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INTERNATIONAL CENTRE ON CREATIVE ECONOMY

•	 Objective of the strategic document
•	 Priorities to be considered
•	 Plan of actions

Index of the document for each priority area 

•	 Definition 
•	 Context 
•	 Industries included 
•	 Services included 
•	 Activities 
•	 Target groups 
•	 Service providers 
•	 Ecosystem 
•	 Map of general elements 
•	 Map of distinctive elements

Area 1: CREATIVITY

“Creativity is just connecting things. When you ask creative people how they did 
something, they feel a little guilty because they didn’t really do it, they just saw 
something. It seemed obvious to them after a while. That’s because they were able 
to connect experiences they’ve had and synthesize new things. And the reason they 
were able to do that was that they’ve had more experiences or they have thought 
more about their experiences than other people.”

— Steve Jobs, Wired, February 1996
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Part 1: Definition and the context  

•	 Definition and objective :
•	 What do we intend with term?
•	 How the recent literatures define it? 
•	 What do we intend by developing creativity?
•	 What is the objective?

In today’s global environment a number of factors including globalization, techno-
logical development and the increasing rapid diffusion of new technologies and in-
novation are transforming the rules of competition for established businesses in un-
precedented ways, the business environment and the societies in general. We are 
experiencing an epochal change that has highly affected our economic and social 
system. The new economy is being characterized by a series of paradigm shifts. In 
particular the economic competitiveness is shifting from a system based on natural 
resources and physical inputs to a system driven by knowledge intensity, ideas, cre-
ativity and innovation. Change is the only constant today and it is heavily depended 
on the capability of firms and localities to be more creative and innovative, and to be 
able to sense and then to seize the new opportunities, to reconfigure and to protect 
knowledge assets, competences, complementary assets and technologies to achieve 
sustainable competitive advantage” (Teece, 2000).

With the increasing knowledge intensity of the contemporary economy and the need 
for innovation to maintain competitive advantage it becomes imperative for countries to 
tap into their vast reserves of creativity, by increasingly using the Technology, that plays 
a critical role for economic and social development as an enabler and supporter of the 
changes that affect highly the way we work, live and interact with other. 

Competition, in this increasingly global, highly technological, interconnected and 
demanding scenario is rooted in human creativity and the ability to mobilize, attract 
and motivate human beings. 

What is meant by creativity and creative economy?

Creativity is recognized as an economic driver for generating wealth and employment, 
sustainable development of world cities, technological changes, scientific and busi-
ness innovation, personal and social development and enhancement of competiti-
veness of firms, enterprises, individual cities and countries which would shed light 
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on how we live in the 21st century (Landry, 2000; DCMS, 2004, 2002, 2001, Howkins, 
2001).

A new concept is emerging related to this process, that is ‘The Creative Economy’ 
which is being considered as a leading component of economic growth able to create 
and circulate intellectual capital, to generate income, employment, innovation and 
trade earnings while at the same time promoting cultural diversity, social inclusion 
and human development. It consists on those activities based on creativity, individual 
talent and skill and that have the potential to create jobs and wealth through the ge-
neration and exploitation of intellectual property (DCMS, 2003).

Therefore, the talent, the ability to use, exploit and generate knowledge and in-
sights through the creativity process is becoming the most important and distinctive 
economic resource for industries and places as well (Florida 2002). 

The creative economy is being found at the crossroads of the arts, culture, busi-
ness and technology. According to literature and well known authors ‘The creative 
industries refers to a range of economic activities which use creativity and intellectual 
capital as primary inputs to generate new knowledge, innovation and to exploit the 
emerging opportunities ’.

According to Howkins’ creative Industries comprises advertising, architecture, art, 
crafts, design, fashion, film, music, performing arts, publishing, R&D, software, toys 
and games, TV and radio, and video games (Howkins 2001, pp. 88–117). Some other 
scholars consider that education industry, including public and private services, as 
part of creative industry.

Unctad (2003) defines creative industries as a series of vast and heterogeneous 
activities ranging from traditional arts and crafts, publishing, music, and visual and 
performing arts to more technology-intensive and services-oriented groups of activi-
ties such as film, television and radio broadcasting, new media and design.

According to Unesco ‘The cultural and creative industries are those that combine 
the creation, production and commercialization of creative contents that are intangi-
ble and of a cultural nature. These contents are usually protected by Copyright and 
can take the form of a good or a service. Besides all artistic and cultural production, 
they include architecture and advertising. 

It is worth to note that creativity is highly relied to the ‘Creative Class’ that includes 
people in science and engineering, architecture and design, education, arts, music 
and entertainment, whose economic function is to create new ideas, new technology 
and/or new creative content (Florida, 2002).

In the conceptualization of Florida the creative industries include those industries 
that have to do with two important creative classes: the super- creative core class and 
the 
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Creative professionals: 
•	  ‘The super- creative core classes’ are those that produce new forms or designs 

that are readily transferable and broadly useful. Members of this class are scienti-
sts and engineers, university professors, poets and novelists, artists, entertainers, 
actors, designers, and architects, as well as the “thought leadership” of modern 
society: writers, editors, cultural figures, think-tank researchers, analysts, and 
other opinion-makers. 

•	 The other group consists of the creative class so called “creative professionals” 
who work in a wide range of knowledge-intensive industries such as high-tech 
sectors, financial services, the legal and healthcare professions and business ma-
nagement. These people engage in creative problem-solving, drawing on complex 
bodies of knowledge to solve specific problems. Doing so typically requires a high 
degree of formal education and thus a high level of human capital. People who do 
this kind of work may sometimes come up with methods or products that turn out 
to be widely useful, but it’s not part of the basic job description. What they are 
required to do regularly is to think on their own. They apply or combine standard 
approaches in unique ways to fit the situation, exercise a great deal of judgment, 
perhaps try something radically new from time to time. 

The three core elements that compose the creativity ability are:

1. Technology

Technology is important. It empowers enormously creativity; it provides the means 
through which new ideas can become new products, new businesses, generating we-
alth and prosperity. 

Especially, information and communication technologies (ICTs) have an immense 
impact on the productivity and innovativeness of human talent and creativity. The 
rapid progress of these technologies opens completely new opportunities to attain hi-
gher levels of development of new business models, market structures and governan-
ce as well as to leverage the development of new links in the value chain in virtually 
all creative industries. The capacity of these technologies to reduce many traditional 
obstacles, especially those of time and distance, for the first time in history makes 
it possible to use the potential of these technologies for the benefit of millions of 
people in all corners of the world”. The key concept underpinning these changes is 
“digital convergence”, which can be of three types: technological convergence (a shift 
in patterns of ownership of media, such as film, television, music and games), media 
convergence (allowing users to consume different media at the same time using a 
single personal computer) and access convergence (all production and distribution 
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of media and services are being re-engineered to work on a distributed network pla-
tform, i.e., everything is becoming available or doable on the Internet). 

The impact of technology in the creative economy is larger as it permits the digi-
talization of all content, the definitions of new business models based on convergent 
technologies, contents, knowledge, the exploitation of diverse forms of collabora-
tion, networking and co-working, as well as multiplies the possibilities of utilization 
of creativity from one medium to another, defining so a new law that guides this 
economy- the law of increasing returns. The underlying mechanisms of the ‘Increa-
sing Returns Law’ excerpts that information and knowledge doesn’t demolish by use 
but contrarily its value increased by use and the potential for the new ideas is parti-
cularly limitless when people are given the opportunity to think, learn and talk to one 
another (Arthur, 1997).

According to McKinsey by 2025 the power of technology will be much higher as the 
result of the emergence and development of twelve disruptive technologies that will 
impact much more our lives, the way of doing business, the ways we create, differen-
tiate, communicate, accumulate and exchange knowledge, intellectual property and 
products and services. The emerging new technologies consist on: 

1. Mobile Internet
2. Knowledge work automation
3. Internet of things
4. Cloud technologies
5. Advanced robotics
6. Autonomous and semi-autonomous vehicles
7. Next generation genomics
8. Energy storage
9. 3D printing
10. Advanced materials
11. Advanced exploitation and recovery of oil and gas
12. Renewable energies

Therefore in order to be able to exploit the opportunities offered by technologies it 
is necessary on one hand to adopt the existing ones and be prepared to use it in our 
business and life context and on the other hand to be able to use it as a source of 
innovation and creativity. This in turn requires the stimulation of activities that has 
to do with awareness creating about the usefulness of the technology, learning and 
education programs for students, managers, public executives etc. in order to learn, 
how and where to use the technology as well as how to exploit it in order to create 
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innovation in different fields. Therefore, it is evident as along the technology, other 
factors come into play because technology alone could not produce innovation if it’s 
not accompanied by Talent (Florida, 2002).

2. Talent

Human capital theorists have long argued that educated people are the key driver 
of economic development. Talent and creativity are the forces behind technological 
progress, new inventions, new frontiers in science, technology and the arts. Research 
has shown that the ability of people to contribute to the full development of a real 
creative economy is closely linked to their knowledge, education, and their daily acti-
vity and occupation.

Human capital represents the level of knowledge, skills, education and competen-
cies of individuals possessed by the individuals in a community or society. It includes 
knowledge, wisdom, expertise, intuition and the ability of individuals to realize tasks 
and goals. 

The importance of human capital in economic development has been widely de-
scribed and evidenced in existing literature. Therefore the availability of a strong con-
tingent of highly educated people as well as qualified research scientists and engine-
ers, capable to maintain an internal ability to continuously create, assess and absorb 
knowledge is essential for the creativity process and the competitiveness. Therefore, 
educational system and quality of research and training in universities are essential 
for creating the required human capital. 

Educational systems do not only produce codified knowledge and human capital, 
but also participate actively as important institutional actors in building and sustai-
ning local networks and flows of knowledge, and in linking them with global ones. 
Diverse scholars have shown that education increases productivity, innovation and 
technological progress (Becker, Lucas). Glaeser points out that the concentration of 
highly educated people in a place has important “spillover effects” on the quality of 
the new firms created and on attracting more educated individuals.

While the presence of a leading research university in a community is a critical 
asset for regional economic development, its precise contribution is a function of the 
way in which it interacts with and responds to the needs and interests of local indu-
stry (Doutriaux, 2003). However, formal education is not sufficient; instead ongoing 
training and lifelong learning are essential for coping with a rapidly changing envi-
ronment (Bontis, 2004). A number of recent studies have begun to identify the finding 
and retaining of existing talents as a critical factor influencing the growth of dynamic 
regional economies, and universities are emerging not only as key generators, but 
also as attractors of talent (Florida, 1999; Betts and Lee, 2005). Florida (2002) found 
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that experienced Executives will locate where other highly skilled people are. Therefo-
re, the brain drain measure is important for understanding the retention rate of skilled 
people in the country, as a necessary condition for new ventures. 

3. Tolerance 

Another important factor, which according to Florida comes into play, is tolerance. 
Because creativity is a social process creativity takes place indeed only in socially and 
culturally open favorable contexts that favors the emergence of new ideas, encoura-
ges people of all background, beliefs, and interests to blend together and learn from 
each other, paving the way for the creation of something new able to nurture, attract 
and mobilize these creative assets. 

In the current environment “knowledge is generated through the repeated com-
bination and re-configuration of diverse disciplines and expertise in flexible forms of 
organization” (Lam, 2000). As a consequence creativity does not rely on value created 
singularly or autonomously by a specific individual or on just their internal knowledge 
and skills. Creativity is highly dependent on the ability to exploit external knowledge 
through the collaboration with diverse stakeholders, groups, and partners and even 
competitors. The locus of creativity is found in a network of inter-organizational 
relationships that allows the access to the resources of others, increase the possi-
bility to acquire new knowledge and as result develop new products, services, new 
distribution and production methods etc.

By building relation – specific assets, knowledge-sharing routines, and effective re-
lational governance mechanisms into relationships, firms can leverage their relational 
resources for knowledge acquisition and exploitation.

Collaboration and interaction with other people, institutions and societal structu-
res that embody knowledge and resources are therefore important contributors to 
the creative act. Furthermore, the widespread deployment of the Internet has greatly 
enhanced the ability of firms to engage in collaborative innovation in several ways. 
Thus, for example, the creation of networking forms, co-working places, open inno-
vation platforms, virtual collaborative environments permits firms to tap into the 
social dimension of collective knowledge shared among groups with common inte-
rests. 

Another important aspect, linked tightly with the tolerance is the cultural dimen-
sion which refers to the cultural values and practices as the expression of local cultu-
re, identity or the protection and celebration of cultural diversity. Since culture itself 
is intrinsic to the realization of human aspirations, it is argued that cultural diversity 
will be an important factor in promoting economic, social and cultural development.
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To summarize, it emerges as the construction of a creative economy requires a 
series of initiatives and activities that aim to create awareness, promote, develop and 
exploit the high potentialities of information, knowledge and intellectual capital that 
stands in human capital, in social capital as well as in structural capital of a company, 
city, or nation. 
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Part 2: The inhibiting factors toward 
the creative economy

Which are the main obstacles, problematics to tackle with in the road toward the 
creation of a creative economy?

In developing the creative economy there are a series of obstacles and problems that 
needs to be taken in consideration for stimulating and developing the creativity pro-
cess. The most important one that persist our economy consist on: 
 
1. shortage on skills and capabilities and especially lack of entrepreneurial skills 

- The management of creative businesses requires specific skills in both the en-
trepreneurial and the artistic or cultural aspects of the business operation. Also, 
lack of a creative culture and spirit, lack of awareness and convincement about 
creativity activity consititute a further obstacle toward the creation of a creati-
ve economy. Therefore, skill-development programmes and vocational training 
courses can address these difficulties but progress tends to be slow.

2. low level of collaboration and networking - Weak cooperation links between 
the public and private sectors and between private business and research in-
stitutions & universities. Collaboration and cooperation a between public and 
private organizations, are important. Collaboration is needed, in order to provide 
resources, skills and capabilities that lacks. For example, the ICT private sector is 
able to support with technical skills and infrastructure; meanwhile, universities 
will provide the required staff, learning and training courses for closing the divi-
des.

3. ICT adoption and awareness is slow. Lack of awareness and convincement 
about benefits and advantages of technology for optimizing business processes 
and interrelationships with others actors of the value chain; low availability of 
latest technologies; low level of Firm-level technology absorption and FDI and 
technology transfer;

4. Lack of investment, lack of capital - Poorly developed financial systems with 
high difficulties in accessing loans, few Venture capital funds available for risk or 
seed capital to finance innovation. Occasionally, firms have access to public in-
vestment assistance programmes, financing through local equity markets or pri-
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vate venture-capital sources. Therefore the development of specific regulations 
and mechanisms that facilitate and support the access to financing is needed. 

5. lack of institutional support - Polices required to encourage innovation and its 
integration in a wider policy setting have not yet been adequately implemented 
or understood in the region. Also the context is characterized by inadequacy of 
distribution networks for effective marketing of products, and lack of institutio-
nal support mechanisms and regulatory environment within which the creative 
economy functions.

6. Little participation in international R&TDI networks, scarcely developed com-
munication networks, difficulties in attracting skilled labor and accessing exter-
nal know-how. Low business expenditure on R&D; low Quality of scientific rese-
arch institutions; University-industry collaboration in R&D scarce; Research and 
technology infrastructure that is largely obsolete with a disproportional amount 
of basic research undertaken. 

SOLUTIONS

In order to create a new mindset, a new culture toward the developemnt of creative 
economy and to surpass the main obstcles enconutered in today’s economy, some of 
the inititiatives that could be activated can be: 

1. Increase the awareness of institutions, firms and organizations (at territorial and 
transnational level) regarding the significant importance of crativity as a process 
for creating favorable context for new idea generation and high tech entrepre-
neurship through workshops, conferences, new curricula’s at universities, new 
content (digital and physical).

2. Invest in human development – the success of creativity process depends largely 
on human skills and capabilities. Accordingly, education and training initiatives 
must be considered as priority actions. Staff need to be trained to handle with 
new processes, approaches, technologies, practices etc. 

3. Reinforce the integration of different fields, disciplines and backgruonds for im-
proving the common governance at regional and local level with respect to inno-
vative entrepreneurship and sustainable growth. 

4. Enable virtuous mechanism of creativity process, by valorizing the contribution 
of the creativity at individual, organizational and country level and showing the 
several dimension of the value creation process.

5. Establish ICT based models and tools that facilitate the networking, interrela-
tions and knowledge exchange and transfer among a wide range of public, priva-
te and research institutions at transnational level. 
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6. Experiment ICT based creativity models in an open innovation frame that brings 
together industry, academia and business and facilitate sharing of knowledge, 
experiences and best practices among all major actors thus exploring future ne-
eds. 

7. Work toward the development of an a creative economy culture in the SEE coun-
tries that leads to higher value-added jobs and wealth creation. 

8. Provide target groups with supporting services such as open labs, competencies 
development, counseling, advice and technical assistance necessary for guiding 
the development of an entrepreneurial spirit.

9. Address challenges and opportunities in strong partnership with private organi-
zations, major donors, research institutions and universities, and support cross 
fertilization of ideas, solutions and knowledge.

10. Show sensitivity to local realities by assessing and evaluating the distinctive al-
ternatives, ways and solutions that creates specific specialization and viable de-
velopment model tailored to the current state and specific features of the con-
text and that ensure the effective participation of the community. 

11. Based on the outcomes of the current state assessment of the locality work 
toward the delineation of strategies and action plans for building human resour-
ce capability, legislative frameworks, institutional infrastructures, technological 
infrastructures and accessibility for all in a tailored and effective way.

12. Think small, be agile and fast - Begin with feasible pilot projects, tailored to speci-
fic contexts. Build up steadily the qualifications necessary for facing hindrances. 
Be prepared to make the required changes on the road. Agility and flexibility 
assure the success.
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Part 3: Industries included: List, how and why? 

According to the definitions and explanations provided in the previous section we can 
list the main industries that compose ‘the creative economy’ consist on: 

Arts and culture that includes
o Art and antiques market - This sub-sector includes dealers and auctioneers of 

antique jewelers, paintings, sculpture, furniture, maps, drawings and prints 
o Music - This includes both live and recorded music, music publishing and the 

administration of music copyright.
o Performing Arts - Theatre, dance, ballet, musicals and opera performances all fall 

into this category. 

Trade and Crafts Includes 
o Artisans, textiles, ceramics, wood, metal, glass, graphic and leather crafts. 
o Fashion - Fashion is a creative sector offering great scope for development and 

trade. The fashion industry is covers a wide range of fashionable products, inclu-
ding perfume and accessories such as scarves, purses and belts.

o Design - deals with the creation of forms and the appearance of products. Crea-
tive design are usually aesthetic functional creations based on concepts and spe-
cifications and are expressed in several ways: through the unique architectural 
design of a building, creation of decorative luxury items

Media includes:
o Publishing - The publishing of books, newspapers, magazines and electronic in-

formation is one of the largest employers among the creative industries. 
o Television and radio - This sub-sector covers all public service, commercial, cable 

and satellite TV and radio, including the production and broadcasting of pro-
grammes. 

o Film and video - This sub-sector includes film production, distribution and exhi-
bition.

 

Tourism/Cultural heritage include:
•	 Tourism is an important vehicle through which many creative products access 

consumers. The recent growth of tourism has fueled the growth of creative go-
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ods and services. Traditional cultural festivities, including festivals are culturally 
important creative activities.

•	 Cultural heritage, that are relics of ancient civilizations, over the years conside-
red as cultural patrimony of mankind and the heritage of nations, has become 
the engine of growth through the demand for visits to cultural heritage sites, mu-
seums and galleries, festivals and so on as well as tourists’ interest in attending 
music, dance, theatre and opera performances in most cities and towns. 

•	 Recreational services, which include museums, libraries, archives and historical 
sites, creative traditional cultural expressions of human creativity, manifested in 
cultural celebrations, gastronomy culture, festivals and folklore.creational

Creative services – The rationale for the inclusion of these services is that the creative 
economy is rooted in the overall interactions between economics, culture and tech-
nology and, therefore, 

the creative economy is not restricted to arts and culture. It includes: 
•	 Functional creative services, which covers services that intersect with more than 

one subgroup; advertising, architectural, personal, cultural and recreational ser-
vice are some cases in point. 

•	 Creative-oriented research and development (R&D) services that is associated 
with scientific creations and technological innovations. 

The main industries included are: 
•	 Advertising- includes marketing and some public relations activities; 
•	 Scientists – consist of production of scientific research and development of crea-

tive products and services based on research and development activities. 
•	 Creative entrepreneurs – includes the creation and exploitation of creative 

knowledge, ideas, talents. 
•	 Interactive leisure software - This sub-sector principally consists of computer and 

video games, but also includes some educational and reference material. 
•	 Software and Computer Services – incudes the creation, production and supply 

of tools
•	 and applications and of software products, including web design. 

These are some of the main groups of the industries that compose a Creative eco-
nomy, however the list is not exhaustive as the creativity is found in each person and 
as such it could be applied to each sector or industry of an economy. 
It is possible to group these industries into the three categories, as suggested by Flo-
rida: 
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•	 Artistic and cultural creativity 
This category of industries are by definition creative as they are either the expres-
sion or application of human creative skill and imagination or the historical heritage, 
collective values and identity values accumulated on time. It can include Art, media, 
cultural heritage, Music, Entertainment, etc.
To this group the creativity is a natural process highly rooted in this category of in-
dustry, especially in the creation and production process (see figure 1). However in 
creating a creative Economy, we don’t need to focus just on the primary function of 
Artistic and cultural sector that generate distinctive new products and things but in-
stead It is necessary to enlarge the visioning to encompass also other activities of the 
value chain (see fig.1) such as distribution, commercialization, consumption and more 
in general those activities that serve to use the creative products of these industries as 
a resource for development, for international promotion and attractiveness as well as 
to made it a global cultural value. For e.g. for fashion design products despite the crea-
tive process, in order to reap its benefits in the local and global markets it is necessary 
to protect them by copyrights or trademarks before entering into highly competitive 
domestic or international markets. This requires collaboration with other economic 
private and public actors, local and international in order to complete the activities of 
the value chain of art. 

Figure 1: The value chain of creative industries

•	 Technological creativity (invention/innovation).
This category of industries is mainly related to the capability of people to generate 
new technologies and solutions for business and the society in general and it might 
include: Scientists, academics, researchers, Creative entrepreneurs, Software and 
Computer Services etc. The creativity process of these industries is based in skills, 
prior knowledge, abilities, education, and practice but also on the creative thinking, 
intuition, systemic thinking that brings on new solutions and technologies for solving 
society problems. This process could be encouraged in some ways by inviting people 
to think of problems as opportunities for creating something new; the process could 
be fed by promoting innovation as an underpinning activity that seeks to find new 
solution to local and global trends and challenges.
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•	 Economic Creativity (entrepreneurship)
This category of industries is related to the entrepreneurship activity of all persons 
engaged in the economic sectors of the society such as (Artisan, architectures, Food, 
Tourism, Professional business, Scientists, Creative Entrepreneurs, Creative servi-
ces). The aim of these industries is to provide support for transnational marketing, 
branding and distribution of products and services as well as to promote innovative 
actions and test new distribution modes to improve the circulation of and the access 
in international arena and markets. The core activities of these industries consist on 
innovative entrepreneurship and cross-networking in order to learn, share and create 
new creative solution for businesses and society. 

It is worth to note that it is impossible to define a tight separation among the different 
creative industries of an economy. The only distinction is that some industries are 
naturally creative in the production process; they are an output of the creative thin-
king, personal talent and skills. While some others are not, but through the creativity 
process they have the possibility to exploit new opportunities, new alternatives for 
creating innovations, new venture, new solutions for the economic progress. Howe-
ver, in the first case, the so called Natural creative industries, it is important to feed 
up creativity process on the activities that lead these industries toward innovation 
and economic benefits. In other words it means that while production process that 
characterize these industries is naturally creative, to reap the benefits of this creati-
vity it is essential to combine this with technological and economic creativity that in 
one side open ups to more opportunities for feeding up continuously the creativity 
process, and on the other hand it offers enormous alternatives to reap the benefits 
in a wide market. For e.g. the originality of ethnic textiles combined with the copyri-
ght, trademarks, creative entrepreneurs that are able to find new business models for 
promotion and commercialization, diversity of works by fashion designers etc. could 
produce important benefits and economic earnings in the world markets.

As it could be evinced by the definition of the three macro categories of the cre-
ative economy these industries are interdependent and they can learn much from 
each other knowledge and experience. People engaged in technology and economic 
creativity could learn a lot about the creativity process (especially in production) that 
underpin the Artistic and cultural creativity while people engaged in the Artistic and 
cultural creativity could take different benefits in learning the principles of manage-
ment, science and how they could be applied in marketing, trading, commercializa-
tion of their creative products. 

The distinction between these three lines could be interpreted as a distinction 
between logical and creative thinking (left versus right thinking). In the first group of 
industries the creative thinking/work is dominant in the production of products and 
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services, while it generally lacks to combine logical/critical thinking and creativity re-
lated to the upper process that serve to accompain the creative products toward com-
petitiveness and economic achievements. In the case of technological and economic 
creativity industries they are leaded by logical/critical thinking, they aim to respond to 
questions of how can I solve problems, how I can do things better than others etc. This 
process uses the information gathered, the prior knowledge, education, experience, 
observation and reasoning. However, as Einstein said: “Logic will get you from point A 
to B. Imagination will take you everywhere.” So applying the creativity approach, whi-
ch focuses on exploring ideas, generating possibilities, developing multiple hypothe-
ses, to the logical thinking will broaden your horizons, enhance problem solving skills, 
learn how to use and apply techniques which develop new perspectives, generate 
new ideas and solve practical problems as well as improve team working, enhance 
motivation.

It emerges as both critical and creative of thinking are critical to a good result. 
Firstly the process start by analyzing the problems (critical thinking); then you gene-
rate possible solutions (creative thinking); next you choose the best solution (criti-
cal thinking); and finally, you evaluate the reality of the solution (creative and critical 
thinking). This is a process of alternating between critical and creative thinking where 
both kinds of thinking operate together much of the time and is not really indepen-
dent of each other.
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Logical ideas (left brain) and creative ideas (right brain) can be linked to and arranged 
around a central key point. 
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Part 4: Services 

How to promote and develop a creative mindset?

How can we promote the creativity of the above-mentioned industries, what services 
and conditions are necessary to create capacities, to promote and stimulate creative 
thinking in management and development of such activities. We propose a process 
based model composed of 5 macro-areas as essential for leading the road toward a 
creative economy (Figure 2).

Figure 2: The process based model

1.  Create Awareness and Promote 

The first process to start with in creating a creative Economy is to work toward cre-
ating awareness, building consensus on the priorities for action among the strategic 
interest groups. This activity will serve to contribute in increasing the awareness of in-
stitutions, firms and organizations (at territorial and transnational level) regarding the 
significant importance of creativity process, the issues to deal with, the benefits that 
could be reaped form it, the trends at global and local level as well as the how crea-
tivity could help in solving a series of problems and challenges that characterize the 
sector, the society and the economy, in general. Creating awareness is an important 
process in the early stages, however it doesn’t ends at a certain stage in the project; 
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rather it is an on-going process throughout the whole project period and continuing 
into the future. It is essential to promote the results of achievements as a way to crea-
te consensus and interest to a wide audience. Therefore it is important to continuou-
sly disseminate knowledge and information regarding creativity activities, objectives, 
results and its impacts. One major challenge is to define and establish the dissemina-
tion channels for general public and business community as well as the definition of 
the dissemination strategy for scientific, technological knowledge generated by the 
project in order to impact both the public and private groups, academic communities 
and to be further exploited through other means.
The activities that could be activated for achieving the objectives of this process are: 
- Organization of workshops and events as an important channel for wider networ-

king;
- Organize specific seminars and conferences with the objective of raising aware-

ness about real opportunities and benefits that the creativity can bring. 
- Organization of inter-sectorial and interdisciplinary meetings for creation of large 

ecosystems that work toward the achievement of common objectives.
- Use of information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
- Encouraging creativity activity through a range of extra-curricular activities such as 

competitions and awards, dedicated programmes on building self-confidence and 
self-efficacy; meetings with business experts and entrepreneurs.

- Use of ICT tools and web portals for online, promotion, networking, discussion 
and dissemination of success stories.

- Encourage the creation of communities with the mission of fostering creativity 
mindsets, by building links between the public and the private sector, involving 
schools, academia and businesses. 

2. Create knowledge and increase human capacities

The second service is related with the creation of human capital capacities, skills and 
capabilities at diverse educational levels to stimulate creative thinking. The aim is to 
train people to generate, develop and commercialize creative products as well as to 
motivate them to join the creative workforce. In developing creative skills and com-
petences it is necessary to apply different kind of teaching and learning methods than 
those traditional applied. Education can help influence and develop young people’s 
skills and abilities in particular by fostering creativity mindsets through education at 
all levels, from primary school to university. Education also plays a key role in helping 
young people become more aware of their creative attributes and skills. 
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The creative education should provide a mix of experiential learning, skill building 
and most importantly mindset shift, while developing attitudes, behaviors and capa-
cities in an interactive and interdisciplinary environment. 

Creative skills and the competences cannot be learned through subject teaching 
but they require more cross curricular and innovative approaches such as learning 
by doing or project based learning. Learning through experiences is seen as one of 
the most efficient learning methods for stimulating creativity, innovation and entre-
preneurship. Also a restructuring of the curricula’s is required to orient them toward 
creative thinking in identification of new ideas, the generation of new ideas compa-
tible with the society challenges. Also, the learning activities traditionally confined in 
the classroom or laboratory needs to be opened to the external campus community 
to take the benefits of the whole ecosystems in which the it takes place. The involve-
ment and strong collaboration with different stakeholders needs to be encouraged 
for all the education and Research activities. The role of lecturer, teacher, instructor 
evolves should evolve from the pure function of “knowledge transfer” to the role of 
“mentor and coacher” that guide the learner in their “travel” toward the acquisition 
of the creativity mindsets and attitude. 
Therefore some activities can include:
•	 Invest in creative education in diverse levels of training, sectors and disciplines;
•	 Realize ad-hoc courses, syllabus for creativity mindset in school, universities;
•	 Organize and promote vocational education training tailored to the creative eco-

nomy features; 
•	 Organize summer schools tailored to specific target groups to stimulate in them 

the creativity mindset and activities;
•	 Organize executive programs for managers and public officials to create skills and 

competencies that could drive them toward a more creative attitude;
•	 Train the trainers in order to create a first nucleus of a self-replicating network of 

tutors and mentors able to create skills, capabilities and capacities necessary to 
generate, develop and commercialize a creative products as well as to activate and 
support the creativity process;

•	 Provide counselling for schools and teachers in designing VET curricula, and disse-
minate successful experiences and practices between VET schools;

•	 Restructuring of curricula’s and learning strategies in schools and universities; 
•	 Change the learning methodologies applied in schools, universities, and VETs. 
•	 Experiment project based, action based and experiential learning methodologies;
•	 Establish collaborative learning process; 
•	 Identify skills needed in the creative industry and integrate them into the curricu-

lum to build a successful pool of creative talent. 
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•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary col-
laboration between students, faculty, universities and the community in general. 

•	 Create Virtual Knowledge Centre with a large database on materials (documents 
on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

•	 Introduction of new technologies in curricula- through the inclusion of ICT courses 
in some degree programmes; ICT short courses and computer science degree pro-
grammes;

•	 Develop and create ICT awareness and literacy, through the organization of com-
puter training for the University community and the rest of the society

•	 Launch and create communities, forums and cross border initiatives related to ICT 
projects with the aim to publicize the existence of ICT and deliver ICT competen-
cies;

•	 Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business by creating awareness among businesses regar-
ding benefits of e-business recognize; the e-business tools, platforms and softwa-
re solutions to adopt.

3. Design and Development

This service is related to the creation of effective conditions (Physical, virtual and tech-
nological ones) for the design of new ideas, realization of real products and services. 
This could be done by creating the environment that allows people, firms, students 
etc. to put in practice their ideas, to collaborate and network with others in a multi-di-
sciplinary, cross –industry and international frame. 

In this activity physical spaces (such as incubators, labs, technological parks or spa-
ces) for networking, for design of new products in a collaborative frame, for develop-
ment of product prototypes, experimentation of new options are required. Also, the 
technological and scientific provision is necessary for this process. On the other hand 
virtual environments such as virtual laboratories, living labs platforms, open innova-
tion platforms that could provide conditions for effective and efficient product design 
and development in a collaborative way. 

The activities that could be realized for achieving such objective consist on:
•	 Creating co-working spaces and platforms that serve to create creative clusters 

around a particular issue/objective.
•	 Establishment of startups and spin-offs
•	 New product development
•	 Offer support for creation of start-up and spin-offs;
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•	 Technological tools and solutions
•	 Creating Incubation centers (cross industries)
•	 Promote, stimulate partnership
•	 Offer Business consultancy (planning, prototyping, development, intellectual pro-

perty etc.)
•	 Laboratory Prototyping 
•	 Market Testing of the products
•	 Financial support venture finance in the initial phases of the creative process
•	 Provide methods, practical tools, resources, videos and takeaways that benefit 

both businesses and designers in the process of creative product design and deve-
lopment.

4. Deliver and Commercialize products realized 

Deliver and commercialization process is related to the activities that lead the new 
creative products to reach the market and to reap the opportunities of the worldwide 
market. Therefore delivering and communicating products consist on finding respon-
se to the following questions: 
•	 Where to find market for our products?
•	 Which are our target customers? 
•	 Is our product/service relevant to customers?
•	 What’s the value preposition of our products and services?
•	 What value do we deliver to our customers?
•	 How do we distribute the value to customers and how we interrelate with them? 
•	 Which are the main partners and the resources needed for delivering the value 

proposed?
•	 How does the firm protect this profitability?
•	 What business and revenue model to use for our products?
•	 How is the product or service differentiated from the competition on the price’s basis? 
•	 Is your market price sensitive? 

Therefore the main activities that support this process consist of: 
•	 Marketing analysis support
•	 Promotional activities (Trade shows; Events etc.)
•	 Market analysis and testing
•	 Business consultation 
•	 Market analysis
•	 Trade regulations and Policies 
•	 Establishment of ebusiness models 
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•	 Realization or access on Ecommerce platforms 
•	 Brand management 
•	 Internationalization and global management of products 

5. Growth and sustainability 

This process aims to provide dynamicity and continuity to the creative process of the 
economy. This phase is focused on having a scanning ability that monitors the external 
environment and identify new market and venture opportunities. By scanning the en-
vironment (sensemaking) it is possible to receive and interpret messages about new 
markets, new technologies and competitive threats and enable the organizations to 
effectuate the necessary adjustments and to quickly accomplish reconfiguration and 
transformation ahead of competition. 
The growth and sustainability could be realized in different ways as by encouraging pe-
ople to consider change as a constant, to learn to monitor the environment continuo-
usly, to benchmark and learn form best practices, to learn from latest development in 
science and technology, to learn from partners, strategic alliances. Investment in basic 
research and development, provision of training programmes could improve a firm’s 
ability to understand and exploit external opportunities for sustainable competitive 
advantage.
o Celebration of the new product/services as a resource for competitiveness
o Building Champions and Seeding the Ecosystem
o Create databases of best practices and successful experiences 
o Foster collaboration across disciplines to find out new emerging opportunities 
o Create and/or strengthen partnerships within the community.

Figure 3. The Spiral of the Process based model
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Part 5: Priority areas

There are 4 priority areas that a creative economy should cover: 
•	 Investment mainly related to the foreign investments that are an important re-

source for knowledge creation and technology transfer of best options that co-
mes out from foreign and more advanced industries and business. This activity is 
core for a creative economy to create the conditions of catching up with the other 
competitors but at the other side also as a learning environment for further inno-
vation, creativity and development of the local economy. 

•	 Trade this area is focalized on how to promote, commercialize and promote lo-
cal products, local services, artisanal and traditional products to the worldwide 
market. It is a matter of how we create brands for our product, how we establish 
public-private partnerships for greater efficiency in the functioning of networks 
of local creative firms, which capacity-building activities are necessary to improve 
entrepreneurial skills and trade and which investment-related policies are recom-
mended to trade on specific local creative products. 

•	 Technology (ICT application, solutions, apps, ecommerce, knowledge economy) - 
the establishment of a creative economy is highly dependent on the technology 
investments and its state of the art in an economy. ICTs impact in the creativity is 
greater to thanks to its features of digitalization and convergences that opens a 
new set of business models, innovation models, marketing and distribution op-
portunities, thereby boosting the economic potential of the creative economy. 
Accordingly by adopting and devolving these technologies there is an easy access 
and penetration of creative products to global markets. 

•	 Entrepreneurship (capacity building on opportunity recognition) - creative entre-
preneurship is a major driver of innovation, competitiveness and growth. A grea-
ter focus on entrepreneurship and innovation help spur competitiveness, growth 
and job creation. Therefore it is imperative to promote cultural or creative entre-
preneurship to instill an entrepreneurial mindset through different types of capa-
city-building activities such as formal professional education, informal training and 
specific training programmes. 
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Part 6: Activities

Activities that permit the achievement of above objectives have to do with: 
1. Exploitation of new opportunities offered by Information communication tech-

nologies and the emerging disruptive technologies to create new business mo-
dels based on convergent technologies, new contents, and knowledge;

2. Exploitation of new opportunities offered by Information communication tech-
nologies and the emerging disruptive technologies for the exploitation of diverse 
forms of collaboration, networking and co-working, as well as multiplies the pos-
sibilities of utilization of creativity from one medium to another.

3. Awareness creation about the usefulness of the technology, learning and edu-
cation programs for students, managers, public executives etc. in order to learn, 
how and where to use the technology as well as how to exploit it in order to 
create innovation in different fields.

4. Invest in creating the right level of knowledge, skills, education and competen-
cies of human capital to cope with the emerging challenges; 

5. Enhance creative capacities, create the creative thinking mindset as an effective 
cross-cutting competence that encourages people to seize opportunities for the 
creation of new ideas. 

6. Design curriculum based on a creativity process based perspective 
7. Improve all levels of education and training (academic excellence, equal oppor-

tunities)
8. Creating the right business environment by improving policies, strengthening 

institutional and regulatory instruments particularly to reinforce intellectual pro-
perty regime, competition law and fiscal policies. 

9. Improve regulations and mechanisms for access to financing, including mi-
cro-credit for independent creative workers and micro enterprises; 

10. Encourage the diffusion of a creativity culture providing lifelong learning initiati-
ves;

11. Creating the right social and cultural favorable context by involving external ac-
tors and a larger community of stakeholders; 

12. Promote the creation of creative centers as the “hub” to institutionally embed 
the entrepreneurship in order to maximize its impact on the regional develop-
ment;

13. Create the conditions for creation of networking forms, co-working places, open 
innovation platforms, virtual collaborative environments that permits firms to 
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tap into the social dimension of collective knowledge shared among groups with 
common interests;

14. Facilitate the adaptation of businesses to market developments in new informa-
tion technologies and improve their competitiveness by making the maximum 
use of possible synergies between the two sectors;

15. Encourage cooperation between cross border destinations, industry represen-
tatives and public and private operators, education and research institutions in 
order to consolidate the knowledge base by facilitating the exchange of know-
how, experience and good practices; 

16. Stimulate the formation of creative clusters for sharing know-how and infra-
structure.

The list of activities to be realized could be clustered in 6 macro-areas

Education
•	 Invest in creative education in diverse levels of training, sectors and disciplines;
•	 Realize ad-hoc courses, syllabus for creativity mindset in school, universities and 

VET;
•	 Organize and promote vocational education training tailored to the creative eco-

nomy features; 
•	 Organize summer schools, executive programs tailored to specific target groups;
•	 Adopt innovative methods to train teachers, trainers and mentors,
•	 Restructuring of learning strategies in schools, universities and VET-s; 
•	 Change the learning methodologies applied in schools, universities, and VETs. 
•	 Establish collaborative learning process, project based, action based and experien-

tial learning methodologies;
•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary 

collaboration between students, faculty, universities and the community in gene-
ral. 

•	 Create Virtual Knowledge Centre with a large database on materials (documents 
on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

•	 Introduction of new technologies in curricula, ICT short courses and computer 
science degree programmes and Develop ICT awareness and literacy, through the 
organization of computer training for the University community and the rest of 
the society

•	 Promote the use of new multimedia technologies and Internet to improve the 
quality of teaching learning related activities Launch and create communities, fo-
rums and cross border initiatives related to ICT projects.
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•	 Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business;

•	 Introduce lifelong learning strategies – that permits people to move into and out 
of formal education institutions at different stages of their working lives; 

•	 Promote e-learning as an opportunity to supplement traditional learning. 

Technological activities 
•	 Establish the required technological infrastructure
•	 Develop Ebusiness models and platforms
•	 Develop E commerce platforms for accessing and reaching the global market 
•	 Develop virtual network platforms (virtual communities, virtual portal for knowle-

dge sharing, Knowledge, experience, digital archives, digital representations, digi-
tal DB of contacts, partners, etc. best practices knowledge, Best idea, etc.)

•	 Develop tools, solutions and Application for different functions of business mana-
gement (supply chain management, collaboration with clients, collaboration with 
partners, customer relationship management etc.)

•	 Develop living labs platforms and collaborative innovation platforms

Networking and innovation 
•	 Community creation (physical, virtual, private-public-universities)
•	 Centers of excellence
•	 Technology networks and platforms 
•	 Technology centers and labs
•	 Develop research and scientific labs 
•	 Create the appropriate ecosystem for innovation (clusters of business, education, 

research and public sector) 
•	 Establish Virtual collaborative models 
•	 Establish physical Co-working spaces (incubation center, technological labs, etc.)
•	 Create clusters of innovative people 
•	 Develop Open innovation business models 
•	 Establish Creative Business clusters for sharing know-how and infrastructure faci-

lities.
•	 Provide services for business innovation and creativity 
•	 Technology Transfer And Commercialization

Environment
•	 Culture change/social interactions 
•	 Regulations
•	 Finance (diversified for different phases of entrepreneurial process) 
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•	 Supporting policies
•	 Coaching and supportive services
•	 ICT Infrastructure
•	 Support social infrastructure to foster an innovation ecosystem (openness, tole-

rance, collaboration) Incentives

Market and trade
•	 Management of International business and trade
•	 Business consulting center (legal, managerial, regulatory, etc.) 
•	 Marketing activities
•	 Brand management 
•	 Promotional activities (Trade shows; Events etc.)
•	 Sectorial, local or international networking development for approaching global 

markets 
•	 Commercialization at local and international levels

Communication and dissemination activities
•	 Promotional activities(Trade shows; Events etc
•	 Celebration of the new product/services as a resource for competitiveness
•	 Building Champions and Seeding the Ecosystem
•	 Create databases of best practices and successful experiences 
•	 Organization of workshops and events, seminars and conferences 
•	 Organization of inter-sectoral and interdisciplinary meetings 
•	 Create information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
•	 Use of ICT tools and web portals for online promotion, networking, discussion and 

dissemination of success stories.
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Part 7: Target groups:
 

The target groups could be divided in two main macro-groups:

1. The influencers ‘group 
2. The influenced group

The influencer groups are those entities, persons that could play a major role in in-
fluencing other to be more creative and to create a new mindset n the society. Hera 
are included teachers, scientists, leaders, executives, managers, governors etc. who 
are the persons that has more charisma, power and tools to create conditions and 
the supportive environment as well as to stimulate and create awareness to the wide 
audience for creating a creative economy.

The other groups are the influenced people that are a larger group of the society, 
the ones that through a series of activities will be stimulated to change their mindset, 
to create the capacities and abilities of these persons to create and deliver new ideas, 
technologies, contents, business models, economic development models and culture.
In general terms the target groups are: 

•	 Students 
•	 Institutions 
•	 Universities
•	 Government
•	 Professionals
•	 Artists
•	 Artisans
•	 Tourism promoters
•	 Tourism Managers and officials
•	 Professionists
•	 Scientists 
•	 Entrepreneurs 
•	 ….
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Part 8: Service providers 

The ecosystem of suppliers /service providers:

Public government as regulators, initiators, supporters, creators. 
•	 Creation of institutional mechanisms and Regulatory framework 
•	 Business normative and policies
•	 promoting and investing in R&D and in
•	 creative product development 
•	 Leadership and support 
•	 Fiscal and financial policies
•	 Investment strategy (that aims to develop domestic creative industries that are 

outward-looking and that actively target FDI and export markets in addition to 
local markets for creative products)

•	 Education Strategies
•	 Development strategies 
•	 Provision of finance and Incentives for creative economy 
•	 Infrastructural environment 

Private companies supporters and collaborators:
•	 Networking
•	 Role models
•	 Best practices
•	 Collaborative working for creative design of new products and services
•	 Technological infrastructure
•	 Financial support for creating new solutions tailored to their needs
•	 Knowledge and experience on trade and investment
•	 Information about main trends and challenges 

Research institutions and universities collaborators, promoters, supporters. 
•	 Education 
•	 Life - long learning
•	 Scientific Knowledge and experience 
•	 Technology transfer
•	 Conditions for generating, designing and developing new creative product
•	 Academic networking opportunities
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•	 Academic infrastructure for stimulating and experimenting creative products 
•	 Talents, skills, capacities

NGO collaborators and supporters 
•	 Stimulate and create awareness
•	 Communicate good and best practices
•	 Celebrate winners
•	 Collaboration 

Civil society collaborators and supporters
•	 Culture change
•	 Support on leading the change
•	 Networking 
•	 Wide access to different target groups 
•	 Experimentation of new creative models to wide audience
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Part 1: Definition and the context  

The trends of the new economy consisting the shift to knowledge-based economies, 
globalization, and the rise of emerging economies, along with societal challenges such 
as environmental sustainability and ageing populations have completely changed the 
nature of work and are increasingly leading to a critical need for a vibrant base of 
creative and innovative human capital. 

The labor market is constantly evolving. It is no longer enough to train students 
for a career as skills, competences, and qualifications that people need change over 
time. The education and training institutions must prepare students/people to work 
in a dynamic, rapidly changing entrepreneurial and global environment. To deal with 
these changes education system is called to change its approaches in order to be able 
to equip people with new  skills and qualifications they need on today’s labor market, 
and even more so on tomorrow’s global knowledge-based economy. Education and 
training institutions should enable all citizens to acquire and develop skills and com-
petencies needed for their employability and foster further learning, active citizen-
ship and intercultural dialogue.

As it has been widely argued educated people are the key drivers of economic deve-
lopment. Talent and creativity are the forces behind technological progress, new inven-
tions, new frontiers in science, technology and the arts. Research has shown that the abili-
ty of people to contribute to the full development of a real competitive economy is closely 
linked to their knowledge, education, and their daily activity and occupation. Therefore 
the availability of a strong contingent of highly educated people as well as qualified resear-
ch scientists and engineers, capable to maintain an internal ability to continuously create, 
assess and absorb knowledge is essential for the competitiveness. Therefore, educational 
system and quality of research and training in universities are essential for creating the 
required human capital. These systems should better provide the means for all citizens to 
realize their potentials, as well as ensure sustainable economic prosperity and employa-
bility. The major challenge faced by these institutions is to ensure the acquisition of key 
competences by everyone, while developing the excellence and attractiveness at all levels 
of education and training. 

At the same time, there is a need to ensure high quality teaching, to provide ade-
quate initial teacher education, continuous professional development for teachers 
and trainers, and to make teaching an attractive career-choice. It is also important to 
improve the governance and leadership of education and training institutions, and to 
develop effective quality assurance systems.
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The EU framework has defined eight key competences and the knowledge, skills and 
attitudes related to each of these that are essential in today’s environment. These key 
competences are:
•	 communication in the mother tongue, which is the ability to express and inter-

pret concepts, thoughts, feelings, facts and opinions in both oral and written form 
(listening, speaking, reading and writing) and to interact linguistically in an appro-
priate and creative way in a full range of societal and cultural contexts;

•	 Communication in foreign languages, which involves, in addition to the main skill 
dimensions of communication in the mother tongue, mediation and intercultural 
understanding. The level of proficiency depends on several factors and the capaci-
ty for listening, speaking, reading and writing;

•	 Mathematical competence and basic competences in science and technology. 
Mathematical competence is the ability to develop and apply mathematical thin-
king in order to solve a range of problems in everyday situations, with the empha-
sis being placed on process, activity and knowledge. Basic competences in scien-
ce and technology refer to the mastery, use and application of knowledge and 
methodologies that explain the natural world. These involve an understanding of 
the changes caused by human activity and the responsibility of each individual as 
a citizen;

•	 digital competence involves the confident and critical use of information society 
technology (IST) and thus basic skills in information and communication technolo-
gy (ICT);

•	 learning to learn is related to learning, the ability to pursue and organize one’s 
own learning, either individually or in groups, in accordance with one’s own ne-
eds, and awareness of methods and opportunities;

•	 Social and civic competences. Social competence refers to personal, interpersonal 
and intercultural competence and all forms of behaviors that equip individuals to 
participate in an effective and constructive way in social and working life. It is lin-
ked to personal and social well-being. An understanding of codes of conduct and 
customs in the different environments in which individuals operate is essential. 
Civic competence, and particularly knowledge of social and political concepts and 
structures (democracy, justice, equality, citizenship and civil rights), equips indivi-
duals to engage in active and democratic participation;

•	 Sense of initiative and entrepreneurship is the ability to turn ideas into action. It 
involves creativity, innovation and risk-taking, as well as the ability to plan and ma-
nage projects in order to achieve objectives. The individual is aware of the context 
of his/her work and is able to seize opportunities that arise. It is the foundation for 
acquiring more specific skills and knowledge needed by those establishing or con-
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tributing to social or commercial activity. This should include awareness of ethical 
values and promote good governance;

•	 Cultural awareness and expression, which involves appreciation of the importan-
ce of the creative expression of ideas, experiences and emotions in a range of 
media (music, performing arts, literature and the visual arts).

These key competences are all interdependent, and the emphasis in each case is on 
critical thinking, creativity, initiative, problem solving, risk assessment, decision taking 
and constructive management of feelings.
However, in order to assure the right skills and competencies required by the new 
economy it is essential a reorganization, restructure of the whole Educational and trai-
ning system. Formal education is not sufficient, instead ongoing training and lifelong 
learning are essential for coping with a rapidly changing environment (Bontis, 2004). 
It is important to plan and realize flexible learning pathways — including better transi-
tions between the various education and training sectors, greater openness towards 
non-formal and informal learning, and increased transparency and recognition of le-
arning outcomes. 
In particular the role of universities is highly changing. They are called to play an in-
strumental role for promoting technological change and innovation as well as for cre-
ating favorable environments for entrepreneurship in all its levels.  Today universities 
need to fulfil three missions simultaneously (Etzkowitz, 2004) 
•	 Teaching; 
•	 Researching; 
•	 Entrepreneurial. 

Enhancing creativity and innovation and entrepreneurship, at all levels of education 
and training is considered a priority for educational system in all strategic documents 
of European Union. In creating and delivering such skills and competencies Universi-
ties are called to operate as crucial actors to innovate the knowledge-based societies, 
to spin out knowledge-based enterprises, to create employment, and to generate 
socio-economic value, in synergy with institutions and industries. Creativity, innova-
tion and Entrepreneurship education, in its various forms, can play an important and 
crucial role in creating the new mindset and behavior that consists in the ability to 
deal with a series of tough issues, to imagine solutions by assuring the simultaneous 
handling of many tasks, to possess well-developed problem solving skills as well as the 
ability to learn continuously. 

Recognizing  the importance of such skills and abilities education, governmen-
ts around the world are attempting to financially support universities to make them 
more oriented to the innovation, creativity and entrepreneurship in  order to contri-
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bute in developing individuals’ mindsets, behaviors, skills and capabilities that can be 
applied to create value in a range of contexts and environments from the public sec-
tor, charities, universities and social enterprises to corporate organizations and new 
venture start-ups. In preparing the right skills and capabilities, the higher education 
sector faces a series of challenges that has to do on one hand with promoting the 
acquisition by all citizens of transversal key competences such as digital competence, 
learning to learn, a sense of initiative and entrepreneurship, and cultural awareness 
and, on the other hand, with ensuring a fully functioning knowledge triangle of edu-
cation-research-innovation. 

However, while educational and training systems are central in creating in peo-
ple innovative and entrepreneurship attitudes, skills and behaviors, the success also 
depends on the actions and initiatives undertaken by the other actors outside of the 
education systems. Ecosystems in which multiple stakeholders play key roles are es-
sential for creating and applying the right practical skills and competencies for the 
new economy. Educational institutions today should operate according to a triple he-
lix configuration, where new patterns of collaboration among industry consortia, uni-
versity linkages and government agencies emerge. Companies, entrepreneurs, policy 
makers have important roles to play by providing on one hand expertise, mentoring 
social and financial capital, the environment to cultivate new behaviors and aptitudes 
at work and on the other hand the institutional framework consists in legal and fiscal 
framework. On the other hand, partnership between the world of enterprise and dif-
ferent levels and sectors of education, training and research can help to ensure a bet-
ter focus on the skills and competences required in the labor market and on fostering 
innovation and entrepreneurship in all forms of learning. Broader learning communi-
ties, involving representatives of civil society and other stakeholders, should be pro-
moted with a view to creating a climate conducive to creativity and better reconciling 
professional and social needs, as well as individual well-being. Beyond establishing 
links with existing organizations, education system also develops capabilities to assist 
the creation of new organizations, through the formation of firms based upon acade-
mic research, and leadership in forming regional organizations, bringing the various 
institutional spheres together for the common purpose of fostering innovation.

Furthermore, in delivering the right skills and competencies for the market edu-
cational and training institutions are called also to adopt different kinds of teaching 
and learning methods that goes beyond the traditional education and teaching styles 
that are characterized by critical analysis, passive understanding, absolute detach-
ment, written communication and neutrality. They need to activate radical innovation 
processes in learning strategies consisting on the provision of a mix of experiential 
learning, skill building and most importantly, mindset shift, while developing attitu-
des, behaviors and capacities at individual level in order to enhance the students’ 
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creativity, original thinking, leading qualities and initiative. They should adopt an ap-
proach to learning that involves students in problem-solving in real-world situations, 
and provides students with role models who are involved in both the learning and 
assessment processes. 

Traditional academic tasks are redefined and expanded, according to the requi-
rements of newly emerging functions. Teaching is currently expanded by students 
testing their academic knowledge in ‘real world situations’.  On the other hand, the 
teachers, educators in itself need to be trained to face staff shortages in some subject 
areas and the rapidly changing demands. Trained and experienced educators, tea-
chers can help learners develop the competences they need in a global labor market 
based on ever higher skill levels. The faculty role evolves from the pure function of 
“knowledge transfer” teaching entrepreneurship to the role of “mentor and coacher” 
that guide the students in their “travel” toward the acquisition of the entrepreneu-
rial mindsets and attitude. The faculty doing research on entrepreneurship topics so 
integrating the teaching with the research process. This calls for initiatives aimed to 
establish a competence framework or professional profile for teachers in order to 
continuously develop a new set of professional competences for teachers and educa-
tors. In developing trainers’ skills it is essential to provide financial and non-financial 
incentives for stimulating the inclusion of teachers in the continuous developing pro-
grammes.

Despite the role that educational systems are called to play, it is essential also 
to consider the challenges posed by demographic change, by fundamental changes 
taking place in the world of work and the regular need to update and develop skills in 
line with changing economic and social circumstances. 

This calls for the activation of lifelong learning schemes and vocational educa-
tional training which are more responsive to changes, the new working environment 
and more open to the wider world. Definitely, lifelong learning ought to be considered 
as an essential principle supporting the entire agenda, which is designed to cover 
learning in all contexts — whether formal, non-formal or informal — and at all levels: 
from early education and schools through to higher education, vocational education 
and training and adult learning.

Lifelong learning initiatives and VET should work toward the promotion of intercul-
tural competences, transversal skills, such as the ability to learn and initiative-taking, 
that will help different target groups to deal with todays varied and unpredictable 
career paths, as well as to contribute to employability of young people by preventing 
skills gaps and mismatches and supporting new business creation. 

Lifelong learning and VET initiatives are important for taking learning out of bu-
siness schools, promoting interdisciplinary approaches and developing skills among 
‘hard science’, arts, and social science and humanities students. These plays an im-
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portant role in strengthening students’ transversal skills, e.g. innovation, creativity, 
problem-solving and adaptability, and entrepreneurial competences, e.g. business 
planning, market awareness, understanding of regulation and legislation. The target 
group of these educational programs is all citizens, business that need to be able to 
acquire key competencies  to be able to respond to the work place challenges as well 
as to global challenges. 

Based on a specific assessment of different target groups needs and challenges 
ti is possible to programme and deliver tailored made short courses in a continuous 
basis to create the required skills and updates. For example in order to cope with 
digital innovation and to reduce the digital divide gap, specific tailored based courses 
(executive programs) dealing with eBusiness models and trends could be activated 
for local small and medium enterprises in order for them  to develop new ICT based 
skills and competencies and to exploit their participation in global markets through 
the activation of a continuous process of sensitization, tutoring, and accompaniment 
of these firms in undertaking e-business initiatives.

Also in order to stem entrepreneurial behaviour among different target groups 
specific short term courses and action based initiatives could be established such as 
Innovation camps consisting on short intensive workshops that encourage creativi-
ty and innovative thinking. In these initiatives people are given a real life business 
problem and they must prepare a solution or idea to solve that problem within a 
limited period of time. Also, Entrepreneurship competitions could work toward the 
development of entrepreneurial/business skills as well as other capabilities such as 
team-working and communication. Furthermore, organization of continuous speci-
fic lectures, seminars, demonstration lessons, workshops, are some alternatives of 
life-long learning activities that aim to create awareness, endorse networking and de-
liver continuing professional development. 

Furthermore, ICT tools and solutions provide education and training system with 
new opportunities for improving the quality and efficiency of creating new skills, com-
petencies and aptitudes. They are strategic tools that enable the creation of open and 
flexible learning, allowing for more personalized learning, a better learning experien-
ce, and an improved use of resources. Individuals can learn anywhere, at any time, 
following flexible and individualized pathways. Digital learning and recent trends in 
Open Educational Resources enables new ways of learning, characterized by perso-
nalization, engagement, use of digital media, collaboration, bottom-up practices and 
where the learner or teacher is a creator of learning content. 

Therefore, the creation of virtual learning environments, eLearning initiatives, 
interactive web seminars are initiatives that are being promoted increasingly as new 
means for enhancing digital skills as well as for providing target groups of learners, 
such as students, managers, executives, entrepreneurs with a new set of on-line ser-
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vices and contents to experiment digital, strategic and organizational innovation, both 
at individual and organizational level. They also promote and stimulate virtual col-
laboration, tutoring mentoring to sustain and develop Community of Practices and 
hubs of ICT-based excellence to enable the transfer of innovation research into edu-
cational practice.
Open learning initiatives addresses could address and help to resolve several educa-
tional objectives:  

•	 Provide access to education for everyone that is willingness;
•	 Offer opportunities of building knowledge from open and free sources and in ma-

king personalization and customization of education;
•	 Exploit the opportunities of ICT for networking by engaging students in wider lear-

ning/study groups and in creating learning communities beyond their classrooms;
•	 Provide access to a wider range of educational resources across borders and lan-

guages; 
•	 Offer opportunities to exchange knowledge, teaching materials and best practices 

more easily at global level 
•	 Provide opportunities for realizing continuous and resource-efficient way of provi-

ding advice and guidance to new and aspiring entrepreneurs by organizing online 
coaching and mentoring programmes 
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Part 2: The inhibiting factors

The education sector is facing a series of obstacles and problems toward the develop-
ment of a new set of skills and competences.  The most important one that persist our 
economy consist on: 

•	 Shortage on new skills and capabilities – Business and economy in general suffer 
from a skills deficit related to competences and abilities to deal with the environ-
ment complexity and to lead the road toward innovation and competitiveness. 
There is still too much distance between the educational environment and the 
workplace;

•	 Low match between the skills required in the working environment and the skil-
ls delivered by the educational system - Education and training systems continue 
to fall short in providing the right skills for employability and are not working ade-
quately with business or employers to bring the learning experience closer to the 
reality of the working environment;

•	 Shortage on digital skills - Researches demonstrate as while 90 % of jobs today 
require digital skills in the near future, there are few human resources equipped 
with such skills. There is a high demand for a qualified workforce in technology 
and research intensive sectors;

•	 Lack of entrepreneurial skills – the entrepreneurial competence is considered one 
of the 8th most important competencies for the innovativeness and competitive-
ness.  The actual human resources are characterized by a lack of entrepreneurial 
mindset and skills;

•	 Low investment in education and training – Spending in the educational and 
training system is very low and stagnating. Also the system is characterized by 
un-structured and uncoordinated training which then result in excessive costs; 

•	 Low convincement and awareness about the potentialities of ICT and Open Edu-
cational Resources for learning; 

•	 Educational and school cultures do not fully support creative and innovative ap-
proaches to learning; 

•	 Lack of specific national strategies for new skills and competencies to be develo-
ped by the educational systems;  

•	 Low level of collaboration and networking between the world of enterprise and 
different levels and sectors of education, training and research;

•	 Low level of participation in lifelong learning initiatives. Reluctance of target 
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groups to be involved in the several initiatives that aim to promote entrepreneu-
rial mindset;

•	 Curricular programs are yet confined to traditional mono-disciplines while little 
effort is done in providing transversal, interdisciplinary skills and competences;  

•	 Traditional learning approaches are resulting obstructive to the creation of new 
skills and competencies required by the environment; 

•	 Educational and training technological infrastructure is largely obsolete with a 
disproportional amount of basic research undertaken. 

Solutions

In order to create a new mindset, a new culture toward the developemnt of creative 
economy  and to surpass the main obstcles enconutered in today’s economy, some of 
the inititiatives that could be activated can be: 

•	 Develop a collaborative learning environment to increase the efficiency and inclu-
siveness of educational institutions and other relevant stakeholders; 

•	 Activate innovative learning processes that consist on exploratory learning in labo-
ratory, interactive and interdisciplinary learning, problem-based learning,  experi-
mentation, experience-based teaching, simulation and innovation games, men-
tor-coaching in order to engage students in practical entrepreneurial activity and 
creativity exercises as well as to encourage people to act entrepreneurially and to 
seize opportunities for the competitiveness and innovation;

•	 Restructure the curricula’s in order to deliver the right skills and competencies 
being required by the working environment; 

•	 Foster collaboration and exchange within public-private networks to ensure better 
focus on the skills and competences required in the labor market and on fostering 
innovation and entrepreneurship in all forms of learning; 

•	 Open up the curriculum activities traditionally confined in the classroom or la-
boratory to the external campus community to take the benefits of the whole 
ecosystems in which the educational and training system is located; 

•	 Restructure and develop world-class vocational education and training to raise the 
quality of vocational skills;

•	 Stimulate learning on the work place  by promoting quality traineeships, appren-
ticeships and dual learning models to help the transition from learning to employ-
ment and responding to the skill needs of the labor market;

•	 Improve the quality of teaching and learning processes with special emphasis on a 
demand driven curriculum model, which focuses on acquisition of necessary skills 
for the labour market; 
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•	 Increase the awareness regarding the significant importance of engaging in co-
tinuous and  flexible learning pathways to acquire, update and develop over a 
lifetime both job-specific skills and the key competences needed for their em-
ployability;

•	 Provide more financial support to Improve the efficiency of education. Increase 
the investments in vocational education programmes for increasing the abilities 
of target groups to generate  innovation, growth and competitiveness;

•	 Organize tailored Vocational education programmes to develop skills and compe-
tencies required by those sectors  major transformation such as digital technolo-
gies, business services, health, green sectors etc; 

•	 Develop advanced new forms of learning through ICT for fast and flexible deploy-
ment of learning opportunities as well as for encouraging nonlinear, non-standard 
thinking and problem-solving, as well as the exploration and generation of new 
knowledge, ideas and concepts, or new associations between existing ideas or 
concepts;

•	 Establish ICT based learning models and tools that facilitate the networking, in-
terrelations and knowledge exchange and transfer among a wide range of public, 
private and research institutions at transnational level;

•	 Provide continuous training to teachers to make sure that teachers possess the 
necessary skills to teach transversal key competences, to make the best use of 
ICT and more in general to handle with new processes, approaches, technologies, 
practices etc; 

•	 Promote adult learning, to increase the quality of guidance systems and to make 
learning more attractive in general through the development of new forms of le-
arning and the use of new teaching and learning technologies; 

•	 Provide target groups with supporting services such as open labs, competencies 
development, counseling, advice and technical assistance;

•	 Broadening access to lifelong learning by providing information, advice and gui-
dance on the full range of education and training opportunities available;

•	 Organising education and training in a way that allows adults to effectively partici-
pate and combine this participation with other activities and responsibilities;

•	 Address challenges and opportunities in strong partnership with private organi-
zations, major donors, research institutions and universities, and support cross 
fertilization of ideas, solutions and knowledge.

•	 Develop national skills training strategies tailored to specific local needs through 
also the involvement of different interested stakeholders. 

•	 Promote appropriate incentives and mechanisms (financial and non) to increase 
the access of different target groups in life-long learning programs and vocational 
educational programs. 



47

Part 3: Institutions included: 
 

The main institutions that should work toward the provision of right skills and compe-
tencies to cope with the new working environment and the global demand are: 

•	 Universities –institutions that provide knowledge and deliver higher educational 
skills and competencies are challenged in today’s environment by a series of global 
trends and changes in today’s labor market. In today’s environment they are called 
to accomplish a three mission strategy – teaching, research and entrepreneurial 
activity. Originally characterized as institutions with a teaching mission, during the 
industrial revolutions they have added also the knowledge generation function 
(research mission), and recently also the commercialization of new knowledge 
and research results for social and economic development (third mission) moving 
toward the Entrepreneurial University Model. 

•	 Schools (primary and secondary schools) - are the institutions that provide the 
initial, basic education and training to all young people as well as the means to de-
velop the key competences to a level that equips them for adult and working life, 
thus also providing a basis for future learning. Their role is important in preparing 
them for the future professions and more importantly, in creating in young people 
new mindset and culture that corresponds to new environment. 

•	 Vocational education training centers – are those institutions, centers that provi-
de training and education for specific occupational professions such as careers for 
tourism management, specific trades, accountancy, architecture, creativity, entre-
preneurship etc. These are essential actors that could work in dynamic, fast and 
flexible way to the continuous changing demand for new skills and competencies. 

•	 Professional and Business training centers – center that work on delivering edu-
cation and training related to specific expertise and  business skills such as tourism 
brand management, international commerce, ICT based processes management,  
legal professions etc. 
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Part 4: Services 

How to promote and develop a new set of skills and competencies?

How to promote and develop a new set of skills and competencies, what services 
and conditions are necessary to create the new required capacities, to promote and 
stimulate new innovative learning methodologies and approaches. We propose a pro-
cess based model composed of 4 macro-areas as essential for leading the road toward 
the creation of new skills and competencies (Figure 1).

Figure 1: The process based model

1. Create awareness  and promote 

The first process to start with is to work toward Awareness-raising through a series 
of events and initiatives about the importance of continuous and innovative learning 
process. The awareness phase is essential in informing educators, institutions as well 
as target groups about the new challenges, new skills and new professions required to 
compete in the new economy. This activity will serve to make responsive the diverse 
target groups and institutions regarding the importance of being educated with new 
mind-sets, skills and knowledge to generate creative ideas as well as to activate entre-
preneurial initiatives to turn recognize opportunities and to those ideas into actions 
in order to be able to solve a series of problems and challenges that characterize the 
sector, the society and the economy, in general. To raise the awareness of different 
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stakeholders and target groups it is essential to activate different activities and ini-
tiatives in a continuous basis the initiatives could consist in workshops, conferences, 
seminars, meetings etc. Also it is essential to promote the results of achievements as a 
way to create consensus and interest to a wide audience. Therefore it is important to 
continuously disseminate knowledge and information regarding the necessity for new 
skills, competencies and professions as well as different kind of teaching and learning 
methods that can help influence young people at all levels of education, from primary 
school to university to become more aware of their creative attributes and skills.

The activities that could be activated for achieving the objectives of this process 
are: 
- Organization of workshops and events as an important channel for wider networ-

king;
- Organize specific seminars and conferences with the objective of raising aware-

ness about real opportunities and benefits. 
- Organization of inter-sectorial and interdisciplinary meetings for exchanging ideas, 

knowledge and expertise on new skills agenda.
- Use of information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
- Promote new learning approaches and curricula’s across a range of extra-curri-

cular activities such as  dedicated programmes on building self-confidence and 
self-efficacy; meetings with business experts and entrepreneurs.

- Use of ICT tools and web portals for online, promotion, networking, discussion 
and dissemination of success stories.

- Encourage the creation of communities by building links between the public and 
the private sector, involving schools, academia and businesses. 

2. Design and Development

 In order to define the right strategy for creating the skills and competencies required 
to cope with the new complex industry it is important to work toward designing and 
developing the new skills, new contents, new curricula’s and new learning approaches 
that are appropriate for the new environment. The design and development phase 
should be realized in strict collaboration with the different stakeholders of the ecosy-
stem on one hand to understand the main gaps, the current situation, identification 
of needs, and on the other hand to design in a collaborative way the new route of 
educational activities. 

Also, this phase deals with the planning of the conditions that could lead and 
support the effectiveness of educational activities. The conditions could be physical, 
virtual or institutional. The physical conditions regard the definition of new educa-
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tional infrastructure that enable learners to collaborate and network with others in 
a multi-disciplinary, cross sectorial, and international frame; to experiment new lear-
ning methods; to put in practice  their knowledge through the direct engagement in 
activities aimed to put in practice their ideas. Therefore, educational classes should be 
well equipped for delivering a mix of experiential learning, for Building new skills and 
most importantly for creating new mindsets, while developing attitudes, behaviors 
and capacities in an interactive and interdisciplinary environment. 

Virtual conditions are also a good basis of support for experimenting and delive-
ring new educational models and in continuous basis, without considering geographi-
cal limits. Virtual conditions are essential means both for the initial phases of learning 
as well as for the later ones. In the initial phases they are important to create the 
virtual environment of collective knowledge, communities of interest, collaboration 
on different aspects etc. While in the other evolutive stages, virtual environments are 
important for providing continuous guidance, leadership support in deepening the 
knowledge, in enhancing it as well as in creating new ones continuously. 

Institutional conditions on the other hand consist on public support such as R&D 
investments, politics, normative that make easier, and user - friendly the new learning 
process. Also the institutional conditions deals also with the changing paradigms, with 
a restructuring that universities and other educational institutions should realize in 
order to be appropriate for delivering new skills and new competencies. Also, the 
learning activities traditionally confined in the classroom or laboratory needs to be 
opened to the external campus community to take the benefits of the whole ecosy-
stems in which it takes place. Most importantly, the teachers, learners in itself should 
be trained to be more flexible and to push the boundaries with respect to establi-
shed norms within education, without being a maverick. The role of lecturer, teacher, 
instructor evolves should evolve from the pure function of “knowledge transfer” to 
the role of “mentor and coacher” that guide the learner in their “travel” toward the 
acquisition of new mindsets and attitudes.

The activities that could be realized for achieving such objective consist on:

•	 Design of new curricula’s, new learning contents based in the Identification of ne-
eds and main gaps

•	 Design and Experimentation of new learning methods
•	 Establishment of large virtual collective intelligence portals to guide the creation 

of new skills and capabilities. 
•	 Creation of virtual collaborative working spaces and platforms that serve to put 

together different stakeholders around a particular education issue/objective.
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•	 Identify skills needed and integrate them into the curriculum to build a successful 
pool of creative talent. 

•	 Design of training courses for teachers and educators (train the trainers) in order 
to create a first nucleus of a self-replicating network of tutors and mentors  able to 
create innovative skills, capabilities and capacities

•	 Develop new learning profiles at different educational levels through organization 
of executive programs, summer schools, introduction of particular innovative syl-
labus at bachelor or master degree courses etc. 

•	 Provide institutional support for enabling the introduction and realization of new, 
action based, learning approaches.

•	 Provide financial support for  the restructuring of educational systems
•	 Design and develop  vocational  education training tailored to the local needs and 

gaps
•	 Design and Experiment project based, action based and experiential learning 

methodologies;
•	 Develop summer schools tailored to specific target groups to stimulate in them 

the innovative mindset and activities;
•	 in Provide counselling for schools and teachers designing VET curricula, and  disse-

minate successful experiences and practices between VET schools;
•	 Restructuring of curricula’s and learning strategies in schools and  universities;  

3. Increase human capacities

This phase consist on effective training of target groups to create the new set of skills, 
competencies, capabilities needed and designed as effective for the new economy. 
The creation of human capital capacities, skills and capabilities at diverse educational 
levels is essential for preparing professionals able to understand, exploit and apply 
innovative approaches, to use innovative technologies and platforms to create pro-
ducts, services and solutions, to develop competencies and skills in leading Business 
Innovation based on Web Technologies, to innovate business models and invent new 
business configurations. 

To address human capital development issues, knowledge management initiatives 
are required focusing on staff training, seminars, workshops in order to create the 
basic skills. Learning through experiences is seen as one of the most efficient learning 
methods for stimulating innovation and entrepreneurship. Learning through expe-
riences is seen as one of the most efficient learning methods for stimulating creativity, 
innovation and entrepreneurship.
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Therefore some activities can include:

•	 Organize executive programs for managers and public officials to create skills and 
competencies that could drive them toward a more creative, innovative and en-
trepreneurial attitude;

•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary 
collaboration between students, faculty, universities and the community in gene-
ral. 

•	 Create Virtual Knowledge Centre with a large database on materials, documents 
on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

•	 Introduce of new technologies in curricula- through the inclusion of ICT courses in 
some degree programmes; ICT short courses and computer science degree pro-
grammes;

•	 Develop and create ICT awareness and literacy, through the organization of com-
puter training for the University community and the rest of the society

•	 Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business by creating awareness among businesses regar-
ding benefits of e-business recognize; the e-business tools, platforms and softwa-
re solutions to adopt.

•	 Increase the capacities of managers and public officials through the organization 
of educational programs related to specific issues and objectives such as ebusi-
ness models and approaches, entrepreneurship management, innovation mana-
gement, Open government etc. 

•	 Organize VET programs tailored to specific professions and needs.
•	 Organize national and international summer schools for knowledge exchange, for 

experimenting new learning approaches, for learning new skills and competencies 
in a multidisciplinary, multi-culturally frame.  

•	 Create large partnerships with public and private organizations which could posi-
tively influence in creating a more efficient innovative entrepreneurial process by 
developing solutions to specific industry problems, offering an easier process of 
student’s placements, launching of spin-outs and benefiting from licensing univer-
sity technologies.

•	 Involve stakeholders through direct contributions in the forms of guest lectures, 
sponsored factory tours and in-kind equipment, work placements, contribution to 
curriculum assessment and industry based assignments

•	 Promote the creation of innovative centers that could play an important role in 
creating a multidisciplinary environment, in organizing interdisciplinary courses 
and several extracurricular activities, in creating the public and private network at 
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local and international level as well as for commercializing research realized inside 
universities.  

4. Growth and sustainability 

This process aims to provide dynamicity and continuity to the educational process. 
This phase is focused on having a scanning ability that monitors the external environ-
ment and identify new skills and competencies updates required to catch on with the 
new economic and global trends. By scanning the environment (sensemaking) it is 
possible to receive and interpret messages about new markets, new technologies and 
competitive threats and enable the organizations  to effectuate the necessary adjust-
ments and to quickly accomplish the required reconfiguration and transformation of 
the educational and training programs.  

The growth and sustainability could be realized in different ways as by encoura-
ging people to consider change as a constant, to learn to monitor the environment 
continuously, to benchmark and learn form best practices, to learn from latest de-
velopment in science and technology, to learn from partners, strategic alliances. In-
vestment in basic research and development, could improve essentially the ability to 
understand and exploit external opportunities for sustainable competitive advantage.
o Celebration of the new skills, competencies, capabilities
o Organization of events in which the new results coming from new learning appro-

aches are presented and celebrated
o Building Champions and Seeding the Ecosystem
o Create databases of best practices and successful experiences in learning and edu-

cational programs.
o Collaborate with different stakeholders coming from different disciplines to con-

tinuously update the planning of skills and competencies, in order to deliver the 
right competencies to the local economy.

o Organize competition events to find out new emerging opportunities 
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Figure 2. The Spiral of the Process based model
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Part 5: Activities

Activities that permit the achievement of above objectives have to do with: 

1. Organization of workshops and events, specific seminars and  conferences as an 
important channel for wider networking;

2. Use of physical and digital tools and information for external communication, 
and for promotion, networking, discussion and dissemination of success stories.

3. Design of new curricula’s, new learning contents and new learning methods ba-
sed in the Identification of needs and main gaps

4. Design of training courses for teachers and educators (train the trainers) in order 
to create a first nucleus of a self-replicating network of tutors and mentors  able 
to create innovative skills, capabilities and capacities

5. Develop new learning profiles at different educational levels through organiza-
tion of executive programs, summer schools, introduction of particular innovati-
ve syllabus at bachelor or master degree courses etc. 

6. Provide institutional support for enabling the introduction and realization of 
new, action based, learning approaches.

7. Create conditions for collaborative learning, cross-curriculum and interdiscipli-
nary collaboration between students, faculty, universities and the community in 
general. 

8. Increase the capacities of managers and public officials through the organiza-
tion of educational programs related to specific issues and objectives such as 
ebusiness models and approaches, entrepreneurship management, innovation 
management, Open government etc. 

9. Organize national and international summer schools for knowledge exchange, 
for experimenting new learning approaches, for learning new skills and compe-
tencies in a multidisciplinary, multiculturality frame.  

10. Promote the creation of innovative centers that could play an important 
role in creating a multidisciplinary environment, in organizing interdisciplinary 
courses and several extracurricular activities, in creating the public and private 
network at local and international level as well as for commercializing research 
realized inside universities.  

11. Organization of events tin which the new results coming from new learning ap-
proaches are presented and celebrated

12. Collaborate with different stakeholders coming from different disciplines to con-
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tinuously update the planning of skills and competencies, in order to deliver the 
right competencies to the local economy.

The list of activities to be realized could be clustered in 5 macro-areas

Increase capacities 
•	 Organize executive programs for managers and public officials to create skills and 

competencies that could drive them toward a more creative, innovative and en-
trepreneurial attitude;

•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary 
collaboration between students, faculty, universities and the community in gene-
ral. 

•	 Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business by creating awareness among businesses regar-
ding benefits of e-business recognize; the e-business tools, platforms and softwa-
re solutions to adopt.

•	 Increase the capacities of managers and public officials through the organization 
of educational programs related to specific issues and objectives such as ebusi-
ness models and approaches, entrepreneurship management, innovation mana-
gement, Open government etc. 

•	 Organize VET programs tailored to specific professions and needs.
•	 Organize national and international summer schools for knowledge exchange, for 

experimenting new learning approaches, for learning new skills and competencies 
in a multidisciplinary, multiculturality frame.  

•	 Create large partnerships with public and private organizations which could posi-
tively influence in creating a more efficient innovative entrepreneurial process by 
developing solutions to specific industry problems, offering an easier process of 
student’s placements, launching of spin-outs and benefiting from licensing univer-
sity technologies.

•	 Involve stakeholders through direct contributions in the forms of guest lectures, 
sponsored factory tours and in-kind equipment, work placements, contribution to 
curriculum assessment and industry based assignments

•	 Promote the creation of innovative centers that could play an important role 
in creating a multidisciplinary environment, in organizing interdisciplinary courses 
and several extracurricular activities, in creating the public and private network at 
local and international level as well as for commercializing research realized inside 
universities.  
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Technological activities 
•	 Establish the required technological infrastructure
•	 Introduce of new technologies in curricula- through the inclusion of ICT courses in 

some degree programmes; ICT short courses and computer science degree pro-
grammes;

•	 Use of ICT tools and web portals for online, promotion, networking, discussion 
and dissemination of success stories.

•	 Develop and create ICT awareness and literacy, through the organization of com-
puter training for the University community and the rest of the society

•	 Develop elearning platforms and virtual learning communities for knowledge sha-
ring, Knowledge, experience, digital archives, digital representations, digital DB of 
contacts, partners, etc. best practices knowledge, Best idea, etc.)

•	 Develop tools, solutions and Application educational purposes.
•	 Establish Virtual collaborative Learning models 

Networking and innovation 
•	 Community creation (physical, virtual, private-public-universities)
•	 Create innovative Centers  for promoting excellence in skills and competencies 
•	 Technology networks and platforms 
•	 Technology centers and labs
•	 Develop research and scientific labs 
•	 Establish physical Coworking spaces (incubation center, technological labs,etc)
•	 Create networks of entrepreneurs and innovative people to service as influencers. 
•	 Develop Open innovation training models 
•	 Networking for Technology Transfer And research Commercialization

Environment
•	 Culture change/social interactions 
•	 Regulations
•	 Finance 
•	 Supporting policies
•	 Coaching and supportive services
•	 ICT Infrastructure
•	 Support social infrastructure to foster an innovative educational ecosystem (open-

ness, tolerance, collaboration) Incentives

Communication and dissemination activities
•	 Promotional activities
•	 Organization of workshops and events, seminars and  conferences 
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•	 Create information materials such as posters, brochures, templates and speciali-
zed materials for any kind of external communication.

•	 Use of ICT tools and web portals for online promotion, networking, discussion and 
dissemination of success stories.

•	 Organization of events in which the new results coming from new learning appro-
aches are presented and celebrated

•	 Create databases of best practices and successful experiences in learning and edu-
cational programs.

•	 Organize competition events to find out new emerging opportunities 
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Part 6: Target groups: 

The target groups could be divided in two main macro-groups:

1. The influencers ‘group 
2. The influenced group

The influencer groups are those entities, persons that could play a major role in in-
fluencing other to be change the set of skills and competencies and to create new pa-
radigm shifts in the society. Hera are included teachers, scientists, leaders, executives, 
managers,  governors etc. who are the persons that has the potentialities to promote 
and create awareness about the importance of reinventing the educational system, 
the educational and training content and learning approaches to cope with the new 
complex environment. This group of people also has the power and tools to create 
conditions and the supportive environment for reinventing the educational system. 
The other groups are the influenced people that are a larger group of the society, the 
ones that through a series of activities will be stimulated to be engaged in activities 
aimed to equip them with new skills, competencies and attitudes. 
In general terms the target groups are: 

•	 Students 
•	 Institutions 
•	 Universities
•	 Government
•	 Professionals
•	 Artists
•	 Artisans
•	 Business staff
•	 Business  Managers
•	 Public officials
•	 Professionists
•	 Scientists 
•	 Enterpreneurs 
•	 etc
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Part 7: Service providers 

The ecosystem of suppliers /service providers:

Public government as regulators, initiators, supporters, creators. 
•	 Creation of institutional mechanisms and Regulatory framework 
•	 Business normatives and policies
•	 promoting and investing in R&D and in
•	 creative product development 
•	 Leadership and support 
•	 Fiscal and financial policies
•	 Investment strategy (that aims to develop domestic creative industries that are 

outward-looking and that actively target FDI and export markets in addition to 
local markets for creative products)

•	 Education Strategies
•	 Development strategies 
•	 Infrastructural environment 

Private companies supporters and collaborators:
•	 Networking
•	 Role models
•	 Best practices
•	 Collaborative working  for defining new skills and competencies required for them 

Technological infrastructure
•	 Financial support for creating new solutions tailored to their needs
•	 Knowledge and experience 
•	 Information about main trends and challenges 

Research institutions and universities collaborators, promoters, supporters. 
•	 Education 
•	 Life - long learning
•	 Scientific Knowledge and experience 
•	 Technology transfer
•	 Celebrate new skills and competencies with spin off
•	 Conditions for generating, designing and developing new learning approaches 
•	 Academic networking opportunities
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•	 Academic infrastructure for stimulating and experimenting creative products 
•	 Talents, skills, capacities

NGO collaborators and supporters 
•	 Stimulate and create awareness
•	 Communicate good and best practices
•	 Celebrate new skills and competencies with start-up
•	 Collaboration 

Civil society collaborators and supporters
•	 Culture change
•	 Support on leading the change
•	 Networking 
•	 Wide access to different target groups 
•	 Experimentation of new learning models to wide audience
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Part 1: Definition and the context  

•	 Definition and objective :
•	 What do we intend with term?
•	 How the recent literatures define it? 
•	 What do we intend by developing creativity?
•	 What is the objective?

It is now increasingly recognized the role of Entrepreneurship processes for econo-
mic growth, productivity and employment. Entrepreneurship, through the creation of 
new ventures or taking place within existing firms, represents one of the major engi-
nes of economic growth. There seems to be an intimate relation between entrepre-
neurship and regional and local development. It is currently the most discussed area 
by researchers, academics and politicians. Most of them agree that entrepreneurship 
is critical to the development and well-being of society thanks to its contribution re-
lated to jobs creation, to speeding up structural changes in the economy as well as to 
its indirect contribution to productivity through the introduction of new competition. 
For all these reasons, entrepreneurship is recognized as one of the main development 
priority fixed by the EU Lisbon Agenda which aims to redouble innovative entrepre-
neurship in Europe and also by international organizations and associations, such as 
the World Economic Forum with its global entrepreneurship monitor. The Europe 
2020 Agenda also is committed to boosting entrepreneurship as part of its strategy 
in order to make Europe more attractive for business activity and to promote a more 
entrepreneurial mindset.

Looking at the EU process of integration, the development of an innovative entre-
preneurial model composed of different elements that range from (Isenberg, 2011) 
a conducive culture, enabling policies and leadership, availability of appropriate fi-
nance, quality human capital, venture-friendly markets for products, and a range of 
institutional and infrastructural supports, is compulsory for the growth of the national 
economies and the achievement of the goals of social and economic communitarian 
policies.

Developing countries recognize the important role of entrepreneurship and in-
novation for competitiveness and development but the kind of polices required to 
encourage entrepreneurship and its integration in a wider policy setting have not yet 
been adequately implemented or understood in the region. The entrepreneurship 
activity in these countries is mainly efficiency driven, while there is low rate of in-
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novative driven entrepreneurship (GEM, 2010). This could be justified with the fact 
that most approaches and policies do not fully integrate in a unique policy approach 
growth, entrepreneurship and innovation. 

Integration of innovation policy and entrepreneurship policy is indispensable for 
realizing high value added growth. The combination of entrepreneurship and innova-
tion results in an holistic framework (Lundström and Stevenson, 2005) that combines 
entrepreneurship, innovation, science and technology, education/university and re-
gional policies which addresses a range of issues’, such as societal support for an en-
trepreneurship culture; promotion of entrepreneurship; entrepreneurship education 
in the schools; general administrative, regulatory and legislative barriers to business 
entry; flexible labor markets; seed and start-up financing; and business support me-
asures for the development of nascent entrepreneurs in their pursuit of any manner 
of business idea.

Therefore, promoting innovative entrepreneurship is a central concern for govern-
ment and industry and especially for developing countries that are called to reinforce 
the social and financial structures of their countries and to be able to answer at the 
challenges of the dynamic and complex environment. This is a priority for the gover-
nments that currently have to look for remedies of the economic crisis and methods 
to safeguard the long-run viability national economies. Most researchers and practi-
tioners converge on the fact that the central set of resources that appear to be key to 
the success is the ability to turn knowledge, skills and competencies into sustainable 
advantage.

Creating the appropriate environment in which innovative entrepreneurship can 
occur requires a complex mix of policies and the consideration of a myriad of inter-
linking of economic, social and legal issues. These accounts for the growing need to 
consider innovative entrepreneurship as a complex process that needs to consider 
the interaction among social, cultural, economic and technological factors that take 
place at the local, national levels as well as transnational level. However, the creation 
of a positive environment for creating Innovative entrepreneurship is not based just 
on the tangible elements such as legal systems, telecommunications, transportation 
etc. They are necessary ingredients of transformative entrepreneurship, but more 
important is a change in the set of interrelated intangibles such as entrepreneurial 
mindset, knowledge assets, social networking etc. Experiences shows as while gover-
nments, in different regions and countries, try to change tangible things such as legal 
framework, capital markets, seed capital, in order to promote entrepreneurship and 
development just some flourish and prosper. It is widely argued that the central set of 
resources that appears to be key to the success is the ability to turn knowledge, skills 
and competencies into sustainable advantage.

The core elements that compose the Entrepreneurship capability are:
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Knowledge resources: Knowledge becomes an increasingly important part of 
entrepreneurship capacity and the accumulation of knowledge through learning 
constitutes a driving force in the development and growth (Penrose, 1959; Spender 
and Grant, 1996). Therefore, in understanding the dynamics and the potentialities 
of regions and countries to promote innovative entrepreneurship, it is essential to 
envisage the knowledge based assets of countries that are manifested in terms of te-
chnologies, competencies and capabilities. Knowledge assets include education and 
competencies, wisdom, expertise, intuition of persons owned by the people living 
and/or working in a specific place.

Entrepreneurship efficacy requires a strong contingent of highly educated people 
as well as qualified research scientists and engineers, recruited primarily from univer-
sities, to maintain an internal ability to assess and absorb scientific knowledge. These 
highly trained scientists and engineers bring not only a strong knowledge base and 
research skills, but also a network of formal and informal academic contacts acqui-
red during their training. Therefore educational system and quality of research and 
training in universities are essential for creating the required human capital. Educa-
tional systems do not only produce codified knowledge and human capital, but also 
participate actively as important institutional actors in building and sustaining local 
networks and flows of knowledge, and in linking them with global ones. While the 
presence of a leading research university in a community is a critical asset for regional 
economic development, its precise contribution is a function of the way in which it 
interacts with and responds to the needs and interests of local industry. However, 
formal education is not sufficient; instead ongoing training and lifelong learning are 
essential for coping with a rapidly changing environment. A number of recent studies 
have begun to identify that finding and retaining of existing talents as a critical factor 
influencing the growth of dynamic regional economies, and universities are emerging 
not only as key generators, but also as attractors of talent (Florida, 1999; Betts and 
Lee, 2005). Florida (2002) found that experienced executives will locate where other 
highly skilled people are. Therefore, the brain drain measure is important for under-
standing the retention rate of skilled people in the country, as a necessary condition 
for new ventures. 

On the other hand, social networks and strong patterns of collaboration among in-
dustry consortia, university linkages and government agencies emerge to be as key 
factors for improving the conditions for entrepreneurship and wealth in a Knowled-
ge-based society. Especially, the collaboration with universities and R&D laboratories 
is essential as they are incubators of knowledgeable individuals which could bring 
novel ideas for development (Venkataraman, 2004). 
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Because the acquisition and exploitation of knowledge are predominantly social 
processes, social networking is a critical element in creating difficult to imitate capaci-
ties embedded in dyadic and network relationships. Social networking encompasses 
many aspects of a social context, such as social ties, trusting relations and value sy-
stems that facilitate actions of individuals located within that context. Social networks 
are essential as they aid in the development of competitive capabilities by broadening 
and deepening market knowledge as well as exposing members to a broad set of 
opportunities for further learning. Therefore, the relationships within and across in-
dustries enhance the ability to create knowledge and also provide a greater ability to 
extract value from the knowledge. 

Academia is increasingly involved with industry and becomes a key element of the 
innovation system both as human capital provider, seed-bed of new firms and crea-
tion/diffusion of an enterprising culture. 

The role of Universities to stimulate and support entrepreneurship development is 
confirmed by a noteworthy increase in last 40 years of university institution that offers 
entrepreneurship curricula. The best cases on entrepreneurship education are repre-
sented by: MIT Massachusetts Institute of Technology with its initiatives on “Entrepre-
neurship Center”, “Deshpande Center for Technological Innovation” and “Entrepre-
neurship Development Program” and the Standford University with its programme on 
‘Entrepreneurship corner and Technology venture program. Universities and research 
institutes also provide consulting assistance to a new venture and opportunities for 
continuing education for professional employees (Reams, 1986; Saxenian, 1994). In 
the long run, the collaboration enables new ventures to recruit high-caliber resear-
chers. Personal ties between the start-up and university personnel are also conducive 
to the migration of human capital to the new venture (Powell, Koput, and Smith- Do-
err, 1996). The quantity, quality and density of the social and economic connections 
that the business and government leaders of the aspiring region have with the leaders 
of gateway cities and their willingness to use it on behalf of the local citizenry will 
dictate how successful the region is going to be in achieving its growth aspirations 
(Venkataraman, 2004).

Also, the social networks and collaboration at international level is highly relevant 
for technology transfer and human capital development. For e.g. FDI are regarded as 
one of the most practical and efficient means by which business progress and advan-
cement can be promoted. Indeed, through their linkages with domestic institutions 
foreign firms may transfer knowledge and know-how to workers in domestic institu-
tions, foster the development of technological capabilities, influence on local sup-
pliers and transfers of technology, the spill-over effects of foreign direct investment 
and licensing. 
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Technology - Technology is important. It empowers enormously creativity; it pro-
vides the means through which new ideas can become new products, new busines-
ses, generating wealth and prosperity. 

Especially, information and communication technologies (ICTs) have an immense 
impact on the productivity and innovativeness of human talent and creativity. The 
rapid progress of these technologies opens completely new opportunities to attain 
higher levels of development by creating, sharing, delivering and exchanging know-
ledge and expertise. Undoubtedly Internet access, telecommunications and progress 
in ICT contribute to advance the knowledge and information systems of societies, al-
lowing the creation, accessibility and dissemination of current data, information and 
knowledge. The capacity of these technologies to reduce many traditional obstacles, 
especially those of time and distance, for the first time in history makes it possible to 
use the potential of these technologies for the benefit of millions of people in all cor-
ners of the world”. Technology permits the definitions of new business models based 
on convergent technologies, contents, knowledge, the exploitation of diverse forms 
of collaboration, networking and co-working, as well as multiplies the possibilities 
of utilization of innovativeness and creativity from one medium to another. 

According to McKinsey by 2025 the power of technology will be much higher as 
the result of the emergence and development of twelve disruptive technologies that 
will impact much more our lives, the way of doing business, the ways we create, dif-
ferentiate, communicate, accumulate and exchange knowledge, intellectual property 
and products and services. The emerging new technologies consist on: 

1. Mobile Internet
2. Knowledge work automation
3. Internet of things
4. Cloud technologies
5. Advanced robotics
6. Autonomous and semi-autonomous vehicles
7. Next generation genomics
8. Energy storage
9. 3D printing
10. Advanced materials
11. Advanced exploitation and recovery of oil and gas
12. Renewable energies

Therefore in order to be able to exploit the opportunities offered by technologies it 
is necessary on one hand to adopt the existing ones and be prepared to use it in our 
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business and life context and on the other hand to be able to use it as a source of 
innovation and creativity. 
In conclusion, the creation of an entrepreneurial economy requires the stimulation 
of activities that foster the knowledge base of major market trends and innovative 
business models, the awareness raising about the usefulness and benefits of the te-
chnology, learning and education programs for students, managers, public executi-
ves etc., facilitate networking to trigger and support new business ideas, continuous 
exploitation of technology in order to create innovative entrepreneurship in diffe-
rent fields,  launch specific actions for entrepreneurs such as match-making events 
among stakeholders to explore new partnerships, Start-up Partnership, coaching on 
how to do business in the digital age and promote investments in increasing the inte-
ractions and depth of ties and links between different actors of value chain. 
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Part 2: The inhibiting factors toward 
the enterpreneurial economy

Which are the main obstacles, problematics to tackle with in the road toward the 
creation of an Entrepreneurial economy?

While innovative entrepreneurship is a high priority and the most important driver 
of local economic development there are still a series of problems to handle on. In 
particular it is essential to find ways to cope with: 

- Weak culture for innovation and lack of an entrepreneurial culture and spirit com-
monly referred to as the ‘entrepreneurial gap’; 

- Lack of favorable conditions necessary to bridge together research, education and 
business;

- Weak cooperation links between the public and private sectors and between pri-
vate business and research institutions & universities; 

- Low diffused propensity at the cooperation that is an enabling factor to increase 
the entrepreneurship performance;

- Poorly developed financial systems with few funds available for risk or seed capital 
to finance new ventures;

- Little participation in international R&D networks, scarcely developed commu-
nication networks, difficulties in attracting skilled labor and accessing external 
know-how; 

- Polices required to encourage innovation and its integration in a wider policy set-
ting have not yet been adequately implemented or understood in the region; 

- Research and technology infrastructure is largely obsolete; 
- Low business expenditure on R&D;
- Lack of awareness and convincement about entrepreneurship and innovation va-

lue;
- Resistance at the adoption of high innovative technologies;
- Low level of involvement and skills for the management of the technologies solu-

tions; 
- Reluctance of target groups to be involved in the several initiatives that aim to 

promote entrepreneurial mindset;
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- Low commitment of business, especially SMEs, to participate in the project as re-
sult of lack of trust, skills, competencies and resistance to the change;

- Shortage on skills and capabilities and especially lack of entrepreneurial skills;
- Lack of investment, lack of capital - Poorly developed financial systems with high 

difficulties in accessing loans, few Venture capital funds available for risk or seed 
capital to finance innovation. 

- Lack of institutional support to encourage enterpreneuraship and its integration in 
a wider policy setting.

Solutions

In order to create a new mindset, a new culture toward the developemnt of an en-
terpreneurship mindset and to surpass the main obstcles encountered in today’s eco-
nomy, some of the inititiatives that could be initiated can be: 
- Foster and create an innovative entrepreneurship mindset at individual, organi-

zational and system level by bringing together, in an integrated and creative fra-
mework, university, industry and government to produce innovations and new 
models able to accelerate the catch up process and to enhance the competitive-
ness of the area.

- Awareness raising regarding the career as an entrepreneur. 
- Awareness raising among institutions, firms and organizations regarding the si-

gnificant importance of networking process among different public and private 
actors for creating favorable context for new idea generation and high tech entre-
preneurship through workshops, conferences, new curricula’s at universities, new 
content (digital and physical). 

- Reinforce the integration among innovation and entrepreneurship policies for im-
proving the common governance at regional and local level with respect to inno-
vative entrepreneurship and sustainable growth. 

- Stimulate virtuous mechanism of entrepreneurial growth, by valorizing the con-
tribution of the ‘sense of initiative’ at individual, organizational and country level 
and showing the several dimension of the value creation process.

- Experiment ICT-enabled entrepreneurship approaches in an open innovation fra-
me that brings together industry, academia and business and facilitate sharing of 
knowledge, experiences and best practices among all major actors thus exploring 
future needs in terms of innovation and entrepreneurship.

- Provide target groups with supporting services such as open labs, competencies 
development, counseling, advice and technical assistance necessary for guiding 
the development of an entrepreneurial spirit. 
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- Stimulate cultural change and entrepreneurial spirit through entrepreneurial lear-
ning actions aimed to develop competencies, capacities and expertise. 

- Invest in Capacity building through good practices and know-how transfer for cre-
ating the conditions for cultural change among stakeholders and for the emergen-
ce of an innovative supporting ecosystem in the area;

- Invest in skill-development programmes and vocational training courses and pro-
mote entrepreneurship education for students and researchers from all fields, in 
order to create the necessary skills and capabilities to find out and to seize oppor-
tunities as well as to better commercialize research results through spin-offs and 
more start-ups in knowledge-based sectors.

- Promote entrepreneurship events to foster entrepreneurial attitudes and skills 
among young people and to encourage more people to become entrepreneurs;

- Provide support to business to realize international entrepreneurship by interna-
tionalizing their products and processes

- Foster creation of networks, partnership events and clusters to assist entrepre-
neurs in building strategic partnerships and getting better access to knowledge;

- Promote the creation of web-based, virtual communities to stimulate exchanging 
good practices, exchanging of knowledge and expertise, among all stakeholders; 

- Forging business cooperation by the establishment of Business Innovation Centres 
(BICs) and by organizing events that allows entrepreneurs to meet strategic part-
ners (entrepreneurs, researchers, financiers, advisors, mentors, business partners 
and policy-makers) who can help boost their performance. 

- Creating a more SME-friendly regulatory and administrative framework; 
- Launch specific actions for stimulating and creating entrepreneurship mindset and 

culture such as Start-up initiatives, innovation camps, Business Idea Competition, 
Business Plan Competition, Entrepreneurship Competition, and Crowd-funding 
Initiatives that aim to improve participant’s ability to start a new venture. 
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Part 3: Industries included: 

Entrepreneurship is an issue that touches all spheres of the economy. Therefore all 
industries should try to engage in entrepreneurship activities in order to be innovati-
ve, competitive to prosper and to be able to cope with the complex and challenging 
environment. However, each industry has its own specifics related to the entrepre-
neurial activity.
To highlight these specificities we can divide the industries in the following categories: 

□	Education and Research – includes schools, universities, vocational training cen-
ters, research institutions that are essential for creating and providing the requi-
red human capital skills, competencies and mindset toward new venture creation. 
They are those who provide target groups such as students, young people, ma-
nagers etc. with entrepreneurial talent through entrepreneurship and incubation 
programs in collaboration with inter-disciplinary centers, science parks, academic 
spin-offs, incubators and venture capital firms. Education and research institutions 
play a crucial role as incubators of knowledgeable individuals which could bring 
novel ideas for development as well as to develop an innovative entrepreneurial 
mindset.

□	Traditional Manufacturing Businesses including small, medium and large firms 
of a specific industry that operate either in food industry, textile, Artisans, Tra-
de, crafts, leather crafts, Fashion, Design retail, distribution etc. The creation of 
an entrepreneurial mindset among these industries is essential for making these 
industries competitive in international areas as well as for encouraging in them 
the importance of continuous innovation through new venture creation (new pro-
ducts/services, new business models, new clusters, new markets) as a source for 
competitiveness in the complex and challenging global environment. 

□	 ICT businesses consist on those firms that provide tools, solutions and applications 
as well as support in designing, developing and delivering all the required soft and 
hard infrastructure for creating a an entrepreneurial economy. These industries 
play an important role toward creating the right environment for stimulating the 
entrepreneurial spirit (as they provide tool for virtual communities, virtual platfor-
ms, and virtual networking means), they provide also means for experimenting 
new solutions new products, new services, and new business models. They are 
an important promoter of new venture creation opportunities as they have the 
possibility to re-shape entire industries and value chains, reduce barriers to entry, 
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and sharpen market intelligence and open doors for a new generation of entrepre-
neurs and innovators.

□	Governments – include all those institutions of a society that provide public ser-
vices to citizens and businesses. Entrepreneurship and government have a dual 
relationship. In one hand entrepreneurship activity is essential for governments’ 
processes and activities in order for them to reinvent theirselves, to rejuvenate 
their services and products for a better efficiency and transparency pf public servi-
ces. On the other hand governments are enablers and promoters for creating the 
favorable conditions for endorsing the entrepreneurship in a large scale and for 
wide audience of the economy. 

□	Tourism – includes attractions, accommodation, travel trade services, transporta-
tion, food services, travel entertainment sector, events, and Cultural heritage. This 
industry is classified as a specific category of industries, being that it is a service 
based; knowledge based industry and has a large contribution to the economy of 
places thanks also to its heterogeneity of supply and demand. Therefore, tourism 
entrepreneurship has major implications in different other areas and sectors of 
the economy. 

□	Creative industries – including artistic and cultural industries, Music, Entertain-
ment, Broadcasting, publishing, exhibitions etc. ICTs and especially the advent of 
web 2.0 technologies have reinvented this sector. 
To this group the creativity is a natural process highly rooted in this category of 
industry, especially in the creation and production process. However, creating an 
entrepreneurial mindset among the actors of these group means to led these in-
dustries beyond primary function of Artistic and cultural sector that generate di-
stinctive new products and things. Stimulating an entrepreneurial mindset among 
these industries signifies to enlarge the visioning of these people toward the ma-
nagerial aspects of the creative products. That signifies that creative industries 
should be able to learn to go to the market, to find new opportunities, to turn 
them into feasible business ideas and to learn how to promote, commerce, and 
market them as global cultural values. 
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Part 4: Services 

How to promote and develop an Entrepreneurial mindset?

How can we promote the entrepreneurial mindset among the different target groups 
involved, what services and conditions are necessary to create capacities, to promote 
and stimulate creative thinking in management and development of such activities. 
We propose a process based model composed of 5 macro-areas as essential for lea-
ding the road toward a creative economy (Figure 2).

Figure 2: The process based model

1. Create awareness and promote 

The first process to start with in creating an entrepreneurial Economy is to work 
toward raising awareness among institutions, firms and organizations regarding the 
significant importance of networking process among different public and private ac-
tors for creating favorable context for new idea generation and high-tech entrepre-
neurship through workshops, conferences, new curricula’s at universities, new con-
tent (digital and physical). The objective is to sensitize entrepreneurs on the changing 
business landscape and the new business opportunities through the establishment 
of eMentors ecosystem to inspire and support new entrepreneurs and intrapreneurs, 
through training, advice and hands-on coaching on how to do business in the digital 
age and match-making events among stakeholders to explore new partnerships. 

It also aims at establishing the networking of partners, target groups and other 
stakeholders necessary to have a common understanding of the whole issue. Aware-
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ness activities can present role models, success stories aimed to highlight the positive 
contribution of entrepreneurship to society’s needs. 

Creating awareness is an important process in the early stages, however it doesn’t 
ends at a certain stage in the project; rather it is an on-going process throughout the 
whole project period and continuing into the future. It is essential to promote the 
results of achievements as a way to create consensus and interest to a wide audience. 
Therefore, it is important to continuously disseminate knowledge and information 
regarding entrepreneurial activities, objectives, results and its impacts. One major 
challenge is to define and establish the dissemination channels for general public and 
business community as well as the definition of the dissemination strategy for scien-
tific, technological knowledge generated by the project in order to impact both the 
public and private groups, academic communities and to be further exploited through 
other means.

The activities that could be activated for achieving the objectives of this process are: 
- Organization of workshops and events as an important channel for wider networ-

king;
- Organize specific seminars and conferences with the objective of raising aware-

ness about the positive contribution of entrepreneurial activity; 
- Organization of inter-sectorial and interdisciplinary meetings for creation of large 

ecosystems that work toward the achievement of common objectives.
- Use of information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
- Encouraging entrepreneurial activity through a range of extra-curricular activities 

such as competitions and awards, dedicated programmes on building self-confi-
dence and self-efficacy; meetings with business experts and entrepreneurs.

- Use of ICT tools and web portals for virtual, online, promotion, networking, discus-
sion and dissemination of success stories.

- Encourage the creation of communities with the mission of fostering creativity 
mindsets, by building links between the public and the private sector, involving 
schools, academia and businesses. 

2. Create knowledge and increase human capacities (entrepreneurship education 
Oslo Agenda)

The creation of human capital capacities, skills and capabilities at diverse educational 
levels to stimulate entrepreneurial mindset is essential. 

Fostering Entrepreneurial Mindsets through Education and Learning has become 
an important priority in EU agenda for creating the right skills, competencies capaci-
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ties and networking environment for entrepreneurship to thrive. The aim is to foster 
attributes like creativity, autonomy, initiative, team spirit, etc. Entrepreneurship deve-
lopment in teaching and learning is one of the seven building blocks of a University 
moving toward the Entrepreneurial model (EC-OECD, 2012). Defined as an individual’s 
ability to turn ideas into action, it includes creativity, innovation and risk-taking, as 
well as the ability to plan and manage projects in order to achieve objectives. The 
competence “sense of initiative and entrepreneurship”, has been considered from the 
European Commission in 2006 as one of the eight key transversal competences to be 
developed at all levels of the education system (EC, 2006; EC, 2009). Creating know-
ledge and increasing human capacities for entrepreneurial activities requires a better 
integration of entrepreneurship programmes in the established curricula for schools 
at all levels (primary, secondary, vocational), as a horizontal element in all fields of stu-
dy (entrepreneurial mindset) and as a subject in its own right (entrepreneurial skills). 
Entrepreneurship education, in its various forms, can play an important and crucial 
role in creating that entrepreneurial behavior that consists in the ability to deal with 
a series of tough issues, to imagine solutions by assuring the simultaneous handling 
of many tasks, to possess well-developed problem solving skills as well as the ability 
to learn continuously.

The aim is to train people to recognize new opportunities, to be able to find solu-
tions and alternatives to the problems and challenges faced, to design and develop 
new ventures, new high tech innovative ideas and to be able to market and sustain 
their ventures. 

Developing such a kind of competences and abilities it is necessary to program 
and develop new learning strategies that focus on cross curricular and innovative le-
arning approaches such as experiential learning and action based entrepreneurship 
with the involvement of the whole ecosystem of university’s stakeholders such as 
businesses, regional agencies/public authorities, business/entrepreneurs network, 
center for intellectual property/ patent offices, venture capital firms, transfer techno-
logy institution, industrial technology, science parks. The role of higher education in 
entrepreneurship goes far beyond the delivery of knowledge (teaching) as separated 
from the research to a strict integration of education and research. The participation 
in ecosystems, partnerships and industrial alliances need to be enhanced to nurture 
this cycle. With high-tech and high growth enterprises increasingly becoming a focus 
of entrepreneurship-related public policies, higher education institutions are an acti-
ve component of the innovation policies.

Also, faculty role evolves from the pure function of “knowledge transfer” teaching 
entrepreneurship to the role of “mentor and coacher” that guide the students in their 
“travel” toward the acquisition of the entrepreneurial mindsets and attitude. Despite 
university education of entrepreneurship it is essential to provide life-long learning 
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Entrepreneurship initiatives to sustain the process of competence enhancing among 
a wider audience. Lifelong learning initiatives could be summer school and work-
shops, business competition initiatives, executive programs, technology transfer ini-
tiatives etc. The entrepreneurship education should reach various objectives, such as: 
a) developing entrepreneurial drive among students (raising awareness and motiva-
tion); b) developing the entrepreneurial ability to identify and exploit opportunities; 
c) training students in the skills they need to set up a business and manage its growth. 
Therefore some activities can include:

•	 Invest in entrepreneurial education in diverse levels of training, sectors and disci-
plines;

•	 Realize ad-hoc courses, syllabus for entrepreneurial mindset in school, universi-
ties;

•	 Organize and promote vocational education training tailored that match with bu-
siness and context needs and requirements; 

•	 Organize summer schools tailored to specific target groups to stimulate in them 
the curiosity, creativity, autonomy, initiative, team spirit;

•	 Organize executive programs for managers and public officials to create skills and 
competencies that could drive them toward a more entrepreneurial mindset;

•	 Promote the use of practice-based tools whereby students are involved in a con-
crete enterprise project (for instance in running a mini-company);

•	 Stimulate the implementation of pilot projects in schools, in order to test different 
ways of delivering entrepreneurship education;

•	 Ensure sustained funding/support for entrepreneurship education activities, and 
for the implementation of concrete enterprise projects in school; 

•	 Build virtual platforms of existing programmes, projects and teaching material, 
in order to help sharing and dissemination. Such platforms will greatly support 
practitioners in improving the offer of entrepreneurship education;

•	 Providing specific training to teachers and adopt innovative methods to train tea-
chers in entrepreneurship; 

•	 Launch innovative actions for training teachers on entrepreneurship, with a Eu-
ropean dimension, to be supported under the Community Lifelong Learning Pro-
gramme;

•	 Support the mobility of educators across Europe, particularly in higher education, 
through the Community Lifelong Learning Programme and/or other instruments 
specifically designed for that purpose;

•	 Introduce innovative pedagogies such as action based, experiential and collabora-
tive learning methodologies and develop innovative curricula development;

•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary 
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collaboration between students, faculty, universities and the community in gene-
ral;

•	 Integrate entrepreneurship across different subjects (technical, scientific, humani-
ties and develop opportunities for students at every level to experience entrepre-
neurship;

•	 Create Virtual Knowledge Centre with a large database on materials (documents 
on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

3. Design and Development

This service is related to the creation of effective conditions (Physical, virtual and te-
chnological ones) for the realization of new ventures by trained people or those who 
have an entrepreneurial mindset and behavior. This could be done by creating the 
environment that allows people, firms, students etc. to put in practice their ideas, 
to collaborate and network with others in a multi-disciplinary, cross –industry and 
international frame. 

In this activity physical spaces (such as incubators, labs, technological parks or spa-
ces) for developing new business ideas, for design of new products in a collaborative 
frame, for development of product prototypes, experimentation of new options are 
required. Also, the technological and scientific provision is necessary for this process. 
On the other hand virtual environments such as virtual laboratories, living labs pla-
tforms, open innovation platforms that could provide conditions for effective and ef-
ficient product design and development in a collaborative way. 

In this activity are also included a series of services that could be offered to pro-
spectus entrepreneurs to guide them toward the creation of business plans, establish-
ment of spin offs and startups, marketing and commercialization of products and ser-
vices created, consulting on legal formation of firms and intellectual property rights, 
professional consulting, mentoring and training. 

Some of the activities that could be realized for achieving such objective consist on:
•	 Incubation and pre-incubation services - consisting on creation of environment 

that support physically, virtually and with knowledge and expertise the creation of 
new ventures, startups and spin-offs;

•	 Provide conditions for creating Incubation centers (cross industries);
•	 Offer services for turning ideas into profitable business by providing business 

expertise and resources to commercialize them;
•	 Support to the development of product/service prototype or industrial design or 

technical documentation;
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•	 Provide consulting service and supporting conditions (finance, service, mentoring, 
coaching) for creation of start-up and spin-offs;

•	 Provide technological infrastructure for collaboration, for networking, for new 
product and venture realization;

•	 Development of the business and marketing plans;
•	 Professional expertise in business planning and marketing plans;
•	 Professional expertise and support on legal issue related to the project ;
•	 Provide hosting and social area services to the prospectus new ventures such as 

shared offices, meeting rooms, training rooms, event area, Forums, Conferences;
•	 Provide consulting services, mentoring and coaching for accessing and networking 

with international markets and businesses;
•	 Promote and stimulate partnership among Universities, policy makers and the 

business community that will work together to seize opportunities to fuel future 
growth;

•	 Support and offer opportunities for venture finance in the different stages of the 
venture formation process (idea conception, design, development, commerciali-
zation and growth); 

•	 Provide methods, practical tools, resources, videos and takeaways that benefit 
both businesses and designers in the process of creative product design and deve-
lopment.

4. Deliver and Commercialize products realized 

Deliver and commercialization process is related to the activities that aim to bring 
new venture in the market, to make them known and to effectively trade and promo-
te their products services to the target customers. This activity focus on providing to 
new venture firms services related to finding markets for their products, understan-
ding and targeting customers, interrelating with them, defining distribution channels 
and revenue streams for their venture, finding out he financial capital required for fi-
nancing their venture, services for defining the business and marketing strategy. After 
developing a viable business model, the critical first step for an entrepreneur is to 
communicate it through the realization of an effective business plan. The plan serves 
as the mean of communication with potential sources of funding, describing both 
the business and the entrepreneur’s ability to organize and conceptualize the details.

Therefore the main activities that support this process consist of: 
•	 Business planning advice
•	 Marketing analysis support
•	 Promotional activities (Trade shows; Events, eAdvertising, eBranding etc.)
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•	 Market Analysis and testing
•	 Business consultation on how to manage and coordinate entrepreneurial activi-

ties
•	 Market analysis
•	 Trade regulations and Policies 
•	 Establishment of new business models for entering the world market
•	 Realization or access on eCommerce platforms 
•	 Internationalization and global management of products 

5. Growth and sustainability 

This process has a dual objective:
On one hand it aims to provide support to the new established firm to grow and 

be sustainable in the market. 
On the other hand it aims to stimulate a continuous entrepreneurial culture that 

leads people, businesses etc. to unceasingly think on how to innovate and create new 
things based on local needs and global opportunities. 

For achieving the first objective the activities consist on providing support and 
expertise to the new established firms to manage their daily operation I a sustainable 
way. Therefore business management expertise, legal expertise and innovation stra-
tegy are required in this stage. 

For the second objective it is necessary to develop scanning abilities to the new 
established business to continuously monitor the external environment and identify 
new market and venture opportunities. By scanning the environment (sensemaking) 
it is possible to receive and interpret messages about new markets, new technolo-
gies and competitive threats and enable the organizations to effectuate the necessary 
adjustments and to quickly accomplish reconfiguration and transformation ahead of 
competition. 

The growth and sustainability could be realized in different ways as by encoura-
ging people to consider change as a constant, to learn to monitor the environment 
continuously, to benchmark and learn form best practices, to learn from latest deve-
lopment in science and technology, to learn from partners, strategic alliances. Invest-
ment in basic research and development, provision of training programmes could im-
prove a firm’s ability to understand and exploit external opportunities for sustainable 
competitive advantage.
o Business management consulting for business grow and prosperity;
o Celebration of the new product/services as a resource for competitiveness;
o Building Champions and Seeding the Ecosystem;
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o Events for promoting continuous innovation and creation of new products and 
service;

o Provide market intelligence for finding out new opportunities for finding out new 
entrepreneurial opportunities; 

o Foster collaboration across disciplines to find out new emerging opportunities;
o Create and/or strengthen partnerships within the community.

Figure 3. The Spiral of the Process based model
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Part 5: Activities

Activities that permit the achievement of the above objectives have to do with: 

•	 Organization of workshops, events, seminars, conferences, inter-sectorial and in-
terdisciplinary meetings as an important channel raising awareness and for wider 
networking;

•	 Use of ICT tools and web portals for virtual, online, promotion, networking, discus-
sion and dissemination of success stories.

•	 Encourage the creation of communities with the mission of fostering entrepre-
neurial mindsets, by building links between the public and the private sector, in-
volving schools, academia and businesses. 

•	 Invest in creative education in diverse levels of training, sectors and disciplines;
•	 Organize and promote vocational education training, summer schools, executive 

programs tailored to specific target groups and that match with business and con-
text needs and requirements; 

•	 Train teachers and adopt innovative methods to train teachers in entrepreneur-
ship; 

•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary col-
laboration between students, faculty, universities and the community in general;

•	 Provide Incubation and pre-incubation services - consisting on creation of envi-
ronment that support physically, virtually and with knowledge and expertise the 
creation of new ventures, startups and spin-offs;

•	 Provide conditions for creating Incubation centers (cross industries);
•	 Offer consulting services mentoring and coaching for establishing, designing, de-

veloping, financing and growing new ventures;
•	 Provide technological infrastructure for collaboration, for networking, for new 

product and venture realization;
•	 Provide hosting and social area services to the prospectus new ventures such as 

shared offices, meeting rooms, training rooms, event area, Forums, Conferences;
•	 Provide marketing and Promotional consulting services (Trade shows; Events, eA-

dvertising, eBranding etc.)
•	 Celebration of the new product/services as a resource for competitiveness;
•	 Building Champions and Seeding the Ecosystem;
•	 Provide market intelligence for finding out new opportunities for finding out new 

entrepreneurial opportunities; 
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The list of activities to be realized could be clustered in 6 macro-areas

Education
•	 Restructure university curricula’s to include entrepreneurship as a competence in 

all levels of training, sectors and disciplines; 
•	 Organize and promote vocational education training, summer schools, executive 

programs tailored to specific target groups and that match with business and con-
text needs and requirements; 

•	 Restructure the learning methodology and approaches for teaching entrepreneu-
rship by promoting the use of practice-based tools, action based, experiential and 
collaborative learning methodologies as well as by creating the conditions for col-
laborative learning, cross-curriculum and interdisciplinary collaboration between 
students, faculty, universities and the community in general;

•	 Train teachers by launching innovative actions and by adopting innovative peda-
gogical methods

•	 Ensure sustained funding/support for entrepreneurship education activities by 
developing the proper incentives, assessment, rewards and recognition to en-
courage educators and for the implementation of concrete enterprise projects in 
school; 

Technological activities 
•	 Create Virtual Knowledge Centre with a large database on materials (documents 

on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests in order to help sharing and dissemination.

•	 Establish Virtual Incubation centers for supporting the new ventures to exchange 
knowledge, to collaborate and to have access to the required technological infra-
structure needed.

•	 Develop E commerce platforms for accessing and reaching the global market 
•	 Develop virtual network platforms (virtual communities, virtual portal for knowle-

dge sharing, Knowledge, experience, digital archives, digital representations, digi-
tal DB of contacts, partners, etc. best practices knowledge, Best idea, etc.)

•	 Develop living labs platforms and collaborative innovation platforms

Networking and innovation 
•	 Community creation (physical, virtual, private-public-universities)
•	 Centers of excellence
•	 Technology networks and platforms 
•	 Technology centers and labs
•	 Develop research and scientific labs 
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•	 Create the appropriate ecosystem for innovation (clusters of business, education, 
research and public sector) 

•	 Establish Virtual collaborative models 
•	 Establish physical Coworking spaces (incubation center, technological labs, etc.)
•	 Create clusters of innovative people 
•	 Develop Open innovation business models 
•	 Establish Creative Business clusters for sharing know-how and infrastructure facilities;
•	 Technology Transfer And Commercialization

Environment
•	 Culture change/social interactions 
•	 Regulations
•	 Finance (diversified for different phases of entrepreneurial process) 
•	 Supporting policies
•	 Coaching and supportive services
•	 ICT Infrastructure
•	 Support social infrastructure to foster an innovation ecosystem (openness, tole-

rance, collaboration) Incentives

Market and trade
•	 Management of International business and trade
•	 Business consulting center (legal, managerial, regulatory, etc.) 
•	 Marketing activities
•	 Brand management 
•	 Promotional activities (Trade shows; Events etc.)
•	 Sectorial, local or international networking development for approaching global markets 
•	 Commercialization at local and international levels

Communication and dissemination activities
•	 Promotional activities (Trade shows; Events etc.
•	 Celebration of the new product/services as a resource for competitiveness
•	 Building Champions and Seeding the Ecosystem
•	 Create databases of best practices and successful experiences 
•	 Organization of workshops and events, seminars and conferences 
•	 Organization of inter-sectorial and interdisciplinary meetings 
•	 Create information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
•	 Use of ICT tools and web portals for online promotion, networking, discussion and 

dissemination of success stories.
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Part 6: Target groups: 

The target groups could be divided in two main macro-groups:

1. The influencers ‘group 
2. The influenced group

The influencer group are those entities, persons that could play a major role in in-
fluencing others to be become entrepreneurs and to create the sense of initiative 
for continuous growth and innovation. Hera are included successful entrepreneurs, 
educators , scientists, leaders, executives, managers, governors etc. who are the per-
sons that has more charisma, power and tools to create conditions and the supportive 
environment as well as to stimulate and create awareness to the wide audience for 
moving toward the creation of an entrepreneurial economy.

The other groups are the influenced people that are a larger group of the society, the 
ones that through a series of activities will be stimulated to change their mindset, to 
create the capacities and abilities of these persons to create and deliver new ideas, 
technologies, contents, business models, economic development models and culture.
In general terms the target groups are: 

- Businesses representatives and in particular SMEs staff in all economic fields (arti-
stic, social, technical, commerce, toruism etc.); 

- Research and education institutions; 
- Young people
- Women
- Migrants
- Prospect Entrepreneurs 
- University Students; 
- Decision-makers and policy makers of municipalities and local development agen-

cies; 
- Representatives of NGOs; 
- Members of private institutions, observatories and association of categories.
- Government
- Professionals
- Scientists 
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Part 7: Service providers 

The ecosystem of suppliers /service providers:

Public government as promoters, regulators, leaders, supporters, creators. 
•	 Creation of institutional mechanisms;
•	 Provide a favorable regulatory environment
•	 Provide the practical instruments to encourage entrepreneurship;
•	 Business normatives and policies
•	 Increasing the investment in R&D and new skills
•	 Leadership and support 
•	 Investment strategy (that aims to develop domestic creative industries that are 

outward-looking and that actively target FDI and export markets in addition to 
local markets for creative products)

•	 Education Strategies
•	 Development strategies 
•	 Provision of finance and Incentives for creating an Entrepreneurial economy 
•	 Infrastructural environment 

Private companies initiators, supporters and collaborators:
•	 Networking
•	 Role models
•	 Best practices
•	 Collaborative working for creative design of new products and services
•	 Technological infrastructure
•	 Financial support for creating new solutions tailored to their needs
•	 Knowledge and experience on trade and investment
•	 Information about main trends and challenges 
•	 Learning context as entrepreneurs learn best from each other (as mentors or in 

networks), so their role in promotional and educational activities is of the utmost 
importance in creating entrepreneurial mindsets

Research institutions and universities initiators, collaborators, promoters, supporters. 
•	 Education 
•	 Life - long learning
•	 Scientific Knowledge and experience 
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•	 Technology transfer
•	 Conditions for generating, designing and developing new creative product
•	 Academic networking opportunities
•	 Academic infrastructure for stimulating and experimenting creative products 
•	 Talents, skills, capacities
•	 Human capital provider 
•	 Seed-bed of new firms (spin offs and startups)
•	 Creation/diffusion of an enterprising culture
•	 Mentoring for new ventures
•	 Matchmaking between research results and business needs
•	 Mentoring, coaching and consulting assistance to a new venture; 
•	 Continuous education for professional employees

NGO initiators, collaborators and supporters 
•	 Stimulate and create awareness
•	 Communicate good and best practices
•	 Celebrate winners
•	 Collaboration 

Civil society collaborators and supporters
•	 Cultural change
•	 Support on leading the change
•	 Networking 
•	 Wide access to different target groups 
•	 Experimentation of new venture models to wide audience



90



91



92



93

Part 1: Definition and the context  

•	 Definition and objective :
•	 What do we intend with term?
•	 How the recent literatures define it? 
•	 What do we intend by developing creativity?
•	 What is the objective?

The explosion of digital connectivity, the significant improvements in communication 
and information technologies and the enforced global competition are revolutionizing 
the way business is performed and the way organizations compete. We are experien-
cing an epochal change that has highly affected our economic and social system. The 
new economy is being characterized by a series of paradigm shifts. A new, complex 
and rapidly changing economic order has emerged based on disruptive innovation, 
discontinuities, abrupt and seditious change and where new rules, methods and bu-
siness models reign. In particular the economic competitiveness is shifting from a sy-
stem based on natural resources and physical inputs to a system driven by knowledge 
intensity, ideas, creativity and innovation. Change is the only constant today and it 
is heavily depended on the capability of firms and localities to be more creative and 
innovative, and to be able to sense and then to seize the new opportunities, to re-
configure and to protect knowledge assets, competences, complementary assets and 
technologies to achieve sustainable competitive advantage” (Teece, 2000). 

Information and communication technologies are the primary motivators of these 
changes as they constitute basic tools for building new systems and applications that 
drive toward high economic values (Crede, Mansell, 1998). ICT is believed to be a 
powerful enabling tool to address some of the key barriers and challenges for entering 
the global economy and for future growth potential. It can transform old challenges 
and create unprecedented possibilities for sustainable economic development, just as 
it has done for businesses in the industrial world. ICTs offer an immense impact on the 
productivity and innovativeness of human talent and creativity. The rapid progress 
of these technologies opens completely new opportunities to attain higher levels of 
development of new business models, market structures and governance as well as 
to leverage the development of new links in the value chain in virtually all industries. 
The capacity of these technologies to reduce many traditional obstacles, especially 
those of time and distance, for the first time in history makes it possible to use the po-
tential of these technologies for the benefit of millions of people in all corners of the 
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world”. The key concept underpinning these changes is “digital convergence”, which 
can be of three types:  technological convergence (a shift in patterns of ownership of 
media, such as film, television, music and games), media convergence (allowing users 
to consume different media at the same time using a single personal computer) and 
access convergence (all production and distribution of media and  services are being 
re-engineered to work on a distributed network platform, i.e.,  everything is becoming 
available on the Internet). 

The Competition among firms is shifting more and more toward the use and ap-
plication of knowledge and intellectual capital as primary productive factors for bu-
ilding competitive advantage in highly dynamic and complex environment. Today’s 
economy is known as ‘knowledge-based economy’ referring to the fact that growth 
and development are based specially on intangible assets  (Itami, 1987) of businesses 
and localities, which include human resources with their skills, competencies, know-
how, business processes, customer values, brands, reputation etc. The competitive 
advantage derive principally from these type of assets as they are idiosyncratic, very 
specific and are path-dependent, created on time, and as such are difficult to replicate 
and imitate. 

The success of firms depends highly on innovation and on firm’s capability to ima-
gine new ways of doing business and to differentiate their business.  To cope with 
growing competition, firms must acknowledge the importance of innovation and put 
it to practice faster.

Today’s innovation is not circumscribed on simply quality improvement of pro-
ducts. Instead innovation is much more radical and non.-linear. That means that busi-
ness innovate by realizing totally new type of products, new business models and new 
strategies for growth and development.

Furthermore, the new economy is being accompanied by the emergence of new 
organizational forms based on the use of ICT tools as enablers for integration and 
external/internal networking of business for higher efficiency and efficacy. In the new 
organizational model suppliers, producers, customers, partners and all stakeholders 
cooperate and interact with each–other instantly and electronically for realizing their 
objective in the best possible way and for the realization of new innovative products 
and services.

Therefore, the competitiveness and the ongoing sustenance of firms, organiza-
tions and regions organization primarily depend on its ability to redefine and adopt 
continuously goals, purposes and its way of doing things as well as through the deve-
lopment of inter-organizational integration and collaboration with other value chain 
actors.

But, ICT represents a high risk for developing countries – the risk to deepen the di-
gital divide and to further marginalize them with the networking revolution. Countries 



95

which fail to embrace and use ICT tools for entering the global network and for ad-
dressing development needs, will suffer pivotal disadvantages in form of information 
poverty that could further widen the gap in economic status and competitiveness.

The Administrator of the United Nations Development Program, Malloch Brown 
said:

“If we fail to act now, the Information gap risks being widened into an uncross 
able gulf that increases global inequality and leaves the poor further behind,”… “But 
if we approach the matter with the same kind of urgency and application as the com-
mercial “dot-com” sector, then we have every chance of building a strong, new wired 
future that not only includes the world’s poor but gives them an unprecedented op-
portunity to lift themselves out of poverty.”

ICT represent development opportunities and potentialities in different social-econo-
mic sectors such as in business, government, education, health etc. 

1. ICT for Creative economies – the emergence of new ICT technologies and espe-
cially the multimedia and telecommunication technologies has led to redefinition 
of the models  and means by which creative content is produced, distributed and 
consumed and has in turn fostered new forms of artistic and creative expression. 
It is harnessing the creation of new content thanks to the application of the new 
technologies in video games, animation and other audiovisual services. Also, 
new emerging trends are being experienced in the variety of media through whi-
ch creative content is conveyed to consumers, such as video-on-demand, music 
podcasting, streaming, computer games and the provision of television services 
via cable, satellite and the Internet. Technology is important for the recording, 
digitization and dissemination of cultural materials by indigenous communities. 
It empowers enormously human creativity; it provides the means through whi-
ch new ideas can become new products, new businesses, generating wealth and 
prosperity. They are also having an immense impact on the productivity and inno-
vativeness of human talent and creativity. The capacity of these technologies to 
reduce many traditional obstacles, especially those of time and distance, for the 
first time in history makes it possible to use the potential of these technologies for 
the benefit of millions of people in all corners of the world. The impact of techno-
logy in the creative economy is larger as it permits the definitions of new business 
models based on convergent technologies, contents, knowledge, the exploitation 
of diverse forms of collaboration, networking and co-working, as well as multiplies 
the possibilities of utilization of creativity from one medium to another.

2. ICT for the business – One of main reasons for using ICT in business is related with 
the considerable potential they have to contribute to efficiency gains and cost 
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reductions for private organizations. Different kind of ICT applications has been 
created to facilitate everyday operations of businesses and for a better organi-
zation of internal processes and functions. Such as enterprise resource planning, 
supply chain management, human and customer resource management etc. The-
se applications allow internetworking of business internally with departments and 
functions and externally with other firms, partners, suppliers and customers.  The 
internetworking then allows for easily communication, transferability of informa-
tion and know-how, continuous exchange of knowledge increasing in this way the 
quality and the speed of services and decreasing business costs. On the other hand 
specialized ICT applications such as extranet, internet, intranet allow networking, 
communication and cooperation of businesses with external actors, at local, na-
tional and global levels, a direct and interactive communication with customers, 
possibility to enter and sell electronically in new markets, use and exchange of 
global information’s and knowledge for product and services improvement.  

3. ICT for tourism - There have always been strong relationship betwe-
en Information Technologies and Tourism, which has continually altered 
structures, strategies, business models, value creation sources, and re-
lationship dynamics among actors. ICT tools and especially internet, dif-
ferently from GDS and CRS, offers new opportunities for all enterprises, 
regardless of their seize and economies and brings closer together enter-
prises, consumers, suppliers and partners closing so the communication 
gap and increasing the opportunities for direct interaction. In particular 
internet technologies represent enormous opportunities for public orga-
nization for marketing and promotion of tourism destinations in global 
levels. Many initiatives are in act nowadays in many developed countries 
(and also in some developing ones) which have created the so called desti-
nation management systems that consist in using technological platforms 
for bringing together all tourism actors together and cooperating toward 
the achievement of a common goal and highly qualitative tourism services. 
In principal these systems help tourism firms (especially small ones) to be 
presented online and accessible worldwide. On the other hand tourists 
could check for places to go and products to buy directly from their office 
sits or their home. They can endeavor and plan their vacations by their self, 
eliminating the need for intermediaries.

4. ICT for Health Care – ICT have an important potential to help improving 
the quality of life, by improving health, sanitation and the environment. 
Developments and scientific progresses realized in medical sector are in 
some way a special result of progresses done in ICT. Networks and electro-
nic linkages are very significant and important for supporting activities and 
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processes of medical organizations. ICT can be used to assist in the exchan-
ge of information and professional expertise between different health’s 
actors. In case of developing countries many opportunities and potentia-
lities are available to increase the quality of health care services. The use 
of ICT applications in health care allow remote consultation, diagnosis and 
treatment, facilitate collaboration among physicians themselves, improve 
the efficiency of medical facility administration through, for example, the 
streamlining of medical procurement or the creation of patient record da-
tabases. These kinds of applications are especially relevant for isolated and 
remote localities which by using ICT tools and applications have the possi-
bility to use telemedicine remotely and to transfer patient records betwe-
en different experts therefore improving health services. Also, ICT tools 
play a vital role in informing and educating people to improve the quality 
of life. People could access basic information in health matters, could be 
informed for the risk of epidemics and different viruses, how to cure, pre-
vent and avoid disease, infections. 

5. ICT in education - Distance education has been a particularly successful 
model in developing countries where affordability and geography have 
been real barriers to access. Scientific research networks over the Internet, 
helps to empower indigenous research and development programs in de-
veloping countries. Through the use of ICT, data repositories and network 
curricula can be developed collaboratively, educational materials can be 
procured more cost effectively, staff and student time can be scheduled 
more efficiently, and individual student performance can be monitored 
more closely. Digital communication at an affordable price has the capa-
city to vastly improve remote teaching that can be made available. Using 
video-conferencing, remote specialists and experts could communicate, 
interact and participate in different meetings and international conferen-
ces and workshops.                                                     
These opportunities could help to improve its local skills, to gain and up-
grade its skills and know-how and to create a prosperous attuned learning 
environment. 

6. ICT for government - eGovernment is one of the most important and prio-
ritized fields of ICT applications. eGovernment consist on using ICT to add 
coherence to all local activities on the internet, widening local access and 
skills, opening up interactive services for local debates, increasing the par-
ticipation of the citizens on promotion and management of the territory. 
eGovernment uses digital tools and systems to provide better public ser-
vices to citizens and businesses and to provide a wide variety of benefits 
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including more efficiency and savings for governments and businesses, 
increased transparency, and greater participation of citizens in political 
life. eGovernment involves installation and use of sophisticated ICT tools 
in order to facilitate internal communication (among employees) as well 
as external communication and collaboration with customers (for better 
services) and with partners (for a joint and more informed decision making 
process). In particular eGovernment plays a vital role in initiating the pro-
cess of capability building and on promoting the use of ICT tools in other 
economic and social sectors. In order for e-government staff to electro-
nically interact, transact and communicate with businesses, citizens and 
other stakeholders compel the use of ICT tools and applications by the lat-
ter. For a government to business electronic transaction to occur the busi-
ness in itself need to make use of electronic equipment’s. At the other side 
financial institutions have to create and assure the ways and conditions 
for electronic transactions, electronic money transfer etc. However a fully 
leverage of e-government involves rethinking organizations and processes, 
and changing behavior so that citizens, enterprises and organizations to 
carry out their business with government more easily, more quickly, more 
efficiently and at lower cost. Development of new technological and ma-
nagement capacities required for e-government functionality encourage 
new learning courses and modules in schools and universities trying to 
supply the required skills and capabilities to the market. In this way a chain 
of electronic developments will thrive pushing the country toward the de-
velopment of the electronic and information society.

7. ICT and social media – Another important field of ICT application and use 
are medias. New technologies have transformed this sector in a particular 
way. A convergence between different types of medias is being experien-
ced today. Although technologies have been traditionally a basic element 
for medias, today radical transformations are made possible by internet 
advent.  Information, news are not any more a monopoly of one or two 
agencies. They are now opened and highly accessible for everybody and 
from everywhere. People have the opportunity to know the latest news and 
events just-in-time, simply with a click. This development revolutionize the 
society as it become more informed, more aware of true and fallacy news, 
and more sensible and responsible for and responsible for the consequen-
ces on their lives. Moreover with the emergence of web 2.0 technologies 
and location based services new opportunities for firms value creation has 
emerged which are paving the way for even more sophisticated systems 
influencing the manner in which information is created, exchanged, eva-
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luated and maintained. Web 2.0 are a powerful word of mouth technique,  
they contribute significantly also in addressing the potential impact of rela-
tions with customers and users which concern innovativeness, they enable 
firms to extend their traditional boundaries, promoting the establishment 
of knowledge sharing across firms and industries’ boundaries, exploiting 
ideas, knowledge, expertise and opportunities shared among different 
actors. The content, information and knowledge that customers create in 
web 2.0 platforms could be highly used for market analysis, customer un-
derstanding and market intelligence. 

8. ICT and open Innovation - the new competitive scenario based on know-
ledge resources has led firms to become more open to innovative sources 
that reside outside of their internal boundaries. Therefore, open innova-
tion defined as “the use of purposive inflows and outflows of knowledge 
to accelerate internal innovation, and expand the markets for external use 
of innovation, respectively’’ (Chesbrough, 2006) has become the new in-
novation paradigm used by firms to compete successfully. Following this 
approach, a new trend has emerged focusing on the use of Information 
and Communication Technologies (ICTs) to create digital innovation mar-
ketplaces. Examples of these digital innovative marketplaces are Innocen-
tive and IdeaConnection. These marketplaces are conceived as supporting 
platforms for innovation that facilitate direct dialogue between problem 
seekers and solvers. In an open innovation context, firms jointly create va-
lue through a number of non arm-length transactions in so-called value 
networks. Thus, collaboration and the establishment of ties and relation-
ships with different enterprises as well as with customers, competitors, 
public and private institutions as potential sources of external knowledge, 
is imperative for firm innovation. There can be various sources of external 
knowledge for firm innovation such as customers, rivals, academics, and 
other firms, even from un-related industries

As it can be evinced the impact of technology in economy is larger and accor-
ding to McKinsey by 2025 the power of technology will be much higher as the 
result of the emergence and development of twelve disruptive technologies 
that will impact much more our lives, the way of doing business, the ways 
we create, differentiate, communicate, accumulate and exchange knowledge, 
intellectual property and products and services. The emerging new technolo-
gies consist on: 
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1. Mobile Internet
2. Knowledge work automation
3. Internet of things
4. Cloud technologies
5. Advanced robotics
6. Autonomous and semi-autonomous vehicles
7. Next generation genomics
8. Energy storage
9. 3D printing
10. Advanced materials
11. Advanced exploitation and recovery of oil and gas
12. Renewable energies

Therefore in order to be able to exploit the opportunities offered by technologies it 
is necessary on one hand to adopt the existing ones and be prepared to use it in our 
business and life context and on the other hand to be able to use it as a source of 
innovation and creativity. This in turn requires the stimulation of activities that has 
to do with awareness creating about the usefulness of the technology, learning and 
education programs for students, managers, public executives etc. in order to learn, 
how and where to use the technology as well as how to exploit it in order to create 
innovation in different fields. 
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Part 2: The inhibiting factors toward 
the innovation and ict adoption

Which are the main obstacles, problematics to tackle with in the road toward the 
creation of a creative economy?

Despite the progress done in ICT sector to strengthen the role played by ICT and inno-
vation the wide participation of all concerned stakeholders is not yet assured. Most 
business appear still to be at a stage where establishing a web site or adopting e-com-
merce is the main issue. Businesses are very reluctant in adopting ICT tools and so-
lutions. Also, the cooperation culture and attitude among public-private companies, 
between academia and business, between countries in itself as well as between the 
region and the European Union (EU) are at a very scarce level.  

It is widely accepted that technology in itself does not guarantee success. The 
adaptive challenges of electronic systems go far beyond technology; they call for or-
ganizational structures and skills, new leadership forms, strong cooperation of public 
– private stakeholders.  Most of the business’ barriers for ICT adoption in external and 
internal business processes appear to be: 
□	 Lack of the human resources needed for ICT, ebusiness and e-commerce manage-

ment. ICT-specific skills are found to be of key importance for utilizing the poten-
tial of ICT capital investments. Obviously, supply of sufficient skills and expertise is 
still rare and needs to be improved by means of consolidated efforts which involve 
industries, governments and education institutions. Therefore, skill-development 
programmes and vocational training courses can address these difficulties but 
progress tends to be slow.

□	 ICT adoption and awareness is slow. Lack of awareness and convincement about 
benefits and advantages of technology for optimizing business processes and in-
terrelationships with others actors of the value chain; low availability of latest te-
chnologies; low level of Firm-level technology absorption and FDI and technology 
transfer;

□	 Organizational barriers – related with seize of enterprises, the organizational form, 
communication structures, flexibility, and adaptability, organizational culture whi-
ch determine the approach for change of organizations. Firms are generally re-
luctant to change, avoid experimentation and tend to wait until forced to embrace 
change;
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□	 Shortages in ICT infrastructure, and the High costs of related services, which in 
part are related to the management and regulatory regime of the telecommuni-
cations system and in part through the choice of technologies used in the delivery 
of those services;

□	 Context barriers - the context where enterprises are embedded have a strong in-
fluence, too. Such factors might include the political support and leadership by 
public bodies, regulations and conventions, funding policies and financial support.

□	 Shortages in legal framework and regulations needed to address electronic activi-
ties including, electronic archiving, and freedom of information, data protection, 
computer crime, intellectual property rights and copyright issues. 

□	 Low level of collaboration and networking - Weak cooperation links between the 
public and private sectors and between private business and research institutions 
& universities. Collaboration and cooperation a between public and private orga-
nizations, are important. Collaboration is needed, in order to provide resources, 
skills and capabilities that lacks. For example, the ICT private sector is able to sup-
port with technical skills and infrastructure; meanwhile, universities will provide 
the required staff, learning and training courses for closing the divides.

□	 Lack of investment, lack of capital - Poorly developed financial systems with high 
difficulties in accessing loans, funds available to finance innovation. Occasionally, 
firms have access to public investment assistance programmes, financing through 
local equity markets or private venture-capital sources. Therefore the develop-
ment of specific regulations and mechanisms that facilitate and support the ac-
cess to financing is needed. 

□	 Lack of institutional support - Polices required to encourage innovation and its 
integration in a wider policy setting have not yet been adequately implemented 
or understood in the region. Also the context is characterized by inadequacy of 
distribution networks for effective marketing of products, and lack of institutional 
support mechanisms and regulatory environment within which the creative eco-
nomy functions.

□	 Little participation in international R&TDI networks, scarcely developed commu-
nication networks, difficulties in attracting skilled labor and accessing external 
know-how. Low business expenditure on R&D; low Quality of scientific research 
institutions; University-industry collaboration in R&D scarce; Research and tech-
nology infrastructure that is largely obsolete with a disproportional amount of ba-
sic research undertaken. 

It is widely accepted that technology in itself does not guarantee success. The adapti-
ve challenges of go far beyond technology; they call for organizational structures and 
skills, new leadership forms, strong cooperation of public – private stakeholders.  
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Solutions

In order to create a new mindset, a new culture toward the developemnt of innova-
tive economy  and to surpass the main obstcles enconutered in today’s economy, ICT 
research is absolutely essential to focus on innovative ICT solutions to respond to real 
national and regional needs. Also, it is essential to introduce ICT tools and e-business 
models aimed to stimulate innovation, competitiveness and to accelerate the deve-
lopment of a competitive and inclusive information society by:

□	 Making aware target users regarding the significant importance of Ict, innovation 
and e-Business for enhancing competitiveness and productivity both at level of 
single organization and at level of entire supply chains and/or network of firms 
and institutions; 

□	 Increase the Investments on ICT Research and Applications;
□	 Increasing the awareness of institutions, firms and organizations (at territorial 

and  transnational level) for new idea generation and high tech entrepreneurship 
through workshops, conferences, new curricula’s at universities, new content (di-
gital and physical);

□	 Designing and developing innovative organizational and inter-organisational mo-
dels, tools and applications that leverage ICTs for productivity and competitive-
ness;  

□	 facilitating the inter-organisational links among a wide network of companies ope-
rating in different levels of supply chain; 

□	 Promoting collaboration and coordination among businesses, industrial research 
and public institutions; 

□	 Establishing a public private community (including universities, government, busi-
ness, experts) focused on promoting e-Business culture and practices, transferring 
and exchanging the knowledge about ICT and e-business as well as facilitate rela-
tionships and cooperation at international levels.

□	 Facilitating exchange of experience and good practices to enhance firms’ capacity 
to support competitiveness through the development and implementation e-bu-
siness models;

□	 Experimenting new technological solution to optimize processes and to facilitate 
the inter-organisational links among a wide network of companies operating in 
different levels of supply chain.

□	 Enhancing the competitiveness of traditional local industry through the develop-
ment and implementation of technological solutions aimed to facilitate the in-
ter-organisational links  as well as to optimize the B2B transactions among value 
chain actors. 
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□	 developing local endogenous capacity for supporting innovation process and re-
search activities in strong partnership with private organizations, major donors, 
research institutions and universities, and  support cross fertilization of ideas, so-
lutions and knowledge.

□	 Establishing ICT based models and tools that facilitate the networking, interrela-
tions and knowledge exchange and transfer among a wide range of public, private 
and research institutions at transnational level. 

□	 Experimenting ICT based models in an open innovation frame that brings together 
industry, academia and business  and facilitate  sharing of knowledge, experiences  
and best practices among all major actors thus exploring future needs.   

□	 Providing target groups with supporting services such as open labs, competencies 
development, counseling, advice and technical assistance necessary for adopting 
and implementing new innovative business models and approches.

□	 Showing sensitivity to local realities by assessing and evaluating the distinctive 
alternatives, ways and solutions that creates specific specialization and viable de-
velopment model tailored to the current state and specific features of the context  
and that ensure the effective participation of the community. 

□	 Delineate strategies and action plans for building human resource capability, legi-
slative frameworks, institutional infrastructures, technological infrastructures and 
accessibility for all in a tailored and effective way.

□	 Think small, be agile and fast - Begin with feasible pilot projects, tailored to specific 
contexts. Build up steadily the qualifications necessary for facing hindrances. Be 
prepared to make the required changes on the road.
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Part 3: Industries included: 

The main industries included consist on: 

□	Education and Research – includes schools, universities, vocational training cen-
ters, research institutions that could use the  Information and Communication Te-
chnologies (ICT) to be more efficient in learning processes, to innovate, to solve 
complex problems and access wider and more up-to-date knowledge as well as to 
make research more open, global, collaborative, creative and closer to society.

□	Health industry consisting on institution (such as a hospital or clinic) that provides 
preventive, curative, and general health care services. eHealth covers the inte-
raction between patients and health-service providers, institution-to-institution 
transmission of data, or peer-to-peer communication between patients and/or 
health professionals. With the aging population of the world the use of ICT to-
ols and solutions, such as health information networks, electronic health records, 
telemedicine services, wearable and portable personal health systems, in this in-
dustry will help people with better and cheaper tools to improve the quality and 
delivery of social care, health monitoring and electronic health records. 

□	Traditional manufacturing Businesses including small, medium and large firms 
of a specific industry that operate either in food industry, textile, Artisans, Trade, 
crafts, leather crafts, Fashion , Design retail, distribution etc. The application of In-
novation and ICT business models to these industries are essential for promotion, 
internationalization, access to global market, networking with others, exchange 
of best practices, creation of interregional clusters for development. The ICT is 
are being considered crucial for designing, producing, testing, distributing and 
recycling existing and new products. 

□	 ICT business consist on those firms that provide tools, solutions and application 
as well as support in designing, developing and delivering all the required soft and 
hard infrastructure for creating a digital innovative economy. 

□	Governments – include all those institutions of a society that provide public ser-
vices to citizens and businesses.  ICTs are   providing a wide variety of benefits 
including more efficiency and savings for governments and businesses, increased 
transparency, and greater participation of citizens in political life.

□	Tourism – includes attractions, accommodation, travel trade services, transporta-
tion, food services, travel entertainment sector, events, and Cultural heritage. The 
ICTs and its applications could bring fundamental changes in the tourism industry 
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such as in the tourist behaviors, tourism management approaches, structures as 
well as innovative models. 

□	Media – Broadcasting, publishing, exhibitions etc. ICTs and especially the advent 
of web 2.0 technologies have reinvented this sector. The competitiveness of this 
sector is highly relied on the use of technology in all processes of value chain as 
well as the use of new innovative business models for advertisement, promotion, 
internationalization, production, networking etc. 
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Part 4: Services 

How to promote and develop an Innovative ecosystem?
How can we promote the innovativeness and ICT adoption among different Indu-
stries?
What services and conditions are necessary to create capacities, to promote and sti-
mulate innovative managerial and business models?
We propose a process based model composed of 5 macro-areas as essential for lea-
ding the road toward a creative economy (Figure 2).

Figure 2: the process based model

1. Create awareness  and establish networking 

This activity aims at increasing the awareness of institutions, firms and organizations 
(at territorial and transnational level) regarding the significant importance of innova-
tion processes and ICT Adoption. It also aims at establishing the networking of part-
ners, target groups and other stakeholders necessary to have a common understan-
ding of the whole issue, to make them more aware of the value of innovation and ICT 
adoption, to make them more participative in exchanging ideas, to build consensus on 
the priorities for action among the strategic interest groups and pursue joint research 
as well as to share problems and results that can be of common interest for achie-
ving the project objectives. Creating awareness is an on-going process throughout 
the whole project period and continuing into the future. It is essential to promote the 



108

results of achievements as a way to create consensus and interest to a wide audien-
ce. Therefore it is important to continuously disseminate knowledge and information 
regarding innovation and ICT activities, objectives, results and its impacts. One major 
challenge is to define and establish the dissemination channels for general public and 
business community as well as the definition of the dissemination strategy for scien-
tific, technological knowledge generated by the project in order to impact both the 
public and private groups, academic communities and to be further exploited through 
other means.
The activities that could be activated for achieving the objectives of this process are: 
- Organization of workshops and events as an important channel for wider networ-

king;
- Organize specific seminars and conferences with the objective of raising aware-

ness about real opportunities and providing a communication entry point for all 
relevant actors regarding the benefits of innovation and ICT Business models.

- Organization of public events which are essential to establish the dialogue betwe-
en enterprises, researchers and the leaders as well as for creating the  basis for 
getting engagement from the enterprises. 

- Organization of inter-sectorial and interdisciplinary meetings for creation of large 
ecosystems that work toward the achievement of common objectives.

- Use of information materials such as posters, brochures, templates and speciali-
zed materials for any kind of external communication.

- Use of ICT tools and web portals for online, promotion, networking, discussion 
and dissemination of success stories.

2. Create knowledge and increase human capacities

The creation of human capital capacities, skills and capabilities at diverse educational 
levels is essential for preparing professionals able to understand, exploit and apply 
innovative approaches, to use innovative technologies and platforms to create pro-
ducts, services and solutions, to develop competencies and skills in leading Business 
Innovation based on Web Technologies, to innovate business models and invent new 
business configurations.

In developing innovative skills and competences it is necessary to apply different 
kind of teaching and learning methods differently from those traditional applied. Gre-
ater investment in capacity building and education at all levels, from primary school 
to university can help influence and develop young people’s skills and abilities that 
will reduce divergence in ICT application and adoption between countries, will incre-
ase the awareness and the understanding of the importance of digital technologies 
and digital business models for development and competitiveness in international 
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and global markets.   Media and information literacy is needed for all citizens, but is 
of decisive importance to the younger generation - in both their role as citizens and 
their participation in society, and their learning, cultural expression and personal ful-
filment. A fundamental element of efforts to realize a media and information literate 
society is media education’ (Carlsson 2007).

Hybrid human capacities such as technological, commercial and management are 
required. Technical skills for installation, maintenance, designing and implementation 
of ICT infrastructure, as well as skills for using and managing online processes, fun-
ctions and customers, are necessary. 

To address human capital development issues, knowledge management initiatives 
are required focusing on staff training, seminars, workshops in order to create the 
basic skills.

 In developing skills and competences it is necessary to apply different kind of te-
aching and learning methods than those traditional applied. It is essential to provide 
and experiment a mix of experiential learning that bridge and close the gap between 
theory and practical application, while developing attitudes, behaviors and capacities 
in an interactive and interdisciplinary environment. 

The focus of the learning module should be on examining digital innovativeness 
in multiple areas such as management, e-Marketing, e- Business, and technology. 
Learning through experiences is seen as one of the most efficient learning methods 
for stimulating innovation and entrepreneurship. The learning activities traditionally 
confined in the classroom or laboratory needs to be opened to the external campus 
community to take the benefits of the whole ecosystems in which the it takes place. 
The involvement and strong collaboration with different stakeholders needs to be en-
couraged for all the education and Research activities. The role of lecturer, teacher, 
instructor evolves should evolve from the pure function of “knowledge transfer” to 
the role of “mentor and coacher” that guide the learner in their “travel” toward the 
acquisition of the creativity mindsets and attitude. 

Therefore some activities can include:
•	 Invest in teachers’ training for using ICT in the classroom, and the creation of ICT 

coordinator posts. 
•	 Train the trainers in order to create a first nucleus of a self-replicating network of 

tutors and mentors able to create skills, capabilities and capacities necessary to 
generate, develop and commercialize digital innovative products. 

•	 Organize and promote vocational  education training tailored to different needs of 
target groups; 

•	 Support projects on new approaches to teaching through digital technologies, 
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support high quality digital learning resources for teachers and regularly monitor 
progress in the use of digital technologies and digital competence.

•	 Conceive executive educational courses that develop and create ICT awareness 
and literacy, explore different opportunities associated with organizational and 
digital Innovation, demonstrate the benefits of ICT application for business ma-
nagement and innovation; design interventions for organizational change with 
e-Business solutions within the enterprise and the public administration focused 
on territorial system management;

•	 Provide knowledge in business innovation through basic, applied and market-o-
riented research projects and learning programs to accelerate the leapfrog 
towards the Digital Economy through cooperative relationships.

•	 Organize summer schools tailored to specific target groups to discuss new mana-
gement theories, strategic frameworks and best practices in the Digital innovative 
Economy.

•	 Provide counselling for schools and teachers in designing VET curricula, and  disse-
minate successful experiences and practices between VET schools;

•	 Change the learning methodologies applied in schools, universities, and VETs. 
•	 Identify skills needed and integrate them into the curriculum to build a successful 

pool of creative talent. 
•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary col-

laboration between students, faculty, universities and the community in general. 
•	 Create Virtual educational and learning Centers with a large database on materials 

(documents on policy and research reports; models, methods and course mate-
rials; initiatives, information, events and contests. 

•	 Introduction of new technologies in curricula- through the inclusion of ICT courses 
in some degree programmes; ICT short courses and computer science degree pro-
grammes; 

•	 Launch and create communities, forums and interactive sessions with outstanding 
professors and corporate testimonials related to ICT projects with the aim to pu-
blicize the existence of ICT and deliver ICT competencies;

•	 Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business by creating awareness among businesses regar-
ding benefits of e-business recognize; the e-business tools, platforms and softwa-
re solutions to adopt.

3. Design and Development

This service is related to the creation of effective conditions (Physical, virtual and tech-
nological ones) for the digital innovation. It consists on the definition of a coordinated 
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set of services, functions, specifications and software artefacts that represents the 
functional and technological infrastructure, in terms of reliability, flexibility, technical, 
and economic parameters, for the technological platforms proposed to be realized. 
This could be done by creating the environment that allows people, firms, students 
etc. to put in practice their ideas, to collaborate and network with others in a multi-di-
sciplinary, cross –industry and international frame. In order to provide solutions that 
are tailored to specific context futures the design activity will focus on delineating and 
defining different scenarios reflecting various configurations and the specific realities 
and requirements for the target groups. 

In this activity the creation of technological infrastructural and managerial support 
should be developed that allows the exploration and experimentation of  innovative 
business models, new business strategies and approaches, digital connectivity,  parti-
cipation of citizens, business and stakeholders.

On the other hand virtual environments such as virtual laboratories, living labs 
platforms, open innovation platforms that could provide conditions for effective and 
efficient  product design and development in a collaborative way. The development 
of basic infrastructure to capture the advantages of new technologies and communi-
cations tools is essential. 

The activities that could be realized for achieving such objective consist on:
•	 Promote the involvement of business researchers and technicians staff to work in 

strong partnership among them in order to define the most appropriate model to 
be applied to specific aspects, issues.

•	 Promote the Establishment of technological startups and spin-offs that invest and 
develop new innovative models, applications and solutions. 

•	 Access and/or develop ebusiness and ecommerce platforms;
•	 Develop/adopt of technological tools and solutions for local and global business 

management
•	 Creating technological incubation centers (cross industries) to support design, set 

up and customization of ICT applications and integrated solutions for digital inno-
vativeness;

•	 Offer Business consultancy (planning, prototyping, development, intellectual pro-
perty etc.)

•	 Sustain enterprises and institutions in the formulation of e-Business strategies and 
projects;

•	 Procurement of necessary technological tools such as servers, computers, specific 
software’s and other equipment’s necessary for development and deploy of the 
solutions;

•	 Development of an eBusiness Portals that will operate as a “cultural engine”, ca-
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pable of promoting the adoption of e-Business practices and triggering the pa-
radigm shift from traditional business models towards “digital configurations”.  
To promote e-Business culture and practices, the creation and development of a 
web-based “community” open to the Mediterranean world, as well as to facilitate 
relationship and cooperation among the north and south sides of the Mediterra-
nean Sea, is a fundamental initiative of our project.

•	 Establishing protections and legal reforms to ensure, among other things the pri-
vacy, security and legal recognition of electronic interactions and electronic signa-
tures. 

•	 The realization of a B2B platforms is proposed in order to facilitate the inter-orga-
nizational links, to explore new markets opportunities, to assure the commerciali-
zation of different products (food, textile, arts, crafts,) by eliminating geographical 
barriers and expand globally to reap profits in new markets that are difficult to be 
reached by them in other ways.

•	 Fostering collaborative supply network between stakeholders in the manufactu-
ring supply chain, to assure complete visibility of production, inventory and mate-
rials available while guaranteeing security and privacy for all stakeholders. 

•	 Foster Customer-centered collaboration and design, to improve design and per-
formance by   extracting customer feedback from social media and incorporate it 
into engineering and manufacturing processes; 

•	 Promote collaboration and exchange of business opportunities, to attract invest-
ments both in private and public sectors, to accelerate the process of adoption of 
ICTs and e-Business services, and to allow the access at further platforms focused 
on specific sectors;

•	 Create conditions for laboratory Prototyping, market Testing of the products
•	 Provide methods, practical tools, resources, videos and takeaways that benefit 

both businesses and designers in the process of innovation.

4. Deliver and Commercialize 

Deliver and commercialization process is related to the activities that lead the new 
innovative business models to compete and reach in the global environment. It deals 
with issues related to application of ebusiness models, and ecommerce for commer-
cialization and promotion of local products, local services, artisanal and traditional 
products to the world wide market. How to promote, commercialize and promote 
local products, local services, artisanal and traditional products to the world wide 
market. It is also a matter of how we create brands for our product, how we establish 
innovative consortiums, partnerships for greater efficiency in creating e-networks of 
local firms.
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Therefore delivering and communicating products consist on finding response to the 
following questions: 
•	 What new markets could we grasp by applying the technology?
•	 How the technology help us to reinvent our way of communication and relating 

with customers? 
•	 How can we innovate our product/services, what new product s we could establi-

sh by applying the technology?
•	 What innovative value do we deliver to our customers?
•	 What new ebusiness model could be used for our products?
Therefore the main activities that support this process consist of: 
•	 Marketing analysis support
•	 ICT based Promotional activities (Trade shows; Events; eadvertising, ebranding 

etc)
•	 Promotion and creation of local clusters, local consortiums for delivering products 

through ebusiness platforms to the world-wide  market 
•	 Business consultation on how to manage and coordinate ICT and innovative acti-

vities
•	 Trade regulations and Policies - set of new rules, policies, laws and legislative chan-

ges are necessary to address electronic activities including electronic signatures, 
electronic archiving, and freedom of information, data protection, computer cri-
me, intellectual property rights and copyright issues.

•	 Establishment of ebusiness models for entering the world market as well as for 
efficient management of internal and external operations of firms.

•	 Realization or access on eCommerce platforms  for internationalization of pro-
ducts 

•	 eBrand Management 
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5. Growth and sustainability 

This process aims to provide dynamicity and continuity to the innovative process of 
the economy. This phase is focused on having a scanning ability that monitors the 
external environment and identify new ICT and innovation opportunities. By scanning 
the environment (sensemaking) it is possible to receive and interpret messages about 
new markets, new technologies and competitive threats and enable the organizations 
to effectuate the necessary adjustments and to quickly accomplish reconfiguration 
and transformation ahead of competition.  

The growth and sustainability could be realized in different ways as by encoura-
ging people to consider change as a constant, to learn to monitor the environment 
continuously, to benchmark and learn form best practices, to learn from latest deve-
lopment in science and technology, to learn from partners, strategic alliances. Invest-
ment in basic research and development, provision of training programmes could im-
prove a firm’s ability to understand and exploit external opportunities for sustainable 
competitive advantage.
o Celebration of the new innovative achievements as a resource for competitive-

ness
o Building Champions and Seeding the innovative Ecosystem
o Create databases of best practices and successful experiences 
o Foster collaboration across disciplines to find out new emerging opportunities 
o Create and/or strengthen partnerships within the community.
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Part 5: Activities

Activities that permit the achievement of above objectives have to do with: 

1. Exploitation of new opportunities offered by Information communication tech-
nologies and the emerging disruptive technologies to create new business mo-
dels based on convergent technologies, new contents, and knowledge;

2. Exploitation of new opportunities offered by Information communication tech-
nologies and the emerging disruptive technologies for the exploitation of diverse 
forms of collaboration, networking and co-working, as well as multiplies the pos-
sibilities of utilization of creativity from one medium to another.

3. Awareness creation about the usefulness of the technology, learning and edu-
cation programs for students, managers, public executives etc. in order to learn, 
how and where to use the technology as well as how to exploit it in order to 
create innovation in different fields.

4. Invest in creating the right level of knowledge, skills, education  and competen-
cies of human capital to cope with ICT business and organizational models; 

5. Enhance ICT capacities and competences that encourage people to seize oppor-
tunities for the creation of new ideas and innovation based on ICTs.

6. Creating the right business environment by improving policies, strengthening 
institutional and regulatory instruments particularly to reinforce intellectual pro-
perty regime, competition law and fiscal policies. 

7. Improve regulations and mechanisms for access to financing, including mi-
cro-credit for independent creative workers and micro enterprises; 

8. Encourage the diffusion of an innovative culture providing lifelong learning initia-
tives;

9. Creating the right social and cultural favorable innovative ecosystem by involving 
external actors and a larger community of stakeholders; 

10. Promote the creation of Innovative center to maximize its impact on the regional 
development

11. Create the conditions for creation of networking forms, co-working places, open 
innovation platforms, virtual collaborative environments that permits firms to 
tap into the social dimension of collective knowledge shared among groups with 
common interests.

12. Facilitate the adaptation of businesses to market developments in new informa-
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tion technologies and improve their competitiveness by making the maximum 
use of possible synergies between the two sectors.

13. Encourage cooperation between cross border destinations, industry represen-
tatives and public and private operators, education and research institutions in 
order to consolidate the knowledge base by facilitating the exchange of know-
how, experience and good practices. 

14. Stimulate the formation of creative clusters for sharing know-how and infra-
structure

The list of activities to be realized could be clustered in 6 macro-areas

Education
•	 Invest in education in diverse levels of training, sectors and disciplines and realize 

ad-hoc ICT and ebusiness management courses, syllabus in schools, universities 
and  VET;

•	 Introduce new technologies in curricula, ICT short courses and computer science 
degree programmes and develop ICT awareness and literacy, through the orga-
nization of computer training for the University community and the rest of the 
society;

•	 Organize summer schools, executive programs related to the theme of innovation 
and ICT based models,  tailored to specific target groups;

•	 Adopt innovative methods to train teachers, trainers and mentors,
•	 Restructuring of learning strategies in schools, universities and VET-s;  
•	 Change the learning methodologies applied in schools, universities, and VETs. 
•	 Establish collaborative learning process, project based, action based and experien-

tial learning methodologies;
•	 Create conditions for collaborative learning, cross-curriculum and interdisciplinary 

collaboration between students, faculty, universities and the community in gene-
ral. 

•	 Create Virtual Knowledge Centre with a large database on materials (documents 
on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

•	 Promote the use of new multimedia technologies and Internet to improve the 
quality of teaching learning related activities; 

•	 Launch and create communities, forums and cross border initiatives related to ICT 
projects.

•	 Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business;

•	 Promote, e-learning as an opportunity to supplement traditional learning. 
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Technological activities 
•	 Establish the required technological infrastructure
•	 Develop eBusiness models and platforms
•	 Develop E commerce platforms for accessing and reaching the global market 
•	 Develop virtual network platforms (virtual communities, virtual portal for knowle-

dge sharing, Knowledge, experience, digital archives, digital representations, digi-
tal DB of contacts, partners, etc. best practices knowledge, Best idea, etc.)

•	 Develop tools, solutions and Application for different functions of business mana-
gement  (supply chain management, collaboration with clients, collaboration with 
partners, customer relationship management etc.)

•	 Develop living labs platforms and collaborative innovation platforms

Networking and innovation 
•	 Community creation (physical, virtual, private-public-universities)
•	 Centers of excellence
•	 Technology networks and platforms 
•	 Technology centers and labs
•	 Develop research and scientific labs 
•	 Create the appropriate ecosystem for innovation  (clusters of business, education, 

research and public sector) 
•	 Establish Virtual collaborative models 
•	 Establish physical Coworking spaces (incubation center, technological labs,etc)
•	 Create clusters of innovative people  and industries;
•	 Develop Open innovation business models 
•	 Establish Creative Business clusters  for sharing know-how and infrastructure
•	 Provide services for business innovation; 
•	 Technology Transfer And Commercialization

Environment
•	 Culture change/social interactions 
•	 Regulations
•	 Finance (diversified for different phases of entrepreneurial process) 
•	 Supporting policies
•	 Coaching and supportive services
•	 ICT Infrastructure
•	 Support social infrastructure to foster an innovation ecosystem (openness, tole-

rance, collaboration) Incentives



118

Market and trade
•	 Management of International business and trade
•	 Business consulting center (legal, managerial, regulatory, etc.) 
•	 Marketing activities
•	 Brand management 
•	 Promotional activities (Trade shows; Events etc.)
•	 Sectorial, local or international networking development for approaching global 

markets 
•	 Commercialization at local and international levels

Communication and dissemination activities
•	 Promotional activities(Trade shows; Events; eMarketing etc)
•	 Celebration of the new product/services as a resource for competitiveness
•	 Building Champions and Seeding the innovative Ecosystem
•	 Create databases of best practices and successful experiences 
•	 Organization of workshops and events, seminars and  conferences 
•	 Organization of inter-sectorial and interdisciplinary meetings 
•	 Create information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
•	 Use of ICT tools and web portals for online promotion, networking, discussion and 

dissemination of success stories.
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Part 6: Target groups: 

The target groups could be divided in two main macro-groups:

1. The influencers ‘group 
2. The influenced group

The influencer groups are those entities, persons that could play a major role in in-
fluencing other to adopt a more innovative approach. Here are included teachers, 
scientists, leaders, executives, managers,  governors etc. who are the persons that has 
more charisma, power and tools to create conditions and the supportive environment 
as well as to stimulate and create awareness to the wide audience for stimulating an 
innovative mindset to other people that they can influence.

The other groups are the influenced people that are a larger group of the society, 
the ones that through a series of activities will be stimulated to change their mindset, 
to create the capacities and abilities of these persons to create and deliver new ideas, 
technologies, contents, business models, economic development models and culture.
In general terms the target groups are: 

•	 Students 
•	 Institutions 
•	 Universities
•	 Government
•	 Professionals
•	 Artists
•	 Artisans
•	 Tourism promoters
•	 Tourism Managers and officials
•	 Professionists
•	 Scientists 
•	 Enterpreneurs 
•	 ….
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Part  7: Service providers 

The ecosystem of suppliers /service providers:

Public government as regulators, initiators, supporters, creators. 
•	 Creation of institutional mechanisms and Regulatory framework 
•	 Business normatives and policies
•	 promoting and investing in R&D and in
•	 creative product development 
•	 Leadership and support 
•	 Fiscal and financial policies
•	 Investment strategy (that aims to develop domestic creative industries that are 

outward-looking and that actively target FDI and export markets in addition to 
local markets for creative products)

•	 Education Strategies
•	 Development strategies 
•	 Provision of finance and Incentives for creative economy 
•	 Infrastructural environment 

Private companies supporters and collaborators:
•	 Networking
•	 Role models
•	 Best practices
•	 Collaborative working  for creative design of new products and services
•	 Technological infrastructure
•	 Financial support for creating new solutions tailored to their needs
•	 Knowledge and experience on trade and investment
•	 Information about main trends and challenges 

Research institutions and universities collaborators, promoters, supporters. 
•	 Education 
•	 Life - long learning
•	 Scientific Knowledge and experience 
•	 Technology transfer
•	 Conditions for generating, designing and developing new creative product
•	 Academic networking opportunities
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•	 Academic infrastructure for stimulating and experimenting creative products 
•	 Talents, skills, capacities

NGO collaborators and supporters 
•	 Stimulate and create awareness
•	 Communicate good and best practices
•	 Celebrate winners
•	 Collaboration 

Civil society collaborators and supporters
•	 Culture change
•	 Support on leading the change
•	 Networking 
•	 Wide access to different target groups 
•	 Experimentation of new creative models to wide audience
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Part 1: Definition and the context  

Tourism is a major force in the economy of the world, an activity of global importance 
and significance. It comprises a wide variety of products and destinations and invol-
ves many different stakeholders, both public and private, with areas of competence 
very decentralized, often at regional and local levels. It is one of largest industries in 
the world and the key contributor for economic growth of localities and regions. Its 
development and progress is accompanied by generation of new jobs in direct as well 
as in indirect sectors, across the full range of skill levels.

In today’s global environment a number of factors including globalization, inno-
vation and the increasing rapid diffusion of new technologies are transforming the 
tourism industry in unprecedented ways. 

The growing complexity and dynamicity, the explosion and use of e-commerce 
and e-business models generate major impacts for tourism businesses and its compe-
titive positioning strategies. The general trend of almost all tourism firms is the move 
toward the creation of business-to-business, business-to-consumer marketplaces of-
fering a medium to establish direct relationships among suppliers, consumers and 
intermediaries in every level.

It is already known that innovativeness and sustainability of tourism sector is 
highly related with the economic progress and growth of localities and regions and 
affects social, cultural and economic life. It is one of the economic’ sectors that contri-
bute for a large part of employment, balance payments, GDP growth, capital invest-
ment (in direct and indirect sectors).  

Internet technologies have empowered tourists with more information and 
knowledge. Tourists have become more intelligent and more experienced. The online 
market trends allow customers to undertake the entire tourism product search and 
booking on line, 24-hours a day, seven-days-a week in which they can check the avai-
lability of the products, make online payment and follow their orders through the en-
tire process without the aid of any intermediaries. Thus, they become more selective 
in choosing organizations basing their decisions on speed of services, customization 
and personalization, convenience and reliability. 

Tourism is a service sector with a particularly complex product, made up of dif-
ferent constituent resources and which depend on an extremely fragmented supply. 
Like other services, tourism services are intangible, non-storable, customer-specific 
nature, overlapping of production and consumption, and sensitivity to relationship 
and reputation. In general, tourism from the supply side perspective can be seen as 
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a whole range of individuals, businesses, organizations and places which combine in 
some way to deliver a travel experience (Cooper et al, 1998). 

Distinctive features shape the demand and supply side. In the following sections we 
will rehearse these features.

Modularity – Tourism products and services are made up of different syndicated re-
sources supplied from a large array of suppliers. This characteristic breeds product 
uniqueness and differentiation from other durable good. Delivering the product me-
ans coordinating and assembling different parts of the whole problem-solving process 
for the client. 

Heterogeneity - The market structure of the tourism industry is extremely hetero-
geneous, with many players characterized by different dimensions and economic 
performances. Tourism also interrelate with many other sectors and activities of the 
economy generating so a multiplier effect in the economy. 

Information intensive business – the production and the distribution of information 
constitutes the core element of the tourism industry. What tourism actors like hotels, 
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travel agencies, and tour operator’s exchange and distribute with each other is the in-
formation and knowledge to handle effectively their tasks and operational processes. 
In this sense, tourism market and its supply chain can be considered an information 
system network, characterized by interrelated conglomeration process of all those 
players being involved in the production, distribution and consumption of travel pro-
ducts.

Global distributed value chain - Tourism value chain is distributed in a global scale. 
Most of tourist actors reside in different places. For example to accomplish the de-
mand of a German tourist that wants to make his vacations in Albania, he commu-
nicates with the travel agency in another country e.g. in Austria, then flight with the 
airline company of England, then resides in a hotel in Albania. Then, one time arriving 
in the specific location the tourist experience local endowments, natural or cultural, 
inherited or created. This characteristic requires a good understanding of global dyna-
mics of tourists. In order to attract and motivate the right tourists, managers need to 
involve local skills and knowledge to plan and execute local actions to meet the needs 
of different and global tourist markets that are knowledgeable, make an extensive use 
of technology, require more and more personalized products and services for their 
Journey. 

Tourism demand is Experiential – The product tourist buys is a series of events, the-
mes such as the trip, the museum, the hotel, the restaurant etc. that he wants to be 
engaged on during his journey. Tourist does not appropriate a tangible product, but 
overall some memorable moments that could result in a good or negative experien-
ce. Tourist experience products and then makes their positive or negative judgments 
about it. So, we may consider tourism as an “experience good”, as a form of hedo-
nic consumption, where the experience is an end in itself (Hirschman and Holbrook, 
1982). Tourist normally buy products or services before the time of consuming, and 
therefore it is difficult for customers to asses them prior to consumption. They need 
to rely in an “abstract” model and to be confident that the experience, they search for, 
will materialize and expectations would be satisfied. 

Tourism Demand is much differentiated and complex since potentially everybody, 
from every part of the world is a traveler and a tourist. 
Competition in the tourism sector is measured at a global level and so it becomes 
important that all tourists’ operators seek to increase their level of market visibility by 
way of improved strategies of communication and relations with the end client and 
commercial partners. 
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Given the complexity of tourism which is not easy to separate from other economic 
sectors, stakeholders must develop partnerships and work together if they want to 
stay ahead of competition. The competitiveness of tourism sector is highly dependent 
on the competitiveness of other enterprises and more in general on the competiti-
ve ability of socio territorial systems where firms are embedded. Being that tourist 
experience takes place in relatively small geographical areas it is in these micro areas 
that the ‘tourist experience’ competitiveness is created. The profile of new digital cu-
stomers stems for change in organizations attitude of serving and relating with them. 
In particular organizations must be aware of customer value and their immense choi-
ces. To survive and be competitive tourism organizations need to appropriate their 
strategies and objectives to the new customer needs and they have to be able to 
change their value preposition. Since customers have more choices they will be lo-
oking for the company with the most efficient – and integrated service offering. In or-
der to satisfy the consumer’s needs they must get as close to the customer as possible 
by going directly into their homes and offices; by enabling the customer to access and 
select information when, where and how they want it; and by developing long term 
relations with those customers. 

In this scenario it becomes imperative for tourism destinations to bring together fir-
ms, resources, partners and suppliers in an integrated tourism system, and to tap into 
the vast reserves of creativity and innovation capacities that different actors could 
bring to the system, by increasingly using the Technology. 

In some countries a large number of collaborative initiatives are putted in place that 
seeks to promote and marketing all elements of a tourism destination and its respecti-
ve tourism firms (especially SME) in international arenas, accessing global markets 
and collaborating extensively and by new electronic ways with distant customers, 
suppliers and competitors. These are known as destination management systems 
that support specific public organizations to collect, store, manipulate and distribute 
information in all its forms, and for the transaction of reservations and other commer-
cial activities. The technology, innovation and creativity are an essential part of these 
systems that allow participating firms to exploit opportunities and to evolve toward 
the creation of effective virtual tourism networks that enable tourism firms to per-
form activities in an internetworked way, to collaborate and cooperate with different 
industry actors and to share and exchange capabilities, competencies, information 
and knowledge. 
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A large and complex network of actors orbit around the DMS, such as:

• Tourism suppliers: which can use the DMS infrastructure to increase their level of 
visibility and competitiveness?  

• Visitors/tourists: which have the possibility to directly look and book for their va-
cancies online and to interact with an efficient and user friendly system, to have 
comprehensive destination information before, during and after trip experience. 

• Public companies: which can use and exchange information regarding the who-
le destination context for a better decision making process. Through sector data 
analysis, customer data analyses they are able to plan and implement new so-
lutions that best respond to the emerging requirements for destination tourism 
management.  

• Tour Operators and Travel agencies: mostly small and medium inbound inter-
mediaries which can exploit the user-friendly and easy-to-understand system, to 
access products for arranging promotional packages for tourists coming in the de-
stination. 

• Other supporting companies – such as telecom companies, public- private in-
vestors, internet provider companies, financial and assurance companies, uni-
versities and research institutions which are aimed to support and facilitate the 
well-functioning of the DMS activities.

The complexity and heterogeneity of the industry requires the shift toward the cre-
ation of Innovative tourism ecosystems, by means of ICT. This in turn requires the 
stimulation of activities that has to do with awareness creating about the usefulness 
of the technology, learning and education programs for students, managers, public 
executives etc. in order to create new innovative capacities about how and where to 
use the technology as well as how to exploit it in order to create innovation in diffe-
rent fields, how to adapt and create innovative services for tourists, how to define 
new business models and other emerging issues.
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Part 2: The inhibiting factors toward 
the tourism innovation and promotion

There are a series of obstacles and problems that needs to be taken in considera-
tion for developing a competitive and attractive tourism industry. The most important 
ones consist on: 

1. High fragmentation of supply with many enterprises, especially SMEs, involved in 
providing the various elements associated with overnight travel. These providers 
are also characterized by extreme heterogeneity and diversity in terms of focus, 
size and sophistication. 

2. Tourism demand is characterized by the emergence of new segments of tourists 
more sophisticated, searching “value for  money’ in niche and customized tourism 
products, aware and conscious of the social and environmental impacts, increa-
sing interest in responsible, sustainable and green tourism, concerned for safety 
and security, with access to much more information.

3. The cooperation culture and attitude between diverse actors and providers of 
tourism products are at scarce levels. The economic opportunities offered by 
cross-border cooperation in the region are not yet fully exploited.

4. The distribution chain is long and expensive. Tourism firms are required to distri-
bute their perishable, time-specific inventory via multiple channels and “brands”, 
managed by intermediaries using a variety of technologies and platforms, each 
requiring separate interfaces. 

5. ICT adoption and awareness is slow. Lack of awareness and convincement about 
benefits and advantages of technology for optimizing their business processes and 
interrelationships with others actors of the value chain;

6. Lack of appropriate skills - The sector is characterized by a workforce with a relati-
vely low level of skills and it faces  difficulties in attracting the necessary skills due 
to a mismatch between the demand for skills from the tourism sector and current 
skills supply provided through education and training, as well as the sector’s repu-
tation for sometimes unfavourable working conditions.

7. Planning and management of tourism flows - The booming tourism industry in 
the regions creates challenges related to the capacity to plan and manage the tou-
rism flows in a sustainable way in order to avoid exceeding the carrying capacity 
of the areas it depends upon, leading to environmental problems. 



131

8. Seasonal distribution and tourist movements - Tourist demand is currently con-
centrated very strongly on the summer period affecting in this way revenue flows, 
as well as the level of use of existing infrastructure and staff. 

9. Low level of collaboration and networking - Weak cooperation links between ac-
tors of the tourism industry for delivereing an experiential tourism products,  lack 
of cooperation between public and private sectors and between private business 
and research institutions & universities. 

10. ICT adoption and awareness is slow - Lack of awareness and convincement about 
benefits and advantages of technology for optimizing business processes and in-
terrelationships with others actors of the value chain; low availability of latest te-
chnologies; low level of Firm-level technology absorption and FDI and technology 
transfer;

11. Lack of investment, Lack of capital - Poorly developed financial systems with high 
difficulties in accessing loans, few Venture capital funds available for risk or seed 
capital to finance innovation. Occasionally, firms have access to public investment 
assistance  programmes, financing through local equity markets or private ventu-
re-capital sources. Therefore the development of specific regulations and mecha-
nisms that facilitate and support the access to financing is needed. 

12. Lack of institutional support - Polices required to encourage tourism innovation 
and its integration in a wider policy setting have not yet been adequately imple-
mented or understood. 

Solutions

In order to work toward  the creation of a new Innovative approach that puts in an 
open and collaborative process the different actors of the tourism sectors (business 
sector, public sectors, tourists) to cooperate, to collaborate, to provide more and 
more valuable innovation to the entire business ecosystem some interventions to be 
activated can be: 
1. Develop Competence and capacity building program - aimed to improve skills and 

competencies of tourism firms and operators for responding to global challenges and 
to the development of a sustainable sector. Through this intervention the aim is to 
improve the professional skills of the sector, with a particular view to facilitate new 
market expectations as well as  the adaptation of the tourism sector and its businesses 
to market developments in new information technologies. Accordingly, education and 
training initiatives must be considered as priority actions. Staff need to be trained to 
handle with new processes, approaches, technologies, practices etc. 

2. Development of innovative ICT solutions and portals that will act as knowled-
ge, collaborative ad promotional centres, close enough to the different tourism 
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stakeholders to facilitate the access to and collection of tourism information, the 
commercialization of tourism structurs, the collaboration at local and internatio-
nal level. It will provide the necessary know-how, skills, knowledge and experience 
for firms, especially tourism SMEs, to improve their individual performance and 
the quality of tourism as well as for the adoption of ICT based services.

3. Promote the culture of collaboration and the networking approach at local, cross 
border and international level as a reliable strategy to deal with increased compe-
titiveness of the sector. It aims to create a space of relationships and trust in which 
different tourism stakeholders, of both sides, are encouraged to share knowledge, 
propose new managerial approaches and techniques for tourism development, 
suggest joint initiatives and tourism products as well as to conceive new projects 
in a networked and cross - border dimension.

4. Establishing networks for know-how transfer for improving knowledge and skills 
of people in entrepreneurship, marketing, promotion  as well as for sensitizing 
and diffusing a growing awareness among managers, entrepreneurs, public ad-
ministrators, industry representatives about role and contribution of ICT tools for 
tourism information and marketing and management of SMEs.

5. Increase the awareness of institutions, firms and organizations (at territorial and 
transnational level) regarding the significant importance of innovative tourism 
ecosystems for creating favorable context for new idea generation and high tech 
entrepreneurship through workshops, conferences, new curricula’s at universities, 
new content (digital and physical)

6. Reinforce the integration of different fields, disciplines and backgruonds for im-
proving the common governance at regional and local level with respect to inno-
vative entrepreneurship and  sustainable growth. 

7. Valorize the contribution of the innovative and technological creativity at indivi-
dual, organizational and country level and showing the several dimension of the 
value creation process.

8. Establish ICT based models and tools that facilitate the networking, interrelations 
and knowledge exchange and transfer among a wide range of tourism public, pri-
vate and research institutions at transnational level. 

9. Provide target groups with supporting services such as open labs, competencies 
development, counseling, advice and technical assistance necessary for guiding 
the development of a tourism  entrepreneurial spirit.

10. Show sensitivity to local realities by assessing and evaluating the distinctive alter-
natives, ways and solutions that creates specific specialization and viable develop-
ment model tailored to the current state and specific features of the context  and 
that ensure the effective participation of the community. 
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Part 3: Industries included 

The main industries that compose tourism sector consist on: 

• Attractions -Natural, man-made, trade and crafts, artificial, purpose-built, cultu-
ral heritage, architectural sites, natural attractions, theme parks, performing art 
centers, museums and galleries, festivals, sporting events,  festivals and events, 
recreational services, museums, historical sites.

• Accessibilities - Entire transportation system comprising airlines, bus companies, 
cruise, rental cars, routes, terminals and vehicles and so on that tends to typify the 
movement of people and travel. It is the operating sector that delivers the tourism 
experience.

• Accommodations - includes lodging and food service activities, meetings industry, 
catering facilities, retailing, restaurants, bars, entertainment, gift shops, gaming, 
health clubs and other activities and facilities.

• Tourism channel of distribution is an operating structure, system, or linkage of va-
rious combinations of organizations through which a producer of travel products 
describes, sells, or confirms travel arrangements to the buyer. It includes travel 
agents, ICT distribution platforms, eIntermediaries, tour operators, sightseeing 
companies and other intermediaries.

• Education and Research – includes schools, universities, vocational training cen-
ters, research institutions that work on activities related to the training and crea-
tion of skills for the tourism industry. 

• ICT business consist on those firms that provide tools, solutions and application 
as well as support in designing, developing and delivering all the required soft and 
hard infrastructure for creating an innovative tourism ecosystem. 

• Other supporting business that provides services for tourists such as banks, tele-
communications, newsagents, hospitals and also others that provide services for 
tourism firms such as business and legal consultants. 
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Part 4: Services 

A process based model composed of 5 macro-areas is elaborated as essential for lea-
ding the road toward an innovative tourism ecosystem (Figure 2).

Figure 2: The process based model

1. Create awareness  and promote 

A major challenge for tourism firm’s competitiveness is the lack of awareness and 
convincement about what can be realistically achieved with the ICTs and how to use 
this modern tool for the sharing of knowledge.  It is already known that ICTs and inter-
net has become the most influential “non-personal” information source for tourism 
planning and holiday organization as it provides commercial information as well as 
peer reviews and recommendations. Despite their potential for tourism promotion 
and marketing, ICT tools offer also great potentialities in creating knowledge crea-
ting and sharing frameworks. Good knowledge about customers, different market 
segments and competitors becomes ever more important for remaining competitive. 
However, due to lack of awareness and convincement about the potentialities of ICT 
tools it is currently very difficult to build up such a knowledge base. 

In order to make the tourism industry part of the knowledge economy the cre-
ation and development of a web-based “knowledge community” open to different 
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stakeholders involved in tourism operations, management and development (such as 
local administrators, local professional associations, representatives of tourism enter-
prises, organizations and interest groups, staff of tourism operators) is fundamental.

Therefore an important process to start with is to work toward creating awareness, 
building consensus on the priorities for action among the tourism actors regarding the 
importance of ICT, innovation and creativity for the competitiveness of the industry. 
Creating awareness is an important process in the early stages, however it doesn’t 
ends at a certain stage in the project; rather it is an on-going process throughout the 
whole project period and continuing into the future. It is essential to promote the 
results of achievements as a way to create consensus and interest to a wide audience. 
One major challenge is to define and establish the dissemination channels for general 
public and business community as well as the definition of the dissemination strategy 
for scientific, technological knowledge generated by the project in order to impact 
both the public and private groups, academic communities and to be further exploi-
ted through other means.
The activities that could be activated for achieving the objectives of this process are: 
- Organization of workshops and events as an important channel for wider networ-

king;
- Organize specific seminars and conferences with the objective of raising aware-

ness about real opportunities and benefits. 
- Organization of inter-sectorial and interdisciplinary meetings for creation of large 

ecosystems that work toward the achievement of common objectives.
- Use of information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
- Encouraging innovation and creativity activity through a range of extra-curricular 

activities such as competitions and awards, dedicated programmes on building 
self-confidence and self-efficacy; meetings with business experts and entrepre-
neurs.

- Use of ICT tools, solutions, apps and web portals for online, promotion, networ-
king, discussion and dissemination of success stories.

- Encourage the creation of communities with the mission of fostering collaborative 
and innovative mindsets, by building links between the public and the private sec-
tor, involving schools, academia and businesses. 

2. Create knowledge and increase human capacities

The second service is related with the creation of human capital capacities, skills and 
capabilities at diverse educational levels to stimulate innovativeness among the diffe-
rent actors of the sector.
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As global tourism continues to grow, the need for tourism education grows. There 
are many school and universities that design and deliver travel and tourism programs. 
The tourism labor market is characterized by high level of staff turnover; the low ima-
ge and particular working conditions of the tourism industry as a place to work; lack 
of basic qualification that could be upgraded; no (visible) career perspectives, hierar-
chic or no organizational structure, low pays, part-time and seasonal employment 
are some of the factors adding to the poor image. However the new scenarios and 
trends require a specific investment on education and training of people able to use 
technologies, to design and develop innovative business models and solutions for the 
industry, to design new marketing and promotional activities for entering the global 
world market with a series of tourism products and services. 

The capacity building plans should work for the achievement of a twofold objecti-
ve: in one hand set out plans for filling the shortcomings and the gaps of skills and 
competencies identified in the sector and on the other hand prepare people with 
innovative skills and competencies able to activate new competitiveness processes 
related with the design and development of innovative tourism ecosystems.  

Education can help influence and develop young people’s skills and abilities in par-
ticular by fostering new mindset for the competitiveness of the tourism industry. It is 
also essential to introduce and experiment mix of experiential learning methods and 
collaborative learning for developing attitudes, behaviors and capacities in an inte-
ractive and interdisciplinary environment. 

Learning through experiences is seen as one of the most efficient learning methods 
for stimulating creativity, innovation and entrepreneurship. Also a restructuring of the 
curricula’s is required to orient them toward innovative models in  identification of  
new ideas, the generation of new ideas compatible with the society challenges. Also, 
the learning activities traditionally confined in the classroom or laboratory needs 
to be opened to the external campus community to take the benefits of the who-
le ecosystems in which the it takes place. The involvement and strong collaboration 
with different stakeholders needs to be encouraged for all the education and research 
activities. The role of lecturer, teacher, instructor evolves should evolve from the pure 
function of “knowledge transfer” to the role of “mentor and coacher” that guide the 
learner in their “travel” toward the acquisition of new knowledge and attitude. 
Therefore some activities can include:

• Realize ad-hoc courses, syllabus for innovativeness of Tourism industry and for ICT 
based models;

• Organize and promote vocational education training tailored to the tourism indu-
stry needs such as ebusiness for tourism, emarketing, tourism social media, social 
networking approaches for understanding and interrelating with customer,  etc. ; 
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• Organize summer schools tailored to specific target groups to share and provide 
evidences of new innovative approaches for the tourism sector, to stimulate in 
them the collaborative and networking mindset, the innovation culture, as well as 
to start to experiment new innovative models for the tourism firms.

• Organize executive programs for managers and public officials to create skills and 
competencies that could drive them toward a more innovative entrepreneurship 
of tourism firms;

• Bring together tourism and education stakeholders through active practical co-o-
peration and networking for promoting multidisciplinary competence develop-
ment and complex multidimensional tasks in order to deliver the complex tourism 
products.

• Provide counselling for schools and teachers in designing VET curricula, and  disse-
minate successful experiences and practices between VET schools;

• Change the learning methodologies applied in schools, universities, and VETs. 
• Identify skills needed in the tourism industry and integrate them into the new 

curricula design. 
• Create conditions for collaborative learning, cross-curriculum and interdisciplinary 

collaboration between students, faculty, universities and the community in gene-
ral. 

• Create Virtual Knowledge Centre with a large database on materials, documents 
on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

• Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business by creating awareness among businesses regar-
ding benefits of e-business recognize; the e-business tools, platforms and softwa-
re solutions to adopt.

3. Design and Development

This service relates to the design and development of new innovative approaches, 
models tools, solutions for the tourism industry. In particular the new design models 
should aim to create Innovative tourism ecosystems that brings together different 
tourism industries and supporting ones in a destination, thematic area and cross bor-
der level, to work together to improve their individual performance and the quality 
of tourism (in the area) through the development and exchange of skills, knowledge, 
expertise  and experiences. This process also seeks to reinforce and improve inter-
nal and external diffusion and communication of information between different sta-
keholders by promoting the collaboration and the information interchange between 
different stakeholders at local and cross border level. Designing and developing such 
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new approaches requires also the creation of effective conditions (Physical, virtual 
and technological ones) for the design of new ideas, realization of real products and 
services. This could be done by creating the environment that allows people, firms, 
and students etc. to work together and to network with others in a multi-disciplinary, 
cross –industry and international frame for effective planning, marketing and promo-
tion of tourism destination with the aim to ensure a differential and high-quality visi-
tor experience. 
In this activity physical spaces (such as incubators, labs, technological parks or spaces) 
for networking, for design of new products in a collaborative frame, for development 
of product prototypes, experimentation of new options are required. Also, the tech-
nological and scientific provision is necessary for this process. On the other hand vir-
tual environments such as virtual laboratories, living labs platforms, open innovation 
platforms etc. could provide conditions for effective and efficient tourism product and 
service design and development in a collaborative way. 

The activities that could be realized for achieving such objective consist on:

• Creating co-working spaces and platforms that serve to create Tourism innovative 
ecosystems around a particular issue/objective.

• ESTABLISHMENT OF TOURISM STARTUPS AND SPIN-OFFS
• Development of new knowledge based services for the tourism industry; 
• Design, development and test of new technological tools and solutions (such as 

DMS, Tourism Apps, ecommerce platforms, forums and blogs, open innovation for 
co-creation of services with  customers and other stakeholders); 

• Creating Incubation centers in a multidisciplinary and cross industry frame;
• Offer Business consultancy (tourism internationalization, promotion, brand mana-

gement, ecommerce and ebusiness adoption, prototyping, intellectual property 
etc);

• Provide financial support for the realization of Innovative solutions for tourism 
ecosystem

• Provide methods, practical tools, resources, videos and takeaways that benefit 
both businesses and designers in the process of creative product design and deve-
lopment.

4. Deliver and Commercialize products realized 

Deliver and commercialization process is related to the activities that lead to the com-
mercialization and internationalization of tourism products and services. It is related 
with the creation of a brand under which the tourism products could be presented, 
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the promotion of tourism services and products through different distribution chan-
nels (media, internet, ecommerce, ebusiness etc.), the commercialization of products 
and services at international level according to specific needs of the target groups, 
management of relations with tourists before, during and after the trip. Promotion 
of complementary tourism products that increase the value of tourist’s experience. 
Therefore the main activities that support this process consist of: 
• Marketing analysis support;
• Promotional activities (Trade shows; Events, ecommerce, ebusiness etc.)
• Business consultation for promotion, marketing and brand management of touri-

sm products and services
• Understanding of tourism Trade regulations and Policies 
• Establishment of ebusiness models 
• Realization or access on Ecommerce platforms 
• brand management and social networking management
• Internationalization and global management of tourism products and services  

5. Growth and sustainability 

This process aims to provide dynamicity and continuity to the continuous innovation 
process of the tourism sector. This phase is focused on having a scanning ability that 
monitors the external environment and identify new market and venture opportuni-
ties. By scanning the environment (sensemaking) it is possible to receive and interpret 
messages about new markets, new technologies and competitive threats and enable 
tourism organizations to effectuate the necessary adjustments and to quickly accom-
plish reconfiguration and transformation ahead of competition.  
The growth and sustainability could be realized in different ways as by encouraging 
tourism firms to consider change as a constant, to learn to monitor the environment 
continuously, to benchmark and learn form best practices, to learn from latest de-
velopment in science and technology, to learn from partners, strategic alliances. In-
vestment in basic research and development, provision of training programmes could 
improve tourism firm’s ability to understand and exploit external opportunities for 
sustainable competitive advantage. The activities include:

o Continuous innovation and creation of new tourism products and service;
o Continuous CO-CREATION OF TOURISM SERVICES and products with customers;
o Tourism Market Intelligence for finding out new opportunities for innovative ide-

as; 
o Building Champions and Seeding the tourism Innovative Ecosystem;
o Create databases of best practices and successful experiences;
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o Foster collaboration across disciplines to find out new emerging opportunities; 
o Create and/or strengthen partnerships within the community.
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Part 5: Activities

In a summarized way the activities that permit the realization of an innovative and 
competiveness approach for the tourism industry consist on: 

1. Exploitation of new opportunities offered by ICT tools, solutions, apps and web 
portals for creation of new business models based on convergent technologies, 
for online promotion and networking, for discussion and dissemination of suc-
cess stories 

2. Exploitation of new opportunities offered by Information communication tech-
nologies and the emerging disruptive technologies for the exploitation of diverse 
forms of collaboration, networking and co-working, as well as multiplies the pos-
sibilities of utilization of creativity from one medium to another.

3. Organize and promote vocational education training tailored to the tourism in-
dustry needs such as ebusiness for tourism, emarketing, tourism social media, 
social networking approaches for understanding and interrelating with custo-
mer,  etc. ; 

4. Awareness creation with the objective of raising awareness about real opportu-
nities and benefits about the usefulness of the technology, learning and educa-
tion programs for students, managers, public executives etc.

5. Awareness creation about the importance of creating communities with the mis-
sion of fostering collaborative and innovative mindsets, by building links betwe-
en the public and the private sector, involving schools, academia and businesses 

6. Invest in creating the right level of knowledge, skills, education  and competen-
cies of human capital to cope with the emerging challenges; 

7. Invest in encouraging innovation and creativity activity through a range of ex-
tra-curricular activities such as  competitions and awards, dedicated program-
mes on building self-confidence and self-efficacy; meetings with business exper-
ts and entrepreneurs.

8. Realize ad-hoc courses, syllabus for innovativeness of Tourism industry and for 
ICT based models;

9. Organize summer schools tailored to specific target groups to share and provide 
evidences of new innovative approaches for the tourism sector, to stimulate in 
them the collaborative and networking mindset, the innovation culture, as well 
as to start to experiment new innovative models for the tourism firms.

10. Creating the right business environment by improving policies, strengthening 



142

institutional and regulatory instruments particularly to reinforce intellectual pro-
perty regime, competition law and fiscal policies. 

11. Improve regulations and mechanisms for access to financing, including mi-
cro-credit for independent creative workers and micro enterprises; 

12. Invest in lifelong learning initiatives and the creation of innovative tourism ecosy-
stems to institutionally embed innovativeness mindset of the sector in order to 
maximize its impact on the regional development

13. Create the conditions for creation of networking forms, co-working places, open 
innovation platforms, virtual collaborative environments that permits firms to 
tap into the social dimension of collective knowledge shared among groups with 
common interests.

14. Facilitate the adaptation of businesses to market developments in new informa-
tion technologies and improve their competitiveness by making the maximum 
use of possible synergies between the two sectors.

15. Encourage cooperation between cross border destinations, industry represen-
tatives and public and private operators, education and research institutions in 
order to consolidate the knowledge base by facilitating the exchange of know-
how, experience and good practices. 

16. Stimulate collaborative learning, cross-curriculum and interdisciplinary collabo-
ration between students, faculty, universities and the community in general. 

17. Design, development and test of new technological tools and solutions (such as 
DMS, Tourism Apps, ecommerce platforms, forums and blogs, open innovation 
for co-creation of services with  customers and other stakeholders); 

18. Provide financial and institutional  support for the realization of Innovative solu-
tions for tourism ecosystem and for the internationalization and global manage-
ment of tourism products and services  

19. Foster collaboration across disciplines to find out new opportunities for innova-
tive ideas, and to continuously innovate new tourism products and service. 

The list of activities to be realized could be clustered in 6 macro-areas

Education
• Realize ad-hoc courses, syllabus for innovativeness of Tourism industry and for ICT 

based models;
• Organize and promote vocational education training tailored to the tourism indu-

stry needs such as ebusiness for tourism, emarketing, tourism social media, social 
networking approaches for understanding and interrelating with customer,  etc. ; 

• Organize summer schools tailored to specific target groups to share and provide 
evidences of new innovative approaches for the tourism sector, to stimulate in 
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them the collaborative and networking mindset, the innovation culture, as well as 
to start to experiment new innovative models for the tourism firms.

• Organize executive programs for managers and public officials to create skills and 
competencies that could drive them toward a more innovative entrepreneurship 
of tourism firms;

• Bring together tourism and education stakeholders through active practical co-o-
peration and networking for promoting multidisciplinary competence develop-
ment and complex multidimensional tasks in order to deliver the complex tourism 
products.

• Provide counselling for schools and teachers in designing VET curricula, and  disse-
minate successful experiences and practices between VET schools;

• Change the learning methodologies applied in schools, universities, and VETs. 
• Identify skills needed in the tourism industry and integrate them into the new 

curricula design. 
• Create conditions for collaborative learning, cross-curriculum and interdisciplinary col-

laboration between students, faculty, universities and the community in general. 
• Create Virtual Knowledge Centre with a large database on materials, documents 

on policy and research reports; models, methods and course materials; initiatives, 
information, events and contests. 

• Organize workshops, seminars, conferences to help the development and imple-
mentation of electronic business by creating awareness among businesses regar-
ding benefits of e-business recognize; the e-business tools, platforms and softwa-
re solutions to adopt.

Technological activities 
• Creating co-working infrastructure that serve to create Tourism innovative ecosy-

stems around a particular issue/objective.
• Design, development and test of new technological tools and solutions (such as 

DMS, Tourism Apps, ecommerce platforms, forums and blogs, open innovation for 
co-creation of services with  customers and other stakeholders) for accessing and 
reaching the global market; 

• Develop Ebusiness models and platforms
• Develop virtual knowledge platforms for knowledge and technology transfer; 
• Develop virtual network platform  for collaboration;
• Develop living labs platforms and open innovation platforms;

Networking and innovation 
• Community creation (physical, virtual, private-public-universities)
• Centers of excellence
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• Technology networks and platforms 
• Technology centers and labs
• Develop research and scientific labs 
• Organization of workshops and events as an important channel for wider networ-

king;
• Create the appropriate ecosystem for innovation  (clusters of business, education, 

research and public sector) 
• Establish Virtual collaborative models  with the mission of fostering collaborative 

and innovative mindsets, by building links between the public and the private sec-
tor, involving schools, academia and businesses

• Establish physical Coworking spaces (incubation center, technological labs, etc.)
• Create clusters of innovative people  
• Develop Open innovation business models 
• Establish tourism clusters  for sharing know-how and infrastructure facilities;
• Provide services for business innovation and creativity 
• Technology Transfer And Commercialization

Environment
• Culture change/social interactions 
• Regulations
• Finance (diversified for different phases of entrepreneurial process) 
• Supporting policies
• Coaching and supportive services
• ICT Infrastructure
• Support social infrastructure to foster an innovation ecosystem (openness, tole-

rance, collaboration) Incentives

Market and trade
• Management of International business and trade
• Business consulting center (legal, managerial, regulatory, etc.) 
• Marketing activities
• Brand management 
• Promotional activities (Trade shows; Events etc.)
• Sectorial, local or international networking development for approaching global 

markets 
• Commercialization at local and international levels
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Communication and dissemination activities
• Promotional activities (Trade shows; Events etc.
• Celebration of the new product/services as a resource for competitiveness
• Building Champions and Seeding the Ecosystem
• Create databases of best practices and successful experiences 
• Organization of workshops and events, seminars and  conferences 
• Organization of inter-sectorial and interdisciplinary meetings 
• Create information materials such as posters, brochures, templates and speciali-

zed materials for any kind of external communication.
• Use of ICT tools and web portals for online promotion, networking, discussion and 

dissemination of success stories.
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Part 6: Target groups: 

The target groups and beneficiaries of the above activities and initiatives could be: 

• Private Local, regional officials and  administrators;
• Public Local, regional officials and  administrators ; 
• Tourism operators staff;
• Young students
• Entrepreneurs
• Research and education personnel
• Professional associations 
• Local businesses dealing with cultural heritage and local attractiveness; 
• Tourism promoters
• Tourism Managers and officials
• Institutions 
• Organizations and interest groups that deal with issues related to tourism deve-

lopment, planning, policies, promotion etc.
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Part  7: Service providers 

The ecosystem of suppliers /service providers:

Public government as promoters, regulators, initiators, supporters. 
• Creation of institutional mechanisms and Regulatory framework 
• Business normatives and policies
• Promoting and investing in R&D and in creative product development 
• Leadership and support 
• Fiscal and financial policies
• Investment strategy (that aims to develop domestic creative industries that are 

outward-looking and that actively target FDI and export markets in addition to 
local markets for creative products)

• Promoters, organizers of collaborative models for tourism management;
• Promoters of new Education Strategies for the tourism industry;
• Development strategies 
• Provision of finance and Incentives for creation of tourism Innovative ecosystems 
• Infrastructural environment 

Private companies promoters, supporters and collaborators:
• Networking
• Role models
• New business models
• Best practices
• Collaborative working  for creative design of tourism products and services
• Providers of technological infrastructure
• Financial support for creating new solutions tailored to their needs
• Knowledge and experience on trade and investment
• Information about main trends and challenges 
• Informators of the main challenges and problems encountered

Research institutions and universities collaborators, promoters, supporters. 
• Education 
• Life - long learning
• Scientific Knowledge and experience 
• Technology transfer
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• Conditions for generating, designing and developing new tourism products and 
services

• Academic networking opportunities
• Academic infrastructure for stimulating and experimenting creative products 
• Talents, skills, capacities

NGO collaborators and supporters 
• Stimulate and create awareness
• Communicate good and best practices
• Celebrate winners
• Collaboration 

Civil society collaborators and supporters
• Culture change
• Support on leading the change
• Networking 
• Wide access to different target groups 
• Experimentation of new creative models to wide audience



149



150


