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The significance of the creative industries is on the increase. The sector is growing 
with extraordinary power and sparkling with remarkable dynamics regarding start-

ups and employment, as the book you are holding, the Fourth Austrian Report on 
Creative Industries, shows. Our enterprises’ brillant export performance is something 

we can be proud of, while at the same time creative enterprises have just as many 
clients and cooperations on the local and regional level. 

The creative industries have shining charisma that inspires other sectors of the  
industry, providing important impulses. They make innovations saleable. Without good  
design, professional advertisement and appropriate software, a technological innova-
tion will hardly stand a chance on today’s markets. Therefore, the creative industries 

help to augment the entire Austrian economy’s potential for the creation of value. 

The Federal Ministry of Economy promotes the sector’s dynamic development via our 
support program called “evolve”. By enhancing the creative industries’ competitive 

and innovative capacity, we make Austria all the more attractive as a location for busi-
ness and industry. Thus, “evolve” is a crucial tool of our modern policy of innovations. 

 
Reinhold Mitterlehner 

Austrian Federal Minister of Economy, Family and Youth

“Ideas won’t keep; 
	 something must  
    be done about them.”

Alfred N. Whitehead



It has been seven years since the first programs for promoting the creative industries 
in Austria were launched. As of 2010, the creative sector is finally becoming an asset 
as a future market all over Europe as well, as the European Commission has pub-
lished a Green Paper on unlocking the potential of cultural and creative industries, 
thereby initiating discussions on a broad European level. In 2011, a European Creative 
Industries Alliance is about to follow, which is going to intensify the member states’ 
cooperation and to pave the way for the creative industries to be included in the pro-
gram, with a special focus on research and innovations.

I am delighted to see that Austria has vital, highly developed creative industries, 
which will contribute a considerable share to placing Europe in a new position in the 
world. Our continent’s cultural variety and brillant ideas can only be transformed into 
competitive edge, if we avoid hiding them in our drawers. The creative industries are a 
transmission belt for the entire economy. They create new business models, products, 
jobs and services, always on the pulse of the times.

Seven years ago, it was just a notion; now we know for sure: strong creative industries 
are indispensable for any location that claims to be a center of innovations. 
 
Christoph Leitl 
President of the Austrian Federal Economic Chamber 

“The man with  
	 a new idea is a crank 	
  until the idea succeeds.”

Mark Twain 



“Construction site: entrance permitted.” This is what best describes our current 
situation. Every week there are new innovations on the market. Work, communication, 
mobility: everything is constantly changing. There is a lot to be tried out and grasped. 

Our society and economy are challenged to develop new forms of organisation. In 
the creative industries, many of them have already been made real, as the present 

Fourth Austrian Report on Creative Industries clearly indicates. Four out of five 
creative enterprises in Austria build associations, working in groups of companies and 

self-employed entrepreneurs. This facilitates the processing of assignments, mutual 
inspiration and competence. 

The figures are all the more surprising because they shatter the common prejudice 
that creative enterprises are of negligible size. Working in flexible and still stable 

groups of companies and self-employed entrepreneurs is what gives creative people 
strength – so much strength that by now almost every second creative enterprise has 

clients and customers beyond the borders of Austria. The majority of these customers 
are enterprises themselves, i.e. business customers. 

The creative industries are larger than expected. They represent a vanguard for new 
value-added chains and novel forms of occupation, both locally and internationally.

Time to modify that sign at our construction site:  
“Construction site: entrance permitted. Please join in.” 

 
Gertraud Leimüller 

President of creativ wirtschaft austria

	 “Instead of moaning 
    about the decline  
of the old industries, we 
	 should try to develop 
      some new ones.” 
			        John Naisbitt
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Methods

Apples and pears – on the methods

Sorting their merchandise is comparatively easy for fruit dealers: an apple is an apple, 
and a pear is a pear. So much is clear. The creative industries can be compared to a 
huge fruit basket that contains not only different fruits including unfamiliar varieties 
from afar but also newly cultivated varieties which do not even have a name yet. The 
task of creating some order in this basket definitely requires more than two hands.

The above is a good way of roughly describing the challenging task of conducting a 
study on creative industries. The 22 hands and eleven heads of the scientists of the 
KMU Forschung Austria (the Austrian Institute for SME Research), the Centre for 
European Economic Research (ZEW) and Joanneum Research were indeed confronted 
with a considerable amount of sorting work. In order to be able to deal with the vast 
and partly unexplored field of the creative industries in a comprehensive way, the 
authors of the present study applied different methods. Basic data, such as defini-
tions, were collected by researching existing literature, while structural data and 
balance sheet data were acquired from databases provided by Statistics Austria, the 
Austrian Federal Economic Chamber, the KMU Forschung Austria, and others. Inter-
views with Austrian creative entrepreneurs were conducted via telephone, online, or in 
the form of qualitative interviews.

Comprehensive economic data is not yet available in the field of the creative indus
tries. In some areas, it is virtually unchartered territory the present study has entered. 
In order to make sure that this study is as up-to-date and as comprehensive as 
possible, in their combination of different methods and especially in their interview 
methods, the authors chose to consider the most recent results of national and inter-
national research into creative industries.
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Chapter 1

… they are the people who design fashion, aren’t they?

All commercial enterprises that create, produce, and distribute 
creative goods, and that create and provide creative services be-
long to the creative industries. One in ten Austrian enterprises is 
part of the creative industries – and this figure is on the increase.

The economic significance of the creative industries is ever growing – and with it, the 
awareness of this significance. An increasing number of studies deal with this topic, 
and political decision makers have come to understand its relevance. Creative enter-
prises constitute an important field of growth in a modern, knowledge-based society. 
In Austria, the increase in the number of employees in the creative industries between 
2001 and 2006 was higher than that in the overall economy.

The European Commission is among those who set their focuses on the creative 
industries and on answering the question of how it will be possible to exploit resour-
ces, knowledge, and creative potential in the future in order to promote innovation 
and, thus, safeguard the wealth of our continent. So far, the way in which the creative 
industries are defined has been constantly changing, filling whole books and making 
international comparisons difficult or even impossible due to diverging definitions of 
terms. In the meantime, however, European Economic Statistics including, of course, 
Austrian Economic Statistics, have been modified, which makes it necessary to adjust 
the Austrian definition of creative industries.

Austria’s creative industries may be subdivided into the following nine areas:

	 architecture
	 design
	 music, books & arts
	 radio & TV
	 software & games
	 publishing companies
	 video & film
	 advertising
	 libraries and museums as well as botanical and zoological gardens1

As a general guideline, it can be said that this branch includes enterprises which are 
engaged in the creation, production and (media) distribution of creative and cultural 
goods as well as in the provision of creative and cultural services, said goods and 
services having an economic value.

1  This area was not considered in the interviews because only a small share of the enterprises in this 
area belong to the private sector. 	

belong to the creative industries. 
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Chapter 1

The creative class in the lead 

Researchers in the United States claim that with the increasing acceptance and the 
increasing need of creativity, the Creative Class is growing as well. In the United 
States, the Creative Class is already said to cover a share of about one third of the 
working population, which would make it the ruling class of society.

Even if we apply the above strict definition according to the new classification of 
economic activities, the number of enterprises and employees in Austria’s creative 
industries increased by more than ten percent between 2004 and 2008, while the turn
over increased by as much as 25 percent. In the year 2008, one in ten enterprises in 
Austria belonged to the creative industries. More than 127,000 people (including self-
employed persons) worked in the approximately 36,100 creative enterprises, 92,400 of 
which were gainfully employed. 

Chart 1. Delimitation of the creative industries and related areas

video rental stores video & film opinion researchpublishing companies

antiques technical offices and fashion

appliances repair services music, books & arts print

sound carrier retail design architecture PR consultancy

market researchsoftware & games advertisingtourism

business consultingothers*radio & TVphotography

researchproduction/sale of hardware

* includes libraries and museums as well as botanical and zoological gardens.
Sources: KMU FORSCHUNG AUSTRIA. – Vierter Österreichischer Kreativwirtschaftsbericht (complete version).

related areascreative industries
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Chapter 1

Chart 2. Development of the creative industries, 2004 – 2008 (Index: 2004 = 100)

Note: due to the change of the classification of economic activities (ÖNACE 2003 was changed into ÖNACE 2008), 
only those sectors of the creative industries which can be compared throughout the different years were considered.
Sources: KMU FORSCHUNG AUSTRIA. – Statistics Austria.
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… they are completely insignificant for the overall economy, aren’t they?

Austria’s creative industries produce a turnover which is as large 
as that of tourism, their exports are strong, and they are important 
suppliers for other sectors. 

According to recent studies, the statement “Austria is a country of tourism” may well 
be amended by “Austria is a country of creative industries” – at least when overall 
revenues are considered. The creative industries clearly emerge as the winners from 
the comparison of tourism and creative industries. In 2008, the 36,000 creative enter-
prises recorded a turnover of EUR 18.5 billion, i.e. 2.6 percent of the overall economic 
turnover. The turnover in the area of the tourist accommodation and food service 
industries amounts to a share of 2.0 percent.

2008 share in the overall 
economy1 in percent

enterprises 36,093 10.0

staff (including self-employed persons) 127,041 4.0

gainfully employed persons 92,425 3.2

revenues in EUR million 18,495 2.6

gross value added at factor cost in EUR million 7,198 3.5

Table 1. Structure of the creative industries (2008)

1 excl. of agriculture and forestry (more specifically of sections B to S of ÖNACE 2008).
Sources: KMU FORSCHUNG AUSTRIA. – Statistics Austria.

When the gross value added is considered, the creative industries account for 3.5 per-
cent, and this share surmounts that of tourism by 0.2 percent. (In fairness, this figure, 
however, has to be put into perspective: While one in ten Austrian companies belongs 
to the creative industries, one in eight belongs to the tourist accommodation and food 
service industry. The number of employees in this area accounts for 8.1 percent, this 
share being twice as high as that of the creative industries.) The figures concerning 
turnover and value added of civil engineering in Austria are only slightly higher than 
those for the creative industries. In 2008, this sector accounted for 2.9 percent of the 
overall economic turnover and for 3.6 percent of the gross value added.

Chapter 2
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Chapter 2

Table 2. The economic significance of selected sectors in percent (2008)

enterprises employees (including 
self-employed persons) revenues gross value added 

at factor cost

creative industries 10.0 4.0 2.6 3.5

tourist accommodation 
and food service industry 12.4 8.1 2.0 3.3

vehicle industry 2.5 2.4 3.7 1.7

civil engineering 1.4 3.1 2.9 3.6

production of staple and 
luxury food, beverages, 
and tobacco products

1.0 2.1 1.9 1.6

mechanical engineering 0.4 2.3 2.7 3.0

1 excl. of agriculture and forestry (more specifically of sections B to S of ÖNACE 2008).
Sources: KMU FORSCHUNG AUSTRIA. – Statistics Austria.

The invisible becomes visible 

The achievements of the creative industries for the overall economy are hardly appre-
ciated. While the value chain of the production of goods can be clearly depicted by the 
individual steps of extracting resources, producing primary and intermediate pro-
ducts, and manufacturing/assembling them, the mainly immaterial services provided 
by the creative industries cannot be outlined that easily. Or can they? We can draw 
on the simple example of chocolate for making the significance of creative industries 
visible: creative industries are responsible for the lilac cow on the lilac packaging, for 
the design of the showroom, i.e. of the supermarket, in which the chocolate is sold, 
for the software which makes sure that there is a sufficient supply of sweets, and for 
the software which enables customers to pay electronically. 

Chart 3. Value chain of the creative industries

* the creative act (Commission of Inquiry 2007).
Sources: Statistics Canada 2004. – Commission of Inquiry 2007.

production processingcreation* distribution cultural goods and services

supportive services
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Chapter 2

Creative supplier services with a value of EUR 6.5 billion
68 percent of the customers of creative professionals are companies, while only  
30 percent are private customers. The primary services provided by the creative 
industries enable the purchasing companies to make their products more attractive, 
to promote their marketing, and to improve their business processes. The volume of 
such “supplier services” for other sectors amounts to EUR 6.5 billion, which is a share 
of 3.8 percent of the overall primary services of Austria’s national economy. The  
employment multiplier is 1.47; for every 100 employees in the creative industries, 
there are 47 additional jobs in the Austrian primary services sectors. This means that 
the creative industries induce the creation of about 60,000 jobs altogether. 

Most primary services (22 percent) are provided in the field of entertainment, sports, 
and culture. The creative industries themselves purchase 20 percent of the domestic 
primary services they use from creative enterprises – for example as partners in 
cooperations of creative professionals but mainly in the form of the joint provision of 
creative services within business partnerships. 15 percent of the primary services 
are purchased by the educational system, and these services are mainly provided by 
publishing companies, the area of software & games, and architects.
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Chapter 2

Chart 4. The creative industries as suppliers for 22 sectors, given in percent

Sources: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010. –  
Statistics Austria: input-output tables, 2006. – Calculations and estimations of the ZEW.
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Chapter 2

Creative suppliers for numerous sectors
The term “primary services” is only meant to encompass the purchase of services. 
Ideas or proposals of creative professionals, which trigger innovations on behalf of 
their customers, open new markets or create growth opportunities, are not taken into 
account. It can be assumed that the real significance of this aspect is underestimated, 
especially in the content field, which encompasses the areas of music, books & arts, 
radio & TV, and video & film.

Advertising is the most significant of the areas providing creative input (33 percent 
share of domestic turnover), followed by the area of software & games (25 percent). 

Chart 5. The individual sectors of the creative industries and their main customers in percent

Share of the individual creative sectors in the overall volume of primary services purchased from the creative 
industries according to the individual customer sectors (domestic and foreign customers).
* excl. of the sectors belonging to the creative industries. – ** including lobbies.
Sources: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010. –  
Statistics Austria: input-output tables, 2006. – Calculations and estimations of the ZEW.
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The creative development of products
The development of suitable products always constitutes a challenge for the creative 
industries, regardless of the economic situation. Three in five creative enterprises 
launch new offers within a period of three years. This high rate of innovation requires 
a high degree of specialisation and very specific market, or niche offers. As a result, 
84 percent of the creative professionals create products which are specifically tailored 
to their customers; this holds especially true for architects, designers, and adver-
tisers. 80 percent of the enterprises cooperate with customers directly, one third of 
which even provide their services at the customers’ own business locations.

44 percent of the ideas of creative professionals originate within their own enterpri-
ses, 21 percent consider their own ideas and those of the customers equally impor-
tant, while in 18 percent of the cases the customers provide more impulses than the 
creative professionals themselves. The customers’ ideas are most important in the 
areas of software & games, design, and advertising.

Chapter 2

Chart 6. Various sources of new business ideas, given in percent

Note: share of enterprises in percent for which the respective source(s) of new business ideas is/are most 
significant. Explanation: For 15 % of the designers, their own ideas and their customers’ ideas are equally 
important.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010. 
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Creative intensity and R&D
Does letting creative professionals do their work reduce the need for researching 
activities? Yes and no. On the one hand, many sectors with a high creative intensity, 
i.e. with a high amount of primary services purchased from the creative industries, 
spend rather low sums on research and development (R&D); this holds true for the 
clothing industry, EDP, the printing industry, the food industry, banks and insurance 
companies as well as hotels and restaurants, for example, and it is due to the fact 
that creative enterprises provide the preliminary work in terms of product design, 
information technology, new marketing concepts, and the like. On the other hand, the 
creative intensity is above average in most industrial sectors with high research in-
tensity. Whether primary services are purchased or not is highly dependent on factors 
like the importance of marketing, the aesthetic appearance of products and enterpri-
ses, or the technological production process, i.e. the software provided by the creative 
industries. What is sure is that creative intensity constitutes a factor of its own which 
is independent from research intensity. 

Chapter 2
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Chapter 3

… they are all lone fighters, aren’t they?

Enterprises that belong to the creative industries are com
paratively smaller; their number of cooperations with business 
partners, however, is above average.

The prevalence of single-person enterprises (SPEs) indeed constitutes a characteris-
tic of the creative industries – in 63 out of 100 creative enterprises, only one person is 
“employed” (compared to 37 percent of the enterprises in the overall economy). Most 
of the “lone fighters” can be found in the area of music, books & arts (76 percent), 
followed by design (70 percent), and video & film (61 percent). There is a completely 
different situation in the area of radio & TV, where the share of SPEs amounts to  
22 percent only. One out of three creative companies has more than ten employees.

Chart 7. The size of enterprises in the creative industries in percent of enterprises (2008)

Sources: KMU FORSCHUNG AUSTRIA. – Statistics Austria. 
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In general, it can be said that, with 3.5 employees on average, creative enterprises are 
smaller than the average enterprise of the overall economy, which has nine emplo-
yees. Eight in ten creative enterprises are family enterprises in which the power to 
make decisions resides in the founder or family members. The head of one in four 
creative enterprises is a woman. Enterprises with a large number of employees tend 
to be headed by men.
 
In 2008, more than 127,000 people were employed in the 36,000 enterprises of Austria’s 
creative industries. The economic crisis in 2009 did not affect creative professionals 
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to the same extent as it affected the production sector, where many people had to be 
dismissed. In 2009/2010, 69 percent of the companies were able to keep the number of 
their employees constant, 15 percent had to reduce it, while 17 percent hired new em-
ployees. Between 2005 and 2009, personnel costs in the creative industries increased 
to the same extent as the operating income did. For the period to come, the majority of 
creative enterprises (77 percent) plan not to change their employee counts.

What would they do without business partners?

Even though the creative industries are at the lower ranks regarding the intensity 
of employment, it would be wrong to refer to creative professionals as lone fighters. 
About three quarters of the enterprises cooperate with business partners on a  
permanent basis (31 percent) or in individual projects (45 percent). Most enterprises 
have a maximum of five business partners, and 44 percent have not more than one or 
two. The average time spent on one project amounts to 7.5 months. There are consi-
derable differences, though: designers, on average, spend 2.5 months on a project, 
while architects take as much as an entire year.

The average share of the turnover of the six sectors of Austria’s creative industries 
generated by projects and services provided within business partnerships amounts 
to 21 percent. If we consider only those creative enterprises that provide services in 
cooperation with business partners, the share of the turnover generated in the frame-
work of such business partnerships amounts to 28 percent in the creative industries. 
Business partners also play an important role in business development and especially 
in providing new ideas. 

Chapter 3

Chart 8. Number of employees in the creative industries compared to other sectors, in percent of 
enterprises (2010)

Balance: share of enterprises which experienced increases in the number of employees less the share of 
enterprises which experienced decreases.
Sources: KMU FORSCHUNG AUSTRIA. – Austrian Federal Economic Chamber. 
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Chart 9. Cooperation with business partners

Note: share of enterprises with business partners in percent. Data projected onto the population of the survey.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.

architecture

content

design

software & games

publishing  
companies

advertising

creative industries

0 10 20 30 40 50 60 70 80 90 100

3 – 5 business partners

1 – 2 business partners

no business partners

6 – 10 business partners

more than 10 business partners

no business partnerships

mainly permanent business partnerships

mainly business partnerships for individual projects

710372917

10262437

9282932

5244624

59243131

66363219

58303324

62

2117

37

26
37

34

3432

37

39
24

33

3631

48

3319

45

3124

Most business partners are creative professionals from other enterprises, about half of 
them are SPEs, while two thirds are enterprises with at least two employees; public ins-
titutions and associations, however, are less relevant in this connection. Creative profes-
sionals often cooperate with enterprises of the creative industries (62 percent), with the 
area to which business partners of the creative industries most frequently belong being 
software & games, followed by advertising, publishing companies, design, and content. 
Business partners from the creative industries often belong to the same creative sector. 
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Only five percent of all architects have business partners from the creative industries, 
alliances with partners from other sectors being all the more common. Most of the 
business partners who do not belong to the creative industries are in the construction 
industry and the utility industry (energy/water/disposal, 23 percent), the sector of infor-
mation/communication/printing (16 percent), or technical offices (16 percent). 

Only 15 percent of the business partners are situated at the same location as the 
enterprises themselves, most of them being reachable in a 30-minute drive. Espe-
cially designers, advertisers, and architects consider proximity important, while the 
proximity of business partners does not play a very essential role in the area of soft-
ware & games and in publishing companies. In spite of the small distance, personal 
meetings take place rather infrequently: about one in three creative entrepreneurs 
meets their business partners only once a month, 29 percent – mainly in the pub-
lishing industry – even less frequently. One third state that personal meetings take 
place once a week; with architects, however, this holds true for even 43 percent.

Beware of too much dependency!
 
Business partnerships have their advantages, but they also have drawbacks. The use 
of common resources may be beneficial for business, but may, on the other hand, also 
constitute a loss of independence for an enterprise and diminish its own position on 
the market. A reasonable combination of attracting customers oneself and coopera-
ting with business partners is ideal for business success.

Chart 10. Complex business partnerships

Note: data projected onto the population of the survey. 
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.
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An interesting trend has become apparent in this connection: the higher the turnover 
an enterprise has generated via business partnerships, the more unfavourable its 
business development turns out. On the other hand, enterprises to which customers 
are often referred via business partnerships and those who use common umbrella 
brands, grow faster. Brands or other forms of common presentation to customers 
(such as labels) are used by 19 percent of all creative professionals, especially by SPEs 
and those who are active in the areas of content, advertising, and software & games.

Trust in verbal agreements is more important than written contracts
 
In the creative industries, being true to one’s word is considered very important. 
39 percent of Austria’s creative entrepreneurs, especially designers and content 
professionals, rely on verbal agreements when cooperating with their business 
partners. 25 percent prefer written contracts; this applies for as much as 34 percent 
of the architects. It has become apparent, by the way, that enterprises that base their 
cooperation on written contracts grow faster. Even though being able to trust in verbal 
agreements is valuable, written contracts provide more security.

Chart 11. The legal basis of cooperations with business partners

Share (in percent) of enterprises organising their business partnerships in the respective way. Data projected 
onto the population of the survey.
Explanation: 22 % of architects, in some cases, organise their business partnerships by cooperating in special 
legal forms of organisation and by means of written contracts.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.
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… their work does not earn them any money, does it?

The creative industries are economically more successful than 
the overall economy.

 
The turnover of Austria’s creative enterprises, amounting to EUR 18.5 billion in 2008, 
was higher than that of the enterprises of the overall economy. In the balance year of 
2008/09, EUR 5.30 of a turnover of EUR 100 were pure profit, while the profit amoun-
ted to only EUR 2.30 in the overall economy – the return on sales, thus, amounted to 
5.3 percent in the creative industries compared to 2.3 percent in the overall economy. 
The areas of architecture and music, books & arts generated more than the average 
return on sales. Only the area of video & film suffered slight losses. The high return 
on sales is especially due to the creative industries’ cost structure, which is marked by 
low expenditure for material and higher staff expenses.

Chart 12. Return on sales in the creative industries and in the overall economy1 in EUR million 
(2008/2009)

1 excl. of real estate management and holdings.
Source: KMU FORSCHUNG AUSTRIA, balance data base.
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Creative professionals who account on a cash basis (i.e. enterprises which are not 
legally obliged to draw up a balance and which constitute a vast majority among 
Austria’s creative enterprises) have a similar cost structure as enterprises of the over
all economy that account on a cash basis; however, these creative professionals have 
recently managed to achieve better results regarding their return on sales: the result 
before tax in 2008 amounted to nine percent of the operational income in the creative 
industries, compared to five percent in the overall economy. In the case of SPEs who 
draw up a balance and have an operating income of up to EUR 1 million, it was striking 
that while the return on sales in the overall economy was negative by 13.3 percent, the 
creative industries achieved a plus of 7.4 percent. Irrespective of the company size, 
70 percent of the enterprises of the creative industries that drew up a balance in 2008 
were able to break even, compared to 55 percent in the overall economy.

Inverse asset situation
In the creative industries, typically, current assets rather than fixed assets prevail. 
The share of tangible assets amounts to 37.5 percent, compared to 51.6 percent in the 
overall economy. As far as current assets are concerned, the relationship is 61.4 per-
cent in the creative industries to 47.8 percent in the overall economy. Loan capital in 
the creative industries usually is short-term loan capital (58 percent, compared to 49 
percent in the overall economy) – for example in the form of overdraft or trade credits. 
This could be due to the fact that it is more difficult for creative enterprises to obtain 
bank loans, which is why they are forced to use the more expensive short-term types 
of loans. This is not merely an Austrian phenomenon: difficult access to different 
types of financing can also be observed in a number of creative industries throughout 
Europe. Additionally, there is often a lack of knowledge about various ways of funding 
or even of strategic management. This, in turn, creates barriers to the growth of some 
creative enterprises, or makes creative enterprises less attractive for investors.

More equity 
 
As far as the creative industries’ equity base is concerned, we have to take a  
closer look: at an average rate of 23.4 percent it is lower than that of the overall 
economy by almost seven percent. In creative enterprises with a turnover of less 
than EUR 7 million, however, the equity base is consistently better than in the overall 
economy. The recommended minimum equity base of 20 percent is only reached in 
creative enterprises with a turnover of EUR 1 million and more, while enterprises of 
the overall economy, on average, achieve this figure when having a turnover of  
EUR 4 million and more. Generally, the equity base is raised with an increase in turn
over, both in the creative industries and in the overall economy. Among the creative 
industries, the equity base is highest in publishing companies (26.2 percent), adverti-
sing (25.4 percent), and in the area of software & games (24.9 percent), and lowest in 
the areas of design (10.3 percent) and music, books & arts (14 percent).

Chapter 4
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Chart 13. Equity ratio in the creative industries and in the overall economy1 according to turnover 
volumes in EUR million (2008/2009)

1 excl. of real estate management and holdings.
Source: KMU FORSCHUNG AUSTRIA, balance data base.
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Less debt
 
The share of positive equity is higher in the creative industries – 71.7 percent compa-
red to 65.5 percent in the overall economy in the period of 2008/09. This means that 
creative enterprises tend to be less indebted and incur losses less frequently (18 per-
cent) than enterprises of the overall economy (21 percent). One in five enterprises in 
the creative industries has an equity ratio of 20 percent and a return on sales of more 
than four percent, while in the overall economy only 17 percent of all enterprises 
achieve these figures. This means that the situation of Austria’s creative enterprises 
is better than that of the overall economy.
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Less investment
Among other things, the investment activity of an enterprise depends on the cash 
flow it generates, i.e. the net inflow of liquid assets. In 2008/09, the cash flow in the 
creative industries amounted to eleven percent of the companies’ operating income, 
compared to seven percent in the overall economy. The smaller the enterprises, the 
higher the cash flow. Creative enterprises with a turnover of up to EUR 300,000 have 
a cash flow of twelve percent of their operating income, while the overall economy 
achieved three percent. Nevertheless, creative professionals invest less. Entrepre-
neurs of the overall economy with a turnover of up to EUR 300,000 spent ten percent 
on investments, those with a turnover of more than EUR 7 million spent five percent. 
Creative enterprises with a turnover of up to EUR 300,000 invested nine percent, those 
with a turnover of more than EUR 7 million invested two percent. 

Chapter 4
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… external circumstances force them to become self-employed, right?

Creative entrepreneurs are self-employed because they want to 
be self-employed – so they can achieve their goals.

It is often said that creative professionals fight from one project to the next to make 
ends meet, that they write and write until their fingers hurt, and that they would prefer 
being employed by a company. This is simply not true. Creative professionals have 
intrinsic reasons to become self-employed, i.e. it is a decision based on their own 
intentions: three quarters have established an enterprise because they wanted to work 
independently, approximately 50 percent want to be able to implement their creative po-
tential, and again 50 percent appreciate flexibility and independence. For women, being 
able to reconcile family and profession more easily constitutes a reason to become self-
employed more often than for men. The general level of education is extremely high in 
the creative industries: 34 percent of Austria’s creative professionals have a university 
degree. In the European creative industries, the share of university graduates amounts 
to as much as 47 percent – compared to 36 percent in the overall economy. 

Almost three quarters used to be gainfully employed
Before becoming self-employed, 70 percent of the creative professionals were em
ployed in a company, half of them had an executive position. 13 percent established 
their own enterprise right after training, eleven percent are “serial entrepreneurs”,  
i.e. they had already established another company before their current enterprise. Nine 
percent of all entrepreneurs did not have any professional experience when they estab-
lished their company, 17 percent did not have any sector-specific experience. A shorter 
duration of education and training is usually compensated by a higher level of profes-
sional experience, with university graduates having the lowest extent of professional 
experience. On average and creative professionals of either sex have had ten years of 
professional experience when they established their own enterprises – the periods of 
professional experience being somewhat longer in the areas of publishing companies 
and advertising and comparatively shorter in the areas of design and video & film.

Chart 14. Professional and sector-specific experience at the time of the establishment of an enterprise 
(2010)

Source: KMU FORSCHUNG AUSTRIA.
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Three quarters of the full-time entrepreneurs in the creative industries work 40 hours 
or longer a week, 16 percent work 30 to 40 hours, and about nine percent work less 
than 30 hours. For 80 percent, their self-employed activity is their full-time profes-
sion, for 20 percent it is a part-time profession. 38 percent of the part-time creative 
professionals work less than ten hours, 30 percent work between ten and 20 hours, 
and 13 percent work between 20 and 30 hours a week. In addition to their part-time 
enterprises, 61 percent are gainfully employed, 15 percent pursue another self-
employed activity, ten percent are still in training/education, and six percent spend the 
rest of their time for child care. 

More than half of the creative professionals are very or rather satisfied with their 
incomes, regardless of their working hours and of whether they work in their enter-
prises full or part time. Women are less satisfied. The share of those who are less 
satisfied with their incomes decreases with the size of the enterprise. The bigger the 
enterprise, the higher the creative professional’s satisfaction with his or her income. 
Creative professionals whose highest form of education is compulsory school, a vo-
cational school or an apprenticeship are satisfied with their incomes more often than 
graduates from higher secondary schools or universities.

Economic situation judged more negatively than it really was 
On average, the turnover in the creative industries increased in 2009/2010. In 37 per-
cent of the enterprises, turnover increased, while it remained constant in 30 percent 
and decreased in 33 percent. An increase in turnover was achieved especially in the 
areas of advertising, software & games and video & film, while the areas of music, 
books & arts and design as well as the publishing companies recorded decreases. 
Creative professionals rated the general economic climate of the preceding twelve 
months more negatively than the actual order-and-turnover situation would have justi-
fied. For the upcoming twelve months, the creative professionals expect the economic 
climate to improve.

Table 3. Economic situation in the preceding year and economic trend of the upcoming year on the 
basis of the balances

preceding 12 months upcoming 12 months

creative industries overall economy creative industries overall economy

economic climate –26 –17 11 11

order situation 2 –7 17 24

revenues 4 2 21 41

employees 2 2 8 8

Balance: share of enterprises experiencing improvements/increases less the share of enterprises experiencing 
deterioration/decreases. – Sources: KMU FORSCHUNG AUSTRIA. – Austrian Federal Economic Chamber. Survey 
in June 2010.
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… they depend on larger companies, don’t they?

Creative industries have a broad customer structure, new  
customers are most often referred to them by others.

Due to the economic crisis, the payment morale has declined in some areas of the 
economy. Being suppliers, creative professionals are at the end of the payment chain, 
and, thus, sometimes have to wait longer until they receive their payments. But, as a 
rule, that is the only respect in which they depend on larger companies.

Creative professionals primarily sell their products to other companies and less 
frequently to end-users. About two thirds of all creative services are provided in the 
business-to-business field, about 30 percent are provided to private persons and the 
public sector, and ten percent of all services are provided to associations, unions, and 
initiatives. Compared to the overall economy, creative enterprises may have fewer 
customers but the median still amounts to 15 customers for SPEs and to 30 custo-
mers for enterprises with at least two employees. More specifically, 61 percent of the 
enterprises do not have more than 30 customers, one third have not more than ten.  
23 percent of the creative professionals – especially in the content area – have more 
than 100 customers. Architects often do not have more than ten clients.

The majority of creative professionals have different kinds of customers but there are 
recurring connections to specific sectors: for designers, the food industry is most 
important, while retail trade is most important for the content area. Other creative 
enterprises constitute a customer group that is essential for creative professionals; 
in the areas of advertising and software & games, they are even the most important 
customer sector. For architects and publishing companies, private households are the 
most important group of clients and customers.

Chapter 6
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Chart 15. Customers of the creative industries according to sectors, given in percent (2010)

* public administration, education system, health and social systems, lobbies.  
Note: share (in percent) of creative enterprises which had customers from the respective sector in 2010. It was 
allowed to indicate more than one customer sector. Data projected onto the population of the survey.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.
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The customers of the creative industries mainly come from the same region as the 
creative enterprises and usually can be reached in a one-hour drive; this holds espe-
cially true for architects and designers. The proximity of customers is less important 
for publishing companies and the content area.
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Chart 16. Distance between enterprises and customers in percent (2010)

Note: data projected onto the population of the survey.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.
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Acquiring new customers is what makes the crisis become apparent
In the year of the economic crisis, 2009, the acquisition of new customers turned out 
difficult for one third of the creative professionals, partly much more difficult than in 
the year before that – especially for publishing companies and enterprises with ten 
and more employees. Nevertheless, 39 percent of the creative professionals succee-
ded in attracting new customers in spite of the unfavourable economic conditions 
between the beginning of 2008 and the beginning of 2010, with the shares of new cus-
tomers from the capital goods industry, technical offices, and the group of consultants 
being above average. This also shows the significance of the creative industries as 
suppliers and innovation partners for these sectors.

The consumer goods industry and financial service providers as well as the creative 
industries themselves were less important as areas providing new customers. The 
decrease in the number of new customers from the former two sectors in the period 
under consideration was due to the economic situation. The decrease in the number 
of new customers from the creative industries could, however, indicate the existence 
of well-established sector-internal networks, which would make the acquisition of 
new customers less important. The improved integration of the creative industries 
into value-adding networks of the overall economy could constitute another reason, 
which, in turn, could be considered a result of the maturation process of the sector. 
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Better order situation
The order situation of the creative industries has developed more favourably than that 
of the areas of production and services and that of the overall economy. In 2009/2010, 
the order situation of the areas of software & games and advertising was the best 
within the creative sector.

Chapter 6

Chart 17. Order situation in the preceding twelve months compared to the twelve months before, share 
of creative enterprises according to areas in percent (2010)
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Word-of-mouth recommendation leads to the majority of orders 
Creative professionals do not have to make a whole lot of an effort in order to attract 
customers by means of cold calling or similar strategies; most new customers are 
acquired by being referred to the entrepreneurs by existing customers or by business 
and cooperation partners. The enterprises’ Internet presence is also important. It is 
mainly architects who consider tenders relevant for the acquisition of new clients.

Chart 18. The ways in which creative professionals attract customers (2010)

Note: most frequent ranking = the ranking which was most often attributed to the respective aspect by the 
creative enterprises surveyed; size of the circles = number of mentions.
Source: KMU FORSCHUNG AUSTRIA. 
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… they have to bend over backwards in order to satisfy their customers, don’t they?

The creative industries use clever strategies for maintaining good 
customer relations and have been able to cope very well with com-
petition becoming increasingly fierce recently. 

In 2009, the impact of the economic crisis did not go unnoticed by creative profes
sionals: two thirds of them noticed the impact, 20 percent even considered the impact 
strong, and they also faced stronger competitive pressure. Architects, advertisers, and 
entrepreneurs in the area of video & film, especially larger enterprises, were espe-
cially strongly affected. Most creative professionals reacted to this stronger pressure 
by increasingly catering to their customers’ needs. About half of them increased their 
innovation efforts, while reducing prices played a minor role.

Chart 19. How creative professionals handled competitive pressure, given in percent (2010) 

Source: KMU FORSCHUNG AUSTRIA.
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The prices of creative services are stable
68 percent of the creative enterprises did not change the prices of their products in 
2009/2010, 18 percent charged more, while 14 percent charged less. By way of compa-
rison, in production companies, prices were decreased by an average 38 percent. As 
the reason for price raises in the creative industries, rising prices for primary and 
contracted services, including personnel costs, were indicated by most. A decrease 
in prices was mainly due to competitive pressure or lower demand. Compared to the 
overall economy, prices in the creative industries developed favourably. 75 percent of 
the creative entrepreneurs plan to maintain their price levels in the upcoming year.

Due to the economic crisis, 40 percent of all creative enterprises faced a decrease in 
demand for their products – especially in the areas of music, books & arts, publishing 
companies, and architecture. 34 percent of the enterprises did not experience any 
change in demand, while one quarter experienced an increase in demand, especially 
in the areas of software & games and advertising.
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Every customer is different
In order to avoid developing products nobody needs the business activities of creative 
professionals have to be geared towards the processes and structures of their custo-
mers. Four different types of customer relationships can be distinguished: 

	 In a relationship of type 1, the creative professionals’ own ideas are implemented 
for a few different customers (mainly architecture). 

	 In a relationship of type 2, the creative professionals’ own ideas are implemented 
for many customers (mainly content, advertising, and publishing companies).

	 In a relationship of type 3, the customers’ ideas are implemented for a few  
customers (mainly software & games).

	 In a relationship of type 4, the customers’ ideas are implemented for a large  
number of different customers (mainly designers).

Enterprises in these four types of relationships focus on their customers in different 
ways. They have one thing in common: all of them supply their products/services 
mainly to other enterprises, followed by public institutions and private households. 
Private households only play an important role as customers for enterprises which 
implement their own ideas for a wide customer circle, while public institutions do not.

Different market regions 
Entrepreneurs that implement their own ideas for a few customers (type 1) do not 
focus that much on regional markets, their customers are situated all over Austria, 
partly also in foreign countries. As they implement their creativity in a market niche, 
they have to focus on a larger geographical area for selling their products and services.  

Chapter 7

Chart 20. Types of customer relations

Note: strong focus on individual customers: the enterprise has a maximum of six customers per employee. 
Low focus on individual customers: the enterprise has more than six customers per employee.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.
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Creative enterprises that supply their own ideas to a larger number of customers  
(type 2), on the other hand, focus more strongly on regional markets. Enterprises that 
provide creative services for individual customers (type 3) supply their products to 
customers from their home regions (46 percent) and from all over Austria (40 percent). 
Enterprises with a wide customer circle (type 2 and type 4) mainly operate in their local 
areas (67 and 55 percent, respectively), with type 4 hardly having any customers abroad.

There are also differences among the four types as far as the development of person-
nel is concerned: while one in two type-1 and type-3 enterprises has recently hired 
additional employees, one in two creative professionals of type 2 and type 4 have 
maintained the number of their employees constant.

Working independently as the basis of success
Business success is similar in all four of the above types. 38 percent of the enter-
prises, on average, have experienced an increase or a considerable increase in their 
economic activities, while economic activities remained stable in 39 percent and 
decreased in about 23 percent of the enterprises. We need a more precise definition of 
business success in this connection: rather than mere financial output, many creative 
professionals regard independency as the determining factor of business success, so 
they can implement interesting projects and cooperate with interesting customers. 
This is also illustrated by the fact that hardly any enterprise reacted to the increased 
competitive pressure by reducing its prices.

For gaining market success, more than 90 percent of the entrepreneurs consider 
having a trustful relationship between customers and entrepreneurs and providing 
flexible solutions in order to satisfy the customers’ wishes important, while prices, 
again, are considered less important.

Chart 21. Creative enterprises’ market success and the factors on which it depends, given in percent (2010)

Source: KMU FORSCHUNG AUSTRIA.
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… their enterprises do not survive for a long time, do they?

There are numerous mature and well-established enterprises in 
the creative industries – and they are growing consistently.

The creative industries have already found their place within the overall economy. This 
is illustrated by the life-cycle of enterprises of the creative industries. This life-cycle 
is a depiction of the natural maturing process of enterprises. A survey on their long-
term and economic development has shown that the creative industries are not as 
young anymore as is frequently claimed.

The life-cycle of enterprises is subdivided into different phases. four percent of the  
creative professionals surveyed classify their enterprises as being in the establishing 
phase, 29 percent consider their enterprises to be in the growth phase, and almost 
50 percent are in the maturity phase. Only one fifth classifies their enterprises in a 
consolidation or negative-growth phase, while six percent are on the verge of closing 
down. Especially the high number of enterprises in the maturity phase shows that the 
creative industries can no longer be referred to as a very young branch of the economy.

Chart 22. Individual phases in the life-cycle of an enterprise in the creative industries, given in percent 
(2010)

Source: KMU FORSCHUNG AUSTRIA.
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Similar development in all areas of the creative industries
 
It is not easy to answer the question whether the creative industries in general are 
still young or have already become well-established: the areas of music, books & arts 
and architecture have been part of the business world for a rather long time, while the 
area of software & games, for example, is relatively young. Nevertheless, the depic-
tion of the enterprises’ life-cycles is similar in all areas of the creative industries:  
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the number of advertising enterprises classified in the growth phase is above average, 
an above-average number of architects believe that their enterprises belong to the 
maturity phase, while an above-average number of enterprises in the area of music, 
books & arts is on the verge of closing down or being handed over.

The majority of the enterprises surveyed that belong in the establishing phase was 
founded later than 2006. One fifth of the entrepreneurs whose enterprises have 
existed for only four years classify their enterprises as being already in the maturity 
phase. 17 percent of those who established their enterprises before 1990 still consi-
der them to be in the growth phase, one quarter thinks that their enterprises are in a 
consolidation or negative-growth phase.

Chapter 8

Chart 24. Life-cycles of enterprises according to year of establishment, given in percent (2010)

Source: KMU FORSCHUNG AUSTRIA.
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Chart 23. Phases of life-cycles of enterprises in the creative industries in percent (2010)

Source: KMU FORSCHUNG AUSTRIA.
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Young is not very young anymore 
In this connection, the term “young entrepreneurs” is not necessarily related to  
the creative professionals’ age. 16 percent of the entrepreneurs who are more than 
50 years of age classify their enterprises as being in the maturity phase. On average, 
the share of growing enterprises is highest among entrepreneurs under 40. In this 
age group, 31 percent of the enterprises are in the maturity phase, and eight per-
cent are in the consolidation phase. In the age group between 40 and 50, 28 percent 
consider their enterprises to be in the growth phase and 57 percent see them in the 
maturity phase. In the age group above 50, most enterprises are classified as being in 
a consolidation and negative-growth phase (24 percent) and in the phase of closure or 
handover (13 percent).

In the establishing and takeover phases as well as in the growth phase, increases in 
turnover are above average traditionally. For example: in spite of the economic crisis, 
68 percent of the creative professionals whose enterprises are in the growth phase 
report increases in turnover for the past year. In the maturity phase, the development 
of turnover is balanced, three quarters of the entrepreneurs in a consolidation and 
negative-growth phase report that their turnover decreased in the past year, which, 
however, must not automatically be considered as a sign of the economic failure or 
the bad economic situation of the enterprise. A decrease in turnover in this phase, 
before the handover of an enterprise or before the retirement of an entrepreneur, may 
also be due to deliberate decisions. This also means that enterprises moving towards 
the end of the life-cycle do not necessarily have to be closed down. After a reorganisa-
tion or reorientation phase, a new growth cycle may start. 

Optimistic at the beginning, pessimistic during phases of change
An increase in the number of employees is mainly expected for enterprises in the 
establishing/takeover phase as well as by those in the growth phase, while one in four 
creative professionals whose enterprises are in a phase of change expects a decrease 
in the number of their employees. Especially entrepreneurs whose enterprises are in 
the establishing phase (43 percent) and in the growth phase (56 percent) are optimis
tic. Creative professionals whose enterprises are in a consolidation and negative-
growth phase (49 percent) or in the closing/handover phase (28 percent) have a rather 
pessimistic view of the future. 
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… professional creative work is only possible in London or Berlin, isn’t it? 

Austria’s creative industries are among the leading creative in-
dustries of Europe. And that is not all: their export performance 
is remarkable as well.

Vienna is the creative heartland of Austria. In 2008, almost 40 percent of all Austrian 
creative enterprises were located in Vienna. By way of comparison, only 25 percent of 
all Austrian enterprises were located in the Austrian capital. In the federal provinces, 
the ratio between creative enterprises and enterprises of the overall economy is al-
most equal. If we look at the number of employees, the situation is similar: 40 percent 
of the Austrian creative professionals work in Vienna. The ranks of Upper and Lower 
Austria are reversed, however: 15 percent of the creative enterprises are located in 
Lower Austria, while only about ten percent are located in Upper Austria, the number 
of employees being higher in Upper Austria, though. 

Austria’s creative industries

are among the leading 
	 creative industries

Chart 25. Distribution of creative enterprises among the Austrian federal provinces in percent (2008)

Sources: KMU FORSCHUNG AUSTRIA. – Statistics Austria.
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Austria’s creative professionals and the rest of Europe
London, Paris, Milan, and Amsterdam are Europe’s main creative heartlands where 
2.5 percent of all employees work in the cultural and creative sectors. With view to 
their employment rates in the above sectors, Vienna and Salzburg, however, are also 
among the leading locations in Europe. The development of the number of employees 
in the cultural and creative sectors in Austria is better than in any other European 
country: according to a study by Power and Nielsen, the average increase in the 
number of employees, which amounts to 6.2 percent between 2001 and 2006, was 
higher than that of the rest of the economy, which had also experienced a very positive 
development during this period (5.4 percent increase). Regarding the increase in the 
number of employees, Lithuania ranks second (5.8 percent increase). Generally, it 
can be said that the development of employment in the creative industries reflects the 
economic situation. In Germany, for example, negative economic trends resulted in 
even higher decreases in the number of employees in the cultural and creative  
sectors. The decrease in the number of employees in these sectors amounted to  
2.1 percent, while the overall German economy declined by 1.4 percent. With a de
crease of 2.4 percent in the number of employees in the cultural and creative sectors 
and a decline of 0.3 percent in its economic activity, Norway ranks last.

Chart 26. Distribution of employees in the creative industries among the Austrian federal provinces in 
percent (2008)

Sources: KMU FORSCHUNG AUSTRIA. – Statistics Austria.
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more than 2.5 %1.5 % to less than 2 % 2 % to less than 2.5 %less than 1.5 %

Chart 27: Employees in the creative industries in Europe

Source: Power, D./T. Nielsen 2010. Priority Sector Report: Creative and Cultural Industries. Brussels: European 
Commission.
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One in ten creative professionals works for customers abroad
 
The export activities of Austria’s creative enterprises are also remarkable. Although, 
with a share of 59 percent in the overall exports, the industry traditionally ranks first, 
the creative industries achieved an export share of 26 percent in 2009. 39 percent of 
all enterprises of the creative industries – mostly larger enterprises – have business 
relations to customers abroad. For one in ten enterprises, customers from abroad 
constitute the most important target group. By way of comparison, other commercial 
service sectors achieve a share of twelve percent in the overall exports. The export 
activities of the areas of content and software & games as well as larger publishing 
companies are especially intense, while the export rates of architects, designers, and 
publishing companies are rather low altogether.

Chapter 9

Chart 28. Export activities within the creative industries

Balance: share of enterprises which experienced/expect increases less the share of enterprises which expe-
rienced/expect decreases.
Source: KMU FORSCHUNG AUSTRIA. Survey in June 2010.
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… CREATIVE PROFESSIONALS DO NOT EVEN 
KNOW EACH OTHER, DO THEY? 
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… creative professionals do not even know each other, do they? 

Different value-adding networks within the creative industries 
contribute to increasing the sector’s output.

One in two enterprises of the creative industries is part of a value-adding network. 
This means that creative offers are provided in the framework of the cooperation of 
creative professionals from different areas and different levels of the creative value-
added chain. These networking enterprises grow more slowly than others but, on the 
whole, they have survived the economic crisis very well. They are also more success-
ful in achieving their business aims and in cooperating with customers.

Chapter 10

Table 4. Cooperations

selected value-adding networks all enter-
prisescreative industries sector media advertising architecture specialists overall

architecture 0 0 45 0 45 100

content 22 17 2 0 41 100

design 4 17 1 16 38 100

software & games 0 0 1 57 58 100

publishing companies 55 0 0 0 55 100

advertising 0 53 0 0 53 100

creative industries 7 13 13 16 49 100

Note: share of enterprises in percent. Data projected onto the population of the survey.
Source: ZEW survey of enterprises of Austria’s creative industries conducted in May/June 2010.
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A total of four value-adding networks may be identified. 

Associations of creative professionals in the field of media production  
Publishing companies or broadcasting corporations provide the majority of assign-
ments of designing content and contributions to specialised creative enterprises in the 
areas of content and design. About one quarter to one fifth of all enterprises of the  
areas of content and design are involved in this value-adding network. About three 
quarters of the enterprises in the publishing area make use of associations of this kind.

Associations of creative professionals in the advertising area  
In this area, there is often one advertising company which is in charge and provides 
specialised creative professionals from the areas of content and (graphic) design with 
assignments, in addition to cooperating with smaller advertising companies. More 
than three quarters of the advertising companies and about one in seven companies 
from the areas of content and design are incorporated into these networks.

Cooperation of architects  
In these networks, there is mainly one architectural office that manages the projects, 
accompanied by individual architects as well as engineering offices and construction 
companies. Each individual partner contributes specialised partial services and solu-
tions to the overall product. More than half of the architects work in these networks in 
addition to their individual business.

Partnerships of specialists  
In these associations, it is mainly very small creative enterprises which together 
assemble an overall product out of individual creative contributions. These associa-
tions primarily involve enterprises from the areas of software & games, content (film/
art) as well as from some parts of the design sector. Almost two thirds of all software 
enterprises at least sometimes work in the framework of such associations of specia-
lists, while in the areas of content and design one sixth to one fifth of all enterprises is 
part of such a partnership of specialists.

Generally, it can be said that enterprises from the design area participate in all four 
types of networks. Nevertheless, designers tend to be less involved than other areas 
of the creative area. Enterprises from the areas of software & games, publishing com-
panies, and advertising, are particularly often involved in value-adding networks.
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