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Abstract
This paper presents evidence on the identities, values and success goals of creative
entrepreneurs in Slovakia. The research relies on a database of creative firms supported by the Slovak Creative Voucher Scheme. The survey-based research compares
the success goals of creative entrepreneurs with those of people from conventional
industries. The research design acknowledges substantial regional economic disparities
in Slovakia. The success goals of creative entrepreneurs from the Bratislava region are
compared with those of entrepreneurs from less developed regions. Non-parametric
tests are applied in order to establish between-group differences. We found that creative entrepreneurs indeed had their own sets of business motives and success goals,
different from those of entrepreneurs in conventional industries. The success goals of
creative entrepreneurs were not impacted by the location of the business. Creative
entrepreneurs located in the capital region of Bratislava had the same structure of success goals as that of people from underdeveloped regions.
Keywords: Creative industries, Creative entrepreneurs, Lifestyle goals, Success criteria,
Creative vouchers

Introduction
Creative industries constitute an important and rapidly developing sector in many European economies. Economic research points to significant direct and indirect effects of
creative industries upon not only economic growth, employment, and foreign trade
(Boix-Domènech & Rausell-Köster, 2018), but also social inclusion and social and cultural development (Daubaraitė & Startienė, 2015). Creative industries are defined both
by the NACE codes and occupations. Eurostat data indicate that cultural and creative
industry activities accounted for nearly 3.7% of EU employment in 2015 (8.4 million jobs
in 2015) (Eurostat, 2018). Most employment in creative industries relates to jobs in marketing and sales, advertising, information technology and telecommunications, computer programming and software development, web design, media, as well as visual arts,
design, music, and writing (DCMS, 1998).
Many European governments have designed schemes supporting the development
of creative industries (Bakhshi et al., 2013; Shiach et al., 2017). This research examined
whether creative entrepreneurs account for specific sets of business motives and success
goals, different from those found in conventional industries. For enhancing the impacts
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of public support upon creative industries, it is important to understand specific identities and values shared by creative entrepreneurs.
This paper presents evidence on the identities, values and success goals of creative
entrepreneurs in Slovakia. The research relies on a database of creative firms supported
by the Slovak Creative Voucher Scheme. The research compares the success goals of
entrepreneurs from creative industries with those from conventional industries. The
research design acknowledges substantial regional economic disparities in Slovakia. The
success goals of creative entrepreneurs in the Bratislava region are compared with those
of people from less developed regions. The key finding is that creative entrepreneurs
indeed have their own sets of business motives and success goals, different from those of
entrepreneurs in conventional industries. The success goals of creative entrepreneurs are
not impacted by the location of the business.
The remainder of the paper is organised as follows. The next chapter reviews key literature on the identities, values and success goals of creative entrepreneurs. A research
gap is identified and the research hypotheses are stated. Chapter three introduces the
data sources and research methods. Chapter four presents the results of an online survey
with entrepreneurs from creative and conventional industries. Non-parametric tests are
used to analyse the results between the two groups of entrepreneurs. The concluding
part of the paper summarises the key findings, points to some important limitations, and
suggests a direction for further research.

Identities, values and success goals of creative entrepreneurs
Literature review

The literature was identified primarily on the basis of searches on Web of Science, Scopus, and Google Scholar pages for various keywords (e.g. “creative industries; creative
entrepreneurs” AND “values; success criteria”).
Literature on traditional entrepreneurship heavily borrows from the theory of planned
behaviour (Ajzen, 1991). The theory assumes that entrepreneurship is an intentional
process and subject to goal setting and planning. Individual entrepreneurs, of course,
may express specific attitudes and follow their own subjective norms. There are many
motives underlying entrepreneurship (Murnieks et al., 2019; Stenholm, 2011; Stephan
et al., 2015). The most representative surveys on motives for starting and growing businesses, i.e. the Global Entrepreneurship Monitor (GEM) and the EU Flash Barometer,
recognise two basic motive types: opportunity-driven and necessity-driven motives. The
former type refers to positive motives such as achievement, challenge and learning, independence and autonomy, income security and financial success, and recognition and status. Meanwhile, the latter type describes negative motives such as the necessity to secure
new sources of income after losing one’s job. Contemporary literature acknowledges the
diversity of motives for entrepreneurship and goal-oriented intentions. Opportunity
recognition and firm growth are key goal intentions of traditional entrepreneurs (Gorgievski et al., 2018; Kautonen et al., 2015; Koryak et al., 2015).
Entrepreneurs in creative industries account for some specific goals and behaviours.
The entrepreneurial identity of business owners in creative industries is influenced by
their cultural and creative identity (Werthes et al., 2018). Some goals go beyond monetary success and include factors such as workplace relationships, personal fulfilment,

Page 2 of 10

Baláž et al. Journal of Innovation and Entrepreneurship

(2022) 11:14

and community impact (Wach et al., 2016). Highly creative entrepreneurs are more
likely to recognise market opportunities and feel a sense of career achievement, but the
perceived achievement need not necessarily convert into financial satisfaction. Opportunity recognition relates to the desire to increase an entrepreneur’s social reputation,
capability enhancement, and ability to meet the demands of potential customers (Chang
& Chen, 2020, p. 759). Some creative entrepreneurs seek work–life equilibrium and a
need for social reputation and are happy to cover basic financial needs (Chen et al., 2017,
p. 1). Research on small business owners (Georgievski et al., 2011) pointed to success
criteria alternative to monetary success, such as personal satisfaction, the satisfaction of
clients and employees, a work–life balance, public recognition, and contributing back to
society.
Creative industries are associated with metropolitan and/or highly urbanised regions
(Boix-Domènech et al., 2016). On the supply side, metropolitan regions provide creative
firms with a rich cultural heritage and abundant ‘creative class’ (Florida, 2005; Lazzeretti et al., 2012). The creative class includes specific occupations such as scientists,
engineers, architects, artists, computer programmers, designers, etc. (Florida, 2002).
On the demand side, meanwhile, metropolitan regions provide creative entrepreneurs
with plentiful opportunities to sell their products and services. Creative firms, however,
are not confined to metropolitan areas only. Some owners of creative businesses prefer
bohemian lifestyle values to profit-oriented business goals. The relatively lower income
received for their work means that they had to operate in rural regions with lower costs
of living (Bennet et al., 2015, p. 2339). A classical study on crafts retailers in nine southeastern US states, for example, pointed to crafts retailers’ own definition of success: a
‘combination of satisfying goals for achieving personal happiness and fulfilment, gaining
independence and control over their lives, and increasing sales and profit, along with
more personal goals of expressing their talents and receiving personal gratification from
working with crafts’ (Paige & Littrell, 2002, p. 322). Chaston (2008, p. 819) reviewed a
sample of 107 small arts and crafts enterprises within the south-western region of the
UK and found that the ‘majority of firms were interested in a lifestyle based on fulfilling
creative aspirations’. Some authors, however, argue that the relatively low priority given
to financial success need not necessarily result from the lifestyle goals of creative entrepreneurs. It may simply reflect a lack of managerial skills and expertise (Pfeifer et al.,
2017). Establishing a creative firm in many cases is driven by necessity, rather than by a
real intention or inclination towards starting a business (Camelo-Ordaz et al., 2012, p.
527).
Arts and crafts creative entrepreneurs, of course, do not represent the whole spectrum of creative industries. Florida’s original definition of the creative class involved
occupations combining high levels of creativity with skills in high technologies, such as
computer programming or architecture. Do these high-skilled occupations also prefer
lifestyle goals to financial success?
Research gap and research hypotheses

There is abundant literature on the goals of owners of creative firms. No research, to the
best of the authors’ knowledge, has compared the business goals of owners of creative
firms with the goals of their counterparts from conventional industries. Moreover, there

Page 3 of 10

Baláž et al. Journal of Innovation and Entrepreneurship

(2022) 11:14

is no research comparing the business goals of owners of creative firms located in less
developed regions with those of owners of creative firms located in capital regions.
Two hypotheses were formulated:
H1 Entrepreneurs in creative industries differ in their economic motives from entrepreneurs in traditional industries.
H2 Creative entrepreneurs from the Bratislava region differ in their success goals from
entrepreneurs from less developed regions.

Materials and methods
Data sources

Our research is based on primary data from a survey on creative firms. The sample of
creative firms was collected from participants of the Slovak Creative Voucher Scheme.
The Slovak Government launched the scheme in 2018 with the goal to ‘increase the
competitiveness of both SMEs benefitting from creative inputs, and the SMEs in creative industries’. Creative enterprises in four broadly defined industries were eligible for
the support: (1) architecture, (2) design, (3) advertising and marketing, and (4) software
and ICT services. The scheme supported networking for SMEs in creative industries
with enterprises in conventional industries via the distribution of creative vouchers.
The typical value of a voucher was €5,000 (€10,000 for architecture services). The Slovak
Innovation and Energy Agency (SIEA) administered the scheme. The SIEA managed a
matching portal for enterprises from creative and conventional industries. Firms from
conventional industries applied for a voucher and exchanged it for goods and services
provided by creative firms. Some 426 vouchers with a total value of €2.084m were distributed in the period 2018–2020.
The Slovak Republic accounts for significant regional disparities. The per capita gross
domestic product (in purchasing power parity, GDP in PPP) stood at 162% of the EU-27
average in the Bratislava NUTS 3 region, but 45% in the Prešov region in 2018 (Eurostat, 2021). We hypothesise that the success goals perceived by creative entrepreneurs in
underdeveloped regions may differ from those of entrepreneurs from developed regions
(Bennett et al., 2015; Chaston, 2008; Paige & Littrell, 2002). The Creative Voucher
Scheme had a distinctive regional dimension. Creative firms from the capital region of
Bratislava received 46.7% and firms from the city of Bratislava 42.9% of the total support.
Underdeveloped regions in the south and east of Slovakia received much lower support.
Some 21 out of a total of 79 Slovak districts (LAU level 1) received no support under the
Creative Voucher Scheme. The distribution of support by 79 Slovak districts is provided
in Fig. 1.
Research methods

We approached the Slovak Ministry of Economy (parent body of the SIEA) to obtain
contacts within the enterprises supported by the Creative Voucher Scheme. The ministry agreed to arrange a short web-based survey. It provided a list of supported enterprises as well as their contact details (names, locations and email addresses), under the
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Fig. 1 Support via creative vouchers to creative firms by district (EUR). A complete list of Slovak districts, their
official codes, as well as information on areas and populations can be found at: http://www.statoids.com/ysk.
html

Table 1 Motives for participation and perceived impacts of the scheme
Firm type

Conventional

Creative

Mann–Whitney U

Mean

Mean

U statistics

Std. dev

Std. dev

Sig.*

Please rate key motives for your participation in the scheme
Meeting demands by customers and suppliers

3.98

1.17

3.48

1.27

2061.000

0.014

Taking new business opportunities

4.37

0.94

3.75

1.16

1816.000

0.000

Improving economic performance

4.47

0.81

3.73

1.17

1624.500

0.000

0.99

3.41

1.24

1883.000

0.002

Please rate perceived impacts of the scheme on your firm
Meeting demands by customers and suppliers

4.07

Taking new business opportunities

4.01

0.94

3.11

1.20

1553.000

0.000

Improving economic performance

3.85

0.91

3.30

1.09

1996.000

0.007

Conventional firms N = 123; creative firms N = 44. *Asymp. Sig. (2-tailed)

Please indicate the level of agreement with each statement on a scale: 1 = strongly disagree and 5 = strongly agree

condition that the survey addresses the motives for participation and the perceived
impacts of the scheme by both creative and conventional enterprises. As for the creative
firms, the questionnaire was expanded to include items on monetary and non-monetary
success goals. We modelled these items on work undertaken by Paige and Littrell (2002,
p. 321). Individual research items were coded using a Likert scale. The participants were
presented with the following task: ‘Please indicate the level of agreement with each statement on a scale: 1 = strongly disagree and 5 = strongly agree.’ Specific items and their
mean values and standard deviations are presented in Tables 1 and 2.

Results and discussion
The participant survey was performed in June 2021. We sampled firms from both
creative and conventional industries in the survey. The sample of creative firms targeted enterprises from both the Bratislava and non-Bratislava regions. Some 237
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Table 2 Perceived success in specific goals
Mean Std. dev Mean Std. dev Mean Std. dev Mann–
Whitney U
test
Total
Achieving personal happiness and
fulfilment

Non-Bratislava
regions

Bratislava
region

U

Sig.*

4.18

0.84

4.11

0.92

4.31

0.70

203.00 0.575

Having independence and control over 4.36
my life

0.65

4.32

0.72

4.44

0.51

213.00 0.761

Feeling satisfied with owning my own
business

4.07

0.85

4.07

0.90

4.06

0.77

215.00 0.814

Balancing family/personal life with
work

3.66

1.20

3.61

1.23

3.75

1.18

209.50 0.714

Providing a differentiated product or
service

4.11

0.99

4.04

1.10

4.25

0.77

210.00 0.715

Achieving sales growth or increased
profit

4.02

0.85

3.96

0.79

4.13

0.96

188.00 0.340

Reinforcing the region’s cultural
identity

3.52

1.30

3.36

1.39

3.81

1.11

185.50 0.334

Preserving and elevating cultural
heritage

3.11

1.28

3.07

1.36

3.19

1.17

212.00 0.763

Gaining a positive reputation in the
community and with consumers

3.45

1.21

3.50

1.29

3.38

1.09

201.00 0.562

Receiving personal gratification from
creative work

4.36

0.75

4.25

0.84

4.56

0.51

184.50 0.286

Expressing my skills or talents

4.36

0.69

4.32

0.77

4.44

0.51

216.50 0.838

Please indicate the level of agreement with each statement on a scale: 1 = strongly disagree and 5 = strongly agree
Source Own survey

Notes Total N = 44. Bratislava N = 16, non-Bratislava N = 28. Items on ‘perceived success in specific goals’ partly modelled by
Paige and Littrell (2002, p. 321)

creative and 424 conventional firms were addressed, with some 44 and 124 questionnaires being received, respectively. The response rate was that of 18.6% and 29.2%,
respectively. 18 (40.1%) creative entrepreneurs came from the Bratislava region and
26 (59.9%) from the non-Bratislava regions.
The participants self-identified their occupations and positions within their firm.
The sample of creative enterprises was dominated by specialists in marketing, advertisement, and computer programming (22.7%), advertisement and marketing professionals (15.9%), computer programmers (18.2%), designers (6.8%), architects (13.6%),
and other professionals. The survey generated the following results: 65.9% of participants from creative firms have self-identified themselves as owners/mangers, 25.0% as
owners only, 4.5% only as managers, and 4.5% as employees. In the sample of conventional firms, 14.5% of participants were represented by firm managers, 13.7% by owners, 57.3% by owners/managers, and 14.5% by employees.

Motives for participation in support scheme

As for the motives to participate in the support scheme, ‘improving economic performance’ and ‘taking new business opportunities’ received the highest scores and
motives ‘related to meeting demands by customers and suppliers’ received the lowest
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ones by creative and conventional firms (Table 1). Mean scores assigned by the creative firms to all items were substantially lower than those by conventional firms.
Our dependent variable was ordinal (on a Likert scale). We applied the Mann–Whitney
U
test in order to compare differences between the creative and conventional firm owners/managers. The U test is a non-parametric alternative to the t-test when the dependent
variable is ordinal and not normally distributed. The test was highly significant for all three
items. Hypothesis 1 was confirmed: the creative entrepreneurs ranked economic motives
for participation in the Creative Voucher Scheme differently from those coming from conventional industries. As for the perceived impacts of the scheme, ‘meeting demands by
customers and suppliers’ received the highest scores and ‘taking new business opportunities’ and ‘improving economic performance’ were considered to be less important by both
groups. Again, the economic impacts of the scheme received lower scores by creative than
by conventional firms. The U test for the difference in scores was significant for all three
items (Table 1).
Improved economic performance clearly was the major motive for participation by conventional firms. The creative firms, of course, had to overtake some motives and objectives of the conventional entrepreneurs, as the receive support from the scheme. Creative
firms, however, valued lifestyle goals more than economic ones (Table 2). The creative firms
conducted their business in volatile and highly unpredictable environments. The Creative
Voucher Scheme provided creative firms with opportunities for networking and increases
in sales and profits. The economic impacts of the scheme, nevertheless, seemed to be only
medium–high for owners/managers of creative firms.
Lifestyle values and success goals

The medium–high only importance of economic variables may originate in specific lifestyle
values and success goals of creative entrepreneurs. The analysis of success goals gives some
credit to this assumption (Table 2). Items related to independence and control over one’s
life, personal expression (gratification from creative work and the ability to express skills
and talents), and feelings of personal happiness and fulfilment received (by far) the highest
rankings, followed by satisfaction with owning a business, and then achieving sales growth
or increased profit. These findings resonate with those by Cnossen et al., (2019, p. 396) on
creative entrepreneurs’ need for autonomy and freedom, as well as their lower expectations
of financial rewards and recognition. Need for life–career balance (Chen et al., 2017), passion and enjoyment from creative work (Bhansing et al., 2018), and desire to express one’s
creativity through products and services (Patten (2016, p. 23) seem key drivers of creative
entrepreneurship.
The U test established for all items that there was no difference between creative entrepreneurs from the Bratislava and non-Bratislava regions (Table 2). Hypothesis 2 was
rejected. Perceived success in goals was not impacted by the level of economic development
in the region of a firm’s residence.
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Discussion
The key findings of our research refer to the confirmation of Hypothesis 1 and the rejection of Hypothesis 2. Entrepreneurs from creative industries attached lower ranks to
economic motives for participation in the Creative Voucher Scheme in comparison to
entrepreneurs from conventional industries. The survey on perceived success in specific
goals confirmed that lifestyle values (such as ‘having independence and control over my
life’, ‘receiving personal gratification from creative work’, and ‘expressing my skills or talents’) scored higher than values measuring economic and financial success (‘achieving
sales growth or increased profit’ and ‘feeling satisfied with owning my own business’).
The latter two values, however, received quite high rankings.
These results somewhat differ from those by Paige and Littrell (2002) and Chaston
(2008). Members of our sample also attached quite low scores to values associated with
‘positive reputation with the community and consumers’ and ‘reinforcing the region’s
cultural identity’. The differences in value rankings are explained by differences in occupational structure. Paige and Littrell (2002), Bennet et al. (2015) and Chaston (2008)
sampled artists and craftsmen, many of whom followed alternative bohemian lifestyles
in remote regions and lived ‘hand to mouth’. Members of our sample comprised computer programmers, designers, architects, and marketing and advertisement specialists.
Entrepreneurs in these occupations were less likely to opt for bohemian lifestyles and
more likely to conduct regular business. What is more, computer programmers, designers and marketing specialists were less interested in regional cultural identity and cultural heritage. The finding points to the need for evaluating creative entrepreneurs by
their specific occupations, rather than lumping them together.
The structure of occupations may also explain insignificant differences between perceived success in specific goals by entrepreneurs from the Bratislava and non-Bratislava
regions. In their hearts, all creative entrepreneurs were real creatives, as indicated by
the high scores attached to goals regarding skills, talents, personal gratification, and personal happiness and fulfilment. These values seemed to be independent from the region
of business.
Conclusions and direction for further research
The research had some notable limitations. The sample sizes for creative and conventional firms were rather small. We do not claim that the samples were representative
of their respective sectors. The sample sizes did not allow for employing some more
sophisticated analytical methods, such as regression and factor analysis. The number of
research items in the questionnaire was limited by the agreement with the Ministry of
Economy.
Future research may benefit from larger sample sizes and the application of mixed
research methods. In-depth interviews, for example, may provide more detailed insights
into the antecedents of entrepreneurial motives in creative industries. Interesting questions include (i) how much the success goals are determined by the opportunity versus necessity-driven motives for conducting business in creative industries, and (ii) how
much these goals are compatible with performance-oriented programmes of business
advice. Chaston (2008, p. 828) suggested that policy interventions aimed at enhancing
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the commercial or entrepreneurial skills of managers of small creative firms may have
limited success, as these managers are more interested in sustaining their lifestyle than
being financially successful. The assumption may hold for artists and craftsmen, but less
so for some other occupations such as computer programmers, advertising and marketing professionals, and architects. We assume that a more detailed knowledge of entrepreneurial motives by specific creative occupations may improve the effectiveness of
policies aimed at supporting creative industries.
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