


Table: 4

The Ambitions of
Creative and Non-
Creative Entrepreneurs
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work, expanding the art form as well as to connect more to the audience than non-cre-
ative entrepreneurs do.

Ambitions Creative Entrepreneurs | Non-creative en-
trepreneurs

Producing innovative work 5,8

Artistic freedom 5,7

Expanding the art /profession 5,1

Ensuring financial success 5,4 5,4
Entertaining the audience 5,3 42
Involving the community 4,8 4,5

Striving for recognized excellence 4,8 4,3

In comparison the non-creative entrepreneur sees achieving financial independence as
the over-riding goal of being an entrepreneur. In this sense one could argue that creative
entrepreneurs are more ambitious than non-creative entrepreneurs as they not only want
to achieve financial success, but also strive for artistic, innovative and social success. And
they would love to share their success with the larger community.

Creative entrepreneurs and non-creative entrepreneurs choose for entrepreneurship for

many of the same reasons: flexibility, autonomy, professionalism and the ability to create

and innovate. For both groups making money is only a secondary reason to become an

entrepreneur.

But after they become entreprencurs, the most important goal of non-creative entre-

preneurs is to ensure financial success. For the creative entrepreneur achieving this is just

one of many ambitions next to producing innovative work, artistic freedom, and entertain-

ing an audience. One might argue that creative entrepreneurs are just too ambitious and

expect too much from themselves.

5.2 Capabilities and opportunities of creative entrepreneurs

Looking at the self-reported capabilities of creatives and non-creatives it is remarkable
that creatives and non-creative entrepreneurs report approximately the same level of ca-
pabilities. First we looked whether creative and non-creative entrepreneurs reported the
same level of creative capabilities. Here it comes as no surprise that creative entrepre-
neurs regard themselves as capable creatives. Creatives see themselves as people that are
able to generate novel ideas and finding creative ways to solve problems. But, the differ-
ence is relatively small and also non-creative entrepreneurs see themselves as creative

persons able to generate novel and original ideas to solve problems.

32



Table: 5

The Capabilities of
Creative and Non-
Creative Entrepreneurs

Conclusion:

Creative entrepreneurs are less sure about their entrepreneurial capabilities. They struggle

How to understand, navigate and survive
the creative marketplace?

Capabilities Creative Entrepreneurs | Non-creative entre-
preneurs

Creative self-efficacy 5,8 57

Entrepreneurial self-efficacy 5,4 5,9

Risk taking attitude 5,2 54

The biggest difference between non-creative and creative entrepreneurs lies in the

fact that non-creatives are far more confident about their entrepreneurial capabilities

than creative entrepreneurs. This seems at odds with the fact that the creative industry is

one of the most competitive industries. One may expect that only the creative entrepre-

neurs who are extremely fit and confident are able to survive. This seems not to be the

case as creative entrepreneurs are less self-confident about their entrepreneurial abilities

than other entrepreneurs. While this may be caused by the fact that the cutthroat compe-

tition in the creative industry requires more of the entrepreneur, it is wise to look at the

construct of entrepreneurial self-efficacy.

One notes that creative entrepreneurs score significantly lower on the following

three items of the self-efficacy scale: a) managing money, b) getting people to agree with

you and ¢) making decisions. At the same time creatives score higher on their ability

to solve problems. The above suggests that creative entrepreneurs, in comparison with

other entrepreneurs, need a) more support in financial matters (money management), b)

development and support in selling skills (e.g. agents) and ¢) coaching or other support to

make decisions.

with financial matters, with their selling skills and find it sometimes difficult to

make decisions.

Looking at opportunities, it is worth mentioning that non-creative entrepreneurs see

more opportunities across the board. While this may be true as the competitive creative

marketplace may provide less opportunities than other markets, this lack of perceived

opportunity may also be caused by other aspects such as a lack of market transparency

and a limited feel for the needs of the market. Intriguingly one sees that the largest differ-

ence between creatives and non-creatives is in seeing opportunities by finding a different

approach to marketing and communication.
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Table: 6

The Constraints of
Creative and Non-
Creative Entrepreneurs
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Spotting opportunities in

Creative Entrepreneurs

Non-creative

entrepreneurs
Sales and marketing -0,1 0,1
Technologies and processes -0,1 0,1
Products and services 0,0 0,0

If one looks at constraints one sees that creative entrepreneurs feel that they have less
access to subsidies and financing than non-creatives. As we see, creative entrepreneurs

are less able to connect to the market compared to non-creative entrepreneurs as they see
more constraints. This supports the above-mentioned statement that they understand less
the business and market dynamics. In addition, they feel higher levels of constraints by

demand uncertainty than non-creative entrepreneurs. When it comes to organizations,

creatives feel they have almost the same levels of constraints as non-creatives regarding

lack of qualified personnel.

Constraints

Access to financing

Access to subsidies

Connecting to a market

Finding high-quality partners

Uncertainty in demand

Lack of qualified personnel

Creative Entrepreneurs

2,7

Non-creative
entrepreneurs

2,8

Creative entrepreneurs find it harder to spot opportunities. Especially the opportunities
offered by new technology and its applications and opportunities offered by new marketing
approaches. At the same time creative entrepreneurs experience more constraints. They

find it difficult to find access to markets and money.
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5.3 Business strategies of creative entrepreneurs

For the solo self-employed, the growth ambitions in terms of new products sold and rev-
enue is almost the same for creative and non-creative entrepreneurs. Both groups score
rather high. This finding shows that the sample of entrepreneurs we contacted were ei-
ther ambitious or optimistic about the future (or perhaps both). The values are almost
the same for organizations so they stood between 4 and 5 for both types of creative and
non-creative entrepreneurs.

neurs

Growth ambitions: new products

Growth ambitions: revenue

Exporting 39,3% 27,7%

Growth & Export Creative Entrepreneurs | Non-creative entrepre-

Considering relocation 2,3 1,9

In addition, the table shows that creative entrepreneurs are more likely to have foreign
customers than non-creative entrepreneurs. In fact, creative entrepreneurs, due to the
nature of their work, which may have universal appreciation beyond national borders,
may attract international customers and clients who appreciate their artwork. In this
respect they are also more prone to relocate.

Collaboration Creative Entrepreneurs | Non-creative entrepre-
neurs

Outsourcing activities 45,7% 42,1%

How many outsourcing parties? 2,1 1,7

Strategy Creative Entrepreneurs | Non-creative entrepre-
neurs

Value driven strategy 42,8% 39,7%

As collaboration is also a key aspect of entrepreneurship and has been seen as important
to creative entrepreneurs especially we have looked at this in more detail. Here we see that
creative entrepreneurs are more inclined to outsource part of their activities and collaborate
with more partners. Intriguingly, although creative entrepreneurs operate in a very com-
petitive market, they do not have a tendency to go for an operational excellence approach
and stand out by low costs. They typically differentiate into niches and focus on quality.

Interestingly creative entrepreneurs have a higher propensity to export and are more

inclined to relocate. They collaborate with many partners and focus on delivering value to

their clients.
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5.4 Business outcomes of creative entrepreneurs

For solo self-employed, our results would suggest that the revenue of creative entrepre-
neurs for 2014, 2015 and 2016 have been consistently lower than their non-creative coun-
terparts. In the table below you can see the results for revenue in 2015 showed through
a number of categories. Similarly, creative entrepreneurs have reported lower levels of
profitability compared to non-creative entrepreneurs. This finding is in line with our
perception of creative entrepreneurs that they do care about creativity and bringing new
ideas to the world but, at the same time, not caring much about revenue and profitability

of their business.
Table: 8 . .
Performance Creative Entrepreneurs Non-creative
The Performance of
Creative and Non- entrepreneurs
Creative Entrepreneurs 8,4 10,5
Revenue
4,4 7,1
Profit
60.48 67.83
Professional fee (hour)
Table: 9
The Innovation
performance of Creative Innovation performance Creative Entrepreneurs Non-creative
and Non-Creative entrepreneurs
Entrepreneurs
18,6 134
Revenue products new to the market
22,4 16,5
Revenue products new to the organiza-
tion
Furthermore, our results show that a major part of creative entrepreneurs’ revenue (41%)
comes from products and services that are either new to the market or new to the orga-
nization, whereas this number of non-creative entrepreneurs is significantly lower (30%).
L]
Conclusion:

Creative entrepreneurs make significant less revenue and profit than their non-creative
counterparts. At the same time they innovate significantly more than non-creatives; they
[frequently bring out products and services new to the market.
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Table: 10

The Satisfaction of
Creative and Non-
Creative Entrepreneurs

Conclusion:
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When it comes to individual level outcomes such as satisfaction with various aspects
of work, the findings (self-reported measure from 1 to 8) indicate that there is no major
difference in terms of satisfaction with producing innovative work and even expanding
the art form, although one might ask how non-creative entrepreneurs perceive this type
of satisfaction. However, creative entrepreneurs are surprisingly less satisfied with pro-
ducing work recognized for its contribution compared to non-creative entrepreneurs. It
seems that they are more concerned with this dimension of their job as they must be seen
by others to feel more the joy of achievement.

Creative entrepreneurs are also, on average, less satisfied with their financial sta-
bility and the making money part of their activity, as expected and as demonstrated in
the table. Lastly, there is no major difference between this group and their non-creative
counter-parts in terms of their satisfaction with involvement of the community and giv-
ing joy to their clients. In all these aspects of satisfaction, creative entrepreneurs do not
score high.

Satisfaction with Creative Entrepreneurs Non-creative
entrepreneurs

Producing innovative work

Artistic freedom

Expanding the art form

Producing recognized work

Ensuring financial stability

Making money

Entertaining and connecting

Giving joy to clients

Involving the community

Publicly recognized excellence

Creative entrepreneurs are less happy about the outcome of being an entrepreneur than

non-creative entrepreneurs. The biggest difference is their satisfaction with financial out-

comes. Here the satisfaction of creative entrepreneurs is rather low.
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Figure: 5
linking motivations to
entrepreneurial growth

Figure: 6
linking ambitions to
opportunity spotting

The Creative Entreprencur

5.5 Relations between the building blocks

Our investigations suggest that those creative entrepreneurs who score high in the first
three types of motivations (flexibility in spending time, variety of work and being their
own boss) are less likely to have high company growth ambitions. On the other hand
those creative entrepreneurs with motivations to earn more money are likely to have
higher growth ambitions than those less motivations to earn more money. This, subse-
quently, means higher likelihood to grow a business in two years, according to our find-
ings. Thus your motivation to start your business has an impact on the growth of your

business.

Motivation dmbition

Flexibility

Farn Moncy

Looking into the linkages of ambitions and opportunities, having the ambition of pro-

ducing innovative work is highly related to spotting opportunities not only in new prod-
ucts and services but also in new technologies and business models. So these persons can
see possibilities in other important aspects that matter for doing a high quality business.
But creative entrepreneurs with the ambition to be financially successful spot marketing
and sales opportunities. These creative entrepreneurs seem to have a clear idea about
their costumers and their needs. It is clear that your ambition really drives the opportu-
nity you spot.

dmbition Spotting Opportunitics

Products

Technology

Business Model

m>
m>



Figure: 7

linking collaboration
and developing
capabilities
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Furthermore and looking into the relation (arrow 2) between block B (capabilities, op-
portunities, constraints) and Block C (EO, growth ambitions, collaboration), we see a
negative linkage between marketing and sales capabilities with the percentage of time
spent with colleagues and peers. This means the more focus creative entrepreneurs have
on their peers, the less able they are to concentrate on marketing activities as well as
customers’ needs. In addition, collaboration with suppliers has a positive relation with
capabilities to satisfy customer needs. In addition, knowledge of new business models
seem to have a positive relationship with spending time with intermediaries, agents and
other complementary parties.

Collaboration Collaboration

Peers & Collecagues

Marketing Capability

Supplicrs °

Internmediary / agent e > New business Models

Additionally and with respect to the relation (arrow 2) between Block C (EO, growth

ambitions, collaboration) and Block D (Business outcomes), we can notice that spending
time with intermediaries and representatives have a strong positive effect on growth
ambitions of creative entrepreneurs but little and even negative effects on the actual prof-
itability. On the other hand and in line with prior findings, collaboration with potential
customers and clients show strong positive effects on actual profitability of the firm (even
after two years the effects are still there) but it has little negative effects on the growth
ambitions of creative entrepreneurs. Looking into the relationships, it shows that collab-
oration with suppliers has no direct effect on the profitability of creative entrepreneurs
(despite some positive effects mentioned earlier).

Finally, regarding the relation between block D and block A, motivation to have
variety of work has a significant positive correlation with profitability of the firm, even
after two years. While flexibility in spending one’s time and being one’s boss as motiva-
tions show no relation with firm’s profitability as expected, seeking to deliver work of
high quality shows positive relationship with profitability of a creative entrepreneur’s
business especially after two years. Lastly, we found a limited yet positive relation be-
tween experience within the current role and profitability of the firm. On the contrary,
there is no meaningful relationship between level of education and profitability of the

creative entrepreneur.
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Discussion
and recom-
mendations

From the first part (chapter 3 and 4) we have learned that creative entrepreneurs operate

in a very dynamic and overcrowded market. To merely survive in this context creative
entrepreneurs have to be very entrepreneurial. The market is extremely competitive with
a few winners and a long tail of entrepreneurs who barely survive. In this market the
entrepreneurs are using their creativity to make new, innovative products. The entre-
preneurial process is very uncertain; nobody knows in advance the size of the market
for a novel, innovative product. Creative entrepreneurs therefore invest a lot of time and
resources before returns can be reaped. Whether demand actually materializes is depen-
dent on many factors such as the reaction of gatekeepers and social contagion effects. On
top of this inherent insecurity of the creative process, the creative market itself is also
very changeable. Disruption is default and markets are increasingly global and digital.

In the second part (chapter 5) we have learned that the characteristics of creative
entrepreneurs and non-creative entrepreneurs are very comparable in demographic and
entrepreneurial aspects. However, there are a number of interesting differences that shed
more light on the particular features and challenges of creative entrepreneurs. First, cre-
ative entrepreneurs are very ambitious compared to non-creative entrepreneurs. Where
the non-creative entrepreneur pursues first and foremost to achieve financial success, the
creative entrepreneur has a wide range of ambitions. Producing innovative work, artistic
freedom, public recognition, expanding the art form, making money and involving the
community are all important ambitions to the creative entrepreneur. Perhaps the cre-
ative entrepreneur is too ambitious for his or her own good. Having all these priorities,
the creative entrepreneur is constantly looking for finding an optimal relation between
commerce and creativity. A core challenge for the creative entrepreneur is therefore to
solve the commerce- creativity paradox.

Here it is important that creative entrepreneurs do not see creativity and com-
merce as a balance, a scale where more of the one (commerce) means less of the other.
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This is not the case. Commerce and creativity is not a contradiction, but rather a solvable
paradox. Our human history shows that creativity and commerce can go hand in hand.
But to find such a spot is difficult and requires a deep understanding of both commerce

and creativity.

/\

Creativiteit

Commercie

Intriguingly creative entrepreneurs find it harder to spot opportunities than non-creative
entrepreneurs. Especially they tend to miss out on opportunities offered by new technol-
ogy and its applications and opportunities offered by new marketing approaches. It is
therefore also no surprise that creative entrepreneurs find it difficult to obtain access to
markets and money.

Within the group of creative entrepreneurs we see that those entrepreneurs who
have a strong desire to make money are better in spotting market opportunities, while
those entrepreneurs who have a great desire to create and innovate are better in spotting
opportunities in creating new innovative products. Especially those creative entrepre-
neurs who collaborate extensively with peers and colleagues tend to have less feel for the
market opportunities.

Creative entrepreneurs should understand that the duality between their grand
ambitions and the limitations in time typically lead to choices that prefer product in-
novation above and beyond market access. This means that it is more difficult to spot
opportunities where customer resources meet new innovative and creative approaches.
It is hard to overcome these drawbacks without compromising on innovation and the
realization of artistic ambitions. A person has only a limited and fixed amount of time. It
is simply not always possible to put in the required hours to network and keep in touch
with the market dynamics.

Given the need for creative and financial success, and the limited time available to
the average creative enterprise, which is quite small, it is no surprise that it is very hard
for an entrepreneur alone to achieve those grand ambitions. It is therefore quite logi-
cal that many creative organizations have a form of dual leadership. The ambitions are
simply to grand for one person alone and the chances that a single person has sufficient
creative and commercial skills to achieve these ambitions is low.

But dual leadership has its challenges in itself. We know that in many cases one of
the leaders (“a/l pigs are equal, but some are more equal than others”) has more to say than
the other. Moreover, as creativity is fundamentally passionate, and creatives have a need
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to be understood, it is very difficult to find the right partner; someone who understands
you, shares your dreams and vision, but brings different creative and entrepreneurial
competences to the table. It is no surprise that the number of creative pairs is still quite
small and that creative pairs typically are family members or lovers.

Another option; working with agents and coaches is very beneficial, but very hard
in the beginning of the creative career. Also here it is hard to find coaches and agents
that are trusted and who can help the creative career further. This requires a significant
investment in time and profit.

Although there are many similarities between creatives and non-creatives we see
that creative entrepreneurs make significant less revenue and profit than their non-cre-
ative counterparts. But, at the same time, they innovate significantly more than non-cre-
atives; they frequently bring out products and services new to the market.

We have also seen that creative entrepreneurs are not so confident about their
entrepreneurial capabilities. This is not unexpected given the fact that they have these
large ambitions for themselves and face strong and very dynamic competition. Creative
entrepreneurs say that they especially struggle with a) financial management and admin-
istration, b) with their selling skills, and ¢) find it sometimes difficult to make decisions.
It is especially in these areas that creatives seek for help and support.

Concluding, it seems that the creative entrepreneur needs to overcome many os-
tensible contradictions. They need to reconcile their artistic ambitions with commercial
and financial success. They not only need to be creative, but need to augment that cre-
ativity with other entrepreneurial capabilities. They need to be able to build networks,
manage teams and manage financial streams. Just as any entrepreneur, they need to be a
jack-of-all-trades. But on top of this, they need distinct creative skills.

In many respects one may have regard for creative entrepreneurs. In many aspects
they are very ambitious and they show consistently that they are able to innovate. But
the lack of attention for technology developments, customer preferences, and financial
matters leads to a loss in revenue and profit. By predominantly being focused on product
innovation, other opportunities are typically missed or disregarded.

Given the features of the market, and the challenges of creating novel, original
products, one could say that the ideal creative entrepreneur has a T-shaped profile. They
need to possess a variety of entrepreneurial skills such as leadership, strategic thinking,
opportunity recognition, commercial aptitude and networking skills, as well as skills
such as project and risk management. On top of these entrepreneurial abilities, the cre-
ative entrepreneur has to excel in creative skills such as creative thinking skills and spe-
cific technical skills, which fit the occupation at hand. These extending sets of skills are
needed to help the creative entrepreneur to overcome some of the tensions between cre-
ative and commerce and to see these differences not as contradictions, but as navigable
paradoxes.
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Of course they do not have to become specialists in these areas, but creatives should
be sufficiently good in these areas to be able to outsource and direct this to partners to

work with.
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Below is the list of variables which were included in one of the three waves per
area of study of our Creative Entrepreneurship Framework (CEF).

List of demographic and motivational variables (personal capital: Block A

Variable Wave 1 Wave 2 Wave 3

Demographic variables

Gender X X X
Age X X X
Other income X X X
Industry / subsector (list) X

Role within industry (list) X

Organizational demographics

Organizational age | X | X | X
Motivation

Motivations (list) | X | X | X

List of human and social capital variables (Block B)

Variable Wave 1 Wave 2 Wave 3

Ambitions & goals

Goals (list) | X | |
Capabilities

Total work experience X X
Experience in current occupation X X
Entrepreneurial self-efficacy X X
Creative self-efficacy X X

Risk taking attitude X X
Opportunities & Constraints

List of opportunities X X

List of constraints X X
Activities

List of activities | X | X |
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List of Business Strategy (Block C)
\ Variable
Strategy variables

Wave 1

Wave 2

Wave 3

Outsourcing

>

External partners

> | >

>

Cost vs. value driven

<

>

Outcome variables

Expectations to hire

Size in 2 years

Export percentage

Revenue

Profit

Growth ambitions

Satisfaction (list)

Percentage revenue innovation (list)

Workweek (hours)

Hourly tariff
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