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On the principles of cultural entrepreneurship

This book is a collection of the latest research on cultural entrepreneurship, done by pioneers within
their own field of expertise and an international oriented focus. There are many research publica-
tions and academic oriented policy reports, but a blind reviewed publication on actual research is
still lacking. With this book, that holds contributions form more than 30 authors in 17 countries, this
void has been resolved.

The absence of research publications might be explained in two ways. First cultural entrepre-
neurship is relatively a new knowledge domain, that asks for a period of exploring best practices,
formulating case studies and - more praxis oriented - developing academic educational programs
(Hagoort G.,2007). In such a climate researching cultural entrepreneurial issues on a more funda-
mental way has not received the highest priority of researchers, policymakers or educators. More-
over, the dynamics of the increasing cultural and creative industries (CCls) seem to ask for pragmatic
policy oriented studies, more than a research on the fundaments, concepts and principles of a new
phenomenon. The second explanation has to deal with the academic interdisciplinary character of
cultural entrepreneurship, with a strong focus on interactivity with professionals from the cultural
and creative fields. Professionals do develop reflective competences, but are not initially interested
in long term studies with its focus more on ‘Why and What 'than on ‘How'.

With this book on the tables of research and educational institutes - the main target group of this
publication - we can leave this phase behind us. However, this does not mean that the supportive
infrastructure to finance more scientific research in the area of cultural entrepreneurship is thriving.
Most of the writers of this book have an academic research position, but there are also researchers
who own a private agency, are self-employed, or have a combination of academic and professional
tasks as a financial basis to fund (partly) their research activities.

Because of the colorful background of this research community there is an inspiring story to tell
behind each article of this book. For the academic committee that initiated this publication these
stories were an important motive to select a broad variety of subjects, methods and approaches
covering the topic of cultural entrepreneurship. In doing so, it was possible to publish research
results from very different perspectives, paying honor to the multidimensional nature of the cultural
and creative industries (Hagoort & Kooyman, Creative Industries, Colourful fabric in multiple dimen-
sions, Sept 2010).

Cultural Entrepreneurship and the cultural and creative industries or sectors have many definitions
and meanings. For the purpose of this first book, we were curious about the diversity more than
trying to impose one single definition. Some authors refer to the interdisciplinary frameworks of the
Utrecht Research Group, others prefer to take a more mono-disciplinary (economic, cultural policy)
approach. More and more it became clear that social issues and innovations can no longer be
ignored (Thomassen, 2009). The committee expects that with the help of this book the next step in
our research community can be a contribution to a more common ground approach, with shared
frames and collaborative research practices.

The structure of the book is outlined in five sections. Each section collects the main aspects of
principles of cultural entrepreneurship within a particular area. A section starts with a number of
extensive contributions, followed by short articles which a more specific approach or case study.
The selection presented in this book embodies contributions from a global community of research
and researchers. We feel very fortunate to have worked with this collection of authors and without
doubt this publication will contribute to the debated research field of cultural and creative entrepre-
neurship. We envisage that this book will support further refinement and unpacking of the principles
of CCls, and help to articulate models of thinking and framing of the foundations and approaches.

In sum the contributions are pivotal to innovation in CCls. Therefore we have grouped the contribu-



tions per area of development; 1) key elements, 2) concepts and perspectives, 3) urban development
and CCls, 4) issues of innovation and 5) educational approaches to CCls.

In section One Key elements, the articles are strongly oriented on the components of cultural
entrepreneurship. Critical approaches show that it is important to have research dialogues on the
assumptions and creative practices of this form of entrepreneurship. To understand the cultural and
creative firms in their specific phase of their existence, but also to understand the relationship be-
tween technology, leadership, finance related to Life Cycle Modeling. Critical approaches have also
been formulated on the position of the Western, postcolonial approach of the creative economy, the
analysis of entrepreneurial artists in non-regulated areas, and the way researchers can approach
strategic and organizational cultural processes within cultural and creative organizations.

Section Two is sturdily oriented on the internal and external environment of the creative industries,
and its relevancy for the functioning of organizations. Creativity is a keyword in this environment as
an individual value, yet at the same time as a collective potential if artistic and managerial creativity
can be combined. Clusters as a supportive concept, personal ties within networks and the analy-
sis of symbolic values behind the cultural and creative industries are in this section the dominant
aspects. Within a targeted, supportive approach, one can consider general (regional) policies, and
policies geared towards specific sectors. Sustainability, as discussed in this section, can be seen as a
challenge for new research on cultural entrepreneurs and creatives, to contribute for a sustainable
planet in our own environment and worldwide.

Section Three is discussing more specific issues between the relation of the entrepreneurial dimen-
sion of the cultural and creative industries and urban development. Cities are fast growing and more
than half of the mankind does live in urban environments. Cultural and creative entrepreneurs are
playing an important role in (re)designing these cities. In this section different models, such as the
Creative Zone Innovator and Cultural Routes, highlight the relevance of the entrepreneurial ap-
proach in the (re)vitalization of urban quarters and regions. Examples from Istanbul and Berlin prove
that ‘culturepreneurs’ promote highly professionalized events, in order to strengthen cultural and
creative sectors within the urban context.

Section Four focuses on innovation and in particular how innovation can enable social improve-
ment in areas through cultural and creative entrepreneurial processes and models. Quite often
innovation as such is discussed as an important area of the Research and Development of the
creative industries. However the contributions in this section elaborate and unpack on how cultural
and creative entrepreneurship can actually be seen as leading innovation in areas that have greatly
benefitted from novel approaches. The case studies provide a wealth of paradigms on the applica-
tion of the theoretical models described throughout the book. Central to this section is the notion
of 'sense-making’; understanding that innovation should be inclusive to society and its citizens. This
understanding can only be achieved through addressing specific creative and cultural entrepre-
neurial skills such as problem-solving, creativity and design thinking and thereby leading change as
an agent for social transformations through design.

Section Five is oriented on the development of the potential of cultural entrepreneurship. If we take
the supposed role of the cultural and creative sectors to a sustainable development of countries
and regions seriously, investigation in education and training is strongly needed, in combination
with the creation of entrepreneurial research and educational institutes. In this section a collection
of academic studies indicates that training and education is related to the transition process in the
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On the principles of cultural entrepreneurship

direction of a more creative knowledge and service economy. And as this section illustrates, the
importance of research in the training and education area is a condition for robust results.

In their second Creative Economy Report 2010, produced by UNCTAD (Dos Santos Duisenberg,
2010) the United Nations express their responsibility for a human and sustainable development of
cities, regions and nations, inspired and fed by the cultural and creative industries.

This policy document shows how important it is to have vital academic platforms on art, culture, cre-
ativity, management, technology, economics and social sciences as a base for developing strategies
on a local level and worldwide. More specific, the UNCTAD report indicates creative entrepreneur-
ship as one of the driving forces to play a vital role in the social and cultural contexts.

The Utrecht Research Group Art and Economics of Utrecht University-UU/Utrecht School of the
Arts-HKU acknowledged the fact that this report processes results of its global research within the
field of entrepreneurship and creativity. The UNCTAD Creative Economy Report in 2008 formed the
starting point for the idea to produce a blind peer reviewed research book as a scientific challenge,
and to give research on cultural entrepreneurship on a better exposure. The second inspirational
source is the HKU study on the Entrepreneurial Dimension of the Cultural and Creative Industries,
published in 2010, commissioned by the EU European Commission (HKU, 2010). The HKU study is
primarily focused on SMEs in the 27 EU member states, investigating their needs on support at the
local, regional, national and European level. This study has resulted in the new EU policy proposal
Creative Europe for the period of 2014-2020. The EU policy is initiated in order to strengthen the
cultural and creative sectors, including the specific position of the cultural and Creative SMEs (EU
Commission, 201). And last - but certainly not least - this publication on researchin the CCls is a
result of the HKU, celebrating its 25th anniversary.

In line with the publications mentioned - and with the academic mission of the Utrecht University
and Utrecht School of the Arts to focus on excellent research and education in mind - the principle
goal of this book is to deepen the academic debate about significance and methods of cultural
entrepreneurship. It is a challenge to invite and support (young) researchers to design research
projects in one of the most interesting and challenging knowledge domains of the 21ste century.

Academic Committee of the Utrecht University/
Utrecht School of the Arts
Research Group Arts and Economics

Prof. Giep Hagoort (UU/HKU)
Assoc. prof. Aukje Thomassen (AUT)
Drs.Rene Kooyman DEA MUAD (Ed) (Ars Nova)
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Responding to industry requests for design knowledge
Reflections on a private educational initiative from Turkey: ‘Favori Gold Design Academy’
Ayse Coskun Orlandi, Serkan Bayraktaroglu

Abstract

Jewellery in Turkey, beyond its material exis-
tence has shown importance as emotional,
symbolic, socio-cultural signifier. Reinforced by
strong gold consumption traditions, the jewel-
lery production in Turkey keeps a strong bond
to its multi cultural historical craft traditions.
The Turkish jewellery sector has gained
acceleration globally within the past twenty
years as a supplier. Like many other countries,
the Turkish jewellery industry gets rooted in
craft tradition. With the arrival of the CAD/CAM
technologies within the production process, the
tradition encounters a more hybrid structure
shifting between the workshop and the factory.
This complex structure, which is based on both
craftsman tradition and automated mass pro-
duction, requires new abilities and educational
background for designers who are expected to
foster innovation and creativity.

At the moment the jewellery design education
in Turkey is neither capable of affording the

real requests of the emerging industry, nor
capable of re-defining a new design language
in the contemporary context. This gap seems to
limit entrepreneurial behaviour and innovation
potential of SMEs in jewellery business, which
represents the majority of the jewellery produc-
tionin Turkey.

Creative industries, innovation and
entrepreneurship in Turkey

The term ‘creative industries’ was first adopted
by the British government in 1997 when they
launched the new ‘creative economy’ (Galloway,
2006; Matheson, 2006). Since then creative
industries have been at the centre of many de-
velopment policies of the EU. The last Creative
Economy Report presents the map of creative
economies and points out the jewellery’
industry under the ‘design’ section as a part of
‘functional creation’ (UNCTAD & UNDP, 2010).
Creative industries are expected to foster social
and cultural development along with economic
development. The Creative Economy Report
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underlines how jewellery could be a perfect
match between tradition and high value-added
activity as a creative industry (UNCTAD and
UNDP 2010).

Cultural and Creative industries have been
discussed in Turkey since 2007 (CCl, 2007),
especially with the influence of the ‘European
Capital of Culture’ organization in Istanbul in
2010. Even though there had been apprecia-
tion by local governments via some support
from development agencies for creative indus-
tries, it is hardly possible to mention a coherent
governmental policy focused on the creative
industries and their future in Turkey.

Many development agencies and associations
provide entrepreneurship education and finan-
cial support for entrepreneurs in Turkey. Despite
such a supportive environment, however, en-
trepreneurial behavior is increasing very slowly.
Lack of national policies on creative industries
and insufficient support for entrepreneurship
results in a paradox within the jewellery industry
in Turkey. There is a mixture of craft based skills
and contemporary design understanding.

Contemporary overview of Turkey’s
jewellery industry

As reported by the World Gold Council, Turkey
is considered as the second country after

Italy for the global export of golden jewellery
(Akman, 2006). Throughout the centuries,

East Asia, the Indian sub-continent and the
Middle East accounted for high volumes of gold
demand. India, Greater China (China and Hong
Kong), US, Turkey and Saudi Arabia represented
over half of world gold demand. A different

set of socio-economic and cultural incentives
drives each market, creating a diverse range

of factors influencing demand. Rapid demo-
graphic and other socio-economic changes in
many of the key consuming nations are also
likely to produce new patterns of demand in the
foreseeable future (WGC, 2011).

Turkey ranks as the third country after Italy and
India for the production of golden jewellery
and the fourth country for the consumption
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of golden jewellery in the global markets. As
the world's fourth biggest market for gold
jewellery, it's the third largest manufacturing
centre and second biggest exporter (Akman,
2006). Almost all of the gold fabricated in
Turkey is utilized in jewellery production. The
average firm size of the industry is a micro-scale
workshop (4-5 employees per workshop), which
represents the characteristics of the production
scale. The number of people employed only
within the micro-scale workshops is estimated
to be around 50,000. With an annual capacity
of fabricating 400 tons of gold and employing
approximately 250,000 workers, the structure
of Turkey’s Jewellery Sector is well reflected
through these SMEs.

Throughout the industrialization period,
goldsmithing has undergone great shifts. The
shift from a micro-scale atelier to a factory
has conveyed a great challenge bringingin a
corporate approach through product ranges.
The industry constituted a new image and a
territory for a new way of consumption. Today
large scale corporations are the signifiers of
branded products, branded retail stores and
design (Coskun Orlandi, 2009).

Brief historical background

Reinforced by strong gold consumption tradi-
tions, jewellery productionin Turkey keeps a
strong bond to its multi-cultural historical craft
traditions. The Turkish jewellery sector has
gained acceleration as a supplier at a global
scale within the past twenty years. The main
factor of this success is linked to the metal-
smithing traditions of past civilizations that are
geographically placed in Turkey and around.
Goldsmithing was a major work in almost every
civilization in this area. Almost every civilization
that existed within the geographical territory of
Turkey today has left an important heritage of
goldsmithing.

As the raw material itself is a trade asset for the
industry, the jewellery industry has a particular

V Education

character of production process and a par-
ticular production atmosphere. The workshop
owner is the entrepreneur as well as the master.
The tacit knowledge process is a continuous
system dating back to the Renaissance tradition
which set out the traditional characteristics of
the quality of production.

Turkey's internal consumption pattern demon-
strates rather a severe pragmatic approach in
parallel to the Middle Eastern socio-economic
consumption values. A jewellery item is an
investment asset; with anonymous design, less
workmanship, high-purity of the precious metal;
whereas contemporary global consumption
trends impose an individual possession and
look, mixed semi precious materials and out-
standing design and branding. One of the major
resources behind the growth is declared to be
the craftsmanship found in Turkey today, which
owned a diverse skilful tradition as stated above.
The sector is facing a strong challenge on
product design, design management processes
and brand creation due to its dominant supplier
position in world markets.

Jewellery education: systems and structure

Knowledge transfer in jewellery production can
occur intwo ways. Thefirst one is the traditional
tacit knowledge system, dating back to the
Ottoman guild systems. The tacit knowledge
transfer is basically a master-apprentice system
that is seen as the most efficient way to inherit
amastership. The system today faces severe
problems and is considered to be a threat for
traditional workmanship.

As an eguivalent to this system we see vocation-
al high schools to educate goldsmiths, which
are criticized as insufficient in both practice

and theory. One of the major problems of this
educational structure is that the duration of the
education is too short, and that it doesn't give
enough time for apprenticeship. There is no cre-
ative curriculum to foster innovation and design
at this level of formal vocational education.

Pioneering Minds Worldwide
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The second group of educational institutions
are the vocational schools of higher education
which tend to focus more on design. Yet these
institutions are still far from being sufficient in
terms of the curriculum, the teaching environ-
ment and professional experience. Only in the
last few years have there been some attempts
to build an undergraduate level university
education focusing only on jewellery design.
Yet these attempts have not been supported by
faculties of art and design. Some new initiatives
try to change the educational patterns. An
example is the case of Favori Gold Academy.

Founded in1992 in Istanbul, Favoriis one of
Turkey's large scale corporate manufacturers,
importers and exporters of fine gold jewellery.
Favori as an enterprise is a prominent example
of a jewellery business model reflecting the
industrialization period of Turkey's jewellery sec-
tor. The owner is an entrepreneur himself, hav-
ing an educational background in agricultural
engineering with a PhD degree and a career in
business administration.

The academy was established in 2005 as a
social responsibility project as an initiative
under the brand Favori. Favori Gold Academy
aims to be a scientific, rational, interchanging,
perfectionist educational institution.. It focuses
on design, production and sales with estab-
lished certificate programs under design and
retail departments and supported universities
jewellery design departments. The institution
not only publishes books on jewellery design
but has also organised several conferences on
the topic. Since its establishment, approximately
100 participants have graduated. Throughout
the establishment process, the structure of the
academy has been based on academic collabo-
ration, blending professional experience with
academic and artistic knowledge.

g toind yreq for design k ledge Reflections on a private educational initiative from Turkey: ‘Favori Gold Design Academy’

Conclusions and discussions

Turkey plays animportant role in golden jewel-
lery production and consumption in global
scale. However, it has not gained sustainable
competitive advantage due to lack of design
input as a driving force for innovation. There are
no national policies about creative industries
and insufficient supports for entrepreneurship;
the environment needed to enrich innovation
through design is not available.

Creative industries theory has a special empha-
Sis on innovation, creative networks, com-
munication and teamwork. Matheson (2006)
discusses the importance of design education
with its influence in entrepreneurship in creative
industries, and points out the necessity for a
change in design education in order to meet
the creative practitioners profile demanded by
creative industries theory. A recent study on the
entrepreneurial characteristics of Turkey shows
that SME entrepreneurs in Turkey see the in-
ability to attract and retain reliable employees
as their second most serious problem (Benzing,
Chu & Kara ,2009). Besides this inability to at-
tract such employees, authors mention the im-
portance of better matching student skills with
a special emphasis on professional technical
curricula. They address restructuring vocational
schools to fill this gap.

Since its establishment, Favori Gold Academy
presents a unique case providing a hybrid
education formed specifically for designer
needs of the industry. The outcomes of a
recently executed case study on Favori Gold
Design Academy showed the potential of an
educational model, fostering design based
innovation and entrepreneurship behaviour in
the creative industries. Favori Gold Academy
supports a hybrid educational model, standing
between traditional tacit knowledge systems
and contemporary design education.




References

Anonymous. (2005). 2004 te Turkiyede Kuyumculuk.lstanbul: Istanbul Altin Rafinerisi Hizmet Yayinlari
Armath Koroglu, B, A.Udgurlar and T. O. Eceral, (2009). The Story of a Jewellery Cluster in Istanbul Metropolitan Area:

Grand Bazaar. Gazi University Journal of Science 22, no. 4 (2009): 383-394

Benzing, C., Chu, HM., & Kara, O.(2009). ‘Entrepreneurs in Turkey: A Factor Analysis of Motivations, Success Factors,

and Problems.” Journal of Small Business Management 470) (January): 58-91. doi101111/j1540-627X. 2008 00262 x
Retrieved from: http://doiwiley.com/101111/j1540-627X.2008 00262 x., October 29, 2011.

Milan: SDA Bocconi

Carcano, L. & Lojacono, G.(2002). A Comparison Between Two European Design Models in the Jewellery Business

CCI.(2007). Symposium: Creative Cities and Industries in the 21st Century, organized by UNCTAD and Yildiz Technical

University - Istanbul. Retrieved from: http:.//www.unctad.org/, October 29, 201

Favori (20M). Favori Altin Akademisi. Retrieved from: http://www.favorialtinakademisi.com.tr/, October 29, 2011
Galloway, S. (2006). Deconstructing the concept of ‘Creative Industries. Cultural Industries: The British Experience

(May). Retrieved from: http://eprints.gla.ac.uk/5243/, November 5, 2011

1529.
Green, T.(2007). The Ages of Gold.1.ondon: GFMS

aspx?ref=23, November 5, 201

Toplumsal Tarih Vakfi, p.144.

Garnham, Nicholas. (2005). From cultural to creative industries. International Journal of Cultural Policy 11(1) (March): p.

Irepoglu, G. (2000). ‘Osmanl Mucevheri P Dergisi 17:100-112

KOSGEB. (2010). 2010 Annual Report. Ankara. Retrieved from: http://www.kosgeb.gov.tr/pages/ui/Baskanligimiz

Koseoglu, C.(1980). Topkapi Sarayi Imparatorluk Hazinesi. Istanbul: Ak Yaymlart Kalttir ve Sanat Kitaplari
Kusoglu, M. Z.(1994). Kuyumculuk, Danden Bugtine Istanbul Ansiklopedisi (Cilt 5), Istanbul: Ttrkiye Ekonomik ve

Matheson, Billy. (2006). ‘A culture of creativity: design education and the creative industries.” Journal of Management

Development 25(1):55-64. doi10.1108/02621/10610637963. Retrieved from: http://www.emeraldinsight

com/10.1108/02621710610637963, November 5, 2011

Merichboyu, Y. A.(2000. Antikcag'da Anadolu Takilari, Istanbul: Akbank Yayinlart. 12.
UNCTAD & UNPD. (2010). Creative Economy Report : Creative Economy a Feasible Development Option. New York

Retrieved from: http://www.unctad.org/en/docs/ditctab20103_en.pdf., November 5, 2011.

.

WGC. (201). Demand and Supply. World Gold Council Retrieved from: http://www.gold.org/investment/why_how

and_where/why_invest/demand_and supply, November 5, 2011.

About the authors

Ayse E. Coskun Orlandi (TR). She received her BA
as Industrial Product Designer in 1997 at Marmara
University (Istanbul). I 1998 received a Master in
Design degree at Domus Academy, Milan, Italy. In

2003 received an MA at Marmara University (Istanbul).

In 2009 she has got her PhD at Mimar Sinan Fine
Arts University (Istanbul). She has been lecturing,
researching, publishing in the field of industrial
product design since 2000. Sheis currently working
as Asst. Prof. at Kadir Has University, Istanbul, Turkey.
acoskunorlandi@khas.edu.tr

Serkan Bayraktaroglu (TR). Bornin Sakarya, Turkey

in 1982 got his undergraduate degree in 2003 in the
field of Industrial Engineering. He had his graduation
from Industrial Design and Manufacturing master
program (2008) that is offered by a consortium of T.U.
Dortmund and University of Twente. His master thesis,
‘Management of communication in complex product
development’ was written in cooperation with Product
Development Institute of T.U. Munich and AUDI A.G. He
isa PhD student in Istanbul Technical University - and
works as a lecturer at Kadir Has University, Turkey.
serkan.bayraktaroglu@khas.edu.tr

173 Pioneering Minds Worldwide

V Education

On the Entrepreneurial Principles of the Cultural and Creative Industries



Giep Hagoort (NL) is cultural entrepreneur,
professor art and economics at the Utrecht
University and the Utrecht School of the Arts,
and dean of the Amsterdam School of Manage-
ment. He is author of a collection of books on
management, innovation, entrepreneurship
and the cultural and creative industries. Giep
Hagoort has been visiting lecturer at various
universities and academies.
giep.hagoort@central.hku.nl

Aukje Thomassen (N2) is Associate Professor
and Head of Research at the School of Art & De-
sign, Faculty of Design & Creative Technologies
at the Auckland University of Technology AUT.
Her research activities are geographically split
between NZ and Europe. In NZ she is a member
of various committees and boards, such as re-
presenting AUT University in the NZ EU centres
network of the seven leading universities in NZ.
aukje.thomassen@aut.ac.nz

Rene Kooyman (NL) graduated with a major

in Urban and Regional Planning. He received a
Dipléme Educations Approfondies (DEA) from
the University of Geneva and a Master in Urban
Area Development (MUAD). Recently Rene
Kooyman has been Managing Editor for the EU
EACEA Research Project on the Entrepreneurial
dimensions of cultural and creative industries.
rkooyman@rkooyrman.com

S @E{mmn

Giep Hagoort, Aukje Thomassen,

Rene Kooyman (Ed)

Pioneering Minds Worldwide.

On the Entrepreneurial Principles of the Cultural
and Creative industries.

Eburon Academic Press, Delft, 2012

ISBN: 978-90-5972-619-2

PUU7N



@Ebumn

ISBN 978-90-5972-619-2

I2EILE

S 90I519




