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Teaching entrepreneurship to creative people as a rule is not just teaching them about business plans and bookkeeping. Creative entrepreneurs and enterprises are not ‘normal’ enterprises and this for two main reasons.

1. Many creative people (artists, designers…) are very entrepreneurial, but don’t see themselves necessarily as entrepreneurs. Their motivation is primarily cultural, not economic. Of course, if possible they want to earn enough money to live from their work, but they see success not primarily in such terms. Realizing something new and special and being recognized for that as a rule is their first motivation and success criterion.

So when talking about survival and success of creative entrepreneurs we have to use a double success criterion, and recognize that there is a tension between the two elements of this:

· creative success: adding cultural value and being recognized for that;

· economic success: being able to live from one’s work and – maybe – expanding one’s studio
.

Lecturers and trainers who do not take in account the primary motivation of creative entrepreneurs and this double success criterion, will not be able to really connect with them when trying to teach entrepreneurial skills.

2. In many creative enterprises it is not clear how the money is precisely earned. Many authors for instance earn more with their lectures than with their books. But without their books, they wouldn’t have the earnings from their lectures. Some graphic design studios earn more with spin-offs from their design work – e.g. making different business cards on the basis of the house style they design for a certain organization – than with the design itself. The main elements of creative revenue models are:

· Design and related consultancy work (e.g. related to advertising, to corporate identity) billed per hour. In many cases this concerns not just design work, but also related services: e.g. connecting the principal to author creative and related companies (e.g. printers, film studios). 

· The selling and/or installation of products and art works. These products may also be relatively simple: e.g. business cards or signboards based on the designed house style.

· A percentage (royalty) of the sales price of the creative product (book, film, household product).
· Income from licensing the production of one’s design.
· Licensing (or even selling) one’s brand name to related products one doesn’t make oneself (shoes, fragrances). 

· ‘Sideline work’ like giving lectures or other performances.
Moreover, many creative people are only part-time entrepreneurs. They earn e.g. a large part of their income as teachers, and, when successful with their enterprise, gradually decrease these other activities
.
No clear overview exists yet of the most common configurations of these elements of creative revenue models. Moreover, during the development of a creative organization probably a shift takes place from a ‘trial and error’ phase to a more established.

Moreover, it is always important to understand the real source of the revenue model: it may be the special creative reputation of the entrepreneurs, the recognition of their craft competences or maybe even the quality of their service. In management science we talk then of the relationship between the revenue model and the business model.

As a rule, personal reputation and branding of the main creatives of an organisation will play an important role in all of this.
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See also  www.boardofinnovation.com/ and www.businessmodelgeneration.com/ for two inspiring approaches to understanding business and revenue models.
� 	It depends of the kind of artistic work creative people perform and the stage in their development to what extent they want to remain a one person business or to expand their organization. Painters will maybe want to remain on their own, whereas theatre companies of game developers as a rule will have to start with a small company.


� 	This sometimes leads to a kind of adverse selection. Creative people who are not so successful with their own enterprise, teach students their own not so successful business model.





PAGE  
1

