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Abstract
Economies of developed countries heavily rely on small and medium enterprises, in which entrepreneurship is highly expressed. For that reason, the government's economic planners focused attention on creating the economic environment within all industries in which SMEs will be able to develop easily and freely. However, entrepreneurship in Serbia and in most Western Balkan countries mainly refers to the production and service activities of the real sector and much less on the creative industries. It deals with insufficient knowledge of the potential of this industry which in developed western countries recorded the continual highest growth rates both in revenue and in number of employees and we’re always looking for additional qualified staff. In addition, products and services of creative industries in these countries are become the very important export items. The importance of the creative industry expresses not only the results that it achieves, but also the attention that it deserves from the most important global institutions such as UNDP, UNCTAD, World Bank. Statistical indicators from the United States, which are used in this paper very clear show the kind of results which can be achieved by the creative industry if government intends to help its development. Entrepreneurship has particularly important place in the creative industry, given that a large part based on the creativity and initiative of individuals. Beside film and music industries, which by their very nature and number of consumers realize huge incomes, creative industries includes specific vertical segments that will reach its peak in coming years, this are primarily related to the development of computer animation and interactive television. For this reason, the economic planners of the Western Balkan countries should devote significantly greater attention towards creative industry that would also have to be taken into account in long-term plans of educational systems. A creative industry requires much less investment for the new job creation, which usually represents the biggest obstacle to faster economic development in these countries. This industry are partially relying both on the cultural heritage and cultural tourism, which by their nature entail a development of numerous other industries, such as transport, construction, food processing, textile industry and others. In order to encourage the development of creative industries should be used best practices from the European Union in particular from Great Britain, where creative industry accounts for a significant percentage of the GDP, and also in the foreign trade balance.
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 Introduction 

Broadly speaking, creative activities has occurred at the dawn of civilization when, beside to the permanent struggle for survival, people find time to be creative and express themselves. Many artefacts show that the ancient civilization developed and encourage creativity in fulfilling everyday necessity as well as in the construction of monuments, some of these are classified as an invaluable human inheritance. Looking from this angle, could be said that the creative industries have always existed, but the term industry implies that these refers to the organization of mass production, thus their origin particularly related to the modern era. 
The first mention of the phrase creative industries is in the document Australian Government’s „Creative Nation“ in which it addresses the potential of cultural industries. Later on, that phrase is widely accepted by members of these industries and also by the general public. Also, the creative industries have become well-deserved recognised economic sector in the plans of the government that can achieve significant revenues for the Gross national product with a modest investment.
The aim of this paper is to highlight the importance of entrepreneurship in the creative and artistic activities and to show to creators of economic development how important may be the development of creative industries, which generally do not require large investments, excluding some high-tech industries.

For the purposes of this study, have been research the effects of creative industries in a few developed countries where these industries are particularly encouraged by various measures of governments as holders of highest revenue and employment growth in comparison to other industries. Also were collected all available data on the state of creative industries in Serbia and the Balkans.
Special attention is given to the self-employment opportunities of young artists of all artistic genres, by fostering entrepreneurship and creating an environment for the promotion of such way of financing and organizing creative activities. The results have been achieved in some countries, fully justify this approach. 
Creative industries are based on the artist as producer, who, beside real artistic creativity, can create huge profits in the production of mass culture, such as film, music or publishing. The concept of creative industries makes it necessary that artists have to actively participate not only in arts activities but also in economic approaches, and not to wait that money comes from state budgets and sponsorship. For this reason, governments should create the environment to consolidate the status of national culture and encouraging creative people. Cultural policy must provide the artistic professionals a chance to survive in the market, and avoids any economic restrictions for artistic projects by the government.
1. Methodology
The subject of this paper is to define the determinants of success in entrepreneurial process on example of the creative industries as the industries of future either in Serbia, EU Member States and the countries of the Western Balkan. The research problem, identification of major determinates and key success factors in this business area. The aim of this work is to analyze the possibility of applying a modern concept of entrepreneurship. The key point in such endeavours is accepting risks and changes based on the innovative activities in order to create conditions for businesses development within the creative industries and strive to achieve EU business excellence model. The final intention is to create of the same business environment in Serbia in order to reducing the poverty and unemployment, through increasing the profitability and vitalization of the economy as a whole. Having in mind the specificities of this research subject, it has been used the different research methods to fulfil the basic methodological requirements: objectivity, reliability, generality and systematicity.

For the purpose of this work, we undertook various research and study on the theoretical scientific knowledge, relevant literature and contemporary business practices by using methods: induction, analysis, synthesis, generalization, complex observation, comparison and content analysis
2. Research results and discussion 
1.1 What are the Creative Industries
The creative industries encompass a broader range of activities which include the cultural industries plus all cultural or artistic production, whether live or produced as an individual unit. The term “Creative Industries” was a concept of the Department of Culture, Media and Sports of United Kingdom (UK DCMS), which has listed out 13 types of industries: Advertising, Architecture, Art & Antiques Market, Crafts, Design, Designer Fashion, Film & Video, Interactive Leisure Software, Music, Performing Arts, Publishing, Software & Computer Services, and Television & Radio. The broad definition of the creative industry also includes a number of creative sectors which specialize in production, distribution and retail, for example museums, booksellers and cinemas. These categories were classified conforming to the actual situation and business development in UK, and hence not necessarily applicable to other countries. For comparison in the table below, provides another classification of creative industries.
Table 1. Concept and context of the creative economy

	UK DCMS model
	Symbolic texts model   Core cultural industries
	Concentric circles model Core creative arts
	WIPO
 copyright model Core copyright  industries

	Advertising

Architecture

Art and antiques market

Crafts

Design

Fashion

Film and video

Music

Performing arts

Publishing

Software

Television and radio

Video and computer games


	Core cultural industries

Advertising

Film

Internet

Music

Publishing

Television and radio

Video and computer games

Peripheral cultural industries

Creative arts

Borderline cultural industries

Consumer electronics

Fashion

Software

Sport


	Literature

Music

Performing arts

Visual arts

Other core cultural industries

Film

Museums and libraries

Wider cultural industries

Heritage services

Publishing

Sound recording

Television and radio

Video and computer games

Related industries

Advertising

Architecture

Design

Fashion
	Advertising

Collecting societies

Film and video

Music

Performing arts

Publishing

Software

Television and radio

Visual and graphic art

Interdependent copyright industries

Blank recording material

Consumer electronics

Musical instruments

Paper

Photocopiers, photographic equipment

Partial copyright industries

Architecture

Clothing, footwear


Source: http://www.ifap.ru/
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Figure 1. UNCTAD classification of creative industries

The creative industries are those in which the product or service contains a substantial element of artistic or creative endeavour and include activities such as architecture and advertising, in accordance to that, UK DCMS offered a definition of Creative industries "...those industries which have their origin in individual creativity, skill and talent which have a potential for job and wealth creation through the generation and exploitation of intellectual property"

Although these industries connected creativity, their structure is very different, not only by meter of work, but much more in terms of organization and technologies for their product realization. Such kind of diversity in some way implies the kind of entrepreneurship and ability to quickly adapt to market demands. In order to illustrate this assumption should be given a brief description of each of the aforementioned industries.

· Advertising 
Beside numerous of definitions, the following definition very clear describe the core of advertising. „The activity or profession of producing information for promoting the sale of commercial products or services.“
 Without any doubt, advertising is the most dynamic creative activity where only constant is change. Innovative formats, new technologies and shifts in priorities mean there’s always something new and always something next in ongoing quest to communicate with consumers. 
· Architecture

Architecture is the activity of designing and constructing buildings and other physical structures that integrate with their surrounding landscape as town planning, urban design, and landscape architecture. On the micro level, architecture means design of architectural or construction details and, sometimes, furniture. 

· Art & Antiques Market

“Art and Antiques includes paintings sculpture, works on paper, other fine art, furniture, other discrete disciplines and collectibles. The main outlets for these products are: auctions, galleries, specialist fairs, shops, warehouses, department stores and, more recently, the Internet.”

· Crafts

Craft production refers to work carried out by a skilled worker. Its aim is to produce not just a commodity but to do something for its own pleasure. In craft production, the work expresses the individual’s talent and creativity. Therefore it is less standardised form of production than the machine based mass industrial production.
· Design

Design itself is highly artistic discipline with different way of expression as graphic design, industrial design, system design etc. However design is primarily creative work, as said in following definition: "Design is the human power to conceive, plan, and realize products that serve human beings in the accomplishment of any individual or collective purpose."

· Fashion Design 

The definition of fashion designing is very wide and covers host of activities relating to conceptualizing, creating the designs and preparing patterns for costumes, clothes, garments, clothing accessories, jewellers or any other articles intended to be worn by humans. Most of high-fashion designers, who established fashion trends, are self-employed and design for some fashion companies. These designers create original garments, as well as clothing that follow other fashion designers who are working for apparel manufacturers, creating designs of men's, women's, and children's fashions for the mass market.  
· Film & Video

Film and video produces, beside feature films, mass adverts spots promotion and other videos for cinema, video, DVD and television. The integral and very strong part of this industry is distribution, broadcasting and cinema showing. Through wide distribution channels film and video industry provides film and tape delivery and storage, as well as buying and selling of film and video distribution rights. 
· Interactive Leisure Software

Interactive Leisure Software products are generally known as video games. The same as traditional games, they are created with the purpose of entertainment and support learning in schools. Teachers play a crucial role in the successful use of these games for learning and motivating children to learn competencies such as communication and team work. 

· Music

Music industry, well known from the second half of twenty century as recording industry, include music performance, composition, distribution, promotion, production, training and education, as well as record labels, recording studios, live music venues, manufacturing and sales music equipments. 

· Performing Arts

The performing arts covers all sorts of stage art, performed live by artists for an audience, it  can take the form of theatre, opera, poetry, dance, ballet, concerts, the circus, puppetry, etc., Performing arts are a special case since their products are expressed only as an intangible service, unlike other sectors of creative industries that produce tangible creative goods.

· Publishing

Publishing and printed media are the literary production in the form of various types of books as novels, poetry, education, entertainment as well as all types of printed media, newspapers and magazines. Publishing and print media are very important sector of creative industries from the cultural and economic point of view. In the last twenty years, publishing and print media are facing a growing trend of electronic publishing, which forces them to think of alternative ways of preservation the market positions.
· Software & Computer Services

Software & Computer Services generally include the development of computer software and providing related services. This industry, beside it’s creatively sector, includes production of equipment, consultancy, training etc. The importance of this industry is primarily reflected in the software development business that can directly contribute to new jobs creation as a labour-intensive activity, and to bring significant revenues to the country’s GDP. In addition, this industry significantly influence to growth of other industries' production and services, due the fact that ICT systems are essential for all other businesses.
· Television & Radio.

Radio TV industry includes broadcasting station and a network of companies that produce programs or sell the rights to broadcasting the recorded TV and radio programs. Programs are usually consisting of national and local news, some specific thematic contents, musical shows, movies, various entertainment shows, commercials and other. Some of the larger and better equipped stations produce own programs, but most of the programs are produced outside the broadcasting radio television stations by specialized companies that are usually classified into film and video industry.
Since the activities of the creative industries are overlapping with some other industries there are lot of classifications of these industries, but classification done by UNCTAD is very illustrative due its horizontally layers according the types of activities.  
1.2 Development of the creative industries
History of the creative industries dated long before the first formal use of that phrase, however organized development of the industry begins only when some economists from the developed countries began to understand its potential as a generator of new job places and as a significant export opportunity. The beginning of the modern creative industry can be related to initiatives of creative and enterprising artists who have invested their own funds in various forms of creative production, with uncertain possibilities to return of investment. Over time, in creative industries have come professional managers specialized in this type of activity bringing the spirit of entrepreneurship. And just this symbiosis of arts and entrepreneurship has delivered the modern creative industries. Today there is no doubt, should be creative industries develop or not, but planners are trying to find as much as possible effective way for its development. Also, they gladly include all stakeholders as artists, arts managers, NGOs, cultural institutions, founders and the education sector, in definition of long-term economic development plans counting that all investment will be multiply returned.

3. The current position of the creative industries
Despite all the attention directed to the creative industries their position in most of countries aren’t adequate in comparison with their economic potential. However in some developed countries as UK, USA, Canada and Australia, the creative industries are concerned as economic sector with high priority in government’s plans. Very deep economic crisis, that has shocked the leading developed countries, has redirected attention to the creative industries as key factor in structural transformation of world economy. Thanks to their flexibility and adaptability creative industries can initiate the process of economic recovery, without significant investment. For example, the UK film industry in “compares with a current cost of the film tax relief of around 110 million pounds a year, meaning that an extra 13 pounds in GDP is generated for every one pound invested. Overall, the report estimated that the movie business contributed 4.6 billion pounds to the economy last year, compared with around 4.3 billion in 2007.“ 
 

Also, EU Commission has show a particular attention to the creative industries in their study “The Economy of Culture in Europe” issued in 2006.  which “ has been the starting point of a quick political revaluation of the Creative Industries in Europe and its member states.”
 This study underlines the sustainability development of whole culture and force member states to adopt the development plans of these industries. “More importantly, some EU member States have been looking into ways of analysing the commercial value of creative industries without necessarily attempting to capture their cultural and social values. Those countries are developing programmes to turn creativity into industrial successes. These attempts are relayed in cities and regions.“ (p. 32)

1.3 The creative industries in Serbia
The creative potential of Serbia, its creative capital, and especially the different domain of entrepreneurship in the culture, therefore, the contribution of the private sector, never gained enough attention in the development process neither at national nor at the regional level. (Kreativne industrije i ekonomija znanja p.11). Unfortunately this statement is still valid, and there is no indication that Serbian Government has intention to change anything. Only active voice has come from some NGO as well as from some art associations as is Academica from Belgrade. These initiatives result in 2006. in new way of thinking about creative industries in Serbia. The first tangible result was the study „Creative industries: recommendations for the development of creative industries in Serbia“ which was the result of one-year project initiated by the British Council in Belgrade, the field of creative work is beginning to be considered in a different socio-economic perspective. (Mikic, 2008. p 40,41) Thanks to this study and enormous effort of different organizations now we do have vide initiatives to create creative clusters in Serbia. The first one is Creative cluster of Vojvodina with numerous of artist and creative entrepreneurs associated in very powerful organization. The similar cluster is organizing in Southeast region of Serbia.
1.4 The creative industries in the South East Europe 
In order to properly perceive the change mode in the context of the creative economy of South East Europe, it is important to analyze several key preconditions for the development of creative economy in Southeast Europe. The first and most important of these key dimensions related to the issue of (de) centralization - with one hand as regards the areas of financing, on the other hand, considering the spatial dimension (de) centralization. In South Eastern Europe there are two levels of centralization that can be spoken when exploring the area of creative industries. The first level and centralization stems from the fact that until recently, financial support for these activities was centralized at the state level. It is still the tendency is present, whether we are talking about financial aid that is allocated to central level or that level of local administration and government. Investment in creative industries was also minimal, as businesses venture and private initiatives in this field. (Primorac, 2010, p 104). The way out from this circulus vitiosus is introduce the entrepreneur behaviour in creative industries and leave the habit to wait the support from government's budget as unique sources of financing.

4. The creative Economy 
The best illustration how important is creative economy gives the following citation “Britain makes more money from music than from its car industry. In the United States, the core copyright industries achieved foreign sales and exports of $60.18 billion-a figure that surpasses, for the first time, every other export sector, including automobiles, agriculture, and aircraft. ”
 Knowing this facts it seems very logical why UN gain such attention to the Creative economy. They suggest that that “Fundamental to an understanding of the creative economy – what it comprises and how it functions in the economies of both developed and developing countries – are the evolving concepts of “cultural industries” and “creative industries”.( Creative Economy, Report 2010,p3) This publication, also contains a number of successful examples from undeveloped countries: film industry in India and Nigeria, fashion industry in Africa and Asia, soap operas in Mexico and Brazil, tourist attractions in Brazil and Caribbean. Such industries in developing countries have been promoting trade, while often providing training and employment to the poor. The best example is Nigeria's film industry with revenue of almost 3 billion USD. It is the third largest film industry in the world, following the US and India. Their “Nollywood” produces more than 1,000 films annually, creating thousands of jobs and is the country's second most important industry after oil.
It is obvious that the shortest way to improve a country's economy is to encourage creativity and entrepreneurship in the cultural and creative industries. Developing countries in particular have a good reason to run their economies in such a way taking into account the untapped potential of tourism, national heritage and culture that can be a locomotive in the economic recovery. The current approach, of most third world economies, to establish a production and export of raw materials has proved to be fatal due to the price fluctuations and limited natural resources as well.

1.5 The creative industries - Fact and figures
Due to the limited scope of this work have been presented data only from two sources, but they are sufficiently illustrative to confirm the assumption that the creative industries have the highest growth rate compared with any other industries, especially in comparison with conventional manufacturing industries. The importance of the creative economy has been emphasise in a recent survey on employment in the cultural sector conducted by the EU, which showed that the rate of employment growth in cultural sector were four times higher than the EU average. The similar situation is in UK, shown in Table 3. 
Table 2: Gross Value Added (GVA) of the Creative Industries, UK - 2008 Data
	Sector 
	GVA at basic prices (£million) 
	Proportion of total UK GVA (%) 

	1. Advertising 
	7,800 
	0.7% 

	2. Architecture 
	3,600 
	0.3% 

	3. Art & Antiques 
	300 
	0.03% 

	5. Design 
	1,600 
	0.2% 

	6. Designer Fashion 
	100 
	0.01% 

	7. Film, Video & Photography 
	2,700 
	0.3% 

	9 & 10. Music & Visual and Performing Arts 
	3,200 
	0.3% 

	11. Publishing 
	10,100 
	1.0% 

	8 & 12. Software & Electronic Publishing 
	26,400 
	2.5% 

	8 & 12. Digital & Entertainment Media 
	200 
	0.02% 

	13. TV & Radio 
	3,200 
	0.3% 

	Total GVA for Creative Industries 
	59,100 
	5.6% 

	Total GVA for all Industries 
	1,053,9002 
	


 Source: Annual Business Survey (ABS), Office for National Statistics (from Creative Industries Economic Estimates, 2010)
Table 3: Creative Employment, Great Britain - 2010 Data (July - September)
	Sector
	Employees in Creative Industries
	Self-employed in Creative Industries
	Employees doing creative jobs in other industries
	Self-employed people doing creative jobs in other industries
	Total Employment

	1. Advertising 
	89,100 
	25,400 
	163,800 
	21,000 
	299,200 

	2. Architecture 
	63,300 
	35,300 
	26,300 
	3,500 
	128,400 

	3. Art & Antiques
	6,600 
	3,200 
	
	
	9,800

	4. Crafts
	
	
	66,300 
	45,100 
	111,400 

	5. Design 
	35,000 
	56,600 
	113,500 
	20,400 
	225,400 

	6. Designer Fashion 
	2,500 
	3,700 
	3,200 
	400 
	9,700 

	7. Film, Video & Photography 
	26,000 
	13,300 
	10,700 
	10,500 
	60,500 

	9 & 10. Music & Visual and Performing Arts 
	67,200 
	136,300 
	33,300 
	69,000 
	305,800 

	11. Publishing 
	151,100 
	20,500 
	55,700 
	9,300 
	236,600 

	8 & 12. Software & Electronic Publishing 
	347,000 
	81,000 
	290,600 
	34,500 
	753,000 

	8 & 12. Digital & Entertainment Media 
	5,600 
	700
	
	
	6,200 

	13. TV & Radio 
	77,300 
	37,300 
	10,500 
	7,200 
	132,300 

	Total 
	870,600 
	413,200 
	774,000 
	220,700 
	2,278,500 

	Employment within Creative Industries 
	1,283,800 

	Employment in businesses outside Creative Industries 
	994,700 

	Total Creative Employment 
	2,278,500 

	All Employment1 
	29,189,000 

	Total creative employment as a proportion of all employment (%) 
	7.8% 


Source: Labour Force Survey (LFS), Office for National Statistics(from Creative Industries Economic Estimates, 2010)
Table 4: Number of business in the Creative Industries, UK  - 2010 Data
	Sector
	Number of enterprises
	As a proportion of Creative Industry Enterprises (%)
	As a proportion of all enterprises (%)

	1. Advertising 
	14,800 
	8.1% 
	0.7% 

	2. Architecture 
	11,500 
	6.3% 
	0.5% 

	3. Art & Antiques 
	2,700 
	1.5% 
	0.1% 

	5. Design 
	14,200 
	7.8% 
	0.7% 

	6. Designer Fashion 
	900 
	0.5% 
	0.04% 

	7. Film, Video & Photography 
	9,900 
	5.4% 
	0.5% 

	9 & 10. Music & Visual and Performing Arts 
	30,800 
	16.9% 
	1.5% 

	11. Publishing 
	7,700 
	4.2% 
	0.4% 

	8 &12. Software & Electronic Publishing 
	81,700 
	44.9% 
	3.9% 

	8 & 12. Digital & Entertainment Media 
	200 
	0.1% 
	0.01% 

	13. TV & Radio 
	7,700 
	4.2% 
	0.4% 

	Total 
	182,100 
	100.0% 
	8.7% 

	All enterprises 
	2,100,400
	


Source: Inter-Departmental Business Register (IDBR), Office for National Statistics (from Creative Industries Economic Estimates, 2010)
Notes  The data available did not allow us to measure the number of enterprises in the Crafts Industry.

Table 5. Creative goods: Exports, by economic group, 2002 and 2008 (in millions of $)
	
	World
	Developed economies
	Developing economies
	Transition economies

	
	2002
	2008
	2002
	2008
	2002
	2008
	2002
	2008

	All Creative
	204,948
	406,992
	127,903
	227,103
	75,835
	176,211
	1,210
	3,678

	Art Crafts
	17,503
	32,323
	8,256
	11,443
	9,202
	20,715
	45
	164

	Audiovisuals
	462
	811
	425
	726
	35
	75
	3
	10

	Design
	114,692
	241,972
	60,967
	117,816
	53,362
	122,439
	362
	1,716

	New Media
	17,365
	27,754
	11,422
	13,248
	5,908
	14,423
	36
	82

	Performing Arts
	9,689
	26,136
	8,947
	22,539
	698
	3,323
	43
	274

	Publishing
	29,817
	48,266
	25,970
	38,753
	3,157
	8,138
	690
	1,376

	Visual Arts
	15,421
	29,730
	11,916
	22,578
	3,474
	7,097
	31
	56


Source: UNCTAD, based on official data in UN COMTRADE database (from Creative Economy report 2010)  

Table 6. Creative goods: Top 20 exporters worldwide, 2002 and 2008
	Rank
	
	Value (in millions of $)
	Rank
	Market share %
	Growth rate %

	2008
	Exporter
	2008
	2002
	2002
	2008
	2003-2008

	1
	China
	84,807
	32,348
	1
	20.8
	16.9

	2
	United States
	35,000
	18,557
	3
	8.6
	13.3

	3
	Germany
	34,408
	15,213
	6
	8.5
	14.7

	4
	China, Hong Kong SAR
	33,254
	23,667
	2
	8.2
	6.3

	5
	Italy
	27,792
	16,517
	4
	6.8
	9.7

	6
	United Kingdom
	19,898
	13,657
	7
	4.9
	6.5

	7
	France
	17,271
	8,999
	9
	4.2
	10.2

	8
	Netherlands
	10,527
	3,686
	15
	2.6
	11.6

	9
	Switzerland
	9,916
	5,141
	11
	2.4
	13.5

	10
	India
	9,450
	-
	-
	2.3
	15.7

	11
	Belgium
	9,220
	5,387
	10
	2.3
	6.7

	12
	Canada
	9,215
	9,327
	8
	2.3
	-0.9

	13
	Japan
	6,988
	3,976
	13
	1.7
	14.7

	14
	Austria
	6,313
	3,603
	16
	1.6
	8.5

	15
	Spain
	6,287
	4,507
	12
	1.5
	4.9

	16
	Turkey
	5,369
	2,154
	23
	1.3
	15.0

	17
	Poland
	5,250
	1,983
	24
	1.3
	14.9

	18
	Mexico
	5,167
	3,797
	14
	1.3
	9.1

	19
	Thailand
	5,077
	2,899
	18
	1.2
	10.3

	20
	Singapore
	5,047
	2,619
	21
	1.2
	6.0


Source: UNCTAD, based on official data in UN COMTRADE database (from Creative Economy report 2010)  
Table 7 World exports of all creative industry (goods and services), by subgroup, 2002 and 2008
	Subgroup
	Value (in millions of $)
	As % of all creative industries
	As % of      total world export
	Value (in

millions of $)
	As % of all creative industries 
	As % of      total world export
	Growth rate (%)

	
	2002 
	2008 
	2003-2008

	All creative industries
	267,175
	100.00
	-
	592,079
	100.00
	-
	14.4

	All creative goods
	204,948
	76.71
	3.52
	406,992
	68.74
	2.73
	11.5

	All creative services
	62,227
	23.29
	3.79
	185,087
	31.26
	4.80
	17.1

	Heritage 
	25,007
	9.36
	-
	43,629
	7.37
	-
	-

	Art crafts goods 
	17,503
	6.55
	0.30
	32,323
	5.46
	0.22
	8.7

	Other personal, cultural and recreational services 
	7,504
	2.81
	0.46
	11,306
	1.91
	0.29
	7.3

	Arts 
	25,109
	9.40
	-
	55,867
	9.44
	-
	-

	Visual arts goods 
	15,421
	5.77
	0.27
	29,730
	5.02
	0.20
	12.8

	Performing arts goods 
	9,689
	3.63
	0.17
	26,136
	4.41
	0.18
	17.8

	Media 
	43,960
	16.45
	-
	75,503
	12.75
	-
	-

	Publishing goods 
	29,817
	11.16
	0.51
	48,266
	8.15
	0.32
	7.3

	Audiovisual goods 
	462
	0.17
	0.01
	811
	0.14
	0.01
	7.2

	Audiovisual and related services
	13,681
	5.12
	0.83
	26,426
	4.46
	0.69
	11.0

	Functional creations 
	194,283
	72.72
	-
	454,813
	76.82
	-
	-

	Design goods 
	114,692
	42.93
	1.97
	241,972
	40.87
	1.62
	12.5

	New media goods
	17,365
	6.50
	0.30
	27,754
	4.69
	0.19
	8.9

	Advertising and related services
	8,914
	3.34
	0.54
	27,999
	4.73
	0.73
	18.4

	Architecture and  related services
	18,746
	7.02
	1.14
	85,157
	14.38
	2.21
	20.9

	Research and development services
	12,639
	4.73
	0.77
	31,111
	5.25
	0.81
	14.8

	Personal, cultural and recreational services
	21,927
	8.21
	1.34
	40,821
	6.89
	1.06
	10.4


Source: UNCTAD Secretariat calculation based on official data in UN COMTRADE database (from Creative Economy report 2010)  
1.6 Entrepreneurship in the Creative industries

On the very beginning we should be aware that there are the crucial question how to delineating the natures of entrepreneurship in the creative industries, even if these have received significant attention from economists. The identification of entrepreneur role becomes all the more difficult when we consider that some segments of the creative industries are organized in a complex way as project-based activities. However on another hand, the OECD’s position on this question is very clear, they consider that “Encouraging entrepreneurship is high on the agenda of governments in OECD member countries and in transition, emerging, and developing economies, as entrepreneurs are the catalysts of growth, combining capital, innovation and skills. The importance of entrepreneurship stands out in this time of innovative change, and fostering a climate to help the dynamism in firm creation is considered fundamental worldwide.”
 
Since the creative business highly depends on the personal talent, skill and ability it is very obvious that entrepreneurship is the crucial factor for creative industries development. According to this matter of fact in 1999 the British Council has start the Creative and Cultural Economy programme
 within his Arts department having in mind an idea to work with the UK’s creative sectors and to develop a programme of work that would share the UK’s experience of developing the creative economy and the wider impact of this process in terms of education, economic regeneration, social inclusion and international engagement. This programme give particular attention to stimulate young people to start the own business in creative sector. Therefore they announce the call for Young Creative Entrepreneur (YCE) Award Programme, giving participant definitions:
· Somebody working in the creative sector who is able to demonstrate business success in the classic terms of business growth (profit, market share, employees) and/or in terms of his or her reputation (creativity, quality and aesthetic) amongst their peers.

· Somebody working in the creative sector who has developed a successful (in terms of impact and reach) social or not‑for‑profit enterprise in this sector.

· Somebody working in the creative sector who has shown leadership in the industry by championing its development in their country.

· Somebody working in the creative sector who has developed initiatives (exhibitions, trade fairs, festivals etc) that develop and grow the market for this sector in their country.

This call covers all sectors of the creative industries, but creative entrepreneurs should possess the following qualities:

Entrepreneurial ability 

· Risk taking: Can assess, enjoy and face risks, with the skills/initiative to successfully drive ideas forward

· Passion for their creative sector: Creative entrepreneurs are the mediators that bring creative products to the market and require an ability to talent spot, respect, understand and manage creativity

· Corporate skills: Business acumen, commercial awareness, managerial ability, vision and strategy

· Interpersonal skills: Ability to sell an idea, negotiate and network 
Innovation/ development of new business models

· Finds new, innovative ways to take creative work to audiences and communities – new models of production, distribution, value – highlighting the wider social, economic and cultural benefits in doing so 
· Original ideas and the flexibility and self-confidence to take these to market 

Leadership ability/potential to change their sector 

· Leadership ability: Have the vision to combine their creative and entrepreneurial skills to be a leader in their national creative community.  Ability to share the lessons of their IYCE experience with others.

· Agent of change: ability to make a difference – as not merely successful in business terms but also intervenes in the domestic market to impact positively on its infrastructure.
Market awareness and understanding 

· Market awareness: Knowledge of the local market situation and their role in it

· Ability to spot gaps within the market and exploit these opportunities into real solutions
International outlook and ability to network with the UK/globally 

· International outlook: Wants to develop a mutually beneficial culture of personal/professional engagement and collaboration with the UK, and to benefit from dialogue with other international participants and is keen to develop future international projects

· Such qualities are valid around the world and can be the very good example for other countries how stimulate and support the creative entrepreneurship especially for young skilled people.
5.  Conclusion

Creative industries are the industries of the future and will absorb the huge number of surplus labour force which is due to the fact that traditional industries are increasingly implementing automation and robotics, which resulting with significantly reducing actual number of employees. Because of that labour-intensive sector of creative industries can be real way out from the huge problems of unemployment and poverty especially in the developing countries and transition economies. In addition, low-investment in opening new jobs allows these countries to finance new jobs without expensive credit lines from international financial market. The best example of this approach is China, which is only in 20 years from extremely underdeveloped and poor countries has become the second economy in the world with a tendency that in the next few years takes the leading position. It should be taken in consideration that China from the very beginning has not been in high technologies, but just in crafts and textile industry, whose revenues are then financed the high-tech industry.

This example should be followed by the Western Balkan countries, which are still looking for their place in a complex structure of the European economy, as their logical and largest partner. This is particularly important, due the fact that EU member states are working very intensively on promoting and encouraging the development of own creative industries. Therefore governments in the Western Balkans have to make plans for the development of these industries, very quickly otherwise they will lose this race long before the start. 
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