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INTRODUCTION
In today’s networked and globalised economy in which the role of the customer has changed from passive 
consumer to active prosumer, innovation is vital. However, increasingly sophisticated clients expect strong 
brand values (e.g. high social, economic, and environmental standards; artistic design; etc.) along with 
high-end functionality of products and services. In this daily struggle to build and maintain a competitive 
advantage, businesses, academics, and policy makers turn more and more often to creative professionals 
for support across the value chain and in managing change and innovation processes. 
Professionals, entrepreneurs, and small- and medium-sized enterprises (SMEs) in the cultural and creative 
industries (CCI) work in networked and people-centred environments that are open, highly collaborative, 
and flexible. These environments allow for improvisation, for relying on intuition, and for using imagination 
and originality when taking risks. Entrepreneurs in the CCI notoriously generate new ideas and are very 
good at identifying, retaining, and managing creative talent. Their core activity is to invest in creative 
ideas, suggesting that the cultural and creative industries are a means to trigger innovation and to foster 
societal change1.  
The European Commission (DG Enterprise and Industry) defines the cultural and creative industries as 
follows: 

“Creative and cultural industries are those concerned with the creation and provision of marketable 
outputs (goods, services and activities) that depend on creative and cultural inputs for their value.”2

Accordingly, the Commission’s conceptual definition combines and focuses on these twelve areas of 
activity:
• Music,
• Print Media – books and press,
• Art Objects – glass, ceramics, cutlery, crafts, jewellery,
• Film,
• Broadcast Media,
• Fine Arts – literary, visual, and performing arts,
• Architecture,
• Design – fashion design, graphic design, interior design, product design,
• Advertising,
• Games Software, New Media, 
• Libraries, Museums, Heritage, 
• Photography.
 
Several surveys from the past few years provide a summary of some quantitative and qualitative facts 

about the impact of the CCI on Europe’s GDP and on regional growth.

Quantitatively, Europe’s CCI sector accounts for3 : 

•  A sector value of €560 billion added to GDP in 2008, 
representing 4.5% of EU GDP and employing 3.8% 
of the EU workforce4, 

•  Experienced significant growth of 20% over the 
1999-2003 period, which is 12.3% higher than the 
general economy5, 

•  A GDP contribution greater than the chemicals and 
plastic products industry (2.3%) and real estate 
activities (2.1 %)6, 

•  Clear growth and/or stability especially in the 
context of globalisation and the digitisation of 
distinctive cultural content reaching new markets 
and developing new audiences for the diverse 
cultural offer of the EU at a global level7. 

Qualitatively, the CCI sector contributes to EU 
policy objectives and initiatives by substantially 
promoting8 :

•  ‘Spill-over effects’ of innovation and creativity into 
other sectors, especially those closely related to a 
knowledge economy,

•  Social cohesion and inclusion agendas as, 
compared to other sectors, the CCI comprise 
an above-average share of women. In almost 
any of the CCI core areas of activity (except for 
games and software) there are more female 
than male employees. Even among the share of 
self-employed people the proportion of women is 
high9,

•  Regional agendas, especially in the context of 
Smart Specialisation Strategies,

•  Europe’s ‘digital shift’ as digitisation is 
fundamentally transforming the value and 
exploitation chains of the CCI sector, leading 

to the development of new business models 
and new marketing and retail strategies as well 
as a strategic customer engagement fostering 
interactivity via social media platforms (Digital 
Agenda For Europe),

•  High levels of employment, productivity and 
social cohesion (Europe 2020 strategy for smart, 
sustainable, inclusive growth).

This corroborates the fact that EU|BICs, innovation-
based incubators, should be ready to serve a growing 
number of entrepreneurs involved in the CCI sector.  
This can be achieved by supporting them in setting 
up businesses and linking them to other industries 
where their services are increasingly requested to 
keep on the tip of the innovation spear. However, 
CCI entrepreneurs hold specific characteristics 
that may make it difficult and inefficient to use 
a standardized business support approach, thus 
more specific, and tailor-made services, might need 
to be set-up. 
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1 URBACT II Thematic Network, Baseline Study, “Creative SpIN–Creative Spillovers for Innovation”, 2012
www.keanet.eu/docs/creativespin_baselinestudyfinal.pdf
2 European Commission Enterprise and Industry, Priority Sector Report: Creative and Cultural Industries, The European Cluster Observatory, EUROPA INNOVA 
PAPER No 16, April 2011.

3 STAINES, Judith and MERCER, Colin, Mapping of CCI Export and Internationalisation Strategies in EU Member States, EENC Report, February 2013
4  Tera Consultants, Building A Digital Economy: The Importance Of Saving Jobs In The EU’s Creative Industries, 2010 and cited in European Commission.
5 KEA, 2006
6 Working Group of Member States Experts OMC, 2012
7 European Parliament, 2012
8 STAINES, Judith and MERCER, Colin, Mapping of CCI Export and Internationalisation Strategies in EU Member States, EENC Report, February 2013
9 KIND, Sonja and MEIER ZU KÖCKER, Gerd, Developing Successful Creative & Cultural Clusters, Senate Department for Economic, Technology and Research  
Initiative	Projekt	Zukunft,	January	2013
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Figure 1 Characteristics of Creative/Digital Businesses. Source: Furmage, David, Developing Next Generation Clusters & Business 
Support, discussion paper, Cluster 2020 Publications, 2012

Based on this discussion paper, eight main characteristics can be identified to best describe what 
differentiates workers and their organisations in the creative and digital industries from others as well as 
the typical challenges that they face:

10 European Commission (DG Education and Culture), The Entrepreneurial Dimension of the Cultural and Creative Industries, Utrecht, 2010.
11 Furmage, David, Developing Next Generation Clusters & Business Support, Discussion paper, Cluster 2020 Publications, 2012 
				app.box.com/s/4misplwnnekiucxzft53

1. Business Structures
•  Micro-businesses and freelancers working in 

fragmented niche markets dominate the sector,
•  Projects are realised in teams often including 

external freelancers or other companies.
  Businesses are often isolated, facing the 
difficulty of developing sustainable structures 
and market visibility.

2. Work Form
•  Project-based prototyping,
•  Of a temporary nature.

  Requires project-based financing and short-term 
contracts, provides a low level of security with 
regard to business planning.

3. Innovation
•  Innovation is a natural result of many processes 

in the CCI/CDI, which in turn results in the 
development of intellectual properties (IP) that 
not always qualify for patents,

•  CCI and CDI are regarded as key innovation 
drivers in Europe, coping very well with rapid 
technology changes in the ICT environment.
  Creatives lack (financial) resources to turn 
innovative ideas into viable business propositions 
  Lack of trusted relationships with institutes of 
higher education and research institutes.

4.Motivation
•  Creative folks are passionate about being 

creative,
•  Have a high ‘frustration tolerance’,
•  And are less driven by economic interests .

   Creatives often lack interest in running profit-
oriented businesses and run the risk of self-
exploitation.

5.Partnerships
•  CCI/CDI businesses naturally build upon cross-

sectorial know-how and present cross-cutting 
opportunities,

•  Creative people find it difficult to trust other 
sector players (IP issues) and need ‘an honest 
broker’ to help them connect and move forward.
  Discrepancy between an interest in cross-industry 
solutions and the lack of competence networks. 

6. Business Knowledge
•  Creatives often lack 
       - management skills,
       - financial skills,
       - market and funding knowledge.

  Sense of appreciation for training and coaching 
offers as well as mentoring from respected and 
successful entrepreneurs in the CCI/CDI.

WHAT CHARACTERISES THE CCI?
According to the study on the Entrepreneurial Dimension of the Cultural and Creative Industries from 
2010, 80% of enterprises in the European CCI sector are not only SMEs, many are sole traders or micro-
businesses. It is typical for this sector to “operate in specific market conditions, produce goods that are 
«cultural» by nature, work with people who are often more content-driven than commercial oriented (sic) 
and usually create very small enterprises”. These key characteristics differentiate SMEs in the cultural and 
creative industries from actors in other sectors and define their differing needs and aspirations10.  
A discussion paper developed within the scope of the Cluster 2020 publications maps the main 
characteristics of the creative and digital businesses (CDI), as shown in Figure 111.  The sector focus of 
this paper highlights the digital industries, which cover companies providing ICT products and services 
including internet based ICT and—more broadly—consumer  electronics firms.

2
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13 See footnote above
14 URBACT II Thematic Network, Baseline Study, “Creative SpIN–Creative Spillovers For Innovation”, 2012
www.keanet.eu/docs/creativespin_baselinestudyfinal.pdf
15 NESTA: formerly National Endowment for Science, Technology and the Arts; www.nesta.org.uk

THE ADDED VALUE OF 
WORKING WITH THE CCI?
CCI as Innovation Driver
“Cultural and creative industries not only possess strong innovation potentials themselves, but they 
also function as an important catalyst for innovations and knowledge-based growth in numerous 
other economic fields. […] Thanks to their ability to solve problems and the strong emphasis placed on 
innovations, the cultural and creative industries […] contribute to making the economy as a whole more 
competitive. The cultural and creative industries create new user experiences and embellish products and 
services with an emotional appeal, which renders innovations applicable and market-able.”12

“They act as a cross-cutting sector, affecting value-added chains both horizontally and vertically as suppliers and 
customers. Creative upstream inputs contribute to optimising and marketing products, services and business 
processes in a multitude of sectors in line with customer demands. In this way, sectors profit from the outputs of 
cultural and creative industries all along their value added chains.”13 

Spill-over Effects14 
The baseline study “Creative SpIN–Creative Spill-overs For Innovation” highlights that creative 
professionals (from artists to architects, designers, filmmakers, advertising executives, musicians, etc.) 
have the skill to challenge established conventions and traditional visions. The study describes creative 
spill-over as a concept referring to the ability of artists, creative professionals, and companies to indirectly 
contribute to innovation processes by generating spill-overs that benefit the wider economies (of the 
places where they are located). When culture-based creativity interacts with other forms of scientific, 
technical, or commercial innovation and processes, introducing intuition and imagination into business 
or organisational processes, the term for this is ‘creative spill-over.’ 

NESTA15 , an independent charity working to increase the UK’s innovation capacity, identifies three different 
types of creative spill-overs, namely: 

knowledge spill-overs – new ideas or expertise 
product spill-overs – creative goods or services 
network spill-overs – networking between individuals or companies

The table below summarises key potential benefits for other actors:

Source: “Creative SpIN–Creative Spill-overs For Innovation”, 2012
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7.Financing
•  Creative folks people have a weak balance 

sheet, lack investment readiness and business 
presentation skills (pitching), 

•  Creative businesses’ value chains and highly-
specialised business models are not well 
understood by banks and equity investors and, 
therefore, are considered ‘high risk’. Additionally, 
the loan amounts requested by creative 
businesses are often too low to be lucrative for 
banks.
  There is a substantial mismatch between the 
actual financing needs and available funding for 
CCI businesses.

  The full exploitation of the commercial potential 
of CCI/CDI is very limited due to missing financing 
for innovation and growth for creative enterprises.

8. Support
•  Creatives have very practical expectations of 

support measures that should be:
       -  easy to identify and to deal with (application 

forms, bid-writing),
       -  hands-on and solution-oriented (training, 

coaching),
       -  provided by competent and trustworthy 

intermediaries,
       -  effectively translating between the world of 

CCI/CDI and the financing and investment 
world.

  Creative people need affordable ‘helping 
hands’ and easily-accessible financial support 
mechanisms to overcome these dysfunctional 
structures like:

       Business and entrepreneurship training and 
mentoring.

       Investment readiness coaching.
        Access to private (and) public investors and to 

‘educated money’ that are aware of how the 
value chains of the CCI/CDI sector work and are 
able to identify funding opportunities within 
those value chains. 

providing benefits 
to other sectors}

Type	  of	  spillover	  
	  

What	   How	   Potential	  benefits	  for	  other	  sectors	  

Knowledge	  
spillovers	  

New	  ideas,	  know-‐how	  and	  
technologies	  developed	  by	  
creative	  actors	  providing	  
benefits	  to	  other	  sectors.	  

Employment	  of	  creative	  pro	  in	  	  
other	  sectors	  (labour	  flows).	  

• Increased	  productivity,	  competitiveness	  and	  innovation	  in	  
other	  sectors	  through	  the	  development	  of:	  

-‐ new	  products,	  services	  or	  marketing	  tools,	  
-‐ creative	  and	  innovative	  working	  environments,	  
-‐ new	  organisational	  models	  (eg.	  less	  hierarchical/more	  

flexible).	  
• Emerging	  of	  new	  companies	  (impact	  on	  entrepreneurship).	  
• Improved	  effectiveness	  in	  the	  public	  sector/services	  and	  

governance	  models	  (culture	  integrated	  horizontally	  in	  
different	  public	  policy	  fields).	  

Tacit	  knowledge	  transfer	  	  
in	  other	  sectors	  via	  B2B	  linkages	  or	  other	  
informal	  contacts.	  

Creative	  professionals	  opening	  a	  start-‐up	  in	  
another	  sector.	  
Sophisticated	  demand	  (from	  CCIs)	  	  
triggering	  new	  products	  in	  other	  sectors	  (e.g.	  
new	  software	  for	  animation	  movies/art	  
works).	  

Product	  (and	  
service)	  spillovers	  

Creative	  goods	  and	  	  
services	  providing	  	  
benefits	  to	  other	  	  
sectors.	  

Firms	  in	  other	  industries	  develop	  of	  	  
complementary	  goods	  (e.g.	  iPod).	  

• Increased	  innovation	  and	  productivity/	  competitiveness	  in	  
other	  sectors	  through	  the	  development	  of	  
complementary/differentiated	  products	  or	  services.	  

• Adoption/retention/increase	  of	  sales	  of	  new	  technologies	  
thanks	  to	  the	  attractiveness	  of	  content.	  

Firms	  in	  other	  industries	  adapt	  goods	  and	  
services	  to	  develop	  differentiated	  products	  
and	  services.	  

Network	  spillovers	   Benefits	  which	  firms	  can	  	  
obtain	  by	  grouping	  together:	  
-‐	  Attraction	  of	  	  
individuals/improving	  image	  
(agglomeration	  spillovers),	  
-‐	  Ideas	  exchange	  between	  firms	  
(cluster	  spillovers).	  

Thriving	  cultural	  scene	  attracts	  	  
knowledge	  workers,	  who	  can	  then	  be	  
employed	  by	  other	  local	  businesses	  or	  bring	  in	  
foreign	  investment	  from	  companies	  attracted	  
by	  the	  strong	  local	  talent	  pool/	  improved	  
image.	  

• Indirect	  impact	  on	  regional	  growth	  through	  its	  positive	  
impact	  on	  employment,	  innovation,	  entrepreneurship,	  
investments	  and	  territorial	  image/attractiveness.	  

• Improved	  effectiveness	  in	  governance	  models	  due	  to	  the	  
horizontal	  integration	  of	  culture	  in	  different	  policy	  fields	  in	  
a	  way	  that	  the	  contribution	  of	  culture	  to	  local	  development	  
can	  be	  maximized.	  

	  

12 Prognos AG, Fraunhofer ISI, “The Cultural And Creative Industries In The Macroeconomic Value Added Chain - Impact Chains, Innovation, Potentials”, 
German Federal Ministry of Economics and Technology, 2012
www.isi.fraunhofer.de/isi-wAssets/docs/t/en/Engl_Kurzfassung-KKW-Wertschoepfungskette.pdf
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Creative spill-overs do, of course, benefit the creative community as well. Collaboration with other sectors 
helps them through:
- a better understanding of the “market”,
- getting closer to a new public (which does not necessarily access cultural goods and services),
- being less dependent on public subsidy (currently decreasing due to the effects of the financial crisis),
- considering new forms of entrepreneurship and innovation,
- enlarging the domain of the CCI’s activities/identification of new markets,
- new employment opportunities.

Regional Development
In the past decades metropolises like London, New York, and Berlin offered the CCI post-industrial sites 
like old warehouses, showrooms, and factories left behind by traditional manufacturing activities due 
to deindustrialisation and industrial restructuring processes. Artists and cultural activists sometimes 
illegally occupied abandoned sites, which later became the base for legal cultural spaces, hosting artists, 
studios, event venues, art galleries, etc. When the cultural and creative industries start moving into such 
urban areas and buildings, they unleash an enormous transformational power, turning formerly neglected 
and decaying parts of the city into up and coming urban districts. This quickly attracts other industries 
like gastronomy and cultural tourism, triggering a chain reaction involving real estate developers, city 
planners, and different types of investors who want to participate in the ‘hype’. The CCI’s impact on urban 
and regional development has been a strategic way of upgrading and converting spaces within cities for 
some decades.

A creative BIC, a single-location cluster, can become an important cornerstone in this regional development 
process by not only creating the right conditions for CCI start-up companies but also by being a specialised 
partner in a regional or national network that is able to begin a dialogue with policy makers. The key 
success factor is to ensure enough diversity in this network, so that interaction leads to exchange of 
knowledge and business. The network activities should aim at strengthening local connections, at opening 
new markets as well as providing a platform for exports. The network, usually including local and regional 
partners, should align its actions with regional development strategies and innovation policy. This way 
the creative BIC and the network it operates in directly support the aims of policy goals for regional growth 
and employment.

Example: creative districts 16 
The two European creative districts  were launched in the spring of 2013: Wallonia Creative 
District and CREATE in Tuscany. Both initiatives aim to demonstrate how traditional 
industrial regions can, via policies and support measures for entrepreneurship and 
innovation, help to create a supportive ecosystem in which entrepreneurs can develop, 
innovate, grow, and internationalise. These two systemic innovation and creativity 
strategies should be monitored and analysed upon completion of this EU project.

WHAT ARE CCI 
ENTREPRENEURS SEEKING?
In the creative industry, we are dealing with different categories of entrepreneurs and enterprises, from 
single traders, freelancers, to micro as well as small and large enterprises. Major companies prevail in 
broadcast and print media while the design and fine arts sectors are mainly composed of micro-businesses. 
The software and games sectors and the film and music sectors are composed of both micro-businesses 
and larger companies. Micro-businesses and freelancers operate in fragmented, often isolated niche 
markets where work is sporadic and/or nomadic in nature, demanding a specialised sector competence 
and more personalised guidance and support.

Room and Working Spaces
Creative people, individuals, start-ups, and young companies all need affordable space, which inspires, 
supports long working days and is equipped with the latest technological infrastructure. With the CCI being 
naturally cross-sectoral, incubators offering co-working spaces and services to firms with complementary 
profiles in a single region certainly help creative entrepreneurs to collaborate through facilitated 
communication and cooperation processes. One of the central goals should not only be to attract creative 
enterprises to these locations but also to invite research centres and leading industry players with the aim 
being to better co-develop new products and services. This means that such focal space, ideally, includes 
labs (Fab labs), workshop room(s), and guest facilities in addition to the individual studios, offices, and 
workstations.

Partnerships and Networking 
With the need and desire for cross-industrial and international networking, CCI entrepreneurs are highly 
interested in interacting with researchers, innovative entrepreneurs from complementary sectors, digital 
artists and programmers to develop cutting-edge solutions in their fields of activity.
On the other hand, creative processes differ from typically structured working practises, introducing 
methods that help to trigger innovation in almost all areas of traditional businesses (e.g. in workflows, 
decision-making processes, manufacturing, etc.). When players from different industries have the 
opportunity to meet regularly with creative entrepreneurs or to meet for specific workshops, they can 
more effectively collaborate on developing innovative products and services that are viable in the market.

Furthermore, building international networks of CCI companies, industry stakeholders, researchers, and 
institutes of higher education is crucial for creative industry workers, who need to sell their products and 
services outside of their local niche markets and in other countries in order to grow their companies and 

make them more attractive for investors.

4

16 www.eciaplatform.eu/project/creative-districts/
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Business Competence and Skill Development 
To access markets and to successfully build scalable businesses for CCI products and services, entrepreneurs 
need to build their business competence. Most creatives know of their shortcomings and find themselves 
in a dilemma of, on one side, not knowing which models for business planning to follow as many aspects of 
their sector seem everything but predictable and, on the other side, not knowing who to turn to for advice, 
who to be able to trust. CCI entrepreneurs welcome relevant, sector-specific offers of training and expert 
support, for example in the areas of business planning (from idea to commercialisation), management 
skills building, and strategising for the international market.
However, they often feel less motivated to build their standard business knowledge on tax, law, accountancy, 
and financial planning as these areas seem far from their core interests and are considered to be the 
“boring part” a managing director, for example, should deal with. To “outsource” these competencies is a 
commonly expressed wish among creatives. 
This calls for special assistance, which actually takes the ‘mystery’ out of financing and the ‘boring’ out 
of business plannin and helps CI entrepreneurs to use their enormous creative talent for telling the full 
story of their ideas, which includes the business and market aspects. Expert and/or industry coaching is 
one way to establish a meaningful and insightful relationship with a CCI entrepreneur. Even more effective 
in creating a trusted link with the business side might be a mentoring programme in which successful 
entrepreneurs of the respective sector guide a start-up or young company.

Financing and Access to Finance
The European Commission finds a mismatch in supply and demand in the credit market: the CCI are 
missing out on billions of euros in loan, creating a financing gap of up to €13.4 billion in the next seven 
years*17 . This is why, in 2016, the European Commission is launching a new Loan Guarantee Facility for the 
CCI worth €121m. This guarantee is supposed to enable commercial house banks of CCI entrepreneurs to 
provide the loans that start-ups, young companies, and even established businesses in the sector need.

Typically, CCI start-ups can kickstart new ideas with cash in the range of 5K€ - 10K€. Such small amounts 
of seed capital can be provided by a range of traditional organisations in form of grants, conditional 
loans, match funding from a bank (after seed money was risked from another financial source). However, 
this capital is increasingly obtained successfully through crowd-funding campaigns. In the later stage 
of building and growing the company, angel investment might be suitable (i.e. between 25K€ - 50K€). 
The second or third investment round might be provided by venture capital (VC) funding (at the low end 
between 50K€ and 250K€), if the high-returns generally expected by venture capital financiers can be met, 
and often comes from sector specialised VC funds. 

As banks, public funds, angel investors, and VC funds all have very different investment criteria and deal 
terms, CCI entrepreneurs need to learn how to identify the appropriate financing partner, what and how to 
present to these partners, and what to expect when dealing with these partners. CCI entrepreneurs often 
believe they need equity investment when actually they may only need a loan with favourable conditions.

Training CCI entrepreneurs by having them interact with crowd funding experts, representatives of public 
and private funds, angel investors and venture capital financiers, however, is just not enough. Effectively 
facilitating access to finance also means to educate private investors and financial institutions to better 
understand CCI businesses and their funding requirements. Educated investor groups can better identify 
investment opportunities and can be much more efficiently matched with CCI companies.18 

17	ec.europa.eu/culture/key-documents/documents/access-to-finance-culture-and-creative-sector_en.pdf
18	ENTER	Europe	is	a	MEDIA-supported	training	programme	aimed	to	educate	financiers	about	innovative	lending	and	funding	opportunities	in	the	creative	
industries, www.enter-training.net/eu

“We have launched  ‘Let’s Game Asturias’, an acceleration programme for game-sector entrepreneurs 
that offers collective and individual sessions with expert support on specific topics such as sector-specific 
activities, marketing, and communication. In addition to a 3-month intensive programme including business 
planning modules, we offer a venture academy on investment readiness and investor-oriented project 
pitches. We also strategically engage in international projects and networks related to the creative sector to 
develop good practices.” 
 
Eva Pando, CEO BIC Asturias, Spain

“On top of business, management, market, financing, and communication support, we focus also on 
providing special skills to CDI entrepreneurs concerning the use of the latest software, which is often not 
taught in colleges. We also helps CDI entrepreneurs deal with banks, using clear and concise language to 
assist them in mastering the financing aspects of the ventures. This is backed up by specialised skills training 
developed and provided in partnership with higher-education entities.”  
 
Barney Toal, CEO Noribic, Northern Ireland, UK



WHY CREATIVE EU|BICS?
In its Policy Handbook, the Working Group of EU Member States Experts on Cultural and Creative Industries 
concludes19  that there is no unique definition or criteria for cultural or creative incubators. 
They vary in size, location, working principles, and selection of tenant companies. Some incubators target 
creative entrepreneurs or a certain cluster of companies, such as design or video game companies, others 
focus on cultural operators. 

Incubators addressing the CCI combine the functions of business incubators and artists’ workshops in 
order to help stimulate innovative ideas and to support their commercialisation. It is their goal to enable 
the creative community to develop market viable ideas that have scalable commercial potential by 
fostering collaboration among the creatives and by introducing business and financing expertise to these 
through training, coaching, and pitching. 

The Working Group identified the current trend of more and more business incubators accepting creative 
businesses into their incubation, thereby familiarising new tenant companies of the CCI with standards for 
enhancing business quality and growth. This trend creates an important additional effect for incubators, 
an invaluable mix of cross-sectoral and complementary competencies.

Creative EU|BICs
It is agreed that there is still an apparent need to develop specialised incubators or EU|BICs for the CCI 
because of three main factors20 :

 •  Actors in the CCI are generally looking for an inspiring, lively environment to operate in,
 •  Entrepreneurs in the CCI need specialised consultancy services that take into account their specific 

operating and business models,
 •  The CCI are often prototype businesses that are project-based and work in fragmented niche 

markets. They profit from like-minded co-tenants offering complementary expertise and skills 
with the potential to create synergies and new business opportunities.

Almost all cultural and creative actors need affordable and flexible workspaces and leases, preferably 
in places giving them access to formal and informal networks, nurturing creativity and enabling them 
to keep abreast of current trends and opportunities. These particular characteristics are almost always 
found in post-industrial spaces in inner cities and an incubator can become an important engine in locally 
developing creative hubs and innovation centres. 

Another reason for the need for creative EU|BICs is that a new type of enterprise—‘born global’ companies—
are beginning to appear. These are young and small companies, international from the start or having 

internationalised their businesses within a very short period of time. These micro-enterprises employ a 
cross-sectoral and cross-border approach (e.g. in the media-design-music-fashion fields or in the product-
service field) and are the result of social mobility and social media connectivity, often originating from the 
internationally-diverse art and design institutes in Europe. In its Policy Guide, the Working Group states 
that this ‘born global’ generation of CCI companies has a different starting point, embodies substantial 
export and growth potential, and may require a different spectrum of business support measures from 
those developed for more traditionally-structured companies. 
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19 Policy Handbook “How To Strategically Use The EU Support Programmes, Including Structural Funds, To Foster The Potential Of Culture For Local, 
Regional	And	National	Development	And	The	Spill-Over	Effects	On	The	Wider	Economy?”,	Working	Group	Of	EU	Member	States	Experts	(Open	Method	Of	
Coordination) On Cultural And Creative Industries European Agenda For Culture. Work Plan For Culture 2011-2014, April 2012
ec.europa.eu/culture/library/publications/cci-policy-handbook_en.pdf
20 V4 –Creative Incubators, “Guide To Places And Spaces Of Creative Incubation In Central Europe”, 2013
www.creativeincubators.eu/about-project/news/creative-incubators-in-europe

21 Ernst & Young,” The Future Of EU Innovation Policy To Support Market Growth”, 2011

HOW SHOULD EU|BICS 
PROMOTE THE CCI?
Different from traditional sectors that EU|BICs have more experience with, the CCI sector is comprised of 
various sectors, each of which is complex and heterogeneous. Therefore, the CCI represents a difficult area 
for policy makers because it relates more or less to any area of public policy. As a consequence, there is 
no one-size-fits-all policy solution for the entire CCI21. Furthermore, incubator and cluster programmes, 
which EU|BICs typically work with, often do not match well with the needs of the CCI and their market 
conditions and might be considered rigid or standardised by creative beneficiaries. It is easy to misjudge 
the content-driven nature of creatives and the specific qualities of the environment that they work in.

Interdisciplinary and Complexity
When addressing the CCI, EU|BICs need to be aware that they are not dealing with one single industry but 
heterogeneous industries. Because of this:

 •  They need to support a dialogue not only across the different CCI sectors but also with sectors 
outside the CCI in order to foster cross-sector fertilisation, to create business opportunities, and to 
open markets. Providing an adequate platform for exchanging information and resources might 
be an effective starting point, 

 •  They need to address the diverse nature of CCI sectors with a certain degree of professional 
understanding of the cultural and creative industries. For the EU|BIC as well as for the creative 
enterprises, the added value of a creative incubator lies in building cooperation across sectors and, 
through that, building trans-disciplinary projects in order to develop synergetic and innovative 
potentials,

 •  They should utilise their ability to create visibility for the CCI sector they incubate, as this can 
support companies’ chances for business collaboration, for attracting clients, talent, and even 
financing, contributing to extending their sales markets (e.g. via PR campaigns, public-meets-
sector events, initiatives aimed at financiers, etc.).  
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Identity and Lobbying
Creatives have the most diverse educational backgrounds and experiences. The CCI sectors consist of a 
variety of enterprises and business models. Many CCI sectors are not organised in associations or lobbying 
groups representing their needs and interests. As a consequence, the sector-specific requirements are still 
not well known and fully addressed by proper public measures:

 •  As a unifying organisation, an EU|BIC can support communication processes between the CCI 
actors, thus helping to create a common culture and language, and perhaps a shared identity that 
might later lead to establishing a political organisation or association, 

 •  An EU|BIC can effectively empower CCI companies with their support in building a pool of talent, 
of resources, of drivers, of complementary expertise in terms of creative approaches as well as in 
terms of business and entrepreneurship. Helping people to help themselves inevitably leads to a 
shared value system and a deeper understanding of one’s own strengths.

Financing and Market Access
One of the main roles of creative BICs is to build the bridge between the CCI and the world of finance. This 
task is particularly challenging since the two sectors certainly do not share a common language: investors 
have little knowledge of the business models and consider financial engagement in the sector to be high 
risk:

 •  Creative BICs offer co-working spaces, labs, specialised workshops, tailored coaching and 
mentoring programmes provided by a certified expert pool in order to leverage CCI products and 
services to be built, financed, and launched. After the first phase of incubation, after failing and 
pivoting, the team should have turned into a robust, viable, and fundable company, able to access 
seed financing, 

 •  When CCI companies continue  setting up their start-up, the incubator guides them in developing 
their concept and business model, financing plan and milestone planning, PR, marketing, legal 
issues, etc. The incubator also provides them with the know-how to identify the right sources for 
start-up financing, the different types of investors and lenders, typical investment amounts and 
deals terms, and supports the preparation of their business presentations and pitches.

Interview with David Furmage,
President of ECIA, European Creative Industries Alliance 

1. How are new technologies shaping the creative industries today? Can and should we do more to support 
the uptake of cutting edge technologies by creative entrepreneurs?

New technologies and latest business trends are in fact affecting and shaping the business model of 
creative companies. There are several factors which have the potential of increasing CCI sales. For starters, 
the ability to access content across such a wide range of devices ‘anywhere-anytime’ with the possibility 

to synchronize devices offers an increasingly growing market for apps, services and content.  Nonetheless, 
this facilitated data-access has also enabled the theft of creative content, often through illegal file sharing, 
which remains nowadays an unsolved issue.  Moreover, as we are heading towards an increasingly 
frenetic world, organisations have to work harder to engage their audiences. This, not only presents a 
growing opportunity for creatives, but also provides new content, experiences and approaches for the 
communications sector. For example, becoming a media producer today is getting progressively easier. 
This means that, in order to survive, creatives must ‘step up their game’ in order to offer higher quality 
and slicker content for less money. Creative design and technologies should be exploited as a horizontal 
enabler, imbedding new creative thinking in industries such as manufacturing, which offer huge growth 
potential into new markets.

Overall, creatives, along with other businesses need to ‘Work Smarter, faster and Cheaper’. This means 
that their back-office functions need to be reinvented, utilising the latest productivity tools. 
They should use data to increase their competitive advantage over rivals by using open, private and 
their own data to:  prove new markets for financiers, run sentiment analysis on their customers, map the 
networks of their rivals, provide dynamic content on their website and target customers more accurately.

2. Access to finance is often cited as an obstacle to growth for the Cultural and Creative Industries. How can 
BICs and other business support actors work with policy makers and creative entrepreneurs to address this?  

Bearing in mind that investors often deem creative companies riskier than the rest, BICs and Incubators 
must really tailor their services to provide helpful access-to finance services for creative companies.  They 
should be able to provide investment-readiness advice to make creative owners more professional in their 
management, able to mitigate the risks perceived by backers and able to sell their commercial vision. 
Factors to be considered include: having a strong management, track record, achievable sales, clear 
intellectual property (IP) and recurring revenues vs one-off sales. These measures will help SMEs qualify 
for mainstream finance.

Business support should also be able to help develop market intelligence that gives financial institutions 
resources able to help them value and rate intangible creative IP across different creative industry sub-
sectors. Specialist creative help units should be generated within local financial institutions alongside 
sessions for financiers to really boost the value of the Creative sector.

Moreover, BICs should spearhead the development and testing of new financial instruments in their 
locality, e.g., Crowd funding Aggregators, Repayable contribution schemes and Loan guarantee schemes. 
(see eciaplatform.eu for specialist reports on Access to Finance Recommendations for creative) and finally, 
develop schemes that support incubation members and allow them to  connect with new market sectors, 
industries and collaboration partners, both in cross-innovation products and opening up new international 
markets for existing products and services. It is important to help develop regional enterprise, innovation 
and cultural ecosystems while acting as an ambassador and voice for the sector.



3. You have been a member of the ECIA Policy Learning Platform from 2012-2014. What are the key lessons you 
have learned and if you could make only one recommendation to policy makers on the basis of these, what 
would it be?

In my opinion, the biggest growth potential for creative and digital businesses will be to promote and 
support them in becoming a horizontal enabler for all industries across a region; similar to the way in 
which ICT is an enabler. Cross-innovation, cross-sectorial growth potential for creative businesses have 
become huge, both selling existing products and services (such as design, games & communications) as 
well as developing new innovations and disruptive services. Currently, EU|BICs are in an excellent position 
to become regional hubs for just such a push. Therefore, I would recommend policy makers to enable 
practical business support and to act as ambassadors at regional-ecosystem level on the economic growth 
that CCIs can bring across all industries.
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WHICH SERVICES SHOULD 
EU|BICS OFFER TO THE CCI?
In the creative industries, we are dealing with different categories of entrepreneurs and enterprises. Young 
CCI companies face very similar problems than start-ups in traditional sectors do. They need to turn an 
idea into a viable product or service, have to understand the market they operate in, must optimise their 
team and added value potential, develop robust business models, go to market at the right time with the 
right marketing and distribution strategy, and all of them need to finance their enterprises. The challenge 
for EU|BICs lies in uniting necessary CCI specific know-how and service offers with an incubator structure 
designed for other industries. 

On the other hand, there is no need for unique or even individual agendas for each of the CCI sectors. 
Instead, it is advisable to create a common and joint framework not only for young CCI companies but 
also for businesses from other sectors in order to stimulate as much cross-fertilisation and collaboration 
as possible.

The list below is not exhaustive, but instead tries to indicate some of the key areas of activity a EU|BIC 
should consider when taking businesses from the cultural and creative industries on board: 

 •  Connect with the newly-formed EBN sub-group specialising in the creative industries, with existing 
creative BICs and other EU|BICs also servicing the CCI for an active exchange of best practise, for 
networking, and market accessibility,

 •  Offer open inspiring spaces that creatives can adapt to their specific needs (literally by moving 
walls) and which are equipped with the latest technological infrastructure,

 •  CCI businesses need support in accessing new clients and new markets (geographically and 
sector-wise). Building international networks for that purpose and opening existing access to 
foreign markets to CCI businesses with on-the-ground logistics is key,

 •  Implement measures to intensify collaborative and interdisciplinary technology and product 
development (workshops, cross-cultural brainstorming, labs, ’jam events’),

 •  Establish an exchange and matching programme for CCI entrepreneurs, across partner BICs and 
across sectors, with the aim to foster international cooperation (matchmaking events),

 •  Provide tailored workshops, coaching and mentoring programmes (like business skills, 
entrepreneurship training, digital solutions, funding programmes),

 •  Build an active relationship with local public and private investors and lenders in order to educate 
them in the CCI value and exploitation chains and to open up investment opportunities. Invite 
their representatives to workshops and labs and to speak at access-to-finance training and 
coaching events for the  entrepreneurs,
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 •  Build an expert pool (e.g. composed of business advisors, investors, technology partners) across 
a network of BICs and partner organisations to effectively access needed international expertise,

 •   Install Living Labs to engage the user in product and service development at an early stage of the 
value chain,

 •  Public relation efforts to promote local incubators and to communicate important activities and 
initiatives in the region are key to successfully building visibility for the CCI,

 •  Engage in a staff exchange with partner BICs in order to enhance the CCI-specific competencies in 
each BIC and to adopt new successful incubation methods for the sector,

 •  Collect data on key incubation processes in order to build fact-based evidence on how CCI 
businesses form sustainable structures, attract finance (amounts and type of financiers), enter 
markets, and distribute their products and services.

Interview with Nikos Vogiatzis,
Director Technology and Cluster Operations, Corallia

1. In your experience, what are the specific characteristics of and challenges facing SMEs in the cultural and 
creative industries? To what extent does this separate them from other entrepreneurs?

Cultural and creative industries (CCI) are becoming increasingly important for the growth and development, 
not only of specific CCI sectors per se but of almost all current industries as the emerging creative economy 
is rapidly becoming a key enabling and accelerating innovation factor. CCI SMEs often need to adopt an 
interdisciplinary and cross-sectorial approach in order to secure sustainable growth, particularly when a 
good majority of companies are initiated not by business-savvy professionals but rather creative industries’ 
talented individuals that engage in entrepreneurial activities. This is a distinctive trait of CCI SMEs that 
differentiates them from other entrepreneurs, while it also makes some business challenges more acute, 
such as internationalisation and access-to-market, building of substantial value-chain operations, and 
coordination of R&D and commercialisation of R&D results. Such challenges often require support from 
external innovation facilitators -like Cluster Organisations and BICs- in order to be effectively tackled and 
addressed.

2. 80% of companies in the creative sector are sole-traders or micro-SMEs. At the other end of the scale there 
are a very small number of large-scale enterprises that account for over 40% of the annual turnover of the 
entire sector. How can BICs support the sole traders and micro-SMEs to grow into sustainable medium-sized 
businesses? 

BICs foster business growth to the extent that firms of different sizes and maturity can interact and benefit 
on various levels, allowing the exchange of ideas, technology and innovation to flourish. To help smaller 
companies grow into sustainable medium-sized businesses, it is important that a creative sector BIC can 

become a point of reference for the entire ecosystem, so that small firms, solo traders and micro-SMEs can 
take advantage of the awareness developed amid larger companies sharing the BIC as the co-location point 
of a wider cluster. This approach can eventually result in smaller companies sharing distribution channels 
with larger ones, gaining access to markets granted by the large-scale enterprises, while benefiting from 
“in-house” BIC services such as training for business planning and modelling, investment readiness and 
internationalisation, access to venture capital funds and so on. As such, the BICs should encourage and 
nurture a clustering effect among smaller and bigger firms, thus establishing win-win synergies and value-
chains that can significantly accelerate SMEs growth.

3. Corallia established the first creative Industries cluster in Greece in 2012. What has been the socio-economic 
impact of this on the creative economy in your region and have there been any spill-over effects into other 
sectors?

Corallia (www.corallia.org) identified early enough a significant potential of talent and entrepreneurship 
in specific regions in Greece that eventually resulted in the establishment of gi-Cluster (www.gi-cluster.gr), 
the first creative industries cluster in Greece with a focus on gaming technologies and creative content. 
Already the impact of this initiative is starting to show, since for the first time a creative economy sector 
in Greece has been organised into a structured business ecosystem, thus enabling opportunities for 
collaboration via a value-chain process within the cluster, sharing common objectives and addressing the 
competitive global market. Within gi-Cluster’s value-chain, software developers, graphic designers, music 
producers, visual artists, social studies’ professionals and others have the opportunity to work together 
and produce stellar results. In this respect, a significant spill-over effect has been the diffusion of ICT 
and gamification techniques in education, tourism, health and other sectors, a trend that we anticipate 
will continue to increase in the near future, supporting the further development of cultural and creative 
industries in Greece.  
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BEST INCUBATION PRACTICES FOR 
ADDRESSING THE CCI SECTOR
Rioni ‘Sassi’ Incubator –
example of applied creative entrepreneurship 
EU|BIC Sviluppo Basilicata managed the creation of Rioni ‘Sassi’ Incubator, a unique structure and example 
of applied creative entrepreneurship focusing its core expertise on cultural and creative fields. It is located 
in the historical centre of Matera, a city listed by the UNESCO as World Heritage site. The Incubator was 
built from ruins of what used to be characteristic houses embedded in the white chalky mountains and 
valleys, typical of the region. 
Today, the Rioni Sassi Incubator has become a hub for the creative world; designers and artists have made 
it their base owing to the availability of excellent services and the inspirational environment. 
Its main objective is to establish Matera as a gravitational centre for culture, and as a creative cluster, 
from which it can spread its influence to the surrounding territories, while consolidating its position as 
the leading player in an evolving creative framework. For this reason, in parallel with the launch of the 
incubator, the creation of an international design school (Matera Design System) was a crucially important 
project. 

The incubator’s role in this field is to act as an instrument that promotes product innovation, offers 
guidance, influencing and creating lifestyles, enabling diversification and quick response to market 
changes. The project highlighted the importance of merging creative skills to best business practices in the 
area and served to define the opportunities for growth that are prevalent in this sector of entrepreneurship. 
Interestingly enough, most of the incubator’s start-ups are drawn by public/private partnerships and 
project support by national or EU funds. This is a remarkably open minded approach, typical of the 
creative/cultural industry, and quite unusual when compared to more traditional sectors. 
Moreover, the incubator has become a hub for culture and creativity where innovation, design, ancient 
local handicrafts come together in happy melange of creativity. Together they have created a new model 
for the revitalisation of small businesses in the area, as well as innovative start-ups and spin-offs. Much of 
this is given by the wide range of services provided by the incubator staff and entrepreneurship training 
courses. 

Conscious of the need for a profitable exchange between territories and businesses, the Rioni Sassi 
incubator tries hard to facilitate interaction between different entities within the community, raising 
awareness about the value of culture and engaging in the community in the initiation and further 
development of creative projects, starting of course, with those who are directly involved. Therefore, the 
challenges consist in identifying potential and necessary forms of cooperation and creating the necessary 
links between culture, education, research and economic systems, without losing sight of the goals and 
needs of the community. 

The socio-economic development, combined with the attractiveness of the cultural, natural potential of 
the city of Matera is an extraordinary opportunity for the entire territory. It is also an excellent model of 
valorisation of cultural heritage into a new sustainable and innovative model of business, one that can 
serve as an example to other regions with similar potential. 

8

“The Cultural Incubator is now on going with its creative enterprises and a national foundation acting 
on research and sustainability. But, starting from October 17th 2014 the scenario has changed with an 
enormous opportunity: Matera has been appointed European Capital of Culture in 2019.
This incredible result has been achieved thanks to the City’s effort and the participation of citizens in the 
candidature process, coordinated by a very professional and skilled Organization Committee. Someone says 
there are many beautiful towns all around Europe and in Italy for sure, but Matera is not only a beautiful 
city, it simply IS… Matera dates back to about 10.000 years ago, from age to age it has been surviving and 
adapting itself to the surrounding environment while remaining the same with its beauty without time.
Matera is the perfect example of creativity and sustainability and therefore the Incubator, which is localized 
in the ancient “Sassi” and open to design and innovation, is a perfect synthesis of that.”
 
 
Vittorio Simoncelli, Head of B.U. Local Development & Business Incubator Sviluppo Basilicata, Italy 

In order to be able to create a business and innovation-friendly space, creative EU|BICs need: 

 1.  Favourable framework conditions at local, regional, and national levels, sustaining creative 
businesses through carefully structured policies (e.g. start-up support, tax and employment 
laws, etc.),

 2.  Active stakeholder engagement: dynamic partnerships with research institutes, universities, and 
other higher education institutions, with regional development agencies and banks, commercial 
lending institutions, private investor networks, venture capital funds, and crowd financing 
platforms. Furthermore, creative BICs benefit greatly from networking and a knowledge 
exchange with other BICs specialised in the CCI,

 3.  High-quality tailored services, industry events and sector relevant training, coaching and 
mentoring programmes,

 4.  An experienced and well-connected management team able to deliver the services and specific 
support measures to creative entrepreneurs as well as adept in beginning and maintaining a 
constructive dialogue with policy makers.
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22 See footnote 16.
23 European Commission (DG Education & Culture), “Report On Open Method Of Coordination-Expert Working Group (OMC-EWG) On Cultural And Creative 
Industries (CCIs)”, 2010. 
24	www.berlin.de/projektzukunft/fileadmin/user_upload/pdf/studien/Report_Impact_Assessment_2013-web.pdf

services (from idea to business readiness) as well as incubation services (from business planning to 
internationalisation support). 

ICULT intends to become the leader of a territorial network among public and private stakeholders 
that fosters the use of new technologies in cultural products and services, and aims to attract external 
investment. The incubator accessed additional financing and expertise for its activities via participation 
in 7 EU projects since its foundation.

“At our BIC Lazio Incubator we offer a wide variety of services and practices that range from fostering 
commercial opportunities and agreements between the creative and cultural entrepreneurial ecosystem, 
universities’ spin-offs and startups. As well as offering business support, for example developing a creative 
approach to Canvas modelling through “The Canvas Game” and a virtual community software “Toolbox 
Shapes” for CDI players’ networking, we provide training on how to use international financial opportunities 
in developing local businesses. Moreover, we are upgrading 3 of our Incubators with FabLabs, «fabrication 
laboratories» that give people and enterprises the opportunity to build prototypes using digital and analogic 
tools, promoting an exciting new program for the creation of business ideas by creative talents called 
“Contamination Lab” and finally introducing an innovative approach to our co-working spaces”. 
 
Laura Tassinari, CEO BIC Lazio, Italy

The Cluster 2020 Report tries to understand how and to what extent incubators (BICs) address creative and 
digital businesses differently: “One of the major roles attributed to CDI incubators is to raise awareness on 
the potential and on the contributions of CDI to other sectors and enterprises. Underlining this win-win 
context helps creative and digital businesses to expand their areas of business and to diversify the range 
of clients.”22 Incubators can also play a key role in facilitating CDI entrepreneurs’ access to public support 
programmes, e.g. for building and enhancing their export capacity, supporting their infrastructure and 
cooperation, and developing training or coaching.23

When looking at clusters for the CCI we probably expect them to differ greatly from those of other industries. 
The authors of the Report on “Developing Successful and Creative Clusters”24 concluded, however, that 
CCI clusters—when compared to other industries—show more similarities than differences. Because they 
share the same features with other industries, CCI clusters and their management organisations can and 
should be similarly treated with regard to currently available frameworks to measure output, outcome, 
and impact.

With a total investment of around 5 million euro, BIC Lazio’s public-private partnership laid the foundation 
for the urban renewal of the city of Viterbo. 

Since 2011, BIC Lazio incubated 81 companies from different sub-sectors of the CI so far. BIC Lazio’s creative 
and cultural business incubator ICULT opened in 2013 in Viterbo, 100 km north of Rome. It is located in the 
old slaughterhouse of the city. In partnership with the Carivit Foundation, the foundation of a local bank, 
BIC Lazio purchased the building and reconstructed it for collaborative use with the foundation. By not 
only hosting the incubator for CCI start-ups, but also the city museum, an auditorium for cultural events, 
rooms for workshops and a dining space, the building has become a regional lab and important cultural 
centre. 

ICULT organised up to 60 cultural events (workshops, exhibitions, book presentations, music, and theatre 
performances) during the last years, thus becoming a central place for culture and creativity in the 
municipality and contributing to active networking between companies, institutions, associations, and 
other stakeholders.

Infrastructure
ICULT is a fully wired space with 1.330 m², providing 14 rooms for companies from 25 to 50 m². Additionally, 
the building has a lobby, a training and a meeting room, and a  co-working space as well as an open space. 

Objectives
With collaboration agreements signed with the University of Tuscia, the government and the association 
of national businesses in culture, tourism, sports and leisure, ICULT offers integrated pre-incubation 

Also Barcelona Activa’s programme, CREAMEDIA, supports the CI with tailor-made business training 
and individual entrepreneurial tutoring to create an ecosystem that is supportive of companies that are 
relevant for Barcelona’s economy and international strategic positioning. 
Barcelona Activa co-finances the approximate costs per incubation round, 20.000 euros, with ERDF 
funding. It is shared practise that regional public bodies finance the incubator’s management and staff. 
Barcelona Activa, on the other hand, offers offices and rooms at their own central premises.

Barcelona Activa’s focus lies on providing their CCI incubator companies with training programmes 
for developing their entrepreneurial and business skills, offering individual tutorials and mentoring. 
The incubators are very aware of the necessity to facilitate networking and collaboration between the 
companies and, therefore, organise networking lunches or other regular events.
For Barcelona Activa, not only the collaboration of stakeholders is vital, the agency underlines the 
importance of establishing an advisory board to assess the content of the programmes and to align the 
activities of the incubator and of involved actors. 
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CASE STUDY – THE 3C 4 
INCUBATOR PARTNERSHIP
The main goal of the 3C 4 Incubators Project is to develop actions to promote the cultural and creative 
sector as a factor of territorial development and economic and social innovation, to support cultural 
and creative SMEs as well as initiatives and cultural incubators through networking approaches and to 
promote the integration of results and experiences, contributing to EU decisions and policymaking. The 
partnership is formed by the following organisations:

Strengths of The 3C 4 Incubators Partnership
The partner organisations have different 
profiles and developed complementary 
competencies, ranging from sector 
expertise, for example, in audio-visual, 
cultural heritage, and cultural or film 
tourism to building effective institutional 
networks and implementing regional 
strategies for developing the local CCI.

Expertise in The Partner Network
The partnership shares valuable practical know-how in dealing with the cultural and creative industries 
like:
 •  Best practises in cultural incubation,
 •  Competencies in territorial management and spatial planning,
 •  Experience in working with financial instruments like micro-credits, risk capital, and EU funding, 
 •  Setting up of a CCI incubator and experience with certification in the sector,
 •  Connecting the CCI with social and economic innovation (developing financial tools and economic 

indicators),  
 •  Practise in working on business and fee models in the CCI, on market access and distribution, as 

well as on the internationalisation of CCI SMEs, 
 •  Experience with training and coaching CCI companies.

Needs within The 3C 4 Incubators Partnership
The partners identified key requirements for supporting the growth and creation of CCI businesses in 
their regions. A regional strategy, streamlining activities, and initiatives of policymakers and stakeholders 
all lay the needed foundation to secure funds and develop financial tools that are accessible for CCI 
entrepreneurs, allowing the companies to expand and to hire people. Furthermore, specific know-how 
has to be built and provided, for example: 

 •  Entrepreneurship training for creatives,
 •  Sector-specific training for financiers,
 •  Strategies for attracting equity investors to the CCI,
 •  Collaboration between traditional SMEs and CCI stakeholders, 
 •  Establishment of incubators and accelerator programmes, helping entrepreneurs to reach the 

market faster and for growing their companies,
 •  A dialogue between creative BICs, local policymakers, and EU representatives in order to better 

lobby for the CCI, 
 •  European and international networks for CCI companies to access new partners and markets, 

essential know-how, and needed financing. 

In order to better support their local CCI SMEs and to meet the market challenges in the sector, the 3C 4 
Incubators Partnership aims to join the EBN sub-group specialising in the creative industries. Collaborating 
in this specialised group will greatly enhance members’ competencies, boost their CCI businesses and help 
build the visibility of the European cultural and creative industries. The partnership intends to establish a 
network of international BICs that are incubating creative enterprises and to collaborate with associated 
organisations in order to create an attractive network that new members can join.
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EBN PROJECTS ON CREATIVITY
In working with the CCI, EU|BICs, creative BICs, and municipalities and countries streamline their strategies 
with the EU objectives and programmes, like: 

 •  The Europe 2020 Strategy’s flagship initiative “Innovation Union”,
 •  Creative Europe with its three strands (Culture Sector support, Audiovisual Sector support, Cross-

Sectoral support), 
 •  Research programmes like Horizon 2020.

In building specialised and competent networks and acquiring sector-relevant competencies, EU|BICs/
creative BICs enable themselves and their incubated companies to form meaningful consortia for 
successfully engaging in EU projects. EBN has recently engaged its members in several collaborative 
projects on CCI, some of the most significant are reported below.

The Cluster 2020 project is part of the European Creative 
Industries Alliance (ECIA), which helps deliver smart, sustainable 
growth through practical trials and tests around finance, voucher 
schemes, clustering and collaboration. Cluster 2020 are addressing 
next-generation business support and clustering for support 
organisations alongside policymakers. Help is simultaneously given 
to a number of SMEs, which in turn, provide test-bed for new ideas.

The aim of Cluster 2020 is to trial a range of practical ideas that will help cluster managers offer a truly 
’next generation’ range of services to help their members grow and succeed. Findings from this cluster 
project and the other ECIA ‘concrete actions’ will form a new blueprint which will provide guidance on 
how to run creative and digital clusters, highlighting their particular needs and how they differ from well-
established clusters in other sectors. 

The Knowledge Incubation in Innovation and Creation for Science 
project aims to build bridges between arts, science and technology. 
It merges science and creative minds to stimulate interactions 
between both disciplines thus leading and enabling processes of 
mutual learning. By encouraging young adults (14-17) to engage in 
scientific activities and raise their interest in science and technology, 
it provides them with the opportunity to discover new ways to look at science with the support of creative 
and artistic interventions as well as connect innovative ideas stemming from these activities to the 
business world.

Europeana Creative is a European project that also envisions the syncing 
of two different tangents, that is cultural heritage and creative industries. It 
counts on the contribution of 26 partners from 14 European countries with 
diverse backgrounds. These include content providing institutions with world 
famous collections, creative industry hubs and organisations, tourism and 
education sectors, living labs, software developers and multimedia experts, 
as well as think tanks.
The project sets out to demonstrate that Europeana, the online portal 
providing access to more than 30 million digitised cultural heritage objects 

from Europe’s libraries, museums, archives and audiovisual collections, can facilitate the creative re-
use of digital cultural heritage content and associated metadata. Partners will develop a number of pilot 
applications focused on design, tourism, education and social networks. Building on these pilots, a series 
of open innovation challenges will be launched with entrepreneurs from the creative industries to identify, 
incubate and spin-off more viable projects into the commercial sector.
The project’s goals will be supported by an open laboratory network (the Europeana Labs), an on- and 
offline environment for experimentation with content, tools and business services, and a licensing 
framework where content holders can specify the re-use conditions for their material. The project will be 
supported by continuous evaluation and business modelling development.

Instead, the TESLA project is a transnational innovation 
support project involving eight partners from six EU 
Member States whose overall objective is to support the 
growth and development of early stage High Potential 
Start-Up (HPSU) companies in Ireland, Wales, Germany, 
France, Belgium and the Netherlands through a programme 
of transnational pilot innovation and business support initiatives.  The project consists of ten targeted 
initiatives aimed at helping HPSUs internationalise more quickly, access key export market intelligence in 
the European Union and beyond, identify new product development opportunities and, with the support 
and expertise of the partner network, to identify new sources of finance for HPSU development. The 
project will invest €3.8m in the partner regions over a three year period, 50% of which will be provided by 
the European Regional Development Fund through the Interreg IVB North West Europe Programme

3C4 Incubators is a project that enjoys the participation of nine 
partner organisations from six different countries. It is divided 
into three phases, in which 3C 4 Incubators are envisioned to 
develop actions to promote the cultural and creative sector as a 
factor of territorial development as well as an engine of economic 
and social innovation. Support towards cultural and creative 
SMEs is provided while cultural initiatives and incubators 

promote the integration of results, experiences, project’s proposals and guidelines.  In turn, contributing 
to the EU decision- and policy-making in order to reach and involve governing bodies in discussion while 
disseminating the results and outputs across the institutional network at various territorial levels.
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Learn Engage Create’s goal is that of developing training for 
creative companies’ senior staff to increase their knowledge and 
skills regarding partnering with Higher Education Institutes (HEIs), 
as a step to further innovation and growth. The overall aim is to fill 
a gap in VET provision by developing a valued training resource to 
be used both directly by creative companies and by mainstream 
SME support providers to improve their services to this growing 

sector. Across Europe governments wish to “unlock the potential of cultural and creative industries” given 
their positive impact on economic, cultural and social development. More specifically, policy focuses on 
promoting technical and “soft” innovation to help individual creative companies achieve their potential 
and become high growth SMEs. In practice though, creative companies are unlike other types of SMEs and 
face different barriers to innovation, including constant battles between creative vs. commercial value. 
Traditional business education has not often responded well to creative companies’ needs, but fortunately 
many universities are generating collaborative projects for creative and cultural industry partners, 
sharing applied research, technology applications and clustering. Beginning in 2010, the SUPORT project 
developed resources to train SMEs to successfully collaborate and access innovation alongside HEIs. Learn 
Engage Create will adapt these resources specifically for Creative Company managers and employees. The 
project is led by Northern Chamber of Commerce, representing over 1500 companies in West Pomerania 
and includes Prestige Brand, a successful Polish Creative Company, a French innovation expert, a UK 
specialist in e-learning and digital marketing and the European BIC Network, reaching enterprise support 
providers all over Europe. Project outcomes will be delivered via a dynamic website and multimedia DVD 
and include: 

 •  User friendly, visual, interactive roadmaps to accessing innovation and research, 
 •  Classroom training course designed for use by business support providers,
 •  Self-guided e-learning materials for SME owner managers and senior employees. 

Launching in January 2015, InnoCreate aims to stimulate the growth of the creative industries in Europe 
by overcoming challenges at individual SME level (size, access to finance…), at the innovation support 
level (disparity in quality of support) and at overall creative industry level (fragmentation, localisation, …).  
InnoCreate addresses these challenges by networking innovation support players and harnessing their 
regional strengths into a European ecosystem to respond more effectively to SME needs.  As of October 
2014 the InnoCreate network reaches directly into 15 European countries through 11 partner organisations 
and a further 6 associate partners. Its goal is to go develop into a sustainable network of 100+ innovation 
multipliers covering all 28 EU Member States by December 2016.  

Two specific end user groups of SMEs will benefit from supports provided through InnoCreate:

Both of these target groups (C&I SMEs), will be equally supported, for example, from helping ICT SMEs 
identify market opportunities in the creative sectors across Europe to preparing creative SMEs to  exploit 
the latest ICT technologies to prepare business plans for banks or pitch to investors.  
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