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2. Custom Tailors

People in the Creative Industries are …
2. Custom Tailors: Creative professionals craft unique items 
instead of goods in bulk

In highly developed national economies, the Creative Industries constitute an econo-
mic sector with a high potential. Creativity as a production factor does not merely 
represent a comparative advantage compared to other countries, but is becoming ever 
more significant, which will lead to a further increase of the Creative Industries‘ con-
tribution to the overall economy. The Creative Industries offer precisely those services 
which are ever more demanded in high per capita income economies, i.e. intangible 
tailor-made goods which suit the individual needs and preferences of the customers.
In spring 2008, a comprehensive survey of more than 2,000 Austrian CI companies was 
conducted to thoroughly investigate and quantitavely assess the role of the Creative 
Industries for the overall innovation system. The central characteristic of the survey 
is that it focused on firms which are active in a branch of the Creative Industries and 
whose business activity is also characterised by a high degree of creative services. In 
this context, we can speak of “highly creative” enterprises. Thus, the survey differs 
from practically all other studies in this field, which are merely based on a delimitation 
of sectors.

Amount of “Highly Creative” Enterprises in the Creative Industries

20,000 companies thereof belong 
to the highly creative core of the 
Creative Industries (customised, 
individual products and originality are 
important)

Around 30,000 companies, that is 
about 10 percent of all Austrian 
enterprises, are to be counted among 
the Creative Industries because of 
their main activities.

At the beginning of 2008, the total number of “highly creative” enterprises in Austria  
amounted to almost 20,000. The Creative Industries encompass the areas content 
(music, film / photography, writers, games, etc.), design, architecture, advertising, 
software, publishing houses, and technical offices, as well as the area of consulting /  
training, which up to now was only marginally considered in reports on the Creative  
Industries. The low number of highly creative enterprises, namely 20,000, in compa-
rison to the overall number of Creative Industry firms results from the fact that, in 
the survey, public or non-profit organisations were not considered. Enterprises from the 
areas of retail trade, rental, and leasing were not surveyed. Besides, enterprises from the 
Creative Industries which do not provide any own creative service were also excluded.
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2. Custom Tailors

The companies at the core of the Creative Industries are referred to as “highly crea-
tive”, because the services offered by the companies included in this study, are mainly 
based on three core factors:

1. originality
2. individual creativity
3. customised services.

Because of their high service orientation and, thus, their proximity to their customers, 
the Creative Industries lead the way to “Open Innovation” by integrating the customer 
into the process of creating added value.
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3. Multitaskers

People in the Creative Industries are …
3. Multitaskers: The Creative Industries consist of many  
different sectors

The Creative Industries are characterised by their cross-sectoral scope. Thanks to the 
wide range of products and services, the sector offers itself as a partner to diverse 
sectors by supporting the development of new products and services as well as their 
manufacture and marketing. Cross-sectoral branches usually have a better long-term 
growth perspective, as they do not depend on sector-specific developments or singu-
lar shifts in competitiveness between countries.

The core of the Creative Industries is formed by firms which incorporate their crea-
tivity into the design of products (including digital products) (design), which produce 
artistic or otherwise creative work in the areas of film, photography, music, litera-
ture, and dramatic arts (content), which shape public space, buildings, and interiors 
(architecture), which conceive creative approaches to market products and services 
(advertising), and which meet the varied requirements in connection with IT solutions 
by means of creative programming solutions (software). Furthermore, companies 
which offer creative consulting and further education courses for other enterprises 
(consulting / training), which publish and produce publications and digital media  
(publishing / printing), and which solve technical problems in a creative fashion  
(technical / engineering offices) are also regarded as part of the Creative Industries. 
In view of the number of enterprises, the areas architecture, software and technical /  
engineering offices dominate, whereas, regarding the number of employees, the fields 
technical offices, advertising, and consulting / training represent the largest share.

Sectors in the Creative Industries
1. Design	 Fashion, product, graphic, jewellery, corporate and 
	 web design
2. Content	 Film, literature, journalism, composition, acting, 
	 text creation, translation
3. Architecture	 Landscape architecture, construction planning
4. Advertising	 PR-consulting and market research
5. Software	 Programming, excl. web design, incl. database 
	 services, etc.
6. Editing / Print	 Reproduction of sound, image, and data carriers
7. Technical offices	 Planning for non-construction-related areas, 
	 incl. R&D services
8. Coaching / Training	 Management consulting, coaching, adult education

The individual sectors, or sub-markets, may be joined in thematic branch complexes 
or clusters, but they can also exist side by side without any mutual obligations. One ex-
ample of a branch complex is the collaboration of advertising agencies, copy writers, 
photographers, graphic artists, printers, and manufacturers of promotional goods, 
who jointly design and implement ideas for advertising campaigns / measures. Other 
sub-markets in the Creative Industries usually are not that closely related to each 
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3. Multitaskers

other, for instance architecture, web design, or jewellery manufacturing.

Enterprises and Workers in the Creative Industries by Sectors

Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations (%).
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4. Innovation Drivers

People in the Creative Industries are …
4. Innovation Drivers: The whole economy benefits from the 
services of creative professionals

Creative Industries support industry, traditional fields of the economy, 
and other sectors
Without support in connection with brainstorming, design, graphics, music, marketing, 
and advertising, just to mention a few service types, it would be impossible to produce 
and promote innovations. Almost half of all CI firms (46 %) support their customers 
from the manufacturing industry in introducing innovations.
CI support innovations in a broad range of branches. 25 % of the CI companies which 
offer support to their customers in connection with innovation provide innovative con-
tributions to the high-tech sector, 11 % to the consumer goods industry, 17 % to the 
manufacturing industry, 12 % to the construction industry, and 17 % to industry and 
trade in general.
This proves the Creative Industries to be important partners for the Austrian industry 
in cases where creative services are to become part of industrial innovation processes. 
Trade and transport (23 %), the financial and real estate sectors (13 %), tourism (11 %), 
and the service sector in general (19 %) also profit from innovative contributions by 
the Creative Industries. An especially significant contribution of the Creative Industries 
consists in providing creative inputs in the form of innovative ideas for and approaches 
to the design, implementation, and marketing of innovations to less knowledge- and 
research-intensive branches which invest only little in developing their own creative 
outputs.

Branches supported by CI companies in Innovation Processes

Share in all enterprises that support innovation on the part of their customers (%), multiple sector assignment 
allowed. 
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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4. Innovation Drivers

Broken down into the different kinds of support services offered for innovation pro-
cesses, a colourful picture is revealed: 58 % of the CI companies which offer such 
support for innovations contribute to the clients‘ innovation processes in the phase of 
brainstorming in which ideas are generated. 57 % start supporting their clients at the 
time of market introduction or offer support for the implementation of innovations. 
48 % contribute to the design and shaping of innovations. Relatively few CI companies, 
namely 36 respectively 32 %, support their clients‘ innovation processes through R&D 
and technical services, such as tests, inspections, or preparations for production or 
marketing.

Innovation Support offered by the Creative Industries to Customers by Stages of the Innovation 
Process

Share in all enterprises that support innovation on the part of their customers (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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Strong orientation towards R&D and Innovation
71 % of the CI companies have introduced at least one innovation within a three-year 
period (2005–2007), i.e. have launched a new service on the market or have implemen-
ted new processes in-house. This is an outstandingly high value compared to other 
branches. In a comparison of different branches – which relates to enterprises with 10 
and more employees – this is the highest quota.

Innovation Activities by Economic Sectors

Creative Industries (10+ empl.) *

Computer services **

Electrical industry **

Mechanical engineering **

Vehicle manufacturing **

Technical services **

Chemical industry **

Share in all enterprises (%), only enterprises with 10 or more employees, * 2005-2007; ** 2002-2004.
Source: Statistik Austria: Ergebnisse der Vierten Europäischen Innovationserhebung (CIS 4); ZEW: Befragung Cre-
ative Industries Österreich 2008 – Berechnungen des ZEW.
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5. Fans of education

People in the Creative Industries are …
5. Fans of education: Creative professionals are highly educated

High Percentage of Academics
30 % of all workers in CI companies hold a university degree. This share is more than 
twice as high as the average of the Austrian economy as a whole (13 %) and higher 
than in almost all other sectors. In total, approx. 50,000 academics work in the Cre-
ative Industries. That means over 9 % of all employed university graduates in Austria 
and around 13 % of all academics are employed in trade and industry. CI companies 
contribute markedly to the fact that the knowledge and the creative potential of uni-
versity graduates is converted into added value.
In addition to university graduates, CI companies also employ numerous workers who 
have studied at higher education institutions but have not (yet) graduated (either be-
cause they are still studying or because they have dropped out of university). In total, 
this group amounts to 9 % of all employees in the Creative Industries, with especially 
high numbers in the areas of software, advertising, and in the content sector, i.e. in 
fields where individual creativity is particularly demanded.

Graduate Employees 2007 by Economic Sectors

Share of university graduates in total number of employees (%).
Source: Statistik Austria: Mikrozensus-Arbeitskräfteerhebung 2007; ZEW: Creative Industries Austria Survey 2008 
– ZEW calculations.
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The university graduates employed in CI companies come from widely differing areas 
of expertise. More than a quarter has studied engineering, economics, or law. A fur-
ther eighth has studied architecture / design or informatics / mathematics. Humanities 
and arts as well as social sciences are also frequently represented. The combination 
of different academic educational backgrounds is very frequent.
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5. Fans of education

Employees with University Record in Creative Industry Enterprises with and without Degree ac-
cording to Disciplines

Share in total number of employees with academic studies (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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Employees with University Degrees in the Creative Industries by Sectors

Share in total number of employees (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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6. “Techies”

People in the Creative Industries are …
6. “Techies”: Computer & Co are the tools of creative  
professionals

ICT and software are the technological basis for innovations
91 % of the CI companies make use of novel products, processes, or technologies, 
which were developed by other firms, in connection with their business activities. 83 % 
of all CI firms use new software applications, 79 % use new information and communi-
cation technologies (ICT). Technology trends in the fields of ICT and software are thus 
crucial for the future development and for the future innovation potential in the Crea-
tive Industries. Because of their high affinity for new communication technologies, the 
Creative Industries are recognized as an important driving force behind the diffusion 
of new technologies in the whole economy.

The Creative Industries play a pioneering role in using new ICT and new media. The  
innovation potential of the Creative Industries becomes evident at two levels: on 
the one hand, the Creative Industries themselves raise their own innovation poten
tial by using innovative ICT and media in the course of developing their products and 
services; on the other hand, their demand for innovative ICT acts as a driving force  
promoting innovation on behalf of ICT suppliers. For this reason, the innovative capa-
city of the Creative Industries is coupled to the innovation dynamics of the ICT sector.

Use of New Technologies in the Creative Industries

New software applications (incl. 
webapplications)

New information and communica-
tion technology hardware

New materials, substances, devices, 
equipment

Share in all Creative Industry enterprises (%), multiple answers were allowed.
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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The digitalisation of communication plays an important role here. New possibilities for 
compressing data, storing data, and increasing the computing speed have enormous 
impacts on the added value created in the Creative Industries and, at the same time, 
are driven by the demand on the part of the Creative Industries as lead users. The 
more digital content is available on the Internet, the more differentiated are the tech-
nologies needed to select, structure, and analyse the information. A decisive precon-
dition for the dissemination of digital products and services is the availability of (TC) 
networks with broadband access as well as the use of mobile telephony.

The digitalisation of communication provides the users with a more active role in the 
co-design and dissemination of creative content. Users are not merely co-producers 
of the content; they also play an active role in the selection, editing, re-combination, 
and linking of digital content. In this context, it is of considerable significance that 
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6. “Techies”

new technology is freely available and, thus, may be changed and particularised, 
whereby Open Source software also increases the innovation capability of the Creative  
Industries.

A central challenge for the Creative Industries in connection with the production and 
distribution of digital content relies in digital rights management (DRM). The possibi
lities to copy and distribute digital content via the Internet have led to an explosion 
of content and to its worldwide utilisation. This, however, conflicts with the existing 
copyright business models and the protection of intellectual property, as copyright 
owners and administrators of intellectual property rights (IPR) have an interest in  
monitoring the distribution and use of intellectual property. It is argued that the existing  
DRM rules no longer meet the requirements of a global economy and, instead, tend to 
constrain the growth and development of the sector. Attempts are being made to relax 
the DRM system and to look for new, appropriate models with less or more acceptable 
restrictions.
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7. Scientists

People in the Creative Industries are …
7. Scientists: R&D is part of workaday life in the Creative  
Industries

31 % of the CI companies carry out their own research and development 
activities (R&D)

R&D activity in sectors

Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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In this respect, the Creative Industries are also leading among all business branches. 
In an international comparison – and once again in relation to enterprises with 10 or 
more employees – only the software branch (which again mainly is part of the Crea-
tive Industries) and the chemical and pharmaceutical industry show a slightly greater 
willingness to invest in R&D.

Enterprises carrying out R&D by Economic Sectors

Share in all enterprises (%), only enterprises with 10 or more employees, * 2005-2007; ** 2002-2004.
Source: Statistik Austria: Results of the Fourth Community Innovation Survey (CIS 4); ZEW: Creative Industries 
Austria Survey 2008 – ZEW calculations.
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7. Scientists

Knowledge Transfer from the Scientific Community
24 % of all enterprises in the Creative Industries collaborate with the scientific com-
munity in the form of R&D cooperations, or by supervising diploma theses or disser-
tations. 14 % cooperate in the area of R&D, 17 % supervise students in cooperation 
with scientific institutions. In a comparison of branches, the Creative Industries top 
the league. With regard to actively innovative enterprises with 10 or more employees 
– for comparative statistics from other branches are only available for this group of 
enterprises – 26 % of the CI companies maintain R&D cooperations with the scientific 
community, whereas in other research- and science-intensive branches this quota is 
between 10 and 20 %.

R&D- and Innovation-based Cooperation with the Scientific Community by Enterprises from Se-
lected Economic Sectors

Share in all innovative enterprises (%), only enterprises with 10 or more employees, * 2005–2007; ** 2002–2004. 
“Scientific community”: universities, other higher education institutions, other public research organisations; share 
of the sectors outside the Creative Industries was calculated based on the assumption that two thirds of all enter-
prises reporting cooperation with non-university institutions were concurrently cooperating with universities.
Source: Statistik Austria: Results of the Fourth Community Innovation Survey (CIS 4); ZEW: Creative Industries 
Austria Survey 2008 – ZEW calculations.
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An important pre-requisite for the strong scientific orientation in the Creative Indus-
tries is certainly the high proportion of academics working in the Creative Industries. 
They often establish contacts to universities and other research institutions which 
they know from their time at university and from working in scientific research organi-
sations. The Creative Industries play an important role in opening the market for new 
research results and scientific methods from the university sector. This also, and in 
particular, applies to economics, social sciences, humanities, and arts.
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8. Cross-border commuters

People in the Creative Industries are …
8. Cross-border commuters: The potential for internation
alisation is high

International Orientation 
30 % of the CI companies which support their customers in their innovation processes 
also provide innovation impulses for clients outside Austria. Engineering offices and 
consulting and training companies exhibit a particularly high international orientation.

Location of Customers that Receive Innovation Support from Creative Industry Enterprises

Share in all enterprises that support innovation of their customers (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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The intense use of new information and communication technologies and the high 
level of staff qualification facilitate the companies‘ internationalisation. In addition, 
many CI firms have specialised in niche markets and very specific service offers which 
often represent a unique selling proposition, also in an international context.
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9. Networkers

People in the Creative Industries are …
9. Networkers: Collaboration is a big issue

Networks and Division of Labour within the Creative Industries
80 % of all CI companies collaborate with other companies in their current business 
activities in order to produce joint results for third parties. Around one third of the co-
operating CI companies cooperates with their partners on a mainly permanent basis, 
approximately one half cooperates occasionally with other companies, and a fifth of 
the companies has both permanent and occasional cooperation partners.

Cooperation in the Creative Industries

Share in all enterprises (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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The network partners of CI companies, to a great extent, also stem from the Creative 
Industries. Over 60 % of all cooperating CI companies work together with enterprises 
from the same CI sector (more than half of them exclusively with partners who work 
in the same area), a further 20 % do not collaborate with firms from the same CI area, 
but with enterprises from other fields of the Creative Industries. Only a fifth of the 
cooperating CI enterprises have network partners solely from other branches outside 
the Creative Industries.
This applies primarily to the areas architecture (with partners from the construction 
industry) and engineering offices (with industrial partners).

Cooperation Partners of Creative Industry Enterprises

Share in all cooperating enterprises (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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34

9. Networkers

The reasons for cooperating with other enterprises vary. A frequent reason for coope
ration is that the partners of CI companies do not possess the necessary specialised 
knowledge or do not dispose of the necessary technical pre-conditions to execute an 
order (this is the case for 74 % of all cooperating CI enterprises). On the other hand, 
CI companies enter into cooperations in order to obtain services which they cannot 
provide themselves (75 %). Pooling resources in order to arrive at the necessary  
capacities to execute a given order is the most frequent reason for cooperation (77 %). 
Every second CI enterprise engaging in cooperation aims at developing new services 
and service offers together with their partners.

Areas of Cooperation among Creative Industry Enterprises

Share in all cooperating enterprises (%), multiple answers were allowed.
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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10. Hurdlers

People in the Creative Industries are …
10. Hurdlers: Constraints are no reason to give up

Obstacles to Business Activities in the Creative Industries

Constraints that deterred Creative Industry enterprises from realising business ideas and compromised a positive busi-
ness development; share in total number of constraints (%), multiple answers were allowed.
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.

Other (1.0 %)
Lack of sponsoring (2.5 %)

Competition with major companies (7.2 %)

Lack of qualified personnel (8.0 %)

Organisational problems (9.2 %)

General economic situation (9.9 %)
Law / bureaucracy (10.7 %)

Missing customer approval 
(13.5 %)

Lack of funding sources 
(17.8 %)

Lack of time (20.3 %)

Lack of Time and Money are the main obstacles
In 64 % of the firms in the Creative Industries certain constraints have hampered the 
implementation of business ideas and have impaired a better business development:

	 Considerable time pressure in connection with the implementation of ideas results 
in business potentials lying idle, and, thus, growth opportunities and innovation im-
pulses for other economic branches are not made use of to the fullest extent. Around 
15 % of the Creative Industry companies cite this as a constraint. The reason for this is 
the extremely small-scale structure of the Creative Industries: over 37 % of the firms 
have only one employee, who, as a rule, is also the owner. Many of these enterprises 
obviously find it difficult to take the step of taking on a first co-worker, either by hiring 
an employee or by taking on a business partner. Today most companies in the Creative 
Industries resort to participating in teams and networks (such as a bidding consortium,  
working teams, or more stable business relations to other CI companies in order to 
avoid capacity bottlenecks in connection with orders and to complement each other‘s 
capacities), although these opportunities are still not used efficiently enough.
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10. Hurdlers

If there is a lack of manpower, some good ideas might lie idle: The number of employees – de-
creasing, steady, increasing – can also be a factor influencing the constraints that constituted 
major impediments for CI enterprises between 2004 and 2007 

Number of employees in CI enterprises

decreasing steady increasing CI overall

Experienced constraints 72 62 64 64

Lack of time 12 16 14 15

Lack of funding sources 15 12 13 13

Missing customer approval 10 11 8 10

Law / bureaucracy 11 6 9 8

General economic situation 10 8 5 7

Organisational problems 7 7 7 7

Lack of qualified personnel 5 3 10 6

Competition with major companies 10 5 5 5

Lack of sponsoring 3 2 1 2

Other 1 1 0 1

Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations (%).

	 Financing difficulties are encountered by a considerable number of Creative In-
dustry enterprises (about 13 %). Particularly innovative companies are most likely to 
reach their financing limits. A lack of own resources is, above all, the main reason that 
companies are not able to “take time off”, time which could be used to further develop 
products. Financing problems also restrict the growth of employment in the Creative 
Industries.

	 A lack of customer approval or the lack of willingness to pay on the part of clients 
are the third most important hampering factor, accounting for about 10 %. The more 
creative the offered services are, the greater the extent to which this constraint is 
experienced. Often it is public authorities or institutions closely related to the state 
which do not take advantage of creative product offers. This can present a major bar-
rier for Creative Industry companies, as 41 % of all Creative Industry companies count 
public authorities among their clients. Although it is obviously the clients‘ decision 
whether they want to take advantage of certain services / outputs or not, public de-
manders should be aware of the fact that their own purchase options can become 
restricted in the long term, if creative proposals are always turned down in favour of 
standardised and trusted offers.

	 The lack of qualified personnel is not a widespread constraint (encountered by ap-
prox. 6 % of the Creative Industry companies). However, in particular growing firms 
have difficulties finding highly qualified workers / experts, and, for this reason, en-
counter constraints when putting business ideas into practice.
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10. Hurdlers

Innovative Enterprises especially Hampered by Constraints
Innovative CI companies report constraints on innovation far more frequently than CI 
companies without R&D and innovation activities. Above all, they find themselves con-
fronted with greater financing difficulties, legal and bureaucratic hurdles, and a lack 
of qualified personnel. This applies in particular to enterprises with market innova-
tions and R&D activities. For predominantly small creative enterprises R&D primarily 
means the new and further development of product ideas instead of carrying out their 
day-to-day business activities. To finance R&D, a financial “cushion” is required as 
R&D-intense phases normally constitute low income phases. It is hardly possible to 
finance such “breaks” from regular business activities by means of external funds, 
such as bank loans, apart from current account credits, as “intangible investments” 
of this kind do not provide any “securities” for guaranteeing loans. This is why R&D in 
micro-enterprises is financed by cash-flow reserves from past financial years. Thus, it 
is required that there have been years with cash surpluses.

Obstacles to Business Activities encountered by Creative Industry Enterprises according to R&D 
and Innovation Activities

Innovation based on in-house R&D

Innovation without in-house R&D

In-house R&D without successful 
innovation

No innovative or R&D activity

Share of enterprises with constraints in total number of enterprises in the respective category (%).
Source: ZEW: Creative Industries Austria Survey 2008 – ZEW calculations.
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Notes




