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Introduction

This report aims to provide the analysis of information collected by the partners of

project eXperiential Digital Hub for the Media and Creative Industries, Project No.

2021-1-BG01-KA220-VET-000033171: CEED Bulgaria, Cluster Sofia knowledge city,

Social Enterprise for All (SE4All), Deusto University, Fasttrack Action, STICHTING

INCUBATOR, F6S Network Ireland Limited. They prepared the reports to present the

data and analysis of the landscape and growth and development of the Creative &

Media industries in their countries: Bulgaria, Ireland, The Netherlands, Spain, Portugal.

The XD Media Hub meets the demand of the partner organisations to leverage on the

strong experience and expertise in: working with startups/scaleups in wide scope (by

the startup organisations in our partnership who are 3), providing study programmes

(by the university partner), new OER and model for training (by the entrepreneurship

training and smart technology partners - 2).

The main objective of XD Media Hub is to prepare, equip, support and develop

entrepreneurs, managers and owners of deep tech startups at early stage of

development in the sector of Media and Creative industries. For this reason, we

developed in-depth needs analysis of the target groups with the specifics of our

countries.

The creative economy has no single definition. It is an evolving concept which builds on

the interplay between human creativity and ideas and intellectual property, knowledge

and technology. Essentially it is the knowledge-based economic activities upon which

the ‘creative industries’ are based.

The creative industries – which include advertising, architecture, arts and crafts,

design, fashion, film, video, photography, music, performing arts, publishing, research

& development, software, computer games, electronic publishing, and TV/radio – are

the lifeblood of the creative economy. They are also considered an important source of

commercial and cultural value.

The creative economy is the sum of all the parts of the creative industries, including

trade, labour and production. Today, the creative industries are among the most

dynamic sectors in the world economy providing new opportunities for developing

countries to leapfrog into emerging high-growth areas of the world economy.

Creative Industry is the new ecosystem of trade in digital services.

Scenarios:

• Comparative advantages in trade in creative goods and services

• Creating value: The role of intangibles
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• From “trade in value-added” to “trade in income”

• E-Commerce, E-Mode 4, and market access

Tendences and trends:

• Trade growth at the intensive and extensive margins

• The death of distance

• The death of market size - Head vs. Long Tails

• Another obstacle

The project is focused on deep tech entrepreneurship for media and creative industries

which requires further exploration of the opportunities and how to follow this path of

development of new business.

It provides vast opportunities that stem from the main challenges which need a

solution as fast as possible - trustworthiness, transparency, fake news, human-machine

interaction, use of AR, VR, AI, machine learning, etc. However, the entry to this sector

of newcomers of startups is very weak in EU. One main challenge is the ethics of

artificial intelligence (AI) and data usage. As digital technology becomes an ever more

central part of every aspect of people’s lives, people should be able to trust it.

Trustworthiness is also a prerequisite for its uptake.

This report is the basis for the development of the PR1 Competence model and

roadmap and is combined for analysis with a profound survey conducted in all partner

countries which provided the opportunity to involve the target groups in the process

and collect their opinion and even more profound insights for their needs and thus for

us to be able to develop even more practical and applicable results in order to help

them innovate disrupt the market and ultimately – grow. Deep tech innovations are

defined as disruptive solutions built around unique, protected or hard-to reproduce

technological or scientific advances. Deep tech companies have a strong research base.

They create value by developing new solutions, not only by disrupting business

models1.

We define the scope of media entrepreneurship which is also a very strong need:

In 2008 Achtenhagen wrote: “As the area of media entrepreneurship is still a young and

undeveloped field, this phenomenon is poorly understood”. In the past few years, no

significant progress can be seen.

Now it is much needed within the scope of Covid-19 and its consequences on the high

use of digital technologies and media.

1 Source: https://www.eitdigital.eu/
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I. Overview of the Creative and Media industries in Bulgaria

1. C&M industries in Bulgaria

1.1. How Large is the C&M industries?

According to the statistics2 the industry is well developed with the following data:

✔ Revenue in the Digital Media market is projected to reach €80.82m in 2022.

✔ The market's largest segment is Video Games with a projected market volume

of €38.91m in 2022.

✔ In global comparison, most revenue will be generated in the United States with

€93,290.00m in 2022.

✔ Digital Media is defined as audiovisual media contents and applications that are

distributed directly over the internet.

✔ This includes:

digital video contents (e.g. movies, series and TV shows),

digital music provided as download or internet-stream as well as digital

games for different devices and

electronically published content such as eBooks, eMagazines or ePapers.

2 Source: https://www.statista.com/outlook/dmo/digital-media/bulgaria?currency=EUR
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Source: https://www.statista.com/outlook/dmo/digital-media/bulgaria#revenue
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1.2. Relevance of C&M industries in terms of Employment/revenue/GDP

1.3. Main areas and leading companies

One of the leading businesses within the C&M industries in Bulgaria is advertising.

✔ Investments in advertising in 2021 reached BGN 520 million.

✔ Television and digital media together account for 86% of net investment

✔ Last year, TV advertising grew to BGN 280 million from BGN 247 million, or by

13% on an annual basis

✔ It is expected that the volume of TV advertising will reach over BGN 305 million,

which will grow by an additional 9%.
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Recognisable Media brands in Bulgaria

✔ Dow Jones

✔ News UK

✔ New Statesman Media Group

✔ Financial Times - Financial Times is yet another recognizable media brand that

has established an IT centre in Bulgaria.

✔ ProSiebenSat.1 - In 2019 ProSiebenSat.1 announced the opening of its R&D

office in Bulgaria in partnership with two local providers.

✔ Law Business Research (LBR)

Leading start-ups and scale-ups

1.4. Trends, local development, policies

Media industries in Bulgaria

The main C&M industries in Bulgaria that are well developed are:
Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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✔ advertising and marketing

✔ architecture

✔ visual art

✔ crafts

✔ fashion and textiles

✔ design

✔ performing arts

✔ music

✔ photography

✔ film and video

✔ computer games

✔ radio and TV

✔ writing and publishing

✔ heritage

✔ software/electronic publishing

✔ museums, galleries and libraries

✔ music, performing and visual arts

Creative sectors in Bulgaria

✔ stage arts (opera, theatre, music, dance) of wide publicityand strong social effect

✔ contemporary visual arts (video, photography, cinema,design, etc.), exhibitions,

installations, etc. forms of presenting contemporary art

✔ cultural historical heritage

Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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✔ cultural industries, inter-relating art, culture, education and modern technology,

inter-culturaldialogue, partnering, mobility and European cultural cooperation

(workshops, debates, forums,events)

✔ cultural industries relating to cultural press, scientific research, documentary

editions,collections, analyses and studies

✔ cultural industries for development of alternative space of culture and alternative

art forms.

The landscape in Bulgaria has the following characteristics:

Cultural and creative industries are a strongly innovative component, possessing

significant potential for forming capital and the opening of new jobs through

generating and utilizing intellectual property.

The development of cultural and creative industries and the setting up of

partnering networks in this field is a contemporary and vital objective of the

modern social and cultural space.

important perspectives of the regional development is the search for

opportunities for realisation of creative potentials

One of the most and for the establishment of innovative business models which

contribute to the cultural projects.

TOP TECH

For more than 15 years, Bulgaria has been flourishing as a top tech destination in

Eastern Europe.

TECH TALENT

With skilled and growing tech talent, favourable taxation and strategic geographical

location, the country has attracted hundreds of companies seeking skilful tech

resources for efficient expansion of their R&D divisions.

HIGH INTEREST

Along with companies from popular sectors such as eCommerce, FinTech, cybersecurity

and gaming, media businesses seem to have a high interest in the country as well.

Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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GLOBAL BRANDS

With the need to keep up with the digital trends, major global media brands have been

gradually entering the market and establishing development centres in Bulgaria,

activating the domino effect.

1.5. Best practices/examples/etc.

Four major external forces have a lasting impact on media industry processes. These

are: technology, regulatory policies, globalization and socio-cultural development.

Organizations in the media business are highly dependent on technology due to its

extensive use in the creation, distribution and exposure of various forms of media

content – text, graphics, sound, animation, video.

Globalization and technology are blurring geographical and political boundaries.

For example, today Bulgarians living in Chicago or elsewhere in the world watch

Bulgarian television, which maintains their connection with the national way of life and

culture.

Media companies target similar audiences with personalized content tailored to

differences in social and cultural interests and preferences.

It is no longer rare for media products to be created locally, but with the aim of

reaching an international audience as well.

Such an example is the Bulgarian television production "Undercover", which is gaining

wide popularity not only in the country, but also far beyond its borders with themes

and characters relevant to modern global society.

The deal with FOX Crime to sell the rights to distribute the series is a precedent in the

history of BNT.

2. Media 4.0: C&M transformation driven by disruptive digital technologies

For people working in the industry, media convergence is changing the way they do

their jobs.

Instead of reporters writing the story to appear in tomorrow's paper, they shoot short

news videos that they upload to a news website and YouTube, simultaneously

"tweeting" the news.

This mixing of different digital technologies to create and distribute the same (or

slightly adapted) content is a hallmark of convergence, but it is not only the result of

the development and convergence of computer and communication technologies.

Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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It is also the process of creating, consuming and distributing content. Too often today,

we learn about the latest big news event not from television or a newspaper, but from

yet another social media feed on our smartphone while traveling on public transport.

Social media in their role as Computer networks (the second "C" of digital media

convergence)

Social media fundamentally change the asymmetric relationship between

broadcaster/media producer and audience that characterized 20th century mass

communications.

They make it possible for every participant in the network to be simultaneously a

producer, distributor and consumer of content, which is multiplied on a scale and at a

speed unthinkable in the pre-technological era. The existing media audience is

becoming a society of participants in the process of creating and distributing media

content.

3. Entrepreneurial activity

3.1. Areas of growing and taxonomy of start-ups

There are different opportunities for funding – both private and public, including some

funds like:

✔ National Culture Fund – Creative Scholarships Programme[ii]: The main goal of

the programme is to provide financial support to Bulgarian artists and

practitioners practicing a freelance profession and directly affected by the

anti-epidemic measures introduced by the Ministry of Health that stop all mass

events throughout the country including culture and entertainment (including

theaters and concerts for example).

✔ Measures are being taken additionally at the city level since Sofia is the center of

the cultural and creative industries in Bulgaria and over 85% of the cultural

activities are concentrated on its territory. The Municipality of Sofia has created a

programme called “Solidarity in Culture”[iii] aimed at supporting independent

artists and non-institutional cultural spaces and teams in emergency situations.

✔ The Solidarity in Culture programme was introduced as the first anti-crisis

measure in Bulgaria. Sofia Municipality has made culture, cultural and creative

industries a priority in its activities. In this direction the consistent cultural policy

is carried out through the strategy “Sofia – creative capital” 2013-2023 (the first

strategy for culture adopted in the Republic of Bulgaria), as well as the strategy

“Sofia – creative city of film” 2016-2026.

Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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3.2. Trends and support policies

One of the leading sectors in Bulgaria is advertising. The Bulgarian advertising market

grew by more than 14% to BGN 520 million in 2021. It recorded 14.2% growth in 2021,

surpassing expectations for a stable recovery and signaling the presence of a reserve

for growth. This is stated in a report of the Bulgarian Association of Communication

Agencies for the media market. Among the key findings in the report is that TV and

digital media are most preferred by advertisers.

Investments in advertising in 2021 reach BGN 520 million, the organization's data also

shows. Television and digital media together account for 86% of net investment. High

inflation and the war in Ukraine, in addition to the new waves of Covid-19, brings

uncertainty to the forecast for 2022. Therefore, current expectations stand at a slower

growth rate of 9.5% or BGN 569 million total volume on the market.

Last year, television advertising increased to BGN 280 million from BGN 247 million, or

by 13% on an annual basis. Expectations have been reached this year that the volume

of television advertising will exceed BGN 305 million, growing by an additional 9%.

Advertising in digital media for 2021 reached BGN 167 million compared to BGN 142.7

million a year earlier, which represents a growth of 17% on an annual basis. Advertising

volume is expected to reach 187 million this year. BGN, or to accelerate growth to 12%.

Strong growth was observed in outdoor advertising - 19%, but in absolute value the

volume reached 43 million BGN. BGN 46 million is expected to be reached this year.

Radio advertising grew by 7% on an annual basis in 2021 to BGN 20.3 million, and this

year's growth is expected to accelerate slightly to 8% (almost BGN 22 million).

Cinema advertising recorded the strongest growth - by 25% in 2021 towards 2020, but

the volume reached only BGN 500,000. For this year, it is expected to grow by another

60% to BGN 800 thousand. Advertising in the press continues to shrink - by 11% in

2021 on an annual basis, or BGN 9 million. For this year, it is expected to fall another

8% to BGN 8.3 million.

Net average inflation in 2021 reaches 10% for TV, 13% for digital media, 4% for outdoor

advertising and 5% for radio. For 2022, net inflation in television is expected to

accelerate to 13%, in digital media - to 15%, and in outdoor advertising and radio - to

6% and 5%, respectively.

For 2023, the advertising market is expected to slow its growth again to an average of

8%, with television advertising expected to grow by 8%, digital media by 11%, and print

by 7%. By the end of 2024, the advertising market in Bulgaria is expected to reach BGN

669 million.
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necessarily reflect those of the European Union or the European Education and Culture Executive Agency (EACEA).
Neither the European Union nor EACEA can be held responsible for them.

-15-



3.3. Media 4.0: C&M start-ups and technologies involved

The whole industry of Media and Creative companies is changing and this process

started even before Covid-19 including: media products and services, the processes of

production and distribution of media, ownership and financing, customers and their

needs and behaviour affecting the new ways of using media and the emergence of new

genres. These new media developments are undergoing trend in Bulgaria within the

changing political, cultural and economic contexts, new formats and new forms of user

involvement as important issues.

New business models are being developed to meet the needs of the business and the

customers.

“Reader revenue is providing stable and growing income while advertising has

remained volatile, with many reporting worse than expected results in 2019” – The

Reuters Institute

Not only is subscription revenue growing, it is also morphing beyond its original form

to include greatly expanded niche vertical subscriptions, profitable enterprise B2B

sales, conversions to high-end product subscriptions, and, most importantly, whole

departments dedicated to retention.

This transformation of reader revenue has prompted what media industry magazine

Folio called “a deep rethink around what a magazine is or can be”. “I do think there is

an unbundling of the magazine subscription,” Esquire Editor-in-chief Michael Sebastian

told Folio.”3

It is very common for start-ups to apply the model that resembles and copies the

successful model of iTunes.

The Advertising Business Model - for C&M industries, this business model is very

successful and provides business opportunities for Bulgarian start-ups as shown above

the revenue by the advertising industry is high and keeps growing with positive

forecast and thus it remains a growth area. There is a challenge, however with the

competition: The C&M industry faces serious need and the media and ad agencies

have to be relevant by applying new platform models.

The “downward spiral” of the current system is caused by poor digital ad formats that

lead to ad blocking, decrease of the revenue, higher number of ads per page, and

ultimately a worsened user experience. As a result, stronger engaging and less

intrusive digital adverts will lead to an upward spiral, which will decrease ad blocking,

3 13 Business Models To Enable Your Media Company To Thrive,
https://innovation.media/insights/media-report-2020-2021-newswheel/13-business-models-to-enable-your-media-c
ompany-to-thrive
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increase revenue, lead to less, but more relevant ads per page and create a better user

experience4.

The Data Brokers Business Model - Selling data-as-a-service (DaaS) has been developed

by various start-ups applied in Bulgaria that proved to be successful.

Data is being exploited already and for example publishers who set up new business

take advantage already and the “trade” and applicability of data is a market

opportunity for all in the field.

The Club Business Model: model of subscriptions for products and services, developed

in different types – e.g., for branding campaigns, for part of a package or for the whole

package.

The E-Commerce Business Model: E-commerce and mobile commerce (m-commerce)

are examples of the change that enables both the instant need creation and then the

instant satisfaction of that need. This is a common model applied by the stores of

media companies. The media company as a retailer business model can also serve

every level of the sales funnel. Media companies whose trusted editorial teams give

readers expert reviews of products fulfil a consumer’s need for product-purchase

information at the beginning, middle, and end of the funnel.

In both cases, the success of publishers’ e-commerce and m-commerce initiatives

proves the power of a media company to deliver results to partners and advertisers

while also creating two new and potentially robust revenue streams: 1) Direct or

commission revenue from product sales, and 2) Advertising revenue from brands who

purchase native ads and branded content around the service journalism.

The Events Business Model: Media companies have transtioned to the field of event
management and organisation with thematic events and activities to educate the
public adding new value for the customers. This is a marketing and retention tool but
also to have a more active role in certain fields and topics like sustainability – e.g.,
Capital and Forbes Bulgaria are active in competitions for companies in this field for
ranking for them.

This helps companies who are also new to the market to develop relevant content,
niche expertise, and ultimately - loyalty following in that niche, targeted mailing list,
niche customer database. This model allows to establish relationships with potential
event sponsors, media platforms with large followers to promote events.

Media companies who organize events say events:

✔ Deepen the company’s connections with its readers

4 13 Business Models To Enable Your Media Company To Thrive,
https://innovation.media/insights/media-report-2020-2021-newswheel/13-business-models-to-enable-your-media-c
ompany-to-thrive
Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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✔ Attract new readers and subscribers

✔ Attract new advertisers who might not be interested in a print or digital

relationship

✔ Deliver new revenue from fees and sponsorships

✔ Raise awareness and brand recognition

✔ Make news

✔ Create content

The Agency Business Model:

Agency-type of work is one of the fastest growing sources of revenue for media

companies.

What makes a successful agency?

•    Knowledge of a desired audience

•    Knowledge of the brand’s customers

•    Access to and a relationship with the desired audience

•    An audience database second to none

•    Exquisite storytellers. Expert videographers

•    Media tech expertise

•    Proven, sophisticated design capabilities

•    Multimedia, multi-platform, multi-channel expertise

•    Proven marketing expertise

•    A nuanced understanding of how to build sophisticated multi-platform campaigns

The expertise inside media companies is looking like an agency to more and more

brands around the world. Many have given up trying to create branded content and

media campaigns on their own, or even with traditional legacy agencies. As a result,

many media companies that have created in-house agencies which generates revenue.

The Brand Licensing Business Model - Manufacturers are increasingly willing to partner

with publishers to make branded products because of then-digital properties (i.e.,

compelling content and robust social media accounts). This model is applied in the

context of brand extension strategies which helps increase the market penetration and

retention of customers. Strat-ups in Bulgaria use this model to reinforce their credibility

and help connect with new target groups and strengthen the image of the business in

wider context.

The IT Provider Business Model – This model is relevant mostly for the deep-tech

businesses being an IT provider. Most publishers lack the resources to build tech

Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
necessarily reflect those of the European Union or the European Education and Culture Executive Agency (EACEA).
Neither the European Union nor EACEA can be held responsible for them.

-18-



products because it takes lots of expensive talent and lots of time to build

market-ready technologies.

The Educator Business Model

The Educator business model might sound a lot like a subset of the Events business

model.

But it’s a horse of a different colour, wholly separate from the consumer-oriented

festivals, aw ards dinners, travel excursions, bridal expositions, beach parties, and such

that make up the bulk of media company events. Events with an educational focus are

much more substantial and require a very different approach.

For example, in 2010, the Guardian launched its Masterclass series.

“We boast a diverse programme of courses across a variety of disciplines, including

journalism, creative writing, photography and design, film and digital media, music and

cultural appreciation, social media and data visualisation, business skills and

wellbeing,” said Lyndal Reed, Head of Strategy and Development for the Guardian Live.

“[These are] classroom-style sessions taught by an expert. The classes and workshops

tend to have a higher price point than our Guardian Live events, because of the

educational content provided,” she said. “A masterclass could be three hours long, and

over the course of one day, a weekend, or even running over six weeks.

“We now have a very diverse classes and workshops portfolio, covering topics from

digital media, photography and copywriting, to self-improvement and even foraging!”

she said. “As long as the subjects align with our key verticals – for example, arts and

culture – we would consider it a good fit.”

The Investor Business Model

Most media companies’ resources are either insufficient to be making big investments

or are tied up in reinvesting in the company itself. But some of the legacy media

companies still have the wherewithal to make substantial investments in a wide variety

of companies in a wide variety of industries.

Usually, however, the investments are made with an eye either toward gaining a

foothold in a new area of media or in a promising industry related to the media

company’s expertise.

But for those who do invest, the results can be both financially lucrative and immensely

beneficial for both the media mission and the business mission of the company.

Investing provides perhaps a potential new source of revenue and almost certainly

unique insights into new technologies, new markets, and new (and potentially
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competitive) businesses. That said, they can also tank, resulting in the loss of all or

most of the money invested. Proceed with caution.

3.4. Best practices/examples/etc.

The Bulgaria Startup Ecosystem is a regional Leader in innovation, ranked at number 36
globally, and shows a negative momentum -1 spots since 2021. Bulgaria also ranks at
number 6 for startups in Eastern Europe.

The following companies are good examples:

✔ Content Insights is a SaaS editorial intelligence suite providing information on

how to have more effective and efficient content production

✔ Edoms is a startup disrupting the domain name industry. It focuses on acquiring

valuable domains and developing tools & marketplaces.

✔ Kidamom is a digital media portal for kids.

✔ Netinfo is the leading Bulgarian digital media company.

✔ The Recursive - The community-born media for innovation in Southeast Europe

✔ Investor.bg is a media project in Bulgaria that gathers rich specialized

information from different spheres of the economy,

✔ M6 Solutions - Innovative IT Solutions for Businesses

✔ Jongbel Media Solutions offers digital media analysis, verification, and

validation solutions, provide in-depth structural media analysis.

✔ AzonMedia is a web & mobile creative agency specialising in cutting edge

solutions.

✔ Argent is a media agency that offers innovative solutions for media strategy,

planning and buying.

✔ Entrepreneur.bg is a Bulgarian media website for entrepreneurs.

✔ Webcafe is an infotainment and news site for the author’s materials, sports,

movies, series, lifestyle and journalism.

✔ Evermore is a digital agency specialized in custom web solutions and

applications.

✔ What If is a digital agency that offers digital marketing, strategy planning and

design.

✔ iMediaShare is a cloud-based mobile media discovery and control technology

designed for the connected home.
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✔ Direct Media is an advertising agency that offers working ideas in alliance with

clients’ marketing goals.

✔ Acta Verba is a consultancy specializing in PR, employer branding, events

management and digital marketing for the IT sector.

In the Creative industry leaders are advertising start-ups:

As global economies are put under pressure, could startup ecosystems become the

answer to prosperity? In the case of Bulgaria, startups are well-positioned to develop

further, especially in verticals like Creative and media industries applying high-tech,

artificial intelligence, and deep tech.

The success stories of local founders are not only a mechanism for driving top talent to

the country but also inspiring a growing number of future entrepreneurs to build a

venture here. Bulgaria has also managed to establish a good connection with its

diaspora – successful entrepreneurs and investors living abroad.

4. Impact of Covid-19 in C&M industries

In recent years, the Bulgarian entrepreneurial ecosystem has earned plaudits after the

emergence of a number of successful startups, accelerators and funding ventures and

other organizations from the ecosystem.

The country even recently got its first unicorn after the valuation of tech company

Payhawk broke the 1 billion USD barrier.
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However, Bulgaria is starting to lose momentum, dropping one position to 36th out of

100 countries in StartupBlink's Global Startup Ecosystem Index. It relates also to the

C&M industries. Many companies underwent disruption and transformation with the

means and measures that relate to all deep-tech and ICT businesses n general: new

business models, remote work, telework, deployment of new advanced technologies.

II. Overview of the Creative and Media industries in Ireland

1. C&M industries in Ireland

1.1. How Large is the C&M industries?

It has been determined that the Creative Media Industries in Northern Ireland provide

a sizable possibility for the generation of both income and employment. Evidence of

this may be seen in the sustained increase in employment that began in the mid-1990s

and continued until the broader economic slump of late 2008 and early 2009.

Northern Ireland's Creative Media Industries help diversify the economy, promote the

shift toward a high-value added knowledge-based financial system, and contribute

significantly to the region's cultural growth and history. Additionally, the Program for

Ministry recognizes the significance of the broader Creative Industries in Northern

Ireland. Between 2007 and 2011, the PSA aims to increase the Creative Industries

sector's Gross Value Added (GVA) or employment by 15%.

However, it is not quite clear what kind of growth is intended. The creative media

industries in the UK as a whole have been hit hard by the recession but continue to be

an important source of employment5. In the United Kingdom, the Creative Media

industry is home to an estimated 15,695 establishments. Though official data sources

lack such specifics, Skillset analysis has shown that around 2% of businesses (not

including the film and television industries) have their headquarters in Northern

Ireland. Around 300 companies may be found in Northern Ireland's Creative Media

industry thanks to this.

Following years of remarkable expansion, at roughly 2% per year in employment terms

compared to the 1% average for the total economy, the current challenges have been

brought on by the recent recession. This is after a time in which wider Creative

professions, of which Creative Media and software publishing are a part, enjoyed

unprecedented development.

5 Hadley, S., Collins, P. and O’Brien, M. (2020) ‘Culture 2025: A national cultural policy framework for
Ireland’, Cultural Trends, 29(2), 145–159
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According to the Labour Force Survey Quarter 1 2022 from the Central Statistics office6,

using standard International Labour Organisation (ILO) criteria, an estimated 2,505,800

persons were in employment in Q1 2022, up 12.3% (+275,200) from 2,230,600 in Q1

2021.

The increase of 275,200 (+12.3%) in employment is composed of increases of 130,400

(+10.9%) for males and 144,700 (+14.1%) for females in the year to Q1 2022.

Employment increased in 12 of the 14 economic sectors in the year to Q1 2022 with

the level of employment in a number of sectors exceeding the levels from the same

quarter in Q1 2020. The Information and communication sector increased from 141.1

in Q1 2021 to 163.6 in Q1 2022.

1.2. Relevance of C&M industries in terms of Employment / revenue / GPD /

exportation /

Overall, in the Creative Media Industries in Ireland, 'freelancers' make up 48% of

people who are either employed or looking for employment, while 'employees' make

up 52% of the workforce in these sectors. This is a substantially greater percentage

than the 34% of freelancers throughout the whole of the UK, and it is consistent with

the widespread observation that businesses in Ireland tend to be smaller than the

average company size in the UK7. It's also possible that this has something to do with

the fact that the industry in Ireland has reached its critical mass, which means there

are fewer permanent job roles.

It is important to keep in mind that the entire impact of the recession on freelancing

will not be completely realised until additional planned work is carried out, despite the

fact that there is significant anecdotal evidence to indicate that there will be more

layoffs, increased numbers of freelancers, and increasing skills shortages.

It should come as no surprise that more than half of the creative media workforce in

Ireland uses their abilities in numerous industries, given the convergence of the media

business, the high percentage of freelance employment, and the absence of critical

mass in the creative media industry. Similar to the statistics about freelancing, there is

a large gap between the numbers for Northern Ireland and the United Kingdom for

particular sub-sectors. This is likely to represent an actual increased chance of working

7 Collins, P. (2021) Measuring the Creative Sector in the Galway, Mayo and Roscommon Region: A
Consideration of the Impacts of COVID 19. Western Development Commission and NUI Galway.
https://westerndevelopment.ie/wp-content/uploads/2021/07/21.07.12-Longform-REINFORCINGthe-CR
EATIVE-WEST.pdf.

6

https://www.cso.ie/en/releasesandpublications/ep/p-lfs/labourforcesurveyquarter12022/employment/
#:~:text=Employment%20Status,(%2B15.8%25)%20to%20325%2C400.
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across sectors, as well as the need for great flexibility, in order to thrive in the

freelance-intensive Ireland Creative Media industry.

The percentage of women working in the creative industries in Northern Ireland is

significantly lower than the national average (only 22%), which is over 50 percent. This

number also varies greatly from sector to sector, with at least a third of women

working in radio (33%) and film production (39%)8.

According to the findings of other studies, the percentage of women in the workforce

is decreasing (from 34% in 2006), in contrast to the situation in the whole economy,

where the reverse is true. The ratio for female engagement in Ireland, which is 22%,

contrasts notably poorly with those for England (38%), Scotland (33%), and Wales

(29%), and is identified as a critical concern for the industry by prominent Creative

Media stakeholders in Ireland. As the table below illustrates, seven out of nine

participants to our stakeholder survey agreed or agreed strongly with this assessment.

1.3. Main areas and leading companies

The production of material of a high standard and in a professional manner across a

wide variety of mediums, including but not limited to mobile phones, personal

computers, and film and television displays, is the primary function of the Creative

Media Industries.

However, the supply chains that are utilised by various industries to generate content

are distinct from one another. For instance, in the television industry, a significant

portion of production is now outsourced to the independent production sector after

being commissioned by a limited number of broadcasters.

In most other industries, the paradigm of in-house manufacturing continues to

predominate. Some industries, like broadcasting and filmmaking, create content only

for the public, while others, like corporate production, create material mainly or

entirely for companies. Other industries, like interactive content design and publishing,

create and distribute information to both audiences.

According to the Irish Times Top10009, the five leading companies in media and

marketing by turnover are:

1. RTE is the State owned Public Service Broadcaster. It is a non-profit making

organisation which receives some of its income from Television Licence fees.

RTE provides free-to-air television, radio and online services. RTE television

operates two free-to-air television channels, RTÉ One and RTÉ Two. RTÉ Radio

9 https://www.top1000.ie/core-media

8 O’Brien, D., Laurison, D., Miles, A., and Friedman, S. (2016) ‘Are the creative industries meritocratic? An
analysis of the 2014 British Labour Force Survey’, Cultural Trends, 25(2), 116–131
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operates four national stations RTE Radio 1, RTE 2fm, RTE lyric fm and RTE

Raidió na Gaeltachta. RTE publishing operates media services for the State

broadcaster. Those provided free to the public are the RTE website (RTE.ie) ,

RTE player, RTE News Now and RTE Aertel. The company also produces the RTE

Guide magazine for sale.

2. Core Media is Ireland's largest marketing communications group. The business

consists of nine individual operating companies - Mediavest, Mediaworks,

Starcom, Zenith, Core Knowledge, Engage Communications, Livewire, Ignite and

Radical.

Core Media has been voted Agency Network of the Year for the last five years at

the Media Awards, and it was also recently voted one of the top workplaces in

Ireland by the Great Place to Work Institute for the eighth year running.

3. Mediahuis Ireland, formerly known as Independent News & Media (INM), is a

newspaper and media group across the island of Ireland.

INM has market-leading newspaper positions in Ireland and Northern Ireland,

with a strong and growing digital presence. INM is the largest newspaper

contract printer and wholesale newspaper distributor on the island of Ireland.

4. The Irish Times is Ireland's leading quality news organisation, delivering news,

opinion and analysis to 793,000 print and online readers each week. News

reporting from throughout Ireland is accompanied by reports from a

comprehensive network of foreign correspondents, as well as sports and

business coverage, features and arts sections, lifestyle, jobs and property.

The Irish Times is committed to bringing journalism of the highest standard to

our readers in the most convenient, engaging and accessible way possible

through multi-platform media. The Irish Times continues to pioneer innovation

in digital news publishing, from their daily email digests bringing news straight

to your inbox to their series of weekly podcasts, the Irish Times brings

authoritative news reports; independent commentary and informed insight

directly to the reader. The Irish Times is a trusted source of information

whether it’s in print, on web, mobile or tablet device.

1.4. Trends, local development, policies

The recent changes in Ireland's mass media might be considered as an effort to lessen

governmental participation in broadcasting, allowing commercial and economic

concerns to shape a field of study that has hitherto belonged to the public rather than

the private sector. The Radio and Television Act (1988) is an example of deregulation
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since it ends the public service broadcaster's monopoly on television and radio and

replaces it with private companies.

Broadcasting reform in Ireland is seldom discussed in terms of its larger cultural and

social ramifications for Irish society, with choices instead being made according to

economic and commercial reasons. Recent years have seen a rise in the prominence of

Ireland's cultural industries overall, and the publishing sector in particular has

benefited from this growth. In recent years, several of Ireland's around a hundred

publishers have seen significant increases in sales.

Instantaneously after the Value-Added-Tax (VAT) exemption for books in the Spring of

1982, sales increased by 30–40%. Irish publishing is presently projected to make up

around 55% of the home market, with retail sales of approximately 60 million euros

annually, of which 15 million euros is spent on school books. This compares to an

estimated 5% of the market before 197410.

Despite certain cultural initiatives, by the end of the 1980s, the Irish government had

not articulated a clear cultural strategy. More often than not, cultural concerns were

swept under the rug by the structure of the economic and cultural industries. As a

result, cultural activities are more influenced by financial and free market factors due

to the commercialization of culture, a prominent tendency in Ireland's mass-media

business.

1.5. Best practices/examples/etc.

According to Ciarán Campbell, Kate McKenna and Simon Shinkwin, in media law and

regulation in Ireland11.

“The broadcasting sector in Ireland is regulated by the Broadcasting Act 2009 (as

amended) (the Broadcasting Act), which established a content regulator, the

Broadcasting Authority of Ireland (BAI) and sets out the regulatory framework for the

media and broadcasting sector in the state. The Commission for Communications

Regulation’s (ComReg) role in respect of the broadcasting sector is limited to the

issuing of licences under the Wireless Telegraphy Acts, in respect of wireless

equipment and assignment of required radio spectrum.

The Broadcasting Act and regulator are due to be modernised and changed in

legislation expected to be enacted by the end of 2022 – the OSMR Bill, which was

brought before Seanad Éireann on 25 January 2022 for consideration for enactment,

transposes the provisions of Directive (EU) 2018/1808 (the 2018 Directive), which

revises Directive (EU) 2010/13 (the 2010 Directive), into Irish law.

11 https://www.lexology.com/library/detail.aspx?g=c30c51a9-e783-41cc-9835-eb8bb57dd398

10 Curran, D. and van Egeraat, C. (2010) Defining and Valuing Dublin’s Creative Industries. National
Institute for Regional and Spatial Analysis, NUI Maynooth. NIRSA Working Paper Series no. 57, May
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The OSMR Bill proposes extensive provisions for online safety and sets out a definition

for harmful online content. This transposes requirements under the revised AVMSD

(the 2018 Directive) with regard to video-sharing platforms. However, the OSMR Bill

also proposes a definition of age-inappropriate online content and sets out procedures

for addressing harmful online content. These procedures include the formulation of

online safety codes by the Media Commission, addressed to designated online

services.”

The Creative Ireland12 programme was established in 2017, Creative Ireland was born

out of Ireland 2016, the successful state initiative to mark the hundredth anniversary of

the Easter Rising. The Programme drew inspiration from the extraordinary public

response to the Centenary and the thousands of largely culture-based events exploring

issues of identity, community, culture, heritage and citizenship.

Through partnerships with local and national government, cultural and enterprise

agencies and local enterprise, they aim to create pathways and opportunities for

people and communities to unlock their creative potential.

2. Media 4.0: C&M transformation driven by disruptive digital technologies

The Technology Strategy Board argues that the Creative Sector, with Digital Creative

Media Industries at its core, is a significant innovation stimulant for the broader

economy via the enterprises with whom it may collaborate and/or provide goods and

services.

According to a recent NESTA research, the Creative Industries (of which Creative Media

is a prominent subset) and the talent fostered within it will play a pivotal role in the

UK's recovery from the crisis and will become a major, high-growth contributor to the

UK economy over the next five years. The ability of the Creative Media Industries to

provide engaging educational, recreational, commercial, and public service content and

services that can enthrall citizens, learners, and customers worldwide is crucial to the

success of the digital future.

It is crucial to find methods to innovate within current structures of education, the

workforce, and industry. To find a solution to this problem, the creative and technical

leaders of the digital workplace must work together to conduct research, develop, and

prototype while also providing training to current employees and preparing them for

the jobs of the future.

12 https://www.creativeireland.gov.ie/en/
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3. Entrepreneurial activity

This problem is directly tied to above since it is especially important for a small market

like Northern Ireland that Creative Industries punch above their weight in terms of

commercial capabilities.

However, the broadcasting industry isn't the only one that recognises the importance

of these talents to the Province's digital content industry's competitiveness. Again, this

calls for the involvement of the Skillset Northern Ireland Media Academy in creating

new continuing professional development (CPD) courses, this time in the form of

shorter programmes designed to both improve the skills of current employees and

provide a foundation for future professionals. Comparable to the rest of the United

Kingdom, Northern Ireland's Creative Media Industries suffer from an abundance of

new entrants across the board.

Therefore, many people in the field have taken on unpaid or volunteer labour to break

into the sector; in the United Kingdom, for instance, over half of the Creative Media

workforce says they did so.

An additional effect of an overabundance of workers is an increase in the required level

of education, which serves as a signal if nothing else; this has led many new entrants to

seek doctorate degrees, even if the most in-demand skills are those learned on the job.

The ability to advance one's career in a certain field is supposedly also heavily reliant

on one's educational background. This poses a risk since any credentials earned prior

to university study, regardless of how relevant, can be disregarded.

3.1. Areas of growing and taxonomy of start-ups

Comparable to the rest of the United Kingdom, Northern Ireland's Creative Media

Industries suffer from an abundance of new entrants across the board. As a

consequence, many people in the field have taken on unpaid or volunteer labour to

break into the sector; in the United Kingdom, for instance, over half of the Creative

Media workforce says they did so.

An additional effect of an overabundance of workers is an increase in the required level

of education, which serves as a signal if nothing else; this has led many new entrants to

seek doctorate degrees, even if the most in-demand skills are those learned on the job.

The ability to advance one's career in a certain field is supposedly also heavily reliant

on one's educational background. The risk here is that any credentials achieved prior to

university level study, regardless of how relevant, may be overlooked.

The workforce in the Creative Media Industries has significant room for improvement

in the areas of management, leadership, and commercial acumen, especially in the
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areas of project and production management for cross-platform content (though it

must be said that this particular skills gap is common across most NI industries)13.

The transition from analogue to digital might be difficult to manage if upper-level

managers lack the necessary negotiating and leadership abilities. Managerial

inexperience sometimes results from hiring people with technical backgrounds who

have never held management jobs before. Executive and senior producers with the

credentials to earn and manage network commissions are in limited supply, according

to the Skillset Ireland Board, but there are many who can attest to extensive

experience on a local or national scale.

3.2. Trends and support policies

The United Kingdom's 13,000 media programmes at the Further Education and Higher

Education levels attract over 50,000 students each year. While beneficial to society at

large, the result of too many courses is a pool of graduates unprepared to meet the

needs of companies in the creative media sectors.

The growing concern that the gap between rapidly changing industry demands and

more slowly adapting HE course material could significantly widen, having a

deleterious effect on the industry's competitiveness, is compounded by the prospect of

severe funding restrictions across the higher education sector in the years to come. In

contrast, this might be an opportunity to prioritise the courses that will have the most

impact on the industry, therefore reducing the overall surplus of courses.

For a long time, most industrial sub-sectors have been marked by an abundance of

potential new entrants anxious to enter a career that is often seen as glamorous and

exciting. Because of this glut, many people in the creative media industries in Northern

Ireland have had to rely on volunteer or unpaid work experience to break into the field

and land their first paying job. In fact, nearly half (46%) of the creative media industry

workforce in Northern Ireland has worked for free at some point. This is on par with

the national average for the UK.

About 37% of new customers were brought in via advertisements, while the remaining

22% learned about the company through personal connections. People are often

recruited into the sector via various forms of C&M industries. It is noteworthy to note

that this tendency contrasts with what is found in the broader area of creative media

industries in the UK, where it has been discovered that personal contacts constitute

the key access point for the majority of workers.

13   Indecon (2009) Assessment of Economic Impact of the Arts in Ireland. www.artscouncil.ie/
uploadedFiles/Arts_Council_-_Economic_Impact_-_Final_Report.pdf
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3.3. Media 4.0: C&M startups and technologies involved

Changes in the production, aggregation, and distribution of material have been

facilitated by digital technological advancements, which have had the biggest single

impact on the requisite skill sets of workers in the Creative Media Industries. The

successful implementation of a new platform calls for innovative business models,

nimble and responsive leadership, and a broad range of transferable talents.

Old methods of manufacturing are being questioned, and new methods are quickly

becoming the norm in the business world. However, the advantages of a digital

workflow will only be felt after production workers accept and adapt to the

collaborative working made possible by new approaches, notwithstanding the

criticality of acquiring technological proficiency. Consumers' tastes in media content

are being influenced by the fast pace of technological advancement, which in turn is

driving increased need for specialised labour.

The ability to exhibit a portfolio of talents that were formerly unique to a certain

sub-sector is becoming more crucial in the Creative Media industry, and this is

something that NI stakeholders strongly agree with. This "cross-subsector" competency

need is reflective of the growing convergence of digital media platforms and likely

represents the future of the market. Because of this "cross-subsector" and

ever-increasing need for technological expertise, it was decided that educational and

training opportunities in Northern Ireland needed to change.

3.4. Best practices/examples/etc.

According to Irish entertainment and media industry outlook 2022-202614 by PwC, Irish

Entertainment & Media industry is set to grow 4.53% annually to 2026, says PwC

Entertainment & Media Outlook 2022 - 2026. The Irish Entertainment & Media (E&M)

industry is set to grow at an annual rate of 4.53% CAGR (Compound Annual Growth

Rate) to 2026 to €6.14 billion, up from €4.92 billion in 2021. This growth is primarily

fueled by increasing internet access and significant growth in internet advertising.

There are 3 key growth drivers for Ireland: 1. Internet Access: Ireland is the

third-fastest-growing market in Western Europe, 2. Digital Advertising: Revenues to

Reach nearly €1 billion by 2026, and 3. Over The Top Video: Growth of 9.1% per annum

to produce Revenues of €379 million in 2026.

14
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4. Impact of Covid-19 in C&M industries

The media and creative sector contributes significantly to the economy. Since the

1990s, the idea of creative industries has been developing alongside the introduction

of policies by governments to systematically develop and promote culture, as well as

industries that are heavily dependent on technology, entertainment, and other related

fields.

Business and management researchers are particularly interested in the creative

industries because of its openness and post-industrial features including their

adaptable organisation, heavy reliance on technology, and employment of creative and

technical abilities. As an added bonus, the creative industries include a wide variety of

company sizes, types, and functions, from Fortune 500 companies to sole proprietors

and cultural pioneers.

Since the turn of the century, the arts and entertainment industry have expanded to

become a major contributor to the international economy. The cultural and social

elements of people's lives are significantly influenced by this industry. It was calculated

that more than 7% of global GDP came from the creative industry.

The United Nations Educational, Scientific, and Cultural Organization estimates that the

creative industries brought in $2,250 billion in yearly income worldwide in 2015, and

they expect that number to grow to nearly 10% of global GDP by 2030. Over a 13-year

period, exports of creative products worldwide increased by more than 7% per year,

demonstrating the sector's development and resilience. From 2002 to 2015, the

worldwide market for creative products increased in value by a factor of two, from

$208 billion to $509 billion.

The World Bank (2020) reports that between 2002 and 2015, the value and percentage

of exports from the United Kingdom and the United States associated with the creative

industries expanded dramatically. UNCTAD reported a $1.3 trillion value for the

worldwide creative industries, whereas the OECD reported annual growth rates of

5–20%. The creative industries in the European Union (EU) accounted for three percent

of the EU's total workforce and 3.3 percent of the EU's GDP in 2015.

According to Kantar Media trends and predictions 202215, the second full year of the

COVID-19 pandemic continued to fuel growth in performance media as brands,

switching tactics under global stay-at-home orders, drove much more business through

e-commerce and shorter-term marketing strategies that demanded a clear ROI.

In conclusion, the ever-changing environment might be challenging, but it also presents

a tremendous opportunity for the flexible. The Creative Media Industries are largely

15 https://www.kantar.com/campaigns/media-trends-and-predictions-2022
Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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regarded as a key factor in boosting the economy's prospects for a speedy recovery.

Gaining new knowledge and abilities is the single most significant way to increase

production at both the individual and societal levels, as acknowledged by both the

United Kingdom's central government and the devolved national governments.

III. Overview of the Creative and Media industries in The

Netherlands
1. C&M industries in The Netherlands

1.1. How Large is the C&M industries?

In 2021 there were 22,3 thousand cultural and creative businesses with two or more

people involved in The Netherlands. That is 5% more than in 2020. This also means

that there are more cultural and creative businesses now than before the COVID-19

crisis. Below the growth of the sector is represented when speaking about last years:

The green colour stands for Media & Entertainment.

The light blue colour represents creative business services.

The dark blue colour represents arts.16

16 https://www.cbs.nl/nl-nl/nieuws/2021/44/meer-bedrijven-in-culturele-en-creatieve-sector-in-2021
Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
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1.2. Relevance of C&M industries in terms of Employment / revenue / GPD /

exportation /

The GDP of the cultural and media sector was 3,5% in 2018. When speaking of

employment, it could be measured with 330 employments years or 4,3% of all

employment ratio in The Netherlands. The added value of the cultural and media

sector was in 2018 per labour year €73.000 compared to €92.000 for the whole

economy. One third of the sector are businesses that only consist of one person. In

2018 there was €85 billion of media and creative industry products/services worth in

offer.17

1.3. Main areas and leading companies

The main areas are market research and advertisement, publishers and art. See the

table below:

17
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18

1.4. Trends, local development, policies

The COVID-19 crisis has affected the cultural en media sector in terms of losses, but

also opportunities and shifts. Also, the cultural sector is now very much in movement

in terms of labour market position. The sector really redefines its place in the society.

The most popular subjects are diversity and inclusion. Cultural participation has now

shifted more to the online environment, which was even more evident during the

COVID-19 crisis. Also social inequality will remain relevant.19

1.5. Best practices/examples/etc.

2. Media 4.0: C&M transformation driven by disruptive digital technologies

The C&M sector in The Netherlands is more and more focused on AI and everything is

has to offer for the sector. There are some examples of AI already present in this sector.

For example detecting fake news for publishers.

19 https://www.cultuurmonitor.nl/cultuur-in-2021-vijf-trends/

18
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3. Entrepreneurial activity

3.1. Areas of growing and taxonomy of start-ups

NAPK Start is a national platform for start-ups in cultural and media industry. It

supports the start-ups in the podium arts area with own offers, but redirects the

start-ups also to regional learning programs, funds and more.

3.2. Trends and support policies

Crowdfunding and matchfunding are trending as they offer opportunities to really

realise art projects. The platform Voordekunst is a good example where the creative

minds can campaign for their project. Another trend is the coming up of more

cooperative and collective organizational forms within the creative and media industry.

More and more creative artists are combining their strengths to make their projects a

success.20

3.3. Media 4.0: C&M startups and technologies involved

3.4. Best practices/examples/etc.

4. Impact of Covid-19 in C&M industries

IV. Overview of the Creative and Media industries in country

Portugal

1. C&M industries in Portugal

1.1. How Large is the C&M industries?

In Portugal, as in many other European countries, the Creative and Media Industries

sector has some differentiating characteristics compared to other sectors of the

economy, namely21:

▪ It is a sector made up mostly of individuals, micro-enterprises and SMEs that

work in complex supply chains, which combine commercial activities with

pre-commercial (or even anti-commercial) activities and that largely depend on

informal networks through which creative ideas flow .

▪ It is often highly specialized niche businesses that create value by combining

technological innovation and creativity in the design of new cultural products.

21 Report: “Indústrias Criativas e Culturais, Sinopse 2018”, Direção-Geral das Atividades Económicas, República
Portuguesa, 2018.

20 https://www.instituutgak.nl/blog/arme-kunstenaars-en-creatieve-ondernemers/
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▪ Its assets are invisible and volatile: talent, reputation and brand and a large part

of the critical infrastructure for these businesses is external to the companies.

▪ It has a business profile that is little recognized by banks, investors and the

government, being sometimes devalued to the detriment of other activities

considered “more profitable”.

The Creative and Media Industries is hugely diverse, encompassing sectors such as

advertising, craft, design, fashion, film, television and radio, IT, software, music, the

performing and visual arts, publishing museums, galleries and libraries.

Regardless of the specific subsectors, the Creative and Media Industries is

characterized by small and micro enterprises, individual actors as well as numerous

NGO’s and local associations, with many being connected only through specific projects

rather than stable work relations.

Professionals in the Creative and Media Industries are fundamentally self-employed,

many of them accumulating several jobs. In addition, careers in these industries tend

to be project-based, hence it often follows that creative professionals operate in both

creative and more traditional industries.

In Portugal, the Creative and Media Industries accounts for more than 2% of the

national GPD.

In 2020, the total number of companies in this sector was 70,406 (+7.5% than the

previous year). The Gross Value Added (GVA) generated in 2019 by enterprises in the

sector was 2.5 thousand million Euros (more 6.6% than the previous year).22

In Portugal, UNESCO highlighted the work of the non-profit organization ADDICT, which

strives to create a favorable environment for local Creative and Media Industries by

creating a platform for a real industrial and artistic strategy.

1.2. Relevance of C&M industries in terms of Employment / revenue / GPD /

exportation /

The Creative and Media Industries contribute to the national economy of all Member

States, from 0.9% in Greece to 3.0% in Estonia. In four countries, including Portugal,

the Creative and Media economy accounts for more than 2% of national GDP.

Business sector23

23 Estatísticas da Cultura 2020, Instituto Nacional de Estatística, 2021- ISSN 1647-4066.

22 Estatísticas da Cultura 2020, Instituto Nacional de Estatística, 2021- ISSN 1647-4066.
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In 2019, based on the Integrated Business Accounts System data, there were 65,514

enterprises in the creative and media sector (more 4.5% than the previous year). In

2020, there were 70,406 enterprises (+7.5%).

The Performing arts activities and Architectural activities stood out, representing 26.8%

and 14.7%, respectively, of all cultural and creative enterprises.

The turnover in C&M sector reached 6.9 thousand million Euros (+6.1% than in 2018),

standing out the Advertising agencies, Retail sale of newspapers and stationery in

specialized stores and Other printing and Television programming and broadcasting

activities, which, together, accounted for almost half (46.9%) of the sector’s turnover.

The Gross Value Added (GVA) generated by enterprises in the sector in 2019 was 2.5

thousand million Euros (more 6.6% than the previous year).

Regarding the 2020 turnover, the activities that registered the greatest decreases were:

Museum’s activities (-68.7%), Reproduction of recorded media (-66.9%) and Motion

picture projection activities (-60.5%), Performing arts (-55.8%) and the Support

activities to performing arts (-47.8%).

On the contrary, Library and Archives activities (57.8%), Publishing of computer games

(29.7%) and Sound recording and music publishing activities (23.1%) registered

increases in turnover, when compared to 2019.

Employment24

In 2020, based on the Labour Force Survey data, the employed population estimated in

the C&M sector was 141.2 thousand individuals (+6,8% than 2019). From total, 50.1%

were men, 68.3% were over 35 years old, and 65.4% had completed a tertiary level of

education.

International Trade / Exportation25

In 2020, the exports of creative and media goods amounted to 168.8 million Euros,

corresponding to a decrease of 13.6% over the previous year.

Imports of cultural goods exceeded 352.2 million Euros, representing a decrease of

17.0% when compared to 2019. As a result, the deficit of creative and media goods

balance decreased around 45.4 million Euros, reaching 183.4 million Euros.

The main destination for Portuguese exports of cultural goods were the EU27

countries, which accounted for 65.3% of the total, with the rest of the world (outside

Europe) accounting for 22.8% of the exported value. In the EU27, France (16.3%), Spain

(14.5%) and Germany (13.9%) stand out as the main destination countries for cultural

25 Estatísticas da Cultura 2020, Instituto Nacional de Estatística, 2021- ISSN 1647-4066.

24 Estatísticas da Cultura 2020, Instituto Nacional de Estatística, 2021- ISSN 1647-4066.
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goods. As for the rest of the world, the PALOPs (African Countries of Portuguese Official

Language) were responsible for 8.5% (with Angola with 4.1% and Mozambique with

3.8% of the value of cultural goods exports), followed by the United States of America

(7.1%).

Public Funding26

In 2020, according to data collected through the Survey on Public Financing of Cultural,

Creative and Sports Activities, the Local Governments allocated 470.5 million Euros to

cultural and creative activities (less 9.3% than in the previous year), mainly in the

following domains: Interdisciplinary activities (30.5%), Cultural heritage (23.9%),

Performing arts (20.1%), and Libraries and archives (15.9%).

The Municipalities expenditure on creative, cultural and media activities represented

5.3% of the total expenditure of Local governments (5.9% in 2019), with the average

expenditure per inhabitant at national level being 45.7 Euros (50.5 euros in 2019).

1.3. Main areas and leading companies

The Business of Creative, Cultural and Media Industries in Portugal is characterized by

the following subsectors, in accordance with the DGAE (Direção-Geral de Actividades

Económicas, Directorate-General for Economic Activities):

▪ Edition (CAE5 581 and 582);

▪ Film/Cinema, Video, Television Shows, Sound Recording, Music Editing (CAE 591

and 592);

▪ Radio, Television and News Agencies (CAE 601, 602 and 6391);

▪ Consultancy and IT Programming (CAE 6201 and 6202);

▪ Other creative activities, including: architectural activities, advertising agencies,

design activities, photography activities, and translation and interpretation

activities (CAE 7111, 7311, 741, 742, 743);

▪ Theatre, Music, Dance and other artistic and literary activities (CAE 9001, 9002,

9003 and 9004);

▪ Libraries, Archives, Museums and other cultural activities (CAE 9101, 9102,

9103 and 9104).

In order to provide some unity and at the same time delimiting the scope of the

Creative and Media Industries, these are considered to be composed of three groups of

activities:

26 Estatísticas da Cultura 2020, Instituto Nacional de Estatística, 2021- ISSN 1647-4066.
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▪ Core Cultural Sector, including historical and cultural heritage, arts spectacle,

visual arts and literary creation;

▪ Cultural Activities, integrating visual arts, performing arts, music, editing, film,

photography and video and radio and television, and media;

▪ Creative Industries, information technologies, covering graphic and sound

editing software, educational and leisure software, architecture, advertising,

design, and specialized support services to cultural activities.

Regarding the turnover27 of the Creative and Media sector in 2019, around 3/5 was

generated by Advertising agencies (13.1%), Retail sale of newspapers, magazines and

stationery, in specialized stores (12.9%), Other printing (11.5%), Television activities

(9.4%), Architectural activities (7.6%) and production of films, videos and television

programs (5.7%).

The Performing Arts Activities, despite constituting more than 1/4 of the total of

companies in the Creative and Media sector, contributed only 5.6% to the sector's

turnover, with the same situation being observed in Artistic and literary creation (9.0%

of the total number of companies in the sector) that contributed 1.2% to the sector's

total turnover.

On the other side, companies in the Television Activities, which represent 0.1% of the

total number of companies in the Creative and Media sector, generated 9.4% of the

turnover of companies in that sector of economic activity.

In 2019, the Gross Value Added (GVA) of the Creative and Media sector (2.5 billion

euros), recorded an increase of 6.6% compared to the previous year. The activities that

most contributed were: Advertising agencies (13.4%), Other impression (13.0%),

Television activities (11.9%), Architectural activities (10.1%), performing arts (6.2%) and

design activities (5.8%), which together represented 60.4% of the sector's total GVA.

Some of the most relevant companies in Portugal in the Media sector include:

▪ Grupo Impresa, Portuguese media group with the highest number of television

channels broadcasting abroad.

▪ Global Media Group, one of the largest media groups in Portugal, with activities

in Press, Radio and Internet communications.

▪ Grupo Sonaecom, sub-holding of the Sonae Group with assets in the areas of

Technology, Media and Telecommunications.

▪ Grupo Cofina, Portuguese press group.

▪ Media Capital, Portuguese Media Group.

27 Estatísticas da Cultura 2020, Instituto Nacional de Estatística, 2021- ISSN 1647-4066.
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▪ RTP, public service broadcasting organisation of Portugal. It operates four

national television channels and three national radio stations, as well as several

satellite and cable offerings.

▪ Agência Lusa, largest news agency in Portugal, as well as the largest news

agency in the Portuguese language.

1.4. Trends, local development, policies

The Creative and Media sector also stimulates the growth of several other industries –

such as tourism, high technology, digital industries, transportation and

telecommunications – that are both suppliers and customers of Creative and Media

Industries. The overall spillover when these impacts are included confirms Creative and

Media Industries as a key driver of growth for the whole European economy.28

In the last two decades, the creative and media industries have established themselves

as a privileged area of   public intervention, with a set of major objectives and

instruments of cultural policy being relatively consensual today, which include the

preservation and enhancement of heritage; support for artistic creation and

production and the dissemination and internationalization of Portuguese culture;

strengthening access to culture through 'democratization' and cultural

decentralization; the qualification of creators and professionals in the creative area.

The North and Lisbon Regions clearly stood out, since, in both cases, the development

of the Creative and Media Industries was identified as a priority for the regional

development strategy.

In association with the European Commission's strategic orientation, which is based on

support for the cultural and creative sectors as an essential pillar for the economic,

social and cultural development of Europeans, and in order to respond to the need for

technical assistance to the Programme, the Portuguese Government created the

Creative Europe Information Center – the Creative Europe Desk Portugal – whose

purpose is to disseminate information about the Creative Europe Program among

professionals in the cultural and creative sectors, promote and disseminate access to it

and provide support to candidates or others interested in the activities of the Creative

Europe Program.

Additionally, a Work Programme for the Creative and Culture sector was created by the

national authorities focused in four main areas:

▪ Accessible and inclusive culture;

28 Report “Rebuilding Europe: The cultural and creative economy before and after the COVID-19 crisis”, January
2021, EY.
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▪ Cultural Heritage;

▪ Cultural and creative sectors: creative economy and innovation;

▪ Promotion of cultural diversity, culture in the EU's external relations and

mobility.

The main goal was to identify innovative measures to promote entrepreneurship and

new business models in the cultural and creative sectors.

The support for innovation largely depends on public policies. However, innovative

policies do not fully accept the innovation potential of the creative and media

industries, proving to be, in many cases, still strictly focused on technology.

Support structures for the creative and media industries include, among others,

clusters, competence and development centers, incubators, networks, digital

platforms, professional organizations, creative hubs and shared work centers, among

others.

These structures have the potential to foster innovation and entrepreneurship in the

creative and media industries, helping to create a beneficial ecosystem, capable of

overcoming the fragmentation of the sector and contributing to the development of

the territories in which the industries are located. Overall, these are flexible spaces that

respond to the new demands of the digital age, while providing training to participants,

creating a supportive community that seeks to optimize business opportunities.

Nevertheless, the sector faces some barriers, including29:

▪ Lack of a nationwide political vision for the further development of the creative

and media sector and, as a consequence, lack of specific programmes and

support tools;

▪ Lack of backing from authorities;

▪ Lack of effective collaboration with institutions;

▪ Economic and political instability that prevents an implementation of a

long-term investment strategy;

▪ Emerging sector that cannot afford to pay for advice;

▪ Insufficient international mobility and participation in networks.

1.5. Best practices/examples/etc.

The Creative Europe Desk Portugal30 (Centro de Informação Europa Criativa – CIEC) is a

structure, co-financed by the European Commission and the Portuguese government,

30 https://www.europacriativa.eu/europa-criativa-2021-2027/centro-de-informacao-europa-criativa/quem-somos

29 https://en.unesco.org/creativity/policy-monitoring-platform/addict-creative-industries-agency
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aiming to disseminate information about the Creative Europe Program among

professionals in the cultural, creative and media sectors, as well as to promote and

disseminate the access to the programme and provide support to candidates or others

interested parties in the programme’ activities. Creative Europe Desk is also

responsible for promoting collaborations and providing support and information to the

European Commission in their area of   activity.

ADDICT31 is a non-profit association supporting the creative industries sector in

Portugal. The main objective is to foster a favorable environment to promote creation,

production and distribution in the creative industries while acting as an innovation and

internationalization platform. ADDICT’s aims and objectives include to:

▪ Nurture a positive environment for the development of creative and media

industries;

▪ Thrive through the promotion of capacity building and internationalization of its

stakeholders;

▪ Promote systemization of the sector;

▪ Advocate appropriate public policies to help the sector;

▪ Help with finding available funding;

▪ Create a platform for networking and knowledge promotion.

ADDICT was founded by 10 institutions with the aim to promote the creative and

media sector and the region, help revitalize the industrial sector in the region, and

create a connection between universities, the industry and young entrepreneurs.

2. Media 4.0: C&M transformation driven by disruptive digital technologies

Creative and Media works now occupy a central place in the digital economy,

increasing the visibility of the entire value chain of authors, performers and business

partners, and embracing new ways to enlarge audiences. Between 2013 and 2019, the

turnover generated in Europe by online cultural content, services and works increased

by 92% (+12% per year)32.

The Creative and Media Industries have also embraced digital technologies from a

marketing standpoint. In the performing arts, the use of data and the development of

innovative performance management methods have, for example, further streamlined

the filling of theaters or museums. New production and distribution channels, made

32 Report “Rebuilding Europe: The cultural and creative economy before and after the COVID-19 crisis”, January
2021, EY.

31 https://en.unesco.org/creativity/policy-monitoring-platform/addict-creative-industries-agency
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possible by technology, have emerged, such as print-on-demand, digitization of archive

catalogues and self-publishing.

The Creative and Media Industries have always been pioneers in the adoption of new

technologies: virtual reality, augmented reality, blockchain and artificial intelligence

have been deployed and experimented with by creative organizations and creators

over the last decade.

3. Entrepreneurial activity

The Portuguese startup ecosystem33 is still young, but it is one of the best assets

Portugal has, with small-scale but fast paced and steadily growing companies

representing over 1% of the country’s GDP. Quality of life, the sun and sea, cost of

labor, and specialized talent have obviously something to do with it, but there is

significant progress on the development of the startup ecosystem.

It has become a highlight in the European startup scene, especially after hosting the

WebSummit in 2016, putting the country on the map as one of the hippest places to be

in.

The arrival of international and experienced capital, together with the maturing of local

investors has also attracted the attention of some talented engineers with a global

mindset. The proverbial local capacity to improvise and find unconventional solutions

probably also play a role in terms of originality of some of the startups, with plenty of

good ideas and originality.

A weakness turned strength, as the local market is quite small, it forces nascent

startups to address international markets by design. This an important differentiator

when looking at other ecosystems with bigger critical masses, where most often the

internalization part comes quite later in the path. It is usually more efficient to build for

the world from the very beginning, with global product validation.

The following figure presents the key KPIs of the Portuguese Startup Ecosystem.

KPIs of the Portuguese Startup Ecosystem34

34 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.

33 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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3.1. Areas of growing and taxonomy of start-ups

As mentioned previously, the Portuguese startup ecosystem is still young, but it’s one

of the best assets Portugal has. The ecosystem is ranked 12th on Top 100 Emerging

Ecosystem Ranking Startup Genome and ranked 12th of the most innovative EU country

Innovation Scoreboard EU.35

Startup Portugal has been documenting progress on the Portuguese startup

ecosystem, with a current estimation of approximately 2,159 startups in Portugal in

2020, which represents 13% above the average number of startups per capita (per

million of inhabitants) in Europe (190).

The Portuguese startup profile indicates that on average a startup has 8.8 people

employed and, 75.2% have a B2B business model.

Portuguese startups are focused on international markets. With a small domestic

market, Portuguese startups have no alternative than looking to international markets,

35 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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especially the European Market, taking advantage of the open economic zone. Some

startups even prioritize USA markets in their business plans and are born global.

A look at the split of Portuguese startups per stage shows that there is more emphasis

at an early stage. It is a younger ecosystem than the average European one. The

following figure shows the startup split by stage and comparison to Europe.

Distribution of startups by development stage36

Looking at the Regional startup split it shows a vibrant ecosystem in the North and

Center, aggregating hubs like Porto, Braga and Aveiro. With Porto waging in 19%.

Coimbra is also a key-hub in the Center region and Lisbon account for 18% of the total.

There are a lot of development opportunities in the islands of Azores and Madeira, and

their potential for sea-related activities could be easily leveraged.

Another interesting perspective is to look at the picture further down the line, in terms

of scaleups. In fact, today’s scaleups are yesterday’s startups, and among the top 25

there is a clear bias towards B2B, though there is a stronger skew towards Consumer &

Web, if compared to today’s startup image. The following figure shows the startups

split by industry.

36 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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Figure 3.Distribution of startups by industry37.

Based on the 2021 IDC Portugal report on the Startup and Entrepreneurial ecosystem

in Portugal, the distribution of the startups by primary industry sector shows that 5% of

the total number of startups are in the field of Media & Creative Industries.

% of Startups by Industry sector38

3.2. Trends and support policies

A study on the cultural39, creative and media sector showed that the entrepreneurs in

this area need training and qualifications in the field of   entrepreneurship and

management in order to overcome cultural barriers to the way “their art” is used, and

39 Study: Estudo do Estado da Arte do Empreendedorismo, NERLEI – Associação Empresarial da Região de Leiria; TGA
– Técnicos de Gestão Associados; 2017.

38 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.

37 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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develop the necessary skills to create and manage their companies. Also, this study

shows that these entrepreneurs need innovative environments with a propensity to

take risks, and the absence or insufficiency of funding, market access and specific

entrepreneurial and management skills make it difficult to develop their businesses.

Companies within the creative and media sectors are relatively small companies,

mostly micro companies, with important challenges of scale and ability to penetrate

markets. Many of the creative entrepreneurs do not even form their own companies,

existing informally. Finally, the development of cultural, artistic and creative

entrepreneurship requires a flexible ecosystem, which promotes collaboration in

networks, with support services (from marketing, management, commercialization and

production) and with openness to innovation and to cultural business.

Support structures for the Creative and Media industries include, among others,

clusters, competence and development centers, incubators, networks, digital

platforms, professional organizations, creative hubs and shared work centers, among

others.

These structures have the potential to foster innovation and entrepreneurship in the

Creative and Media, helping to create a beneficial ecosystem, capable of overcoming

the fragmentation of the sector and contributing to the development of the territories

in which the industries are located.

Incubators are the institutions that have most contributed to the development and

dynamism of the Portuguese business community, with an effective role in the survival

rate of ideas and innovative startups. The National Network of Incubators was created

as part of the Startup Portugal Strategy. Its role is to promote cooperation and the

sharing of resources and knowledge, in order to improve products and services made

available to entrepreneurs and companies. From 2016 to 2020, the number of

incubators grew by 40%, and there are now 169 incubators distributed across the

country offering 2325 incubator rooms.

Businesses in creative and media industries, including art, audiovisuals, advertising,

design, fashion, entertainment software, performing arts, publishing and publishing,

etc., have specific challenges that require expert support. This type of business is often

developed by small teams (1-5 people) that focus mainly on the technical component.

Therefore, dedicating time to managing and promoting the business can be difficult,

and even perceived as superfluous by promoters, which can be explained by the fact

that entrepreneurs in creative and media industries often lack training or management

skills. New creative companies also find it difficult to expand their business

geographically, being limited to a local distribution network, with local communication,

Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not
necessarily reflect those of the European Union or the European Education and Culture Executive Agency (EACEA).
Neither the European Union nor EACEA can be held responsible for them.

-47-

https://www.rni.pt/component/content/featured


and with poor growth prospects. An additional challenge is funding, as most traditional

investors are not sensitive to the creative and media industries.

Business incubators can make an important contribution to the development of

companies in the creative and media industries. Possibly this support can be more

effective if it is provided by specialized incubators - with skills, knowledge and

privileged contacts to other elements of the value chain. Several studies indicate that

the success of incubated companies also depends on the formal links to commercial

networks provided by the incubator. Incubators specialized in a specific sector have

in-depth knowledge about the business and offer superior quality services.

In the specific case of the creative and media industries, it is possible to identify four

vectors of support necessary for new companies:

▪ Develop the management skills of entrepreneurs. Incubators can offer training

and advice to new businesses in strategy, marketing, operations and general

management.

▪ Increase business visibility in the creative industries. Incubators can promote a

cluster effect, developing a joint notoriety that can also be transmitted to new

companies that are being incubated.

▪ Communicate product value. Often the price of artistic products does not

reflect the effort and work invested. Helping new companies communicate the

value of their product allows them to find customers who are more willing to

pay higher sums.

▪ Assist in the search for investors. Incubator networks should include funders

who are sensitive to the creative industries and willing to finance new

businesses in these sectors. These funders may include experienced

entrepreneurs from these industries.

The following figure shows some of the incentives and support programmes available

in Portugal for the startup ecosystem. These range from vouchers, convertible loans,

co-investments to websummit participation support.

Startups’ Incentives and Support programmes40

40 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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3.3. Media 4.0: C&M startups and technologies involved

Intelligence everywhere and digital platforms are one of the critical technological

drivers for the development and creation of new startups in the Creative and Media

Industries.

Data drives action. The real-time continuum of applications and data that stretches

from edge to network and core, from IoT, mobile devices, and more — combined with

historical data, enterprise systems, and global information — continually “sense” an

environment and put it into new contexts. AI and machine learning “compute” and

spread intelligence to turn data into “action” and action into value.

Ecosystems at Scale. Understanding and provisioning the platforms that will sustain,

advance, and scale business and operations and exert strategic control are essential for

every business. A digital platform is the assembly of technologies, capabilities, and data

upon which digitally enabled businesses run. The data exchanges, intelligence, and

network effect within digital ecosystems generate new value beyond the platform

itself.

The following figure shows how technology is essential for the development of the

startups’ business models.
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Technology and Startups Business Models41

3.4. Best practices/examples/etc.

Startup Portugal

In 2016, the Portuguese Government launched the National Strategy for

Entrepreneurship - Startup Portugal - with 3 objectives: to create and support the

national ecosystem, attract national and foreign investors and accelerate the growth of

Portuguese startups in foreign markets.

Startup Portugal is a non-profit organization with the mission of promoting

entrepreneurship and innovation in Portugal. In liaison with different entities and

partners, it develops several initiatives that contribute to the growth of the ecosystem

and to a greater culture of entrepreneurship in the country.

The initiative operates as a medium between government, entrepreneurs, incubators,

and accelerators, finding the needs of the ecosystem. It helps to design and implement

public policies and private initiatives that continuously serve the community and

attract the best foreign talent, founders, and investors.

Over the years Startup Portugal has promoted various programs and initiatives, with

the most recent being the Startup Visa, Tech Visa, Startup Voucher, One Stop Shop,

Startup Hub and international Missions Abroad projects which include the Go Global

webinars.

41 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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Startup Portugal is also responsible for the National Network of Incubators, commonly

known as RNI - Rede Nacional de Incubadoras. RNI is a nation-wide network with the

aim of identifying, connecting and enabling existing incubators and accelerators of

startups. It has already certified more than 150 incubators.

FabLab Lisboa

FabLab Lisboa is a hub that supports creativity and digital manufacturing by offering

digital tools in order to help users and residents materialize their ideas. FabLab Lisboa

is also part of Lisbon's entrepreneurial ecosystem.

FabLab Lisboa is a digital fabrication laboratory for rapid prototyping, custom

manufacturing and industrial experimentation. The main objective is to transform ideas

into reality, allowing the creation of new products, which in turn can enhance the

creation of jobs and wealth in the city of Lisbon. In this workshop space, industrial

equipment is available, accessible and safe, such as small and large milling machines,

laser cutting and vinyl cutting machines, 3D printer, an electronics workbench,

computers and the respective software-supported computer programming tools CAD

and CAM.

UPTEC – Science and Technology Park of University of Porto

UPTEC supports the creation and development of business projects in the arts, sciences

and technologies, through sharing knowledge between the university and the market.

UPTEC is a pioneering structure in the Higher Education framework in Portugal, which

concentrates a wide range of startups and private research and development centers

around the University of Porto, constituting a fundamental piece of support for

knowledge transfer between the university and the market.

Since its establishment in 2007, UPTEC has supported more than 300 business projects,

distinguished by their high degree of innovation, technological, scientific and creative

intensity, specialized knowledge and internationalization potential. Through them,

more than 1700 jobs have already been created, the majority of which are qualified,

which makes this Park an important focus of innovation and development within the

Portuguese socio-economic fabric.

Centro de Inovação da Mouraria (CIM) (Mouraria Creative Hub)

Mouraria Creative Hub is the first incubator in Lisbon to support projects and business

ideas from creative industries, especially in the areas of Design, Media, Fashion, Music,

Tiles, Jewellery, among others. It provides fully equipped workplaces, a wide network

of mentors, tailor-made training and consulting, access to financing solutions and

support for the marketing of products and services.
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4. Impact of Covid-19 in C&M industries

In 2020, the cultural and creative economy in Europe lost approximately 31% of its

revenues, and Portugal was no different42.

The COVID-19 disruption has exposed, accelerated, and introduced new threats to

organizations and their assets, increasing noise and dissonance and eroding trust

among partners and customers. Meeting expectations of trust and social responsibility

become new competitive advantages where “trust = value.”

The COVID-19 pandemic has focused on what customers care about and shifted how

consumers and brands engage and interact. Companies with the best price, the coolest

product, or the most memorable marketing campaign will not necessarily have an

advantage when compared with companies that provide a safe, secure, and seamless

experience.

As the pandemic crisis hit across the world, startups have found themselves being hit

hard by two main shockwaves: capital shock and demand.

▪ Globally, 4 out of 10 startups have three months or less of liquidity (runway),

and therefore, may not survive.

▪ Venture capital has fallen by about 20% since the beginning of the COVID-19

crisis in December 2019.

▪ About 72% of startups saw their revenue drop since the beginning of the crisis,

with the average startup experiencing a decline of 32%.

▪ A study conducted in Portugal found that startups confirm that COVID-19

impacted their activity, mainly due to a decrease in sales and a postponement

or delay of projects.

Every crisis creates opportunities, and this crisis is no different. Over half of Fortune

500 companies started during a contraction, and over 50 unicorns were created during

the Great Recession.

The current crisis has accelerated the digitization of the offline economy. Tech Economy

will be crucial for recovery. Opportunities are unlocked for companies, they are also

unlocked for ecosystems. This is also a unique opportunity for everyone to rebuild the

economic communities with a lower negative impact on the environment and a

stronger focus on inclusion and fair access to the amazing value that tech ecosystems

create.

42 Report “Rebuilding Europe: The cultural and creative economy before and after the COVID-19 crisis”, January
2021, EY.
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According to a study conducted in Portugal about 42.3% of the surveyed startups said

that the pandemic generated new opportunities43.

The following figure shows the main impacts of COVID-19 in the startups businesses.

Figure 7. Portuguese startups business impacts due to COVID-19 pandemic44.

The Creative and media sector was one of the most affected sectors by the COVID-19

pandemic, “considering the combined effect of the severity of the containment

measures adopted and the pre-existing fragility of the sector”. The multiple

confinements suspended the social life of communities, as well as international

mobility, and imposed the closure of cultural activity (in Portugal, the entire sector was

considered non-essential). Overall losses in the largest markets were estimated at

between 20% (Germany) and 25% (France), but exceeded 70% in the most affected

subsectors — performing arts, visual arts, cultural heritage, music and film.

The social effects in a sector with such a high percentage of precarious and socially

unprotected workers were brutal — in many cases the livelihoods of these people were

at stake. The impact of cancelling hundreds of thousands of cultural activities has

affected artists and creators, but also technical-artistic workers (e.g. sound, lighting,

scenography, wardrobe, make-up, etc.), suppliers of goods and services and the entire

economy, which benefits from this cultural production. The maintenance of constraints

on inter-regional and cross-border mobility and the restrictive measures that were

44 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.

43 Startup & Entrepreneurial Ecosystem Report 2021, IDC Portugal, Startup Portugal, 2021.
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imposed on the sector after reopening (some transversal, others specific) significantly

increased costs and conditioned revenues in the performing arts, cinema, music or

books.

The subsectors that had a lesser impact were essentially, retailers, which operate

exclusively online, and platforms that sell subscription services for video, games, music,

e-books and audiobooks45.

The following challenges have been identified as priorities for the recovery and growth

of the creative economy46:

- Provide massive public funding and promote private investment in creative and

media businesses, non-profit organizations, entrepreneurs and creators: two

indispensable levers to support and accelerate their recovery and

transformation.

- Promote the EU's diversified cultural offering by ensuring a solid legal

framework, allowing for the development of private investment in production

and distribution, providing the necessary conditions for an adequate return on

investment for businesses and guaranteeing adequate income for creators.

- Use the Creative and Media Industries – and the multiplied power of their

millions of individual and collective talents – as a major accelerator of social,

societal and environmental transitions in Europe.

V. Overview of the Creative and Media industries in Spain

1. C&M industries in Spain

The sectors that make up the creative economy are both those considered strictly

cultural (publishing, music, audiovisual -cinema, television, video games-, plastic arts

and museum activity, heritage) and those that fall within the broader radius of the

creative industries: fashion, gastronomy, architecture and design.

Each of these industries has its own characteristic business models, but at the same

time all of them are increasingly entering into industrial and corporate synergies.

How Large is the C&M industries?

In Spain, cultural and creative industries account for 2.4% of GDP, according to the

culture satellite account, and rise to 3.2% if the set of economic activities linked to

intellectual property is considered (2019).

46 https://en.unesco.org/creativity/policy-monitoring-platform/addict-creative-industries-agency

45 https://www.bertrand.pt/blogue-somos-livros/livrolicos/artigo/o-setor-cultural-e-criativo-na-europa/191546
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1.1. Relevance of C&M industries in terms of Employment / revenue /
GPD / exportation /

The cultural and creative industries have been a strategic engine for growth, cultural

development and job creation in developed societies since the end of the last century

(Department of Communications and the Arts, 1994; Department of Culture, Media

and Sport, 1998). This sector has been particularly affected by the pandemic. The state

of alarm, the lockdown and the restrictions in the mobility of people are the main

causes (European Institute of Innovation and Technology, 2021).

In Spain, the lockdown in March 2020 interrupted the upward trend that cultural

employment had been registering for the last eight years and meant the loss of 42,000

jobs.

Spanish cultural industries have a significant weight in the national GDP. This sector

accounts for a 2.4% of the total Gross DDP, according to the Cultural Statistics Yearbook

2021 of the Ministry of Culture and Sports. This means an annual production of 30,171

million euros.

Of these, multimedia platforms and the audiovisual world, the preferred activities of

Spaniards in their leisure time, are also the ones with the highest turnover, a total of

8,608 million. Another major source of income is the publishing industry, which,

between press and books, has a turnover of 7,518 million euros.

Evolution of cultural employment in Spain

Source: Creative and Cultural Industries in Spain: Effects of COVID-19 on Economy and

Cultural Employment
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1.2. Main areas and leading companies

The video game is positioned as the first audiovisual industry in Spain with revenues of

1,530 million euros in 2018, 12.6% more than in the previous year. It ranks above

cinema, which earned 585.7 million, and recorded music, which obtained 237.2 million,

according to the report of the Spanish Association of Video Games (AEVI), which was

presented this Tuesday.

Spain ranks ninth in the top 10 most important markets in the video game industry. The

ranking is led by China with 30,500 million euros, followed by the United States with

27,928 million and Japan, South Korea and Germany.

Some of the main companies in the video game industry in Spain are: Novarama,

MercurySteam, Pendulo Studio, Nomada Studio, Tequila Works, The Game Kitchen,

Pyro Studios.

1.3. Trends, local development, policies

Some of the trends we observe on the cultural and creative industries are the

following:

- New sound platforms, such as audiobooks, podcast, sound adventures and more

- New platforms for cultural audiovisual content

- New product distribution platforms

- New cultural products linked to the media

- New cultural products linked to the generation of communities and social

networks.

1.4. Best practices/examples/etc.

✔ Magallanes, co-financed by the Interreg Spain-Portugal Program: the common

historical, patrimonial and cultural roots in the territories of Andalusia, Algarve

and Alentejo drive the creation of a cross-border cooperation network, aimed

at the generation and consolidation of an innovative entrepreneurial ecosystem

in the creative-cultural industry of the Euroregion.

https://www.juntadeandalucia.es/cultura/aaiicc/centro-magallanes.

✔ Factoría de Industrias Creativas (Creative Industries Factory): They promote

entrepreneurship, talent, creativity and innovation in the Cultural Industry.

https://www.factoriadeindustriascreativas.es/
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✔ Impulsacultura Proyecta: Its objective is to promote the generation of

employment and the creation of new companies in the cultural and creative

industries. http://www.impulsaculturaproyecta.com/

2. Media 4.0: C&M transformation driven by disruptive digital technologies

McKinsey Global Institute (MGI) describes twelve disruptive technologies of which six

are directly linked to the Orange Economy:

✔ Mobile Internet as new forms of communication

✔ Internet of Things as new forms of differentiation

✔ Cloud technology as new forms of exchange and accumulation

✔ Energy storage as new forms of portability

✔ 3D printing as new ways of making

✔ Advanced materials in technology as new materials

3. Entrepreneurial activity

3.1. Areas of growing and taxonomy of start-ups

In July 2021 it took place the “Culture, Business and Territory” conference which

highlighted the importance of cultural and creative industries (CCI) for social

transformation and their role as an economic engine in Spain.

Thus, in our country we can identify the following challenges related to cultural and

creative industries:

According to Buyolo (co-director of the FOM's Creativity and Cultural Leadership Lab)

"culture is a volatile and unstable sector that needs to reinvent itself", which is why

European reconstruction funds take on special relevance.

Our language, Spanish, places us in a privileged position in the sector as it is the second

most spoken language in the world.

We must make an effort, through public-private collaboration, to ensure that culture

reaches, on equal terms, the small and medium-sized cities in our territory.

According to Antonio Muñoz, senior associate in the Industrial and Intellectual

Property Department and the Telecommunications, Media, Sports and Entertainment

Areas of Garrigues Abogados and president of the Culture Section of the Madrid Bar

Association, "Spain, because of its diversity, is a country that has great references and

has spectacular conditions to be a great cultural power". As for the legislation, he
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commented that "it is comparable to other European countries, so we are at a good

starting point". He also commented on the need to reach a great State pact on culture.

In relation to the fashion industry, Pepa Bueno, director of the Spanish Fashion

Association, praised its capacity to contribute to the achievement of the Sustainable

Development Goals (SDGs), through its commitment to care for the environment,

entrepreneurship, gender equality and the generation of opportunities in rural areas.

In relation to the taxonomy of startups in Spain, it is important to highlight that in

December 2022 a new Start-up Law will come into force, which is part of the Recovery,

Transformation and Resilience Plan promoted by the Government of Spain.

This law is aimed at providing a series of tax incentives and facilities in administrative

procedures to start-ups with an innovative character, among which we can find those

belonging to the cultural and creative industries.

3.2. Trends and support policies

The European Investment Fund together with Compañía Española de Reafianzamiento

(CERSA) have signed a guarantee agreement under the new Cultural and Creative

Sectors Guarantee Facility, as part of Creative Europe, an EU initiative.

This agreement will provide €100 million of EU counter-guarantees to CERSA, enabling

Spain to develop 1,000 SMEs in cultural and creative sectors, such as film, video game

production, music, publishing and theater, which are expected to receive loans worth

€150 million.

Digitization of the creative industries

According to a report by Strategy&, the increasing use of Internet-connected digital

technologies has had a profound effect on the creative industries, specifically on

content creation such as book publishing, film, television, music and games. The report

concludes that "the vast majority of the growth generated in today's creative industries

is digital."

The non-digital parts of the creative industries are shrinking and are expected to

continue to do so, but the revenues of these creative industries remain strong as the

industries adapt to the new digitized world. These industries owe much of their

sustainability to consumers, who are willing to pay more for digitized creative content.

The massive use of the Internet has revolutionized the creative industries: between

2003 and 2013, creative industry revenues grew by 1.2%.

Consumer use of media is growing at a rate of 4% per year in all European countries.

Content creators benefit from the increased access their customers have to their

content thanks to digitization.
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3.3. Media 4.0: C&M startups and technologies involved

What is the impact of Culture 4.0?

The consequences of Culture 4.0 are difficult to foresee since it is a new world in which

technological advances are happening at a great speed, although in general the

adoption of technology in organizations is much slower than the technical advances

and the most important and difficult thing is the changes in paradigms and mentalities

when it comes to visualizing new business models.

Culture 4.0 can impact on:

✔ Cultural organizations and their way of managing resources: it is essential to

know the target audience and to know what motivates and interests them. This

can lead to changes in organizations and the creation of new positions or the

disappearance/reorientation of others.

✔ Professionals: the incorporation of new technologies can lead to new work

methodologies and results. Just as athletes use devices to measure their

performance, actors, musicians, etc. can also, for example, monitor their vital

signs in order to know how to improve everything that may involve physical

effort.

✔ Providers of new products or services: incorporating augmented reality, for

example, to a physical visit to a museum through an app can help to make the

visit more dynamic, making it more attractive to a certain type of public.

✔ Society: knowing about culture in its different forms benefits all individuals in

society. Everything that involves its dissemination is good for society as a whole.

What technologies can be used in Culture 4.0?

Some of the technologies that can be applied to the digital transformation of cultural

organizations are:

✔ Big data, data mining, data analytics and business intelligence: knowing the

sector and which products are having the greatest acceptance and benefits is a

very interesting option to optimize resources.

✔ Artificial intelligence, to interpret and draw conclusions from data: who knows

if in the future algorithms will be able to find new opportunities, businesses or

even write and compose? Robotics: robots are increasingly present in all

sectors, including the creative and cultural industries, from those who deliver

books in libraries to those who clean the floors of museums autonomously.
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✔ Virtual reality and augmented reality, for example, to train employees or

musicians using virtual platforms or to allow simulating the attendance to

stages or cultural events without leaving the digital environment.

✔ IoT (Internet of Things) and connected sensors: through these technologies, as

in Industry 4.0, it is possible to measure and control different data in real time,

such as certain vital signs of musicians (pulse) during the performance of a

concert or the actors in a play, the location of visitors to a museum at any given

moment to know which areas arouse more interest, etc. Blockchain: to directly,

reliably and transparently perform certain operations, such as paying an author

for the use made of his music in real time.

✔ 3D printing: for example, to print specific parts of musical instruments created

with 3D printers.

✔ PCs, smartphones and tablets: these are existing and widely used technologies,

but it is worth remembering that in many cases they are not fully exploited and

that practically everyone has one.

4. Best practices/examples/etc.

✔ Prado Puerta digital (App): Project of the Prado Museum in Madrid for the

modernization of its public management.

✔ Ciudad Real Museum: 700 pieces have been digitized in the Ciudad Real

museum. Of these, 575 can be viewed free of charge on the Sketchfab platform,

the largest platform on the planet for 3D models.

✔ Circollaborative Tools. Presented by Jean Marc Broqua (La Grainerie). An

Erasmus+ project with 6 European partners that, within the framework of

creation and research processes, explores the use of digital tools to facilitate

collaborations between producers, international cooperation project managers

and artists.

✔ Visualook shoes: 3D personalized footwear configurator

5. Impact of Covid-19 in C&M industries

The economic activities in the cultural and creative field most affected by the pandemic

have been graphic arts, where more than 16,000 jobs have been lost; and the

audiovisual and performing arts sectors, with around 10,000 fewer jobs, respectively.

These last two activities, which include cinematography, production, programming and

radio and television broadcasts, music publishing and artistic creation and shows (20%
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of total cultural employment), have been particularly affected by the stoppage of

productions audiovisuals and the closure to the public of cinemas, theaters and

concerts. In contrast, the activities of libraries, museums and heritage (6% of total

cultural employment), with a strong presence of public employment, have maintained

relatively stable employment levels during 2020.

Change in cultural employment between 2019 and 2020 according to occupations

Source: Creative and Cultural Industries in Spain: Effects of COVID-19 on Economy

and Cultural Employment

Change in cultural employment between 2019 and 2020 by gender
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Source: Creative and Cultural Industries in Spain: Effects of COVID-19 on Economy

and Cultural Employment

Change in cultural employment between 2019 and 2020 by age groups
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Source: Creative and Cultural Industries in Spain: Effects of COVID-19 on Economy and

Cultural Employment

Change in cultural employment between 2019 and 2020 by educational attainment

Source: Creative and Cultural Industries in Spain: Effects of COVID-19 on Economy and

Cultural Employment

Thus, the composition of the cultural sector and creative industries in Spain in 2020 is

as follows:

Cultural employment in 2020 according to occupations, gender, age and level
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Source: Creative and Cultural Industries in Spain: Effects of COVID-19 on Economy and

Cultural Employment

Data analyzed confirm the negative effects of the pandemic on the Spanish economy

and cultural and creative employment, a situation similar to what has happened in

other European countries that have analyzed this strategic sector. In 2020, 42,000

cultural jobs were lost in Spain, a decline of 5.9% compared to the previous year. These

figures are similar to those recorded during the economic crisis of 2008-2012 and are

above the maximum range of the job loss range calculated by the OECD for member

countries (between 0.8 and 5.5%).

In relative terms, the main victims of the consequences of the health crisis on cultural

employment in Spain are men, between the ages of 16 and 34, and with a low level of

training. The economic activities in the cultural and creative field most affected by the

pandemic have been the graphic arts, the audiovisual sector and the performing arts.

In order to cope with the effects of the pandemic, The Ministry of Culture and Sport,

through the Directorate General of Cultural Industries, Intellectual Property and

Cooperation, has announced the grants for the Modernization and Innovation of

Cultural and Creative Industries in 2022, with a budget of 2,940,000 euros. These aids,
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which are called annually, are aimed at financing activities that contribute to improving

the supply of cultural products and services through new technologies.

Also, those that promote the creation and dissemination of the cultural offer.

The objectives also include the training of cultural managers and entrepreneurs, as well

as activities that support the creation and consolidation of cultural and creative

companies, those that contribute to the generation of employment, favor the

internationalization of the sector, encourage the participation and

decision-making.capacity of individuals and companies in cultural activities through

patronage, and promote the presence of women in the creative and cultural industries,

addressing the gender gap.

The recipients of the grants for the Modernization and Innovation of the Cultural and

Creative Industries are self-employed individuals and small and micro enterprises that

carry out their activity in any of the following cultural sectors: architecture, audiovisual

arts, performing arts, plastic and visual arts, interactive arts, cinema, design, cultural

management, books, fashion, music and dance, new creative multimedia genres, new

media, cultural heritage, advertising, radio and television and cultural tourism.

VI. Overview of the Creative and Media industry in the Basque
country

1. C&M industry in the Basque country

1.1. How Large is the C&M industry?

According to the Basque Government47, creative and cultural industries represent
10.25% of companies in the Basque Country and 5.29% of employment.

1.2. Relevance of C&M industry in terms of Employment / revenue / GPD /
exportation

These firms are generally micro-SMEs, with an average of 3 employees per company
(compared with the Basque average of 5.8 employees per firm).

Nº companies Nº employees

2016 2019 2016 2019

Cultural industries 6.286 6.462 25.263 26.850

Creative industries 9.151 9.660 20.102 21.311

47 https://www.euskadi.eus/web01-a1kulind/es/
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TOTAL CCI 15.437
(9.8%)

16.122
(10.25%)

45.365
(2.25%)

48.161
(2.34%)

TOTAL Basque Country 154.687 157.358 854.154 911.267

The level of exports of the Basque CCI industry remains low, and with this in mind, in

2019 the Basque Government launched a programme to support the

internationalisation of CCIs: KSIatea – Programa de Internacionalización de las

Industrias Culturales y Creativas (ICC). In 2019 and 2020 over 100 companies

participated in this programme, and received support to carry out a diagnosis of their

readiness for internationalisation, and half of these firms went on to receive support to

prepare an internationalisation plan. These plans were unfortunately affected by the

COVID-19 pandemic.

1.3. Main areas and leading companies

Relative weight of the subsectors in Creative and Cultural industries in the Basque
Country.

Source: Basque District of Culture & Creativity

1.4. Trends, local development, policies

In line with the increasing relevance given to CCI in Europe, the Basque Country too is
seeking to develop this industry. Policy makers, led by the Basque Government have
been working to support the sector in a series of waves of measures.

From 2012 to 2018, a number of qualitative studies were carried out and quantitative
approximations were made in order to grasp the relevance of CCI for the Basque
economy. In parallel, efforts were made to connect with other European regions
through the CREADIS3 network.
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In 2020, a major milestone is achieved with the identification of Creative Euskadi as a
strategic opportunity for the region in the Basque Country’s RIS3 strategy (Regional
Innovation Strategy for Smart Specialization) the 2020 Science, Technology and
Innovation Plan. To implement Creative Euskadi, a new interdepartmental programme
was launched to coordinate a variety of different initiatives to support the
development of CCI in the region. Moreover, the number of actors supporting CCI has
increased in recent years: Regional Governments, the three capital cities (Bilbao, San
Sebastian and Vitoria-Gasteiz), technological centres, universities, sectoral and cultural
agents, etc. These actors are working together in a networked manner, to provide the
more comprehensive support to the development of the industry.

Another important milestone was achieved in 2021 with the creation of the BDCC
(Basque District of Culture and Creativity), whose aim is to unite and reinforce different
public and private initiatives in order to develop the Cultural and Creative Industries in
the Basque Country. BDCC provides a number of tools and services to help CCIs
develop and grow, for example: marketing, administration and finance, new business
development, intellectual property, internationalisation etc.

1.5. Best practices/examples/etc.

The following are best practices that have been launched in the Basque Country to
support the development of of creative and cultural industries.

● Basque District for Culture and Creativity (BDCC)

● Proyecto Creadis3 - Smart Creative Districts

● KSIatea – Programa de Internacionalización de las Industrias Culturales y

Creativas (ICC)

2. Media 4.0: C&M transformation driven by disruptive digital technologies

3. Entrepreneurial activity

3.1. Areas of growing and taxonomy of start-ups

Following the Baque Country’s smart specialisation strategy, the strategic areas for the
creation of new businesses are intelligent industry, clean energies and personalised
health. In addition, four opportunity niches have been identified: healthy food,
ecoinnovation, sustainable cities and creative and cultural industries. For each of these
niches, a sector programme will be developed to support the creation of new projects.

The key goal for creative and cultural industries is to support the generation of new
ideas and projects, strengthen existing projects and start ups (through professional
training) to grow and achieve a critical mass, and stimulate networking and
cooperation among creative and cultural start-ups.
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3.2. Trends and support policies

The Basque Country has a strong orientation towards promoting entrepreneurship and
supporting start-ups. As a result, the Basque County has a very developed ecosystem of
over 100 public-private agents who work together to support entrepreneurs and
start-ups.

Link to the entrepreneurship roadmap of the Basque Country including map of the
agents involved: https://www.spri.eus/archivos/2021/04/pdf/pie-2024_cas.pdf

3.3. Media 4.0: C&M startups and technologies involved

The technologies identified in the Basque Plan for Entrepreneurship (including but not
only for media sector) include:

✔ Artificial intelligence / big data / data science

✔ Predictive algorithms for decision making

✔ machine learning, data analytics, artificial vision, digital twin

✔ Internet of things and technology 5G

✔ Internet of things connectivity, digital platforms, cloud computing

✔ Cybersecurity

✔ Blockchain, product cybersecurity, network cybersecurity

✔ Cyber-physical systems

✔ Control algorithms, embedded systems, sensors and biosensors

Among the actors that support entrepreneurship in the Basque Country, there are 17
technology centres, who come together under the umbrella of the Basque Research
and Technology Alliance (BRTA).

These technology centres help firms increase their competitiveness through
technological developments and applications, but also support the creation of
tech-based start-ups.

3.4. Best practices/examples/etc.

Coordinated entrepreneurship strategy for all public agents of the Basque

Country

Tecnalia Ventures: builds businesses from potential opportunities based on

sophisticated technologies (deep tech), making them attractive for investors,
thus generating value in society. To do this, we have developed an
entrepreneurship ecosystem which helps us value and launch new
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technological assets with the ultimate aim of generating value for the
companies and for society.

4. Impact of Covid-19 in C&M industry

Extracted from the report “Impact of COVID-19  on the Cultural and  Creative Industries
in the Basque Country”

Between 1 January and 31 December 2020, a period in which economic activity was
strongly impacted by the COVID-19 pandemic, the number of CCI companies in the
Basque Country suffered a decline of 1.45%, dropping from 16,886 companies to
16,643 companies, that is, a drop of 243 companies. Employment associated with said
activities dropped from 33,982 jobs to 33,419 jobs, a reduction of 1.66% (563 jobs.

If we analyse the number of companies, creative activities suffered most in that fall,
totalling 2.11%, mainly due to the drop in Language industries and Architecture. On the
contrary, Design and Advertising activities added new companies during the pandemic.
Cultural activities underwent a fall of 0.56%, produced by the reduction of companies in
the areas of Books and the Press, Performing arts and Heritage, Museums, Archives
and Libraries. However, the number of companies in the areas of Audiovisual and
Multimedia and Music grew.

As for the fall in employment in the CCI (563 jobs), the cultural industries accounted for
more than half of the fall (309 jobs, 1.50%) due to the fall in auxiliary activities in
Performing arts (232 jobs) and those jobs pertaining to Books and the Press (118 jobs).
However, the Audiovisual and multimedia sector presents a positive change of 2.9%
(174 jobs).
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