business services

As regards to the subsector ‘creative business services’, many businesses active in this subsector are present in the ‘Creative Factory’, the ‘Lloyd Quarter’ and the private initiatives ‘Van Nelle Ontwerpfabriek’, ‘Design dock’ and ‘Creative Cube I and II’. The ‘Design Platform’ seeks to stimulate communication between all kinds of designers, entrepreneurs, organisations and educational institutions whereas the biennale event ‘International Architecture Biennale Rotterdam’ contributes to the promotion of the architecture industry in Rotterdam. 

Media- and entertainment
The municipality of Rotterdam has initiated a number of projects aimed at the subsector ‘media and entertainment’. Two large organisations have been set up in Rotterdam to stimulate the media sector (with the exception of printed media, such as newspapers and publishing). These are the Rotterdam Media Commission and the Rotterdam Media Fund. Together they provide support for the following areas: networking, promotion and financial resources. They also provide information on several subjects. In addition, a large number of businesses located in the ‘Schiecentrale’, are active in the industries audiovisuals and film. These include movie producers, television productions, animation studios and game producers. The ‘Creative Factory’ also provides workspaces for a number of businesses active in the subsector ‘media & entertainment’. Therefore, the ‘Schiecentral’ and the ‘Creative Factory’ contribute to providing workspaces for businesses in the subsector ‘media and entertainment’. 

As far as networking is concerned, the organisation ‘Creative Industry Rotterdam’ (CIR, initiated by the OBR, the Chambers of Commerce in Rotterdam and Syntens) aims to bring entrepreneurs who are a member of the network ‘Het Initiatief’ (a network for the film, audiovisuals and multimedia sectors) in contact with entrepreneurs in other industries such as the communication industry and ICT.  

The ‘International Film Festival of Rotterdam’ is an important annual event for the film industry in Rotterdam. Each year, a number of new film talents are offered the opportunity to show their short films during the festival. This event allows the film industry of Rotterdam to be seen by entrepreneurs and individuals from outside Rotterdam, thereby contributing to the promotion of the film industry of Rotterdam and to the overall image of the city. Overall, it can be concluded that there is a special focus of the municipality of Rotterdam on the subsector ‘media and entertainment’, mainly on audiovisuals and film. 

The arts

As regards to the subsector ‘the arts’, there are a number of organisations that aim to stimulate the development of the arts in Rotterdam. ‘Stichting Kunst Accommodatie Rotterdam’ manages workspaces for professional artists by acting as a mediator, advisor and executor. ‘Dienst Kunst en Cultuur Rotterdam’ provides subsidies mainly for businesses and professionals in the subsector ‘the arts’. ‘Rotterdamse Raad voor Kunst & Cultuur’ provides for research, debates and has the task of advising the municipality of Rotterdam. ‘Centrum Beeldende Kunst Rotterdam’ organizes activities and initiates projects in order to keep ‘creative arts’ under the attention. In addition, the national organisation ‘Stichting Kunst & Zaken’ is another example of collaborations between local and national government bodies. This organisation seeks to decrease the distance between the cultural sector, art education and the commercial business world. The ‘Rotterdam Museum Night’ and the ‘Gergiev Festival’ are popular annual events that increase the visibility of respectively the creative arts and the performing arts in Rotterdam. 
General

In addition to the above, some interesting observations can be made on the different projects. There are a number of organisations set up with the purpose of providing information for entrepreneurs in Rotterdam. The ‘Business Desk Rotterdam’ and ‘Ondernemershuis Zuid’ focus on entrepreneurs from all industries. The website ‘Creativity starts here’ provides a nearly complete overview of collective business centres for creative businesses, ways to find a workspace, organisations offering subsidies and loans suitable for the creative sector and creative networks. 

Out of the list of collective business centres for creatives, the ‘Lloyd Quarter’, ‘Creative Factory’ and ‘De machinist’ seem to be more than just business centres. The ‘Lloyd Quarter’ for example offers workspaces, studios, residential workspaces, residences and facilities such as an event plaza, a theatre, a supermarket and cafés. ‘De machinist’, which just recently opened this year (co-financed by the European Union), also combines workspaces, collective facilities, a café/restaurant, several collective meeting rooms, a movie theatre and even a childcare centre. On the other hand, ‘Creative Factory’ offers entrepreneurs coaching and makes an effort to match businesses to each other and to external clients. 
Furthermore, the ‘Akkoord van Rotterdam’ (Agreement of Rotterdam) and the RDM campus are examples of ‘breeding grounds’ (discussed in paragraph 3.5) in which educational and governmental institutions are brought together with the private business world. Whereas the ‘Akkoord van Rotterdam’ focuses on all industries, in the RDM campus the focus is the innovative manufacturing industry and only on technical design as regards to the creative sector. 
4.2.3
Rotterdam in comparison to some other cities in the Netherlands
The research report by Marlet & Poort (2005) gives an overview of the distribution of creative activities in the Netherlands. According to this research, the province Zuid-Holland in which Rotterdam is located is one of the provinces with the least amount of creative activity. Hilversum, Amsterdam and Amersfoort are the three big cities in the Netherlands where the most amount of creative activity was located during the period 1996-2004. Rotterdam is not in the top ten lists in this research. However, when we look at the growth numbers, Rotterdam is number eight on the list in terms of percentage growth in employment in the creative sector during the period 1996-2004. Amsterdam and Amersfoort are leading the list of cities with the highest growing creative sectors. Den Haag is the only big city where employment levels in the creative sector has been decreasing. 
As the cities Amsterdam and Amersfoort are the strongest cities in the Netherlands in terms of employment share and employment growth within the creative sector, it seems interesting to compare some of the projects available in these cities with the projects available in Rotterdam concerning the creative sector. Below are some examples of these projects. 
Creative Cities Amsterdam Area (CCAA)
 CCAA is a collaboration of sixteen partners including seven municipalities (the municipalities of Amsterdam and Amersfoort are included). The programme’s main goals are: conducting a joint management of regional and local initiatives, coaching and guiding creative entrepreneurs and promoting the creative sector at regional, national and international levels. The website contains an overflow on information for creative entrepreneurs from all municipalities on networks, education, creative companies and entrepreneurs, financing, workspaces, entrepreneurial support and an agenda with all the recent events.
Such a large project is different from the projects in Rotterdam as it contains seven different municipalities. This could be more advantageous for creative entrepreneurs as many of them operate a niche market and are not confined to the city they are located. The website of the CCAA allows entrepreneurs to look up information about projects and potential clients in their own city and in other cities, which makes it easier to increase their area of distribution. In addition, many of the projects are a collaboration of different partners and municipalities, which possibly makes them more effective. 
Website: www.ccaa.nl

Addressed areas: promotion, research, providing information
Target group: all creative businesses 

Amsterdam Centre for Entrepreneurship (ACE)

ACE is a collaboration of different educational institutions in Amsterdam is made possible by the municipality of Amsterdam, the Chambers of Commerce in Amsterdam and other sponsors. This programme offers a unique way of bringing students in contact with entrepreneurship and entrepreneurs. The ‘Summer school Entrepreneurship’ is for example a training course that students from all schools and studies can join. In order to stimulate entrepreneurship amongst students, this programme also makes workspaces available (free of charge). In addition, there is a helpdesk available where students can make an appointment with expert consultants from different organisations including the Chambers of Commerce and Syntens (this is also free of charge). The programme also offers trainings for other entrepreneurs and a network event called ‘Breaking Out’ for start-up entrepreneurs. 

This is a unique way of bringing students from all schools and studies in contact with entrepreneurship and to encourage and facilitate them to start-up their own companies. Such a project could also be beneficial for the entrepreneurial environment in Rotterdam as well as for entrepreneurship in the creative sector. 
Website: www.case-amsterdam.nl
Addressed areas: entrepreneurial training, stimulating networks
Target group: student entrepreneurs, start-ups and others

Amersfoort Creative City

The main goal of this project is to stimulate and facilitate the creative sector in Amersfoort and realize cross-connections between different industries in the creative sector, especially the subsector ‘creative business services’. The municipality of Amersfoort is one of the initiators. The website offers up-to-date information on events and network meetings concerning the businesses in the subsector ‘creative business services’. The website also offers the opportunity for entrepreneurs to make a profile of themselves and their company, hereby helping entrepreneurs to promote their companies by creating a virtual sales platform. There is also a regular network meeting called ‘Meet Up’ that takes place five times a year. All of this is free of charge to the entrepreneurs. 

This project is different from the current projects in Rotterdam as it focuses on businesses within the subsector ‘creative business services’. None of the current projects in Rotterdam described in paragraph 4.2.2., focuses on businesses in this subsector, except on projects concerning the architectural industry and the ‘Design Platform’ concerning the design sector. The latter however does not offer the opportunity for businesses to promote themselves and excludes businesses that perhaps do not see themselves as designers (such as maybe a software-designer or businesses in the advertising design industry). 

Website: www.amersfoortcreatievestad.nl
Addressed areas: promotion, stimulating networks, providing information

Target: Special focus for the subsector ‘creative business services’

4.2.4
A quick view on national policy 

The Dutch creative industry is internationally famous thanks various brands such as the architect Rem Koolhaas, the haute couture of Victor & Rolf, the lingerie of Marlies Dekkers, media magnate John de Mol, Dutch Design, Dutch National Ballet and the Royal Concertgebouw Orchestra
. The policy focus of the national government also does not lack attention for the creative sector. For the years 2009-2013, the national government has set up a separate policy program for the creative industry. The content of the program is outlined in the report ‘Waarde van Creatie: Brief Cultuur en Economie 2009’. According to this report, the policy program contains the following six guidelines: 
· Preparing a strategic agenda for and by creative industries,
· Improving knowledge and utilization of intellectual property rights,

· Stimulating research, education and entrepreneurship,

· Increasing the international orientation, improving positioning in and access to foreign markets,

· Improving access to capital,

· Strengthening of the digital and physical infrastructure
One of the most notable initiatives is the programme ‘Centres for Entrepreneurship’ 
. This is a large-scale project aiming to stimulate entrepreneurship in education by training both students and professors to become more entrepreneurial. Another notable programme is the programme ‘DutchDFA’, which aims to strengthen the international position of the Dutch industries design, fashion and architecture
. Some of the other initiatives are creating a separate fund for the gaming-industry, encouraging cultural investments, ‘Creative Commons’ (making it possible for copyright owners to give out custom licences) and the SKE (subsidies for knowledge exploitation in creative industries). In addition, the creative sector is one of the focus areas of the Dutch Organization for Scientific Research. 
Many of the programmes mentioned in the report do not focus specifically on creative industries. However, creative businesses can substantially benefit form these programmes, such as the programmes ‘Micro-financing’, ‘Business Angels’, ‘Volarisatie’. The national government also aims to improve the climate for sole traders and the marketplace for broadband electronic communication. 
4.3
Conclusions 

Creative industries account for approximately 3.3% of total employment in Rotterdam in 2003. Approximately halve of all creative businesses are active in the subsector ‘creative business services’. Especially architectural services are well represented. Rotterdam has the highest level of architectural activity in the Netherlands. Most of the creative businesses are small-scaled. Furthermore, data presented in the research report by the OBR (2008) shows that the creative sector is highly sensitive to changes in the economy. 

The creative sector is one of the main themes in local policy. The report ‘Stadsvisie Rotterdam’ (Municipality of Rotterdam, 2007) presents the policy program of the municipality of Rotterdam for the upcoming years. For the development of the creative sector, the following guidelines are presented: insertion of municipal property, deregulation, encouraging development through innovation funds, support for entrepreneurs and promoting cluster forming among creative businesses. The OBR plays an important role in executing these guidelines into practice. 

There are a large number of initiatives in Rotterdam that focus on the development of the creative sector. The recently developed ‘Lloyd Quarter’ and the ‘Creative Factory’ show the willingness of the local government to stimulate the creative sector. However with the presence of large organisations such as the ‘Rotterdam Media Commission’, ‘the Rotterdam Media Fund’ and the target group of the ‘Lloyd Quarter’, there seem to be a special focus of the municipality of Rotterdam on the subsector ‘media and entertainment’, mainly on audiovisuals and film. There are also a number organisations aimed at the development of the subsector ‘the arts’. Furthermore, considering the large amount of different projects, a central place could be helpful, in which the information is conveniently arranged. The website ‘Creativity starts here’ contributes to that, however it is not as comprehensive as it could be.  
The national government has also set up a special policy program for the creative sector. Furthermore, projects in other cities like ‘Creative Cities Amsterdam Area’, ‘Amsterdam Centre for Entrepreneurship’ and ‘Amersfoort Creative City’ might offer some new ideas for policy development in Rotterdam. 
Chapter 5 - Creative entrepreneurs of Rotterdam

This chapter contains the empirical part of the study. First, the methodology and framework of the research is presented. Subsequently the results of the empirical research are discussed. Finally, these results are further analysed by combining them with insights obtained from theory and the current policy and projects of the municipality of Rotterdam. 

5.1 Methodology and framework
The research design

The empirical part of this study consists of face-to-face interviews and a survey with creative entrepreneurs located in Rotterdam. The choice for face-to-face interviews was made in order to be able to collect reliable and personal information and hear the opinions of entrepreneurs on certain subjects. The survey, which is also a part of the question list of the interviews, was sent to entrepreneurs by e-mail in order to increase the sample of the quantitative analysis. 

In the research framework outlined in paragraph 3.6, the following areas have been identified where creative entrepreneurs in Rotterdam could benefit from receiving support from the local government: workspaces, networking, promotion and sales, financial resources and entrepreneurship. The questions of both the interviews and the surveys have been based on these five areas. In addition, businesses were also asked about their experience with the local government and their area of distribution, as these subjects are also considered relevant for the research. The question list of the interviews can be found in Appendix-II.

In the survey, the respondents were asked to scale nine factors, also based on the areas outlined above, in a set of closed questions (1-5). These factors are business location, proximity of other creative businesses, having a large network, access to external finance, visiting promotional events, entrepreneurial skills, education, flexibility of the local government and physical infrastructure in the city. First, they were asked to scale how important they think these factors are for an entrepreneur active in the same industry as they are. Second, they were asked to scale their contentment about the same factors, plus their contentment on the current state of the market. The survey can be found in Appendix-III. 

Sample and response

The population of the empirical research consists of entrepreneurs active in the industries advertising and interior/exterior design industries. Both industries are included in the subsector ‘creative business services’ according to the classification applied by Manshanden et al. (2005). This subsector was chosen as the contrasts between creativity and entrepreneurship are probably the largest, in comparison to for example a painter receiving a subsidy and thus is less obligated to generate commercial income. In addition, this subsector receives the least amount of attention from the municipality of Rotterdam. Two different industries have been chosen in order to be able to make comparisons between them and still have a sufficient amount of respondents per industry. One thing the industries have in common is that both industries mainly work on projects commissioned by other businesses. 
The entrepreneurs were selected based on the following criteria. They are entrepreneurs located in the municipality of Rotterdam, who work from a business location (not working from home), with two to ten employees (inclusive part-time). Four of the interviewees are active in the advertising industry while four are interior/exterior designers. In addition, 16 entrepreneurs have responded to the surveys sent by e-mail. The interviewees were asked to fill in the same survey.
Data collection

The address directories available on the website of the Chambers of Commerce have been used to find businesses that fall under the given criteria and collect contact information on these businesses. This method of data collection allowed making a random selection of entrepreneurs, which increases the representativeness of the sample. Two data files have been purchased, one for each industry by consulting the digital databank available on the website
. However, according to the classification of the Chambers of Commerce, interior designers fall under the category ‘industrial design’, which also contains fashion designers, product designers and some forms of architecture. Out of this list, only interior and exterior designers were selected. 

Methods of analysis 

In order to make an analysis of the open questions of the interviews, relevant and irrelevant information have been separated for each subject and industry. The results were analysed based on a qualitative analysis. Moreover, a quantitative analysis has been made based on the results of the surveys. For the analysis, mean scores have been calculated for each factor by using MS Excel to determine the weight of each factor. 
5.2 Results empirical research

Below are the results of the interviews and the surveys. The results of the interviews will be discussed according to the five areas of the research framework (workspaces, networks, promotion and sales, financial resources, entrepreneurship) and two additional areas, namely: the municipality of Rotterdam and area of distribution. First, the results of the interviews taken with entrepreneurs active in the advertising design industry will be discussed, followed by the results of the interior/exterior design industry. Finally, the results of the surveys will be discussed. 
5.2.1 Results interviews advertising design industry

The interviewed businesses in the advertising design industry have in total two to ten workers including part-time workers with at least two full-timers. One business has recently opened a second location in Amsterdam in order to increase their area of distribution. For the other businesses, the location in Rotterdam is their only location. 

Workspaces

Two of the interviewed businesses are located in an independent unit, one in the ‘Schiecentrale’ and one in a collective building with other creative businesses. All of the businesses found their location by searching for it themselves or through an estate agent. One business is relocating soon due to downsizing and being in need of something fresh. Another business may be obligated to relocate as the OBR has plans for redevelopment of the building where the business is currently established. However, the interviewee is satisfied with the current location and hopes the plans do not go on. 

The following factors are considered important in a business location. All interviewees emphasize the importance of a having central location in a creative environment. The location should be in a vibrant, inspiring environment that is easily accessible and preferably close to cafés and restaurants. 
Three of the entrepreneurs do not find it significantly advantageous to be located close to other creative businesses. Although the entrepreneur located in the ‘Schiecentrale’ believes, there are some advantages of being close to other creative businesses in terms of the overall ambiance. The entrepreneur states that being close to peers and being in a creative environment is more comfortable and more inspiring for a creative entrepreneur. Just one interviewee finds that there are work-related benefits of being close to other creative businesses. This business is located in a small collective business centre. The entrepreneur states that he regularly has contact with the businesses in the building and has some of them as a client. However, one requirement is that these businesses are more or less on the same level with each other in terms of the independence of their businesses. 

The entrepreneur, located in a small collective business centre with other creative businesses, explains their choice for the location:
‘Preferably a place where businesses are located together .... Where people use each other's expertise but everyone has their own clients. What you see for example in the Creative Factory, the companies are still very much dependent on each other. There you see that companies easily walk into each other’s offices. That is very nice when you are a start-up, because that way you attain your network and your first assignments, but when you have outgrown that, you actually have to let it go. Because in our case, we would have people coming into our offices all the time.’
Networks

All of the businesses regularly work together with other businesses. Some of the businesses with whom they cooperate are also active in the creative sector such as photographers, text writers and filmmakers. Other businesses that were mentioned are printing offices and web builders/programmers. All of the entrepreneurs indicate that they usually find these businesses through the word of mouth and through networks. One entrepreneur indicates that at the start of the business, finding the right people and judging quality was difficult but with experience and a larger network, this process gets much easier. The proximity of the businesses with whom they cooperate is not considered significantly important. 


One of the entrepreneurs points out the process of getting in contact with partners and suppliers:

‘Each project we search for the best specialists at that moment for that task. That means for certain clients you will for example need designers, photographers or filmmakers. We do not want to rely too much on the specialists who work here, because the clients are so diverse. ... Therefore, we try to decide per client who fits well with them.’
All of the businesses have at least once made use of a network organisation. However, none of the network organisations mentioned is connected to the municipality in any way. Two of the four businesses regularly visit network meetings through social and professional networks and indicate that these are very important places for maintaining current relationships and getting in contact with potential clients. One business has been a member of the earlier mentioned network organisation ‘Urban Country Club’ in the past. The experience was positive but the business has not gained a lot from the membership. The fourth business is currently a member of a private network, which is beneficial but is considered rather small. Overall, networks seem to be useful places for maintaining relationships and getting in contact with potential clients and suppliers, but they are not essential for every business. None of the businesses is currently looking for (additional) network organisations to join. 
Promotion and sales
The results indicate that the word of mouth is their most important outlet. In addition, two of the businesses use networks and their website as an important outlet. None of the businesses uses trade fairs as an outlet. However, all of them have attended several marketing events in the past. Yet, only one business currently visits marketing events on a regular basis. These events seem to be more useful for attending workshops and learning about the market than for finding new clients or suppliers. 

Financial resources

None of the businesses has ever received or applied for external financing nor is currently in need of any. One of the entrepreneurs currently makes use of extension of credits through their bank. The businesses usually receive a budget from the commissioners in order to complete a project. Partly because of this, there seems to be no need for external financing.  

Entrepreneurship

Two of the four entrepreneurs have a relevant educational background, one in design and communication and one as a graphic designer. The other two entrepreneurs have studied business. While one of them has working experience within same field before starting up a company, the other one has started up his company straight after graduation. Thus, a relevant education seems to be helpful in this industry but it is not essential. 
Two of the businesses have never received any external business advice nor are looking for any. One entrepreneur is currently working with a personal coach. Another entrepreneur received coaching from a consultant employed by Syntens. Although the overall experience was positive, the entrepreneur points out that for a more optimal approach a personal coach is needed who looks further than a few consultation meetings and is better able to reflect on you as an entrepreneur. The same business has been recently hired by the OBR for designing the communication for the project ‘Your Navigator’, which is the earlier mentioned initiative providing coaching for young entrepreneurs by matching them to experienced entrepreneurs rather than consultants. The interviewee suggests that the approach of ‘Your Navigator’ could be more optimal. 
None of the interviewees has any trouble combining creativity with the management of their businesses and none of them is significantly affected by the current economic crisis. The latter could be related to the fact that most of the businesses have a large number of clients in the non-profit sector. However, this could also be a coincidence. Whether this is representative for all advertising-design businesses, is not clear.  

In addition, intellectual property rights were mentioned as an obstacle by one of the entrepreneurs. The entrepreneur states that there is always a chance that potential clients to whom they present their ideas to, might take advantage of the situation and use the ideas without hiring the business.  
Municipality of Rotterdam

While three of the businesses barely get in contact with the municipality (accept for parking permits and as a tenant), one business regularly gets in contact with the municipality to request permits and deal with fire safety regulations. Their experiences with the municipality are that there is little flexibility and that the procedures take to long.
The entrepreneurs were also asked what kind of developments they would like to see happening in Rotterdam in the upcoming years and what they expect from the local government. The following suggestions were made:

· Creating more awareness about the value of the creative industry for the business world; however, this promotion should be more focused on particular industries and not a promotion of the creative sector as a whole. This allows the businesses to see what a particular industry can mean for their business.

· Facilitating the creative sector; the local government should pay more attention to facilitating the creative sector rather than trying to come up with initiatives that they think could benefit the creative sector. The entrepreneur gives the ‘Creative Factory’ as an example of a successful project that was initiated by private companies but made possible with the support of the municipality. In the ‘Schiecentrale’ on the other hand, an initiative of the municipality, some mistakes have been made according to the entrepreneur, such as allowing artists to pay half the rent that other businesses pay (while many of the artists also work on commercial projects) or not offering enough opportunities for networking. Therefore, the municipality should be more open to initiatives coming from entrepreneurs. 
· Improving the living environment; Rotterdam should offer more affordable residences with outside space that are suitable for families. Living outside the city is considered a disadvantage as the bond with the city (especially when most of their clients are in Rotterdam) and being close to the creativity that the city offers, is found to be of great importance for the creative content of their work. 
Area of distribution

All of the businesses have clients in the non-profit sector while two of them indicate the non-profit sector as their most important area of distribution. Interesting also is that three of the businesses currently have the municipality of Rotterdam (or an institution connected to the municipality) as a client. None of the businesses is currently dependent on one or two commissioners. However, some of them have been in the past. 

5.2.2
Results interviews interior/exterior design industry

The interviewed businesses active in the interior/exterior design industry have in total two to six workers including part-time workers with at least two full-timers. One business with two partners also has a second location in Amsterdam. The reason for having two locations is more personally related, as both partners have a family and do not want to travel.

Workspaces

Three of the four businesses are currently located in an independent business location. One business is located in a collective business centre with exclusively other creative businesses. None of the businesses is considering relocating in the next five years. One business just recently moved to the current location because they wanted a less-expensive location. All of the businesses have found their location independently and not through the help of a government institution. 

The following factors are considered important in a business location: accessibility, parking, safety, central location and representativeness. The atmosphere of the location is also an important factor; the location needs to be energizing, vibrant, emotionally comfortable and inspiring. The atmosphere of the location is not considered directly related to work but indirectly related through personal influences. 
The proximity of other creative businesses is not considered significantly important for three of the businesses, although it might beneficial for the overall appearance of the workspace. However, the fourth entrepreneur who is located in a collective business centre with exclusively creative businesses, point out that there are many benefits to being close to other creative colleagues such as being able to consult your peers on different subjects and being inspired by them. In the past, the entrepreneur has cooperated with several businesses located in the same building. 

Networks

All of the interviewees regularly work together with other businesses. Some of these businesses with whom they cooperate are also active in the creative sector such as graphic designers and architects. Other businesses that were mentioned are interior builders (for painting, floor coverings etc.), upholsterers, sewers/tailors and agencies specialised in making technical drawings. All of the entrepreneurs indicate that they usually find these businesses through the word of mouth and by consulting businesses that they get in contact with for recommendations. Otherwise, the internet offers a solution. This process is not considered difficult and the proximity of the businesses is not significantly important. 

Three of the interviewees indicate that they are currently looking for a network that can benefit their businesses and has a special focus on interior designers. One interviewee states for example that they regularly visit meetings of different networks but have not yet encountered a network that is worth joining. Finding a suitable network seems to be difficult for interior designers. Only one interviewee active in the exterior design industry is currently a member of three different networks and states that these networks were and are still very important places to find commissioners for work. 

Promotion and sales
Networks and the word of mouth seem to be the most important outlets for interior/exterior designers. In addition, two of the businesses consider their websites as an important outlet. Other outlets that are used are online mailings, flyers and handing out portfolios of previous work. As far as promotional events, two of the entrepreneurs visit a trade fair on a regular basis while the other two are currently searching for a trade fair that has the potential of bringing enough revenues for their business. All of the interviewees indicate that attending a trade fair is fairly risky and time-consuming for a small business in the creative sector. The question always remains whether the benefits of attending a trade fair will exceed the high registration fees required. There are also very few trade fairs available in or near Rotterdam that an interior designer can attend. For example the event ‘100% Design’ which takes place annually in the ‘Van Nelle Fabriek’ does not continue this year because of not enough registrations. The reasons for this could be the high registration fees and the current economic crisis, making it more risky for businesses to apply. However, it could also be because of poor promotion of the event or simply because there are not enough business near Rotterdam that are interested in this event. 

Financial resources

As far as external financing is concerned, two of the businesses have received a subsidy from a governmental institution: one during start-up from the tax authorities and one from the OBR during the relocation of their business. None of these businesses is currently in need of external financing. The third business is also not in need of external financing or has ever received one in the past. The fourth business however indicates never having applied for a subsidy, even though it is currently in need of one, due to the complexity and the inaccessibility of the services offered and the previous negative experiences of colleagues. The same entrepreneur also indicates that it is currently very difficult to get a loan from commercial banks and that after a few attempts they were not able to attain one. 
Entrepreneurship

The background of the entrepreneurs is varied. Three of the entrepreneurs have a relevant educational background (interior architecture, fashion design and design academy) and several years of experience in the interior/exterior design industry before starting up on their own. These include one business consisting of two partners where the second partner does not have a relevant educational background or working experience. The fourth business also consists of two partners. They both have previous experiences in theatres as costume- and stage designers. Thus, having a relevant educational or working background (or at least having a partner that has) seems to be important in this industry. 

None of the entrepreneurs has any trouble combining creativity with management. However, in busy times, combining creativity with administrative burdens can be frustrating. Yet, this is perceived as more of a time constraint. Another entrepreneur stated that she has had trouble at the start of her company with finding the right clients as her business serves a very small niche market. 

Interesting is that all of the interviewees have received external business advice at least once during the existence of their businesses. One of the entrepreneurs received coaching from the national support organisation ‘Ondernemersklankbord’
. The consult was considered very effective. Another entrepreneur took part in several trainings offered by an organization exclusively for designers: ‘Beroepsorganisatie Nederlandse Ontwerpers’
. These trainings are very helpful for enhancing entrepreneurial skills, especially in improving the communication with clients, according to the entrepreneur. The same entrepreneur also made use of a coach from a private business, which was also very helpful. One interviewee has received business advice from a consultant from the Chamber of Commerce in Rotterdam. The consult was not helpful; however, this was almost twenty years ago. Finally, the fourth entrepreneur received coaching five years ago and again last year from two different private consultants. These coaches were not directly related with the activities of the creative sector; however, the consults were very helpful.  

As discussed earlier in paragraph 4.1, empirical data suggests that the creative sector is particularly sensitive to changes in the economy. This also shows in the results. All of the entrepreneurs state that being disadvantaged due to the prevailing economic crisis. One of the entrepreneurs, owner of a business that exists for almost twenty years, states that his business has been negatively affected during every economic downfall since the start. However, in a booming economy, the business makes up for more than they lost during the economic downfall. 
Furthermore, setting up a large network is perceived as an obstacle. The results on the section networks already showed that it is very difficult for the entrepreneurs in Rotterdam to find a network with a special focus on interior design.

Municipality of Rotterdam

Three of the entrepreneurs occasionally get in contact with the municipality of Rotterdam for the request of permits but have no complaints about the handling of these requests. One entrepreneur indicates that they deliberately try to get around the municipality because of the complexity and inaccessibility of their services. 

The entrepreneurs were also asked what kind of developments they would like to see happening in Rotterdam in the upcoming years and what they expect from the local government. These answers can be roughly separated into two groups, namely: promotion of the creative sector and creating a creative vibe in the inner city of Rotterdam. 

Promotion seems to be difficult in Rotterdam for interior designers. The interviewed interior designers either had trouble in finding a suitable network or in finding ways to bring their work into attention. Finding suitable trade fairs is also difficult and the registration fees are considered relatively expensive. 

One entrepreneur makes the following suggestions about the promotion of the creative sector:
‘If the municipality wants to stimulate the creative sector, they should contribute to their promotion. … 
For young entrepreneurs active in the creative sector they can for example make a billboard where all those businesses are presented on. Or a newspaper once a year in which all businesses active in the interior design industry, can be promoted. They could also organise a creative route through Rotterdam, with a booklet on which these businesses can be presented.’
The overall opinion of the inner city of Rotterdam is that it is currently lacking personality with mainly corporate chains. The entrepreneurs would like to see more diversity and creativity in the inner city. They also think that the creativity that is present in Rotterdam is too scattered across the city. One of the entrepreneurs state that in order to make the inner city more divers, small businesses in the creative sector should be given opportunities to locate there. However, when the rents in the inner city are high this can never be realised. Instead of just giving out more building permits to expensive office spaces and retail chains, the municipality should put more efforts into creating small and affordable workspaces for creative entrepreneurs. 
Other suggestions made by the entrepreneurs were more social and cultural development in other parts of the city and more tolerance in public spaces. The latter refers to the fact that the municipality of Rotterdam restricts residents to change anything in their outdoor environment. The suggestion is that local residents and local artists should be given the opportunity to experiment in neglected public spaces that are waiting to be rebuilt. 

Area of distribution

The area of distribution ranges from governmental institutions, the municipality of Rotterdam, to the private sector and individual consumers. One interviewee only focuses on individual consumers while the others currently have a number of small commissioners next to a few big (very important) commissioners. However, there is no case of a complete dependence on one or two commissioners.  

5.2.3 Results surveys

Below are the results of the surveys. The survey itself can be found in Appendix-III. For the advertising design industry there are in total 14 surveys completed and for the interior/exterior design industry 10 surveys (including the surveys filled in by the interviewees). 
Table 3 shows the level of importance of each factor in achieving success for an entrepreneur in the regarding industry. Table-4 shows the factors ranked according to their importance. 
Table 3: Mean scores importance of the factors (N=24)
	
	Factors
	Scores 

Advertising Design
	Scores 

Interior/exterior
Design
	Total

Scores

	1
	Business location
	3.3
	3,3
	3,2

	2
	Proximity of other creative businesses
	2.3
	2,8
	2,5

	3
	Having a large network
	4.4
	4,8
	4,6

	4
	Access to external finance
	3,0
	2,6
	2,8

	5
	Visiting trade fairs and other promotion events
	2.6
	3,9
	3,2

	6
	Entrepreneurial skills
	4.7
	4,6
	4,7

	7
	Relevant education
	3.6
	4,1
	3,8

	8
	Flexibility of the local government
	2.8
	3,7
	3,3

	9
	Physical infrastructure in the city
	3.7
	4,6
	4,1


1=Not at all important, 5=Very important

Table 4: Factors in order of importance

	Factors 
	Total scores

	Entrepreneurial skills
	4,7

	Having a large network
	4,6

	Physical infrastructure in the city
	4,1

	Relevant education
	3,8

	Flexibility of the local government
	3,3

	Business location
	3,2

	Visiting trade fairs and other promotion events
	3,2

	Access to external finance
	2,8

	Proximity of other creative businesses
	2,5


As expected, entrepreneurial skills are found to be profoundly important for achieving success (score: 4.7). Having a large network is found secondly important (score: 4.6). In addition, physical infrastructure in the city and having a relevant educational background, are factors that the entrepreneurs find important. The factors ‘proximity of other creative businesses’ and ‘access to external finance’, are found the least important. 

Furthermore, the results show a clear difference between the two industries concerning the factor ‘visiting trade fairs and other promotion events’. While for the interior/exterior design industry visiting trade fairs and other promotion events is important (score: 3.9), for the advertising design industry, this factor is not of significant importance (score: 2.6). Presumably, this has to with the scope of the different business activities. The products of interior/exterior designers can be are more tangible in comparison to advertising designers, especially when they also design furniture and other home furnishings. Therefore, a trade fair is more useful for interior-exterior designers. 
The entrepreneurs from the two industries also differ in opinion concerning the factor ‘flexibility of the local government’. Entrepreneurs in the interior/exterior design industry find the flexibility of the local government important (score: 3.7), contrary to entrepreneurs in the advertising design industry (score: 2.8). The reason for this could be that interior/exterior designers have to deal with the municipality more often than entrepreneurs in the advertising design industry. In addition, interior/exterior designers find the physical infrastructure in the city more important than entrepreneurs in the advertising design industry do (a mean score of 4.6 versus 3.7). 
The entrepreneurs were also asked to indicate their contentment about the same factors based on the current state of their businesses and the city of Rotterdam. In addition, they were asked to indicate their contentment on the current market. Table 5 shows the results. Table 6 shows the factors ranked according to the contentment of the respondents.
Table 5: Mean scores contentment on the factors (N=24)
	
	Factors
	Scores 

Advertising Design
	Scores 

Interior/exterior

Design
	Total

Scores

	1
	Current business location
	4,2
	4,2
	4,2

	2
	Proximity of other creative businesses
	3,6
	3,2
	3,5

	3
	Current network
	4,0
	2,8
	3,5

	4
	Access to external finance
	3,5
	3,1
	3,3

	 5
	Availability of trade fairs and other promotion 

events in or near Rotterdam
	3,1
	2,9
	3,0

	6
	Current market 
	3,3
	3,0
	3,2

	7
	Entrepreneurial skills
	3,8
	3,1
	3,5

	8
	Own education level/relevance
	3,7
	3,8
	3,8

	9
	Flexibility municipality of Rotterdam
	3,1
	2,6
	2,9

	10
	Physical infrastructure in the city of Rotterdam
	2,8
	2,7
	2,8


1=Not all contented, 5=Very contented

Table 6: Factors in order of contentment
	Factors 
	Total scores

	Current business location
	4,2

	Own education level/relevance
	3,8

	Proximity of other creative businesses
	3,5

	Entrepreneurial skills
	3,5

	Current network
	3,5

	Access to external finance
	3,3

	Current market
	3,2

	Availability of trade fairs and other promotion 

events in or near Rotterdam
	3,0

	Flexibility municipality of Rotterdam
	2,9

	Physical infrastructure in the city of Rotterdam
	2,8


The results indicate that the respondents are most contented about their current business locations and the level or relevance of their educational backgrounds. Overall, we see that the entrepreneurs are contented about most of the factors; eight of the factors have a mean score over 3.0. Interesting are though the low scores given to the factors ‘flexibility municipality of Rotterdam’ and ‘physical infrastructure in the city of Rotterdam’. These two factors are the only factors that the entrepreneurs are not contented about, with mean scores under the 3.0. 

Furthermore, the results show a clear difference regarding the factor ‘current network’. It seems that interior/exterior designers in Rotterdam are not contented about their current networks (score: 2.8) while entrepreneurs in the advertising are (score: 4.0). There are no other significant differences between the two industries. 
5.3
Integrating theory and practice
In this paragraph, the empirical results will be further analysed by making a comparison with insights obtained from theory and the current policy actions of the municipality of Rotterdam. This way, new insights can be given on the current policy and rather or not, there is need for additional policy. Again, the research framework forms the basis of analysis. In addition, areas are discussed in which the local government can further support the entrepreneurial environment for the creative sector under the heading ‘municipality of Rotterdam’. 
Workspaces

First point indicated by theory, was that creative entrepreneurs prefer working in unique buildings and locations rather than standard offices (see paragraph 3.5). The results of the empirical study support this statement for both industries in the study. All interviewees pointed out the importance of being located in an energizing and inspiring environment. In addition, most of the entrepreneurs prefer a location in the inner city of Rotterdam while all put emphasis on accessibility. None of the entrepreneurs has pointed out a preference for residential workplaces as was suggested in theory. 
Secondly, the theory suggests that by locating next to each other, creative businesses could benefit from exchanging information, ideas and from the joint use of facilities and equipment. The results indicate mixed opinions on this subject. Most of the interviewees located in a collective business centre with other creative businesses state that there are many work-related advantages of this, mostly in being able to consult your peers on different subjects. These businesses also cooperate with some of the businesses in the same business centre. There is no need expressed in terms of sharing equipment or other facilities. The latter might have to do with the scope of business activities. A filmmaker that uses different expensive devices such as cameras and lighting can benefit more from the sharing of equipment than for example an interior designer. Moreover, the businesses located in an independent location do not see any work-related benefits of being close to other creative businesses. However, some of them do mention that it might contribute to the overall appearance of their business. The results of the surveys show that the proximity of other creative businesses is not considered important (score: 2.5). Thus, the opinions vary on this subject. One possibility remains though that businesses located in an independent location are not aware of the benefits obtained from being located nearby other creative businesses. 

Rotterdam currently has a number of places where creative entrepreneurs are concentrated. The ‘Schiecentrale’ and the ‘Creative Factory’ are two large recently developed business centres that seem to offer more than just workspaces. The ‘Creative Factory’ for example offers entrepreneurs coaching and makes an effort to match businesses to each other and to external clients. The ‘Lloyd Quarter’, in which the ‘Schiecentrale’ is located, offers residential workspaces, an event plaza, a theatre, cafés…etc. However, the results question rather or not there are enough opportunities for networking within the ‘Schiecentrale’. For example, one of the interviewees, who has been located in the ‘Schiecentrale’ since its opening, has never cooperated with any of the businesses there. Another entrepreneur gave his opinion on the building, stating that there are not enough central places there, where entrepreneurs can encounter each other. After a visit to the ‘Schiecentrale’ (as I was there for the interview), it was clear that the offices are rather isolated. The only common place seems to be the outside lunch area. Thus, the question remains rather or not networks are stimulated well enough within the ‘Schiecentrale’. Results however suggest that businesses in the industries advertising design and interior/exterior design could benefit more from the creation of centrally located workspaces rather than collective business centres. 
Networks
The results of both the interviews and the surveys indicate that networking is essential for the industries advertising design and interior/exterior design. The importance of networking was also stated in the theoretical framework. The word of mouth is the most important outlet for these businesses and having a large network is crucial in order to find both clients and suppliers. All of the interviewees regularly cooperate with other businesses. The proximity of these businesses is not considered significantly important. Most of the entrepreneurs make use a network organisation to maintain and enlarge their networks. However, all of the businesses active in the interior design industry have trouble finding a suitable network and the contentment on this subject according to the surveys is low (score: 2.8). Therefore, the interior design industry in Rotterdam could benefit from the creation of a network organisation. 
Concerning the stimulation of networks, the municipality has initiated the organisation ‘CIR’ (Creative Industries Rotterdam) that aims to bring together entrepreneurs active in four different networks in order to create cross connections between different industries. Furthermore, with creation of the ‘Rotterdam Media Commission’ the municipality stimulates networking within the subsector ‘media & entertainment’. The ‘Design Platform’ aims to stimulate communication between designers, entrepreneurs, organisations and educational institutions. However, none of the interviewed interior/exterior designers has ever been a member of the latter organisation. 
Promotion and sales

According to the theory, a number of aspects of creative markets, such as ‘infinite variety’ and ‘time flies’, make the marketing, distribution and exploitation of creative products complex. In addition, the entrepreneur must usually create a (niche) market. The latter seems to be the case for both the advertising design industry as well as the interior-exterior design industry, as their products are always tailor-made. However, the case of a niche market could be more usual for interior/exterior designers as there is much more competition in the advertising design industry and thus more chances of substitutability. 

It was concluded before (see research framework) that the local government can contribute to the promotion of creative products by promoting the economic value of different creative industries to private companies. Results indicate that entrepreneurs in both industries believe they could profit from such a promotion. However, there are no events in Rotterdam focusing on the advertising design and interior/exterior design industries or on the subsector ‘creative business services’ as a whole. The municipality does support the promotion of other industries such as the film industry, architecture, creative and performing arts with events like the ‘International Film Festival’ or the ‘Rotterdam Museum Night’. 
In addition, theory suggests that local governments could decrease market imperfections by creating more sales platforms. The results indicate that especially interior designers could benefit from this. All interviewees active in this industry indicated that trade fairs are an important outlet however some of them are currently looking for a suitable trade fair. The results of the surveys also show that trade fairs are found important (score: 3.9) but the contentment on the availability of trade fairs and other promotional events in or near Rotterdam is low (score: 2.8). The high registration costs were also perceived as a problem, which makes the entrepreneurs more reluctant to visit a trade fair. Moreover, some of the entrepreneurs are struggling to find other ways to bring their work into attention. 
The local government can support the promotion of the interior design industry for example by organizing a trade fair with low registration fees or setting up a website on which interior designers can present themselves, such as the website of the ‘Rotterdam Media Commission’. The municipality currently pays no special attention to the interior design industry or any other industry in the subsector ‘creative business services’ besides architecture. Organizing a creative route through Rotterdam with a booklet on which the businesses are presented is also an option, as was suggested by one of the interviewees. 
Furthermore, the results suggest that the local government is fulfilling its role as a customer and client to the industries in the study as six of the eight interviewees have the municipality of Rotterdam (or an institution connected to the municipality) as a client. 
Financial resources

The theory suggests that local governments can support creative businesses financially by providing for low-cost loans and grants, initiating new channels of communication between private investors and creative entrepreneurs, and by making the information on various existing financial resources more clear and accessible. Empirical results on the other hand suggest that access to external finance is of minor importance (survey score: 2.8) for both industries in the study. The reason for this could be that these businesses mainly work on commissions to which a budget is made available by the client. Nevertheless, these results do not rule out that starters in the regarding industries are not in need of external financing. In addition, one of the interviewed businesses is currently looking for external financing but has trouble getting through the complicated information made available by the municipality. Two of the businesses in the interior/exterior design have previously received a subsidy; one during start-up and one during relocation. 

The municipality currently supports several organisations offering financial support to the creative sector. Furthermore, the website of the OBR gives an overview of other organisations (not all connected to the municipality) offering financial support
. The conditions on which these organisations offer subsidies and loans are however rather confusing. There are also too many different organisations making it more complicated for entrepreneurs to find the right organisation. This is especially the case for businesses in the subsector ‘creative business services’ as almost all arrangements have a focus on industries in the subsector ‘the arts’ or the subsector ‘media and entertainment’. None of the organisations focuses on a particular industry in the subsector ‘creative business services’, accept on architecture. Thus, there is much room for improvement on the last point suggested by theory: making the information on various existing financial resources more clear and accessible. The low scores given to ‘flexibility of the local government’ in the surveys can also partly be caused by the lack of clarity and accessibility of the information on financial resources. 

Entrepreneurship
The theory suggests that business management can especially be a problem for creative entrepreneurs as they are more focussed on the creation of their products. The results on the contrary show that none of the interviewees has trouble combining creativity with management. Some of the interviewees did state that having had a few obstacles in the past such as finding the right clients and timing their commissions. However, every business experiences problems at one time in their activities. Furthermore, six of the eight interviewees have received external business advice at least once during the existence of their businesses. Thus, external business advice is considered helpful; however, there is no indication that entrepreneurs in the regarding industries have more need for business advice than mainstream businesses do. In addition, most of the external advice received comes from private companies and institutions with no specific focus on the creative sector. These external consults were found to be very helpful. Therefore, in contrary to theory, results do not indicate a need for tailored advice from organizations with specific knowledge about creative markets. Currently, the project ‘Your Navigator’, co-created by the municipality offers business advice to young entrepreneurs from all industries at a low cost by matching them to experienced entrepreneurs. In addition, the organisation ‘Stichting Kunst & Zaken’ offers entrepreneurial support to professional artists. 

It was concluded before (see research framework) that local governments can support creative entrepreneurship by creating ‘breeding grounds’ where educational and governmental institutions are brought together with the business world. The RDM campus in Rotterdam is an example of such a ‘breeding ground’. However, within its target group only businesses in the field of technical design can be considered a part of the creative sector. Furthermore, the ‘Akkoord van Rotterdam’ can be regarded as a ‘breeding ground’. The program currently offers entrepreneurial support to young businesses. However, as it is a recent project, what other projects the programme contains or what the overall outcomes will be is unclear. The program does not have a special focus on the creative sector. 
Municipality of Rotterdam
As indicated in paragraph 2.2.3, one of the main roles of local governments in facilitating entrepreneurship is to provide good physical infrastructure in the city. The results of the surveys indicate that entrepreneurs in the regarding industries find the factor ‘physical infrastructure in the city’ to have an important influence on success (score: 4.1). At the same time, the entrepreneurs are not contented about the state of physical infrastructure in Rotterdam (score: 2.8). Thus, there is much room for improvement in this area for the municipality of Rotterdam. Accessibility was found to be one of the most important factors in a business location. Therefore, parking, roads and public transport services are likely the areas the municipality should improve. 
In terms of decreasing bureaucracy, only two of the interviewees expressed their discontentment about the municipality based on the handling of permits and the available information. However, the results of the surveys on the factor ‘flexibility of the local government’ (score: 2.9 on contentment) suggest there could be room for improvement. Furthermore, the municipality could extend the information available on the website ‘Creativity starts here’ in order to improve the information flows about different projects. 
Chapter 6 - Conclusions and Policy Implications 
The main question of this research is; what are the factors influencing the success (or failure) of creative entrepreneurs and what is the role of the local government in stimulating the creative sector, with an application to Rotterdam? The first paragraph of this chapter gives answers to the first part of the main question, which refers to the theoretical part of the thesis. The second paragraph discusses the second part of the main question: the role of the local government in stimulating the creative sector, with an application to Rotterdam. In addition, some policy implications are given based on the insights obtained from the empirical research and the current policy and projects of the municipality. 
6.1 Factors influencing the success of creative entrepreneurs
In the first section of the theoretical part (chapter two), factors have been discussed that contribute to a healthy entrepreneurial environment. A distinction has been made between socio-cultural factors, market-specific factors and factors influenced by the government. The role of local governments prove to be primarily in the fields of offering direct financial support, stimulating networking, subsidies in order to stimulate R&D, decreasing bureaucracy and improving the quality of physical and digital infrastructure. 

Chapter three describes what creative industries are, how they contribute to the economic and social development of cities and how creative markets function, in order to give insights into the factors influencing the success of creative entrepreneurs. The creative sector can be divided into three subsectors namely: ‘creative business services’, ‘media & entertainment’ and ‘the arts’. In order to be successful, creative entrepreneurs need to combine creative, symbolic production with entrepreneurship and market orientation. In addition, the production process of creative products and the structure of the creative markets provide for some distinctive features. Seven properties (identified by Caves, 2000) have been discussed that describe the uniqueness of creative markets: ‘nobody knows’, ‘infinite variety’, ‘l`art pour l`art’, ‘motley crew’, ‘time flies’, ‘art longa’ and ‘A-list/B-list’. Moreover, creative businesses could face additional problems as they are mostly small scaled and because promotion can be more difficult for creative products. Based on these characteristics, the following areas have been identified in which creative entrepreneurs might benefit from receiving external support, namely: workspaces, networks, intellectual property rights, promotion and sales, financial resources and entrepreneurship. Subsequently, the potential role of the local government is discussed in each area and a framework for research has been formed (see below). The role of local governments in the area ‘intellectual property rights’, is very limited. Therefore, this area is not included in the research framework.  
RESEARCH FRAMEWORK

	Problem areas for creative entrepreneurs
	The role of local governments in improving the entrepreneurial environment for creative businesses

	        Workspaces
	- Providing affordable workspaces that both offer privacy and promote networking with other creative businesses, 
- Creating residential workplaces and serviced premises,

- Creating workspaces with joint use of equipment and facilities.

	     Networks
	- The formation of communication and consultation platforms, meeting places, regional intranets, industry forums, supporting cluster forming, disseminating information and setting up informative websites. 


	Promotion and sales
	- Promoting certain industries through campaigns and exhibitions,

- Improving the role of the local government as a customer and client to the creative sector.

	Financial resources
	- Making information available on various existing financial resources clear and accessible,
- Initiating new channels of communication between private investors and creative entrepreneurs,

- Providing low-cost loans and grants instead of bureaucratic subsidy schemes.


	Entrepreneurship
	- Creating ‘breeding grounds’ for creative activity where educational en government institutions are brought together with private business world,

- Initiating projects that offer business advice tailored to the specific needs of creative entrepreneurs, 




6.2  Empirical results and policy implications

The second part of the main question relates to the role of the local government in stimulating the creative sector, with an application to Rotterdam. To give answers to this question, a general analysis has been made of creative industries in Rotterdam and the current policy and projects. The research framework forms the basis of analysis. Creative industries account for approximately 3.3% of total employment in Rotterdam (mostly small-scaled). The subsector ‘creative business services’ is the biggest subsector in terms of employment. The creative sector is one of the main themes in the policy program of the municipality of Rotterdam. There are a large number of projects in Rotterdam that focus on the development of the creative sector among which the ‘Lloyd Quarter’ and the ‘Creative Factory’. The policy focus is however not equally distributed to distinctive creative industries. There seems to be more focus on the subsector ‘media and entertainment’. The subsector ‘creative business services’ receives the least amount of attention. 
An empirical analysis has been made based on the research framework. The research contains eight interviews and 24 surveys with entrepreneurs active in the industries advertising design and interior/exterior design in Rotterdam with two to ten employees. This empirical research made it possible to combine theoretical findings with the experiences of creative entrepreneurs in Rotterdam. The most notable results are the following:
· In accordance with theory, the respondents prefer a business location that is energizing and inspiring rather than standard offices. However, in contrary to theory, the proximity of other creative businesses is not considered significantly important;
· In accordance with theory, networking is essential for both industries in the study. Empirical results further show that interior designers in Rotterdam have difficulties finding suitable network organisations;
· Interior designers in Rotterdam also have difficulties with the promotion of their work (in accordance with theory) and finding suitable trade fairs to join;
· In contrast with theory, there is no need expressed for external financing;
· The results indicate no need for tailored business advice (from organisations with sufficient knowledge about creative markets) and that creative entrepreneurs have no more difficulties with business management than other entrepreneurs do. This is in contrast with what was stated in theory;
· Overall, creative entrepreneurs are contented about the entrepreneurial climate in Rotterdam. The entrepreneurs are however less contented about the flexibility of the local government and the physical infrastructure in the city. 

These results are based on a small sample of entrepreneurs and two creative industries. The results do not say anything about other industries within the creative sector. A larger study is needed in order to draw conclusions that are more reliable. 
However, based on the results, some policy implications can be given. The results suggest that the improvements in Rotterdam are mainly needed in the areas workspaces, networks, promotion and financial resources. 

· Instead of creating more expensive office spaces for retail chains and other corporations, the municipality should make more workspaces available for creative businesses in the inner city of Rotterdam or in neighbourhoods around the inner city. Such a development will not only favour the creative sector but also contribute to a more vibrant and lively town centre. Allowing creative entrepreneurs to cluster in old neighbourhoods around the inner city is also both beneficial for the entrepreneurs (being located in a creative environment) and to the renewal of these neighbourhoods. However, in order to attract small creative businesses the rents need to be kept low. 
· Concerning the interior design industry in Rotterdam, the results suggest that there is a need for more promotion of and the creation of a network organisation focusing on this industry. An organisation such as the ‘Rotterdam Media Commission’ focusing on the interior design industry could both help promotion (by creating a virtual sales platform) and stimulate networking in this industry. Such an organisation could also focus on the design industry or the subsector ‘creative business services’ as a whole (such as ‘Amersfoort Creative City’). As trade fairs are considered an important outlet in this industry, the organisation of an annual trade fair with low registration fees can also be helpful. 
· The municipality should make more efforts on increasing awareness amongst private companies about the potential of the creative sector. However, rather than a promotion of the creative sector as a, the focus should be on particular industries within the creative sector. This way, businesses in other industries are better able to see what a particular company within the creative sector could mean for their business. Concerning the industries in this study, the municipality could for example increase awareness on the benefits for a business to let their offices be designed by professional interior designers or about the importance of investing in advertising and communication strategies. 
· The information available on subsidies and funds concerning the creative sector, especially the subsector ‘creative business services’ should be made more accessible and more clarifying. There are too many different organisations focusing on different industries, this contributes to the inaccessibility. The municipality could for example make an effort to bring together some of the organisations focusing on the same industries. 
Reference List

Books

Bilton, C. (2007). Management and Creativity: from creative industries to creative management. Blackwell Publishing. 

Carter, S. & Jones-Evans, D. (2nd ed.). (2006). Enterprise and Small Business: Principles, Practice and Policy. Harlow: Prentice Hall. 

Caves, R. E. (2000). Creative Industries: Contracts between Art and Commerce. Harvard University Press. 

Florida, R. (2002). The Rise of the Creative Class: and How It's Transforming


Work, Leisure, Community and Everyday Life. New York: Basic Books.

Florida, R. (2007). The Flight of the Creative Class: the new global competition for talent. New York: Collins. Updated with: ‘The world is spiky’, originally appeared in The Atlantic Monthly, October 2005, Collins.
Hartley, J. (ed.) (2005). Creative industries. Blackwell Publishing. 

Henry, C. (ed.) (2007). Entrepreneurship in the Creative Industries: An International Perspective. Edward Elgar Publishing Ltd.

Howkins, J. (2001). The Creative Economy. London: Penguin.

Kirby, D. A. (2003). Entrepreneurship. London etc.: McGraw-Hill Education.

Porter, M. E. (1980). Competitive Strategy – Techniques for Analysing Industries and Competitors. New York: Free Press

Schumpeter, J. A. (200X). The theory of economic development: an inquiry into profits, capital, credit, interest and the business cycle. Piscataway, NJ: Transaction Publishers, Original: Cambridge, Mass.: Harvard University Press (1934)

Articles

Bagwell, S. (2008). ‘Creative clusters and city growth’. Creative Industries Journal, volume 1, no 1, pp. 31-46. 
Bosma, N., Schutjens, V. & Suddle, K. (2008). ‘Whither a flat landscape? Regional differences in entrepreneurship in the Netherlands’. Scales Report: H200805. EIM, Zoetermeer.

Bosma, N., Stigter, H. & Wennekers, S. (2002). ‘The long road to the entrepreneurial society’. Global Entrepreneurship Monitor 2001: The Netherlands. EIM, Zoetermeer. 
Canoy, M., Nahuis, R. & Waagmeester, D. (2005) ‘De creativiteit van de markt: Verkenning van de rol van de overheid bij creatieve industrieën.’ Centraal Planbureau, No 90. 

Centraal Bureau voor de Statistiek. (2006). ‘Het Nederlandse Ondernemersklimaat in cijfers 2006’. Voorburg: Heerlen.
Centrum voor Onderzoek en Statistiek (2009). ‘Kerncijfers & Trends Rotterdam 2009’. Rotterdam. 

De Bruin, A. (2005). ‘Multi-level entrepreneurship in the creative industries. New Zealand’s screen production industry’. Entrepreneurship and Innovation, August, pp.143-150.

De Jong, J.P.J, Fris, P. & Stam, E. (2007). ‘Creative industries: heterogeneity and connection with regional firm entry’. Scales Report H200714. Zoetermeer: EIM.

Department of Culture, Media and Sport (1998). ‘Creative Industries Mapping Document’. (1998). London

Economic Development Board Rotterdam. (2005). ‘Economische Visie Rotterdam 2020’. 

Economic Development Board Rotterdam. (2007). ‘Update Economische Visie Rotterdam 2020; koers houden, doorpakken en uitvoeren’. 
Epskamp, M. & van der Zanden, W. (2008). ‘Ruimte voor creativiteit: Onderzoek naar de bedrijfshuisvestingsvraag van creatieve ondernemers in Rotterdam’. Centrum voor Onderzoek en Statistiek (COS). Commissioned by Ontwikkelingsbedrijf Rotterdam (OBR). 

Evans, S. ‘Introduction to creative industries’. (visited at 12/02/2010) http://www.creativeclusters.com/docs/Creative_Industries.pdf 

Grilo, I. & Irigoyen, J. (2006). ‘Entrepreneurship in the EU: To wish and not to be’. Small Business Economics 26, pp. 305–318. 

Gnyawali, D.R. & Fogel, D.S. (1994). ‘Environments for entrepreneurship development: key dimensions and research implications’. Entrepreneurship Theory and Practice, Summer, pp. 43-62.

Holt, D., Koopman, A., Van der Meij, S. & Rienstra, G. (2005). ‘Benchmark gemeentelijk ondernemingsklimaat: thematische rapportage eindmeting’. Ecorys Nederland BV, commissioned by the Dutch Ministry of Economic Affairs. 

Hölzl, W. (2005). ‘Entrepreneurship, entry and exit in creative industries: and exploratory survey’. Vienna University of Economics and Business Administration, Working Paper Series; Creative Industries in Vienna: Development, Dynamics and Potentials, Working paper No 1. 

Innovatieplatform. (2005). ‘Creativiteit: de gewichtloze brandstof van de economie’
Jacobs, D. (2005). ‘Creativity and the economy.’ Preparatory paper for the innovation Lecture 2005, Dutch Ministry of Economic Affairs. 

Karlsson, C., Johansson, B. & Stough, R.R. (2008). ‘Entrepreneurship and Innovation in Functional Regions.’ CESIS Paper, no. 144.

Kloosterman, R.C. (2003). ‘Recent employment trends in the cultural industries in Amsterdam, Rotterdam, The Hague and Utrecht: A first exploration’. University of Amsterdam. 
Landry, C. (2001). ‘London as a Creative City.’ Paper presented at Cultures of World Cities, Central Policy Unit, Hong Kong, In: Hartley, J. (ed.) (2005) Creative industries. Blackwell Publishing. 

Leadbeater, C. & Oakley, K. (1999). ‘Why cultural entrepreneurs matter? The Independents: Britain´s New Cultural Entrepreneurs’. Demos, London. In: Hartley, J. (ed.) (2005) Creative industries. Blackwell Publishing. 

Leenheer, J., Bremer, S. & Theeuwes, J. (2008). ‘The Economic Contribution of the Copyright- Based Industries in the Netherlands: A study based on the WIPO Guide.’ SEO Report, Commissioned by the Dutch Ministry of Economic Affairs. 

Manshanden, W., Rutten, P., Bruijn, de, P. & Koops, O. (2005). ‘Creatieve Industrie in Rotterdam.’ TNO rapport, EPS 2005-06. 

Marlet, G. & Poort, J. (2005). ‘Cultuur en creativiteit naar waarde geschat’. SEO Economisch Onderzoek & Stichting Atlas voor Gemeenten. SEO Rapport NBr 813.

Municipality of Rotterdam. (2007). ‘Stadsvisie Rotterdam: Ruimtelijke Ontwikkelingsstrategie 2030’. 

Municipality of Rotterdam. (2009). ‘Akkoord van Rotterdam’. Url: www.akkoordvanrotterdam.nl/media/78.pdf (last visited at 19/03/2010).
NESTA. (2005). ‘Creating value: how the UK can invest in new creative businesses’. NESTA Research Report, London. 

OBR (2008). ‘Economische Verkenning Rotterdam: kwaliteit van werken, kwaliteit van de economie’. Ontwikkelingsbedrijf Rotterdam. 
Reynolds, P.D., Hay, M. & Camp, S.M. (1999). Global Entrepreneurship Monitor: 1999 Executive Report. Link: http://www.gemconsortium.org/download/1259762495089/


GEM%20Global%201999%20report.pdf 

Rutten, P., IJdens, T., Jacobs, D. & Koch, K. (2005). ‘Knelpunten in creatieve productie: creatieve industrie’. TNO Rapport. 

Stam, E., Jong, de J.P.J. & Marlet, G. (2008). ‘Creative industries in the Netherlands: structure, development, innovativeness and effects on urban growth’. Geografiska Annaler: Series B, Human Geography 90 (2), 119-132. 
Steenhoven, J. van den, Berg, K. van der, & Rietbergen, M. (2005). ‘Creatieve Starters: kansen en knelpunten voor starters in de creatieve industrie.’ Stichting Nederland Kennisland. Commissioned by the Dutch Ministry of Economic Affairs.  

Stel, A. (2005). ‘Entrepreneurship and Economic Growth: Some Empirical Studies.’ Tinbergen Institute Research Series, no 350.

Tepper, S. J. (2002). ‘Creative Assets and the Changing Economy’. The Journal of Arts, Management, Law and Society. Volume 32, No.2 pp.159-168.
UNCTAD. (2008). ‘The challenge of assessing the creative economy: towards informed policymaking.’ UNCTAD Creative Economy Report. 
Verheul, I, Wennekers, S., Audretsch D. & Thurik, R. (2001). ‘An eclectic theory of entrepreneurship: policies, institutions and culture’. Research Report 0012/E. Zoetermeer: EIM. 

Waarde van Creatie: Brief Cultuur en Economie. (2009). Dutch Ministry of Economic Affaires and the Ministry of Education, Culture and Science. Publication number: 09OI19. Url: http://www.minocw.nl/creatieveindustrie/index.html 

Wu, W. (2005). ‘Dynamic Cities and Creative Clusters’. World Bank Policy Research Working Papers, no 3509, February. 
Websites

-
Dutch Chambers of Commerce: www.kvk.nl (last visited at 25-03-10)
-
Dutch Ministry of Economic Affairs: www.minez.nl (last visited at 25-02-10)
-
Economic Development Board Rotterdam: www.edbr.nl (last visited at 10-03-10)
-
European Commission (last visited at 11-12-09):

http://ec.europa.eu/culture/our-programmes-and-actions/doc413_en.htm
-
Municipality of Rotterdam: www.rotterdam.nl  (last visited at 25-03-10)

-
Global Entrepreneurship Monitor: www.gemconsortium.org (last visited at 11-12-09)
-
Development Board Rotterdam: www.obr.rotterdam.nl (last visited at 20-04-10)
-
The websites mentioned in paragraph 4.2. 

Appendix I: Projects in Rotterdam concerning the creative sector

Workspaces

Schiecentrale: The ‘Schiecentrale is located in the ‘Lloyd Quarter’ in Rotterdam (Lloyd kwartier). The ‘Lloyd Quarter’ is an area offering workspaces, studios, residential workspaces, residences and facilities such as an event plaza, a theatre and cafés. The Schiecentrale, central to the ‘Lloyd Quarter’, is a renovated former power plant housing approximately eighty businesses mainly active in the audiovisual, film and ICT industries. Communication and advertising design businesses, photographers, writers and independent artists are also represented. The Schiecentrale presents itself as a place for everyone that produces or contributes to the production of visual and sound. Network meetings occasionally take place in the Schiecentrale. The OBR, Municipality of Rotterdam and the Rotterdam Film Fund are the initiators. 

Websites: 

www.schiecentrale.nl and www.lloydkwartier.rotterdam.nl 

Addressed areas: 
Workspaces and stimulating networks
Target group: 

Mainly the industries audiovisuals, film and ICT. 

Creative Factory: The Creative Factory, established in 2008, provides workspaces exclusive for businesses active in the industries, music, media and the subsector ‘creative business services’. The businesses are mainly start-ups and are selected based on their growth ambition and the extent to which they need to collaborate with other businesses in order to succeed. The main goal is to provide adequate office spaces for these businesses and to bring them together in order to stimulate networking. In addition, the Creative Factory offers young entrepreneurs coaching and matches businesses to each other, to external clients and partners of the Creative Factory such as the Rabobank and the Albeda College. Creative Factory is a project initiated by private companies however the renovation of the building (a former grain silo) has been carried out by the municipality of Rotterdam. 

Website: 

www.creativefactory.nl 

Addressed areas: 
Workspaces, stimulating networks, entrepreneurial training
Target group: 
The sectors music, media, fashion, (graphic) design and other creative business services.

RDM campus: The RDM Campus is a location where the creative and innovative manufacturing industries come together with educational institutions. The focus is on sustainable and innovative manufacturing in the fields of construction, transport and energy. Although the focus is more on technological development, some of the businesses could be considered a part of the creative sector in the field of technical design. The RDM campus is the result of a collaboration between the EDBR, Albeda College, Hogeschool Rotterdam and the Port of Rotterdam. The development of the RDM campus was made possible by financial contributions from the municipality of Rotterdam, the European Union, the Ministry of Education, Culture and Science, the Ministry of Economic Affairs and others. 

Website: 

www.rdmcampus.nl
Addressed areas: 
Workspaces, stimulating networks
Target group: 

technical design

Stichting Kunst Accommodatie Rotterdam: In addition to the collective business centres, the Foundation for Art Accommodation manages workspaces for professional artists by acting as a mediator, advisor and executor. 

Website: 

www.skar-ateliers.nl

Addressed areas: 
Workspaces

Target group: 

Professional artists (creative and performing arts)

Networks 

CIR: CIR (Creative Industry Rotterdam) is an organization set up by the OBR, Chamber of Commerce Rotterdam and Syntens. The CIR aims to bring together entrepreneurs that are active in different networks and create cross connections between them. Currently, there are four different networks connected to the CIR:

· Het Initiatief: a network for the film, audiovisuals and multimedia sectors, Website: www.hetinitiatief.nl 
· Platform Communication Rotterdam: a foundation for professionals active in the communication sector, Website: www.pcr.rotterdam.nl 

· I-portal: a network for ICT-professionals, Website: www.i-portal.nl 

· Nieuwe Garde: see below for further description. 

Website: 

www.creatieveindustrierotterdam.nl
Addressed areas: 
Stimulating networks
Target group: 

Professionals who are a member of the above networks

Nieuwe Garde: Nieuwe Garde is a national private foundation with affiliates in different cities within the Netherlands. The affiliate in Rotterdam is cosponsored by the OBR and the EDBR. The main goal of Nieuwe Garde is to encourage networking among young creatives. The Nieuwe Garde regularly initiates events, projects, parties and brainstorm sessions between creative entrepreneurs and between entrepreneurs and other organisations. At the website, creatives can become a member and join the forum. Professionals from all creative industries can join.  

Website: 

www.nieuwegarde.nl
Addressed areas: 
Stimulating networks
Target group: 

All creative businesses

Design Platform Rotterdam: The Design Platform organises debates, workshops, competitions and other events in order to stimulate communication with and between designers, entrepreneurs, organisations and educational institutions in order to improve the design climate in Rotterdam. It is financially supported by the OBR, the Chambers of Commerce and some private sponsors. 

Website: 

www.designplatformrotterdam.nl 
Addressed areas: 
Stimulating networks

Target group: 

The design industry

Vice Venus: this is a network for female entrepreneurs within the creative sector. It is sponsored by the Chambers of Commerce in Rotterdam and the OBR. (www.vicevenus.nl)

Urban Country Club: this is a network for creative businesses from all sectors. It is partly sponsored by the municipality of Rotterdam. (Website: www.urbancountryclub.nl/)

Financial resources
Rotterdam Media Fund: The Rotterdam Media Fund is initiated and controlled by the municipality of Rotterdam. It provides loans to all kinds of media productions (with the exception of printed media) performed by businesses or freelancers located in Rotterdam. The website of the Rotterdam Media Fund also acts as an exhibition place for media productions made in Rotterdam and for professionals active in the media sector. This initiative therefore provides for an additional sales platform for media producers to promote their work. The website of the Rotterdam Media Fund provides information on other professionals active in the media sector, workspaces, education institutions, vocational training, information on upcoming events, festivals and conferences and the latest news in the media sector. Businesses and entrepreneurs active in the media sector who are looking for new projects or collaborative partners can also put out their wishes on the website or look for partners in the online guide. This helps the entrepreneurs to enlarge their networks. The Rotterdam Media Fund also initiates special projects to support upcoming talent in the film industry of Rotterdam. 

Website: 

www.rmf.rotterdam.nl 

Addressed areas: 
Financial resources, stimulating networks, promotion and providing information

Target group: 

The media sector with the exception of printed media
Dienst Kunst en Cultuur Rotterdam (Art and Cultural Services Rotterdam): provides subsidies for a variety of businesses within the creative sector, mainly the arts. The municipality of Rotterdam is the initiator and is in full control of it. 

Website: 

www.dkc.rotterdam.nl 

Addressed areas: 
Financial resources

Target group: 

Mainly the subsector ‘the arts’. 
Regionaal Bureau Zelfstandigen: The regional office for the self-employed offers financial support and advice to entrepreneurs from all sectors and to professional artists. 

Website: 

www.rbz.rotterdam.nl
Addressed areas: 
Financial resources
Target group: 
For all businesses (with special attention to artists of performing and creative arts)

Promotion and sales
Rotterdam Media Commission: The Rotterdam Media Commission is an independent foundation co-financed by the municipality of Rotterdam and the program ‘Kansen voor West’
. Its purpose is to support and strengthen the media sector in Rotterdam. Just like the website of the Rotterdam Media Fund, the website of the Rotterdam Media Commission provides information on workspaces, financing opportunities, education institutions and vocational training, information on filming in Rotterdam, upcoming events, festivals and conferences and the latest news on the media sector in Rotterdam. Entrepreneurs active in the media sector have the opportunity to create a profile on the site, display their photos, videos and place ads including a section where the works of new media talents are presented. Hereby this initiative provides for an additional sales platform for media producers to promote their work and is a place where they can enhance their networks. In addition, there is a guide available of the members of the site sorted according to their line of work, which can be used to find collaborative partners. The Rotterdam Media Commission also acts as an intermediary between producers, the municipality and other institutions on subjects such as licensing and applications for financial assistance.  

Website: 

www.rmc.rotterdam.nl
Addressed areas: 
Stimulating networks, promotion, providing information

Target group: 

The media sector with the exception of printed media
Centrum Beeldende Kunst Rotterdam: The centre for the creative arts in Rotterdam aims to keep the ‘creative arts’ under the attention through the organization of a large number of exhibitions and other activities throughout the year. (Website: www.cbk.rotterdam.nl)

Cultural Events

International Film Festival of Rotterdam (IFFR): The International Film Festival acts as a platform for contemporary cinema, new and established film talent and film-related art. The festival takes place annually and every year it offers a number of new film talents the opportunity to show their short films during the festival. The festival is funded by the national government and the municipality of Rotterdam. 

Website: 
www.filmfestivalrotterdam.com
Target: 
Film industry

International Architecture Biennale Rotterdam (IABR): This is a biennial event with exhibitions, conferences, lectures and other activities devoted to themes in the field of architecture and urban construction. It is founded by the Ministry of Education, Culture and Science, the Ministry of Housing, Spatial Planning and Environment and the municipality of Rotterdam.

Website: 
www.iabr.nl
Target: 
Architecture, technical design and urban construction 
Rotterdam Museum Night: This is an annual event where dozens of museums and galleries open their doors during one night of the year with activities, performances and special guided tours. Besides being a public event, the ‘Rotterdam Museum Night’ is also an opportunity for starting and established professionals to enhance their networks and promote their work. The event is initiated by the museums and galleries themselves, however receives support from the municipality of Rotterdam. 

Website: 
www.rotterdamsemuseumnacht.nl 

Target: 
Subsector ‘the arts’

Gergiev Festival: This festival has been a popular annual event in Rotterdam since 1995. The festival contains performances by the ‘Rotterdam’s Philharmonic Orchestra’ and other performances in the field of classical music. It is financially made possible by the municipality of Rotterdam and some private sponsors. 

Website: 
www.gergievfestival.nl

Target: 
Performing arts
Other cultural festivals in Rotterdam are Motel Mozaique (target: music, performing and creative arts), Ortel Dunya Festival (target: music, performing arts), the North Sea Jazz Festival (target: music), and the Architecture Film Festival (target: architecture, film). In addition, some one-time events have taken place in the past such ‘Rotterdam City of Architecture’ (year 2007), ‘Your World’ (year 2009), ‘Rotterdam Capital City of Culture’ (year 2001). 

Entrepreneurship
Your Navigator: This is a collaborative initiative between the OBR and the Chamber of Commerce Rotterdam. It provides coaching to young entrepreneurs by linking them to experienced entrepreneurs. During a period of six months, the experienced entrepreneur will exchange knowledge, experience and expertise on subjects such as marketing, finance and management. The costs are 75 Euros per coach. 

Website: 

www.yournavigator.nl

Addressed areas: 
Entrepreneurial training
Target group: 

For businesses no older than seven years (all sectors)

Stichting Kunst & Zaken: This is a nationwide foundation for the arts initiated by the municipalities of Rotterdam and Amsterdam, the Ministry of Education, Culture and Science and other cultural funds. The aim is to support cultural institutions and businesses by reducing the distance between art education and business, stimulating collaboration between the cultural sector and mainstream businesses, and providing advice to cultural entrepreneurs. 

Website: 

www.kunst-en-zaken.nl
Addressed areas: 
Providing information, entrepreneurial training
Target group: 

Subsector ‘the arts’

Creativity starts here: This is an informative website initiated by the municipality of Rotterdam for creatives with information on networks, workspaces, subsidiaries and other municipal institutions with a special focus on creative industries. There is also a ‘PR Toolkit’ available and a free magazine called ‘INSPR’ for entrepreneurs. The information available on the site is however rather limited. The website also contains current news on notable projects in Rotterdam within the creative sector. 

Website: 

www.creativitystartshere.nl 
Addressed areas: 
Providing information
Target group: 

All creative businesses

Business Desk Rotterdam: The Business Desk Rotterdam (ondernemersbalie) has been set up by the OBR and gives information to entrepreneurs on for example sources providing business support, market information, taxes, municipal permits and subsidies. The Business Desk also keeps an updated database of currently available workspaces that can be viewed online via the website. 

Website: 

www.ondernemerswinkel.rotterdam.nl
Addressed areas: 
Providing information
Target group: 

All businesses 

Ondernemershuis Zuid: This organization offers information to and organises network meetings, workshops for entrepreneurs located in the area Rotterdam-Zuid. 

Website: 

www.ondernemershuiszuid.nl  

Addressed areas: 
Providing information
Target group: 

All businesses 

Akkoord van Rotterdam (Agreement of Rotterdam): This is an initiative of the municipality of Rotterdam and the EDBR where a large number of private businesses, health, knowledge, art and cultural institutions and the local government cooperate with the purpose of minimizing the effects of the current economic crisis and improving the economic climate in the city. Stimulating entrepreneurship is one of the main goals. There are, for example, programs that provide business advice and coaching to start-up entrepreneurs. In addition, there is an intention to create more internship spots in art- and cultural institutions. 

Website: 

www.akkoordvanrotterdam.nl 

Addressed areas: 
Entrepreneurial training 
Target group: 

All businesses

Other projects

Rotterdamse Raad voor Kunst & Cultuur: The Rotterdam council for art & culture has the task of advising the municipality of Rotterdam, organizing debates and supporting the quality of art institutions in Rotterdam. (Website: www.rrkc.nl)

Projects not supported by the municipality

Van Nelle Ontwerpfabriek: Van Nelle Ontwerpfabriek (Van Nelle Design Factory) is a renovated national monument that contains more than a hundred offices/workspaces/ateliers and a few large event areas. Because of the open interior and joint facilities (such as a joint lunchroom for all businesses) the building aims to encourage networking. Mainly businesses from the industries architecture, technical design, advertising and ICT are present but also others like interior and graphic designers, photographers and professional artists.

Website:

www.ontwerpfabriek.nl 

Addressed areas: 
Workspaces, (stimulating networks)
Target group: 

All kinds of design

De machinist: De machinist is a collective business centre co-financed by the European Commission. It only recently opened in January 2010. De machinist is a unique place that contains flexible workspaces, collective facilities, a café/restaurant, several collective meeting rooms, a movie theatre and even a childcare centre. It is designed to maximize opportunities for networking.  

Website: 

www.demachinist.nl 

Addressed areas:  
Workspaces, (stimulating networks)
Target group: 

All creative businesses

Design dock: The Design Dock in Rotterdam is a renovated former meat factory that now offers modern workspaces for creative businesses. However, according to the website, many workspaces are empty. It is not clear who the initiators are. Mainly the sectors media, music, interior and fashion design and advertising are represented.

Website: 

www.designdockrotterdam.com 

Addressed areas: 
Workspaces

Target group: 

All creative businesses. 

Creative Cube: Creative Cube is a project that was initiated by a private company. It houses twelve companies including WAACS design (the designers of the Philips Senseo coffee machine). To be able to qualify for Creative Cube the companies need to be established businesses operating within the creative sector and complement each other. Recently a second Creative Cube has been established in Rotterdam initiated by another private company
. 

Website:

www.creativecube.nl 

Addressed areas:  
Workspaces, stimulating networks
Target group: 

All creative businesses

Rotabs Style Centre: The Rotabs Style Centre offers workspaces to creative entrepreneurs against cost prices. 

Website: 

www.rotabs.com

Addressed areas:  
Workspaces
Target: 

Photography, creative arts, architecture and all kinds of design

Appendix II: Question List Interviews
Workspace

1) Is your current business location an independent unit or part of a collective business centre?

2) How long has your business been here? How did you find this location?

3) Are you satisfied with your current business location? 

Why or why not?

4) Which factors are important for you in a business location?

5) Do you plan to relocate in the next five years? If so, what are the main requirements that the new location must meet?

6) Are there any other creative businesses located in the area of your current location? Do you work with any of them or experience certain benefits from their proximity?

Networks

7) Do you sometimes work together with other businesses? 

If so what kind of businesses are they and is it difficult to find suitable partners?

8) Are you currently (or were you ever in the past) a member of a network organisation? 

If so, which organisation and what benefits do (have) you experience(d) from this?
9) Do you ever visit any network meetings? If so, how often?

Promotion and area of distribution

10) In what industry are your main customers/clients active? 

11) Are you currently dependent on a few of your customers/clients?

12) What are the main marketing channels that you use to reach customers/clients?

13) Do you ever visit trade fairs or other promotional events?


If so, in or outside Rotterdam?


If not, what are the reasons that you do not visit them? 

14) Do you find that in or near Rotterdam, there are enough of such events being organized where entrepreneurs from your industry can benefit from? 

Financial resources

15) How do you finance your projects? Do you consult outside sources for this? 

If so, which sources and how difficult is it to obtain those resources?

16) Do you (or have you ever) receive(d) subsidies from the government? 

If so, when and how did you obtain it?

Municipality

17) In your business, do your ever get in contact with the municipality of Rotterdam?

If so, for which issues?

18) Are you (or have you ever been) restricted from any rules or requirements imposed by the municipality of Rotterdam? 

If so, in what areas? (such as permits, licences, municipal taxes, fire safety requirements…)

19) For several years, the creative sector has been a part of the policy program of the municipality of Rotterdam. The Lloyd Quarter and the Creative Factory are some examples of policy actions taken in the recent years. For the next few years, the municipality wants to continue to stimulate the development of the creative sector. As an entrepreneur, what would you like to see happening in Rotterdam in the upcoming years?

Entrepreneurship
20) From what background have you started your business? (education, experience…)

21) Do you find it difficult to combine management with creativity?

22) Do you currently (or did you ever) make use of an external business coach? 

If so, where did you get this help?

If not, do you currently need any support on subjects such as finance, administration, marketing, strategy…etc.?

23) What were so far the biggest problems/obstacles that your business or you as an entrepreneur had to undergo?

General

24)
Could you indicate to what extent you consider the following factors to be important for an entrepreneur active in the same industry as you are?

	
	1= 

Not at all important
	2=

Not important
	3=

Somewhat important
	4=

Important
	5=

Very important

	Business Location
	
	
	
	
	

	Proximity of other creative businesses
	
	
	
	
	

	Having a large network


	
	
	
	
	

	Access to external finance


	
	
	
	
	

	Visiting trade fairs and other promotion events on a regular basis
	
	
	
	
	

	Entrepreneurial skills/Business know-how
	
	
	
	
	

	Having a relevant educational background


	
	
	
	
	

	Flexibility of the local government
	
	
	
	
	

	Physical infrastructure in the city
	
	
	
	
	


25)
Could you indicate to what extent you are satisfied with the following factors concerning your business and the city of Rotterdam?
	
	1= Very 

discontented
	2= Discontented
	3=

Neutral
	4=

Contented
	5= Very contented

	Current business location 
	
	
	
	
	

	Proximity of other creative businesses
	
	
	
	
	

	Current network
	
	
	
	
	

	Access to external finance


	
	
	
	
	

	Availability of trade fairs and other promotional events in or near Rotterdam
	
	
	
	
	

	Current market
	
	
	
	
	

	Entrepreneurial skills/

Business know-how
	
	
	
	
	

	Education level/Relevancy education
	
	
	
	
	

	Flexibility of the local government of Rotterdam
	
	
	
	
	

	Physical infrastructure in the city of Rotterdam
	
	
	
	
	


 Appendix III: Survey 
Year of establishment: 

Number of employees (including part-time): 

Position: 

Job-description: 

1)
Is your current business location an independent unit or part of a collective business centre? …………………………………

2)
Could you indicate to what extent you consider the following factors to be important for an entrepreneur active in the same industry as you are?

	
	1= 

Not at all important
	2=

Not important
	3=

Somewhat important
	4=

Important
	5=

Very important

	Business Location
	
	
	
	
	

	Proximity of other creative businesses
	
	
	
	
	

	Having a large network


	
	
	
	
	

	Access to external finance


	
	
	
	
	

	Visiting trade fairs and other promotion events on a regular basis
	
	
	
	
	

	Entrepreneurial skills/Business know-how
	
	
	
	
	

	Having a relevant educational background


	
	
	
	
	

	Flexibility of the local government
	
	
	
	
	

	Physical infrastructure in the city of Rotterdam
	
	
	
	
	


3) Could you indicate to what extent you are satisfied with the following factors concerning your business and the city of Rotterdam?
	
	1= Very 

discontented
	2= Discontented
	3=

Neutral
	4=

Contented
	5= Very contented

	Current business location 
	
	
	
	
	

	Proximity of other creative businesses
	
	
	
	
	

	Current network
	
	
	
	
	

	Access to external finance


	
	
	
	
	

	Availability of trade fairs and other promotional events in or near Rotterdam
	
	
	
	
	

	Current market
	
	
	
	
	

	Entrepreneurial skills/
Business know-how
	
	
	
	
	

	Education level/Relevancy education
	
	
	
	
	

	Flexibility of the local government of Rotterdam
	
	
	
	
	

	Physical infrastructure in the city of Rotterdam
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� http://www.obr.rotterdam.nl/smartsite2240719.dws.


� Environmental factors containing socio-economic conditions, market-specific factors and the government; leaving out the influence of personality traits of the entrepreneur as this cannot be tested in surveys or interviews.


� The informal venture capital market consists of private individuals investing in privately owned companies, which have the potential to develop into successful businesses. Corporate investors, government bodies, banks, pension funds and insurance companies make up the formal venture capital market (Verheul et al. 2001). 


� Credit guarantee programmes may include providing short-term liquidity and providing funds needed to the banking system that make lending possible. 


� � HYPERLINK "http://www.yesdelft.nl" ��www.yesdelft.nl� (last visited at 01/04/2010).


� De municipality of Rotterdam requires permits amongst others for parking, events, filming, street performers and construction (planning permissions). The municipality requires taxes for amongst others advertising. 


� http://www.archined.nl/recensies/rotterdam-2007-city-of-architecture-geopend/


� Each year the European Union selects two cities as ‘European capitals of culture’ with the objective to promote the cultural richness and diversity of Europe. � HYPERLINK "http://ec.europa.eu/culture/our-programmes-and-actions/doc413_en.htm" ��http://ec.europa.eu/culture/our-programmes-and-actions/doc413_en.htm� (05/01/2010)


� Evans, S. ‘Introduction to creative industries’. Url: � HYPERLINK "http://www.creativeclusters.com/docs/Creative_Industries.pdf" ��http://www.creativeclusters.com/docs/Creative_Industries.pdf� (visited at 12/02/2010)


� � HYPERLINK "http://www.kvk.nl/wetten_en_regels/ideeen_beschermen/beschermen_van_ideeen/" ��http://www.kvk.nl/wetten_en_regels/ideeen_beschermen/beschermen_van_ideeen/�  (visited at 05/03/2010)


� ‘Proportionality principle’ (proportionaliteitsbeginsel) en the ‘innovation oriented procurement program’ (Innovatiegericht inkopen) ‘Waarde van Creatie: Brief Cultuur en Economie 2009’.


� www.syntens.nl


� � HYPERLINK "http://www.gemeentedelft.info/gvscriptvk/dspage.asp?sessionid=1Eo9vhsUlyp7M0aGBJh@OqKEX@l!dt D8XL5Wf8xK1jmf5WBNDacGa19bs1WzcV!j&pageid=19&objectid=41643" ��http://www.gemeentedelft.info/gvscriptvk/dspage.asp?sessionid=1Eo9vhsUlyp7M0aGBJh@OqKEX@l!dt D8XL5Wf8xK1jmf5WBNDacGa19bs1WzcV!j&pageid=19&objectid=41643�  (last visited at 01/04/2010).


� � HYPERLINK "http://www.postbus51.nl/nl/home/themas/onderwijs/hoger-beroepsonderwijs-hbo-en-wetenschappelijk-onderwijs-wo/periode-op-school-hoger-onderwijs/lesuren-en-lesroosters/wie-bepaalt-de-inhoud-van-opleidingen-in-het-hoger-onderwijs-ho-.html" ��http://www.postbus51.nl/nl/home/themas/onderwijs/hoger-beroepsonderwijs-hbo-en-wetenschappelijk-onderwijs-wo/periode-op-school-hoger-onderwijs/lesuren-en-lesroosters/wie-bepaalt-de-inhoud-van-opleidingen-in-het-hoger-onderwijs-ho-.html� (last visited at 01/04/2010).


� Municipality of Rotterdam (2009) and ‘� HYPERLINK "http://www.rotterdam.nl/akkoord_van_rotterdam" �www.rotterdam.nl/akkoord_van_rotterdam�’ (last visited at 19/03/2010).


� Rem Koolhaas is an internationally well-known architect who is the founder and principal of the ‘Office for Metropolitan Architecture’ (OMA). He is also a professor at the Graduate School of Design at � HYPERLINK "http://en.wikipedia.org/wiki/Harvard_University" \o "Harvard University" �Harvard University�, USA. 


� According to the classification of Manshanden et al. 


� In the total economy of Rotterdam, the average is 13.5 employees per establishment. 


� Exact numbers of the growth rates are not provided in this report. The rate of growth of the creative sector can be seen in figures 2.13 (p. 47) and 5.1 (191). 


� Municipality of Rotterdam (2007). 


� EDBR (2005) and EDBR (2007). 


� � HYPERLINK "http://www.obr.rotterdam.nl/smartsite2240719.dws" ��http://www.obr.rotterdam.nl/smartsite2240719.dws�. (last visited 08/04/2010)


� � HYPERLINK "http://www.obr.rotterdam.nl/smartsite2252657.dws" ��http://www.obr.rotterdam.nl/smartsite2252657.dws� (last visited at 08/04/2010) and � HYPERLINK "http://www.rmc.rotterdam.nl/cmspage.php?cmsid=9&lang=nl&PHPSESSID=eb6f794bc4acc6b8d9d39851ca9d20c7" ��http://www.rmc.rotterdam.nl/cmspage.php?cmsid=9&lang=nl&PHPSESSID=eb6f794bc4acc6b8d9d39851ca9d20c7� (last visited at 08/04/2010)


� � HYPERLINK "http://www.obr.rotterdam.nl/smartsite2240729.dws" ��http://www.obr.rotterdam.nl/smartsite2240729.dws� (last visited at 05/03/2010)


� In 2008, the British magazine Gramophone ranked the Royal Concertgebouw Orchestra as the top symphony orchestra in the world. 


� � HYPERLINK "http://www.onderwijsonderneemt.nl" �� http://www.onderwijsonderneemt.nl/hogeronderwijs/centres_for_entrepreneurship �


� www.dutchdfa.nl


� Url: � HYPERLINK "http://www.kvk.nl/handelsregister/bedrijfsinformatie/adressenbestand/" ��http://www.kvk.nl/handelsregister/bedrijfsinformatie/adressenbestand/� 


� � HYPERLINK "http://www.ondernemersklankbord.nl" ��www.ondernemersklankbord.nl� (last visited 21/04/2010); a national organisation that provides business advice to entrepreneurs from all sectors. The consultants are experienced entrepreneurs, managers and specialists. 


� � HYPERLINK "http://www.bno.nl" ��www.bno.nl� (last visited at 21/04/2010); this nationwide organisation offers consulting and support to all kinds of designers (from interior design, advertising design to industrial design), and represents the collective interests of the design sector. 


� � HYPERLINK "http://www.obr.rotterdam.nl/smartsite2252657.dws" ��http://www.obr.rotterdam.nl/smartsite2252657.dws� 


� � HYPERLINK "http://www.kansenvoorwest.nl" ��www.kansenvoorwest.nl� 


� � HYPERLINK "http://www.obr.rotterdam.nl/smartsite2240729.dws" ��http://www.obr.rotterdam.nl/smartsite2240729.dws� (last visited at 05/03/2010)
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