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Abstract—The objective of this study is to identify and explore
how adequate is modern innovation support mechanism to developed
creative industries. We argue that current development and support
strategy for creative industries, although acknowledge high
correlation between innovation and creativity, do not seek to improve
conditions to promote systematic innovation development in the
creative sector. Using the Lithuanian animation industry as a case
study, this paper will examine innovation contribution to creativity
and, for that matter, the competitiveness of animation enterprises.
This paper proposes insights that contribute to theoretical and
practical discussions on how creative profile companies build
national and international competitiveness through innovations. The
conclusions suggest that development of creative industries could
greatly benefit if policymakers would implement tools that would
encourage creative profile enterprises to invest in to development of
innovation at a constant rate.
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[. INTRODUCTION

ODAY one cannot analyze the dynamics of the animation

industry outside the context of creative industries. In fact,
the animation industry has become so intertwined with the
concept of creative industries, that the former term, or to be
more precise, its place and purpose today in society and the
economy is defined through the lenses of creative industries.
Of course the animation industry and creative industries are
neither synonymous nor interchangeable. Creative industries
are a concept that groups heterogeneous industries ranging
from traditional arts and crafts, publishing, music, and visual
and performing arts to more technology-intensive industries
like film, television, animation, radio broadcasting and design
[1]. Whereas, the animation industry can be defined as a group
of creative profile enterprises that provides services required
to execute the animation product. Thus, the animation industry
is just one of many segments of creative industries.

Since the mid-1990s, scholars and local and international
government agencies have increased their attention to the
cultural sector in order to determine its influence to the
regional or urban economy. What they found was
overwhelming evidence of this economic sector’s incredible
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growth, efficiency and stability (even in economic crisis), not
to mention high resistance to robotization [2]-[8].
Furthermore, this pattern of growth rate and scale is truly
global. Thus, creative industries are perceived as among the
most dynamic emerging sectors on the global trade theater [1].
However, as most key research reports conducted by the EU
point out — creative industries are still a largely untapped re-
source [9]-[11]. Therefore, to reach strong, smart, sustainable
and developed creative industries, there are various levels of
problems in the fields of law, tax, education and management
that need to be resolved. Thus, new methodologies and tools
based on research and empirical evidence are needed to reach
the full potential of creative industries. However, creative
industries are still greatly under-researched. Thus, nation and
international cultural policy formulated without the backing of
research can lead to the poorly targeted, ill-conceived
approaches that can result in a waste of time, money and other
types of resources [9]. Therefore, a shortest path to achieve
goals set in the Creative Europe [11] and Europe 2020 [12]
strategies is to develop a better understanding of the creative
sector.

This void in research on creative industries can be attributed
to the perception of culture and its purpose in general. If until
the 1990s most of cultural activities were executed and
brought to daylight only because it was funded with direct or
indirect state aid [12]-[14], today creative industries are
perceived as a dynamic emerging economic sector that
significantly contributes to the country's well-being. Thus, the
purpose of creativity and culture shifted as well. It is important
to notice that one of the reasons why the cultural sector has
one through such a radical transformation in society’s eyes is
because creative industries have a high tendency to innovate.
Furthermore, creative industries are known to stimulate
innovation in other industries that are in need of creative
solutions [1]. However, if scholars and policy-makers can
agree that innovation can be a foundation for economic
prosperity and have an extremely positive affect for an
organization’s growth and development, there are still debates
on the types, process and even definition of innovative
activities in creative industries. Thus, with the increasing need
for innovation to maintain sustainability and growth of an
economy, it has become essential for countries to stimulate the
development and growth of their creative industries.

The purpose of this study is to enlarge the understanding of
the connection between the activities of creative profile
enterprises and the innovative process. More specifically, the
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paper focuses on the factors that in any matter affect the
innovation process of creative profile enterprises in the
animation industry. The evidence presented in this paper can
be used to inform policy-makers how to design and implement
schemes that would effectively stimulate the development and
growth of creative profile enterprises and creative industries
altogether.

This paper is structured as follows: firstly, the authors will
review literature and previous researches related to the
creative industry and innovation process. Secondly, empirical
research methodology and data collected through a
questionnaire will be presented. This paper will present and
discuss unique properties that creative industries behold, also
develop a number of propositions to support the growth and
development for creative profile enterprises. The authors will
conclude with the assessment of the research limitations and
suggestions for further investigations.

II. LITERATURE REVIEW

Creative industries are by definition a major source of
innovative ideas [15]. It is a crossroads where technology, art
and business meet. Furthermore, because of overwhelming
evidence of the contribution of creative sector to the local
economy, policy-makers all around the globe are looking for
tools that would most effectively stimulate the growth and
development of local creative industries. This is the case in the
EU, where creative industries are perceived as a concept that
embodies an integral part of a sustainable European future that
will result in the development of economic, social,
environmental and cultural dimensions. Thus, the EU
perceives strategic goals to stimulate innovation and the
development of creative industries as complementary, rather
than as two independent tasks.

An important feature of the creative sector is its
irreplaceable dependency on a key strategic resource — human
capital. Researches that focus on human resources in creative
industries stressed the importance of innovation to the creative
process and final creative products [16]. And this relationship
between creative industries and innovation is instinctive
because the creative process, first of all, is about
experimentation. Or to be more precise, every single creative
product or service has to be unique, or at least, easily
distinguishable from previous creative results. Failure to do so
may result in professional disgrace or even criminal offence.
Thus, natural motivation to produce unique creative product or
service stimulates innovations in creative industries.
Furthermore, Hartley [17] argues that creativity, or desire for
innovative solutions, is perhaps the most important goal for
workers in creative industries. Also, Bakhshi et al. [18] claim
that creative sector is considerably more innovative than other
economic sectors.

Miiller et al. [15] identify three ways in which creative
industries contribute to the overall innovation process. Firstly,
(i) the creative industry is itself a great source of innovative
ideas and solutions. Secondly, (ii) the innovation process is
indirectly stimulated by the service offered to enterprises that
operate outside the concept of creative industries. And lastly,

(iii) the innovation process is stimulated because creative
profile enterprises, such as heavy high-end technology users,
constantly demand technological advances from technological
service providers. Thus, the innovative process is not sealed
within creative industries, but quite the opposite — developed
creative industries stimulate the innovation process in a
country’s entire economy.

It is paramount to highlight that today the definition of the
concept of innovation is very broad and diverse. For example,
Edison et al. [19] conducted a literature review on the concept
of innovation and found over 40 different definitions for the
term. Thus, it is no surprise that the innovation process is
perceived and understood with some disparity by scholars,
industry representatives and policy-makers. However,
innovation, in the simplest way, can be defined as a process or
product that is novel and creates value. Thus, innovations are
produced not only when there is a never-seen-before
revolutionary product, but also when there is an improvement
over an existing service or product [20]. However, it should be
noticed that innovation and invention are not synonymous
[21]. As mentioned before, innovation must be not only a
novelty, but also has to create value. Therefore, in the context
of creative industries, even when innovation is aesthetic in
nature, it has to produce added value to the owner.

A literature review shows that among scholars who analyze
the innovation process in creative industries currently there is
no agreement upon a definition or categorization of
innovations in creative industries. Furthermore, there is a
strong emphasis on technological type of innovations [22].
However, the authors of this paper could distinguish the
following types of innovations in creative industries —
technological, aesthetic, content and administrative [15], [22]-
[26] (Table I). Although, all presented types of innovations in
creative industries are still a matter of debate, it is therefore
likely that in the near future it will be refined.

TABLEI
TYPOLOGY AND DEFINITION OF INNOVATION IN CREATIVE INDUSTRIES

Innovation type Characteristics and examples

- Research-based innovation;

- Innovation that usually is a result of research done by
R&D;

- Can be patentable.

- Innovation that is aesthetic in nature;

- This innovation improves functionality;

Aesthetic - Demand for this innovation type rise from customer's wish
to have a unique product (e.g., company's logo or
architectural design).

- Content adaptation to the new media format;

- A new way to execute marketing or use of the product;

- Innovation that improves production process by reducing
cost or increasing creativity;

- Because creative industries are project-based this type of
innovation cannot applicable once project is completed.

Technological

Content

Administrative

From Table I, it can be seen that every single creative
project will embody at least one type of innovation. Thus, it is
not surprising that creative industries are becoming perceived
as an avant-garde of innovation [18], [27]-[29]. However,
there is still a formidable gap between creative industries and
policy-makers. Therefore, it is paramount that national
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innovation development policy should coincide with the
development policies of creative industries.

The aim of this study is to gather data about the innovation
process in the Lithuanian animation segment and explore the
innovation phenomena in creative industries in general.
Moreover, this study examines the innovation process from
the industry’s perspective rather than from the official
government’s point of view. This paper also analyzes how
effectively Lithuanian cultural policy stimulates the
innovation and development of local creative industries.
Finally, this paper proposes insights that can contribute to
theoretical and practical discussions on how animation
enterprises build competitiveness through innovations. The
authors anticipate that the animation industry recognizes
innovation’s role to retain competitiveness in local and global
market. Thus, the key task for policy-makers should be
implementing policy mechanisms that would stimulate
creative profile enterprises to pursue innovative solutions
constantly and at the bigger scale rather than only when it is
necessary or convenient. Therefore, the authors hypothesize
that:

H1. The innovation process in Lithuania is perceived mostly
as technological.

H2. The animation industry recognizes innovation’s role to
maintain competitiveness in the market.

H3. In the animation industry, innovation strongly intertwines
with creativity.

III. EMPIRICAL STUDY

The data used for this study was collected by quantitative
questionnaire conducted in January 2017. The research was
done with 18 respondents that represented animation industry
enterprises working in Lithuania. The firms investigated had
to meet the following three criteria in order to be included in
the study:

1) They needed to be registered as a legal body in Lithuania;

2) They needed to publicly demonstrate evidence that the
company has the competence to produce or execute a
cinematographic animation project;

3) They needed to be independent firms.

The first step in the study was to compile a list of animation
enterprises using partial lists available in various government
agencies, animation industry associations, specialized
institutes, etc. The authors identified 24 animation studios in
Lithuania that met the criteria above. An electronic invitation
to participate in this study was sent to these animation
enterprises. The invitation emphasized the relevance of the
study in order to collect data about the animation industry and
its potential impact to Lithuanian cultural policy-makers. A
structured questionnaire of 63 questions (23 out of them were
five-point Likert-type questions) and one extra section at the
end for comments was posted on the digital platform designed
to conduct this type of questionnaire. The questions were
formulated so they would be incoherence with the EU’s
Europe 2020 strategy [12], Creative Europe program goals
[11], Lithuanian Republic Ministry of Culture Policy
Guideline [30] and Lithuanian Creative Industry Policy

Guidelines for 2016-2020 timeframe [31]. However, six
studios verbally informed authors that they refuse to
participate in the study for various reasons. Therefore, data
was gathered from 18 animation studios (75% of the active
animation enterprises in Lithuania).

The main objective of the questionnaire was for a first time
in modern Lithuanian history to gather all-round information
about animation industry. However, this paper only analyses
collected data related to the innovation process in Lithuanian
animation industry. Therefore, other collected data about
industry’s specific education, preferred animation techniques
of a studio, artistic achievements at national or international
levels, internationalization processes and so on will not be
addressed in this paper.

IV. FINDINGS

Respondents were given single-answer five-point Likert
scale questions about how strongly they agree with the
statement that “innovation plays a very important role in the
animation industry in order to maintain competitiveness in the
market”. To this, 50% of respondents indicated that they
“strongly agree”; a third of respondents indicated that they
“more agree that disagree”; while 17% of respondents stated
that they “neither agree, nor disagree” with the statement (Fig.

1.

. Strongly agree
. More agree that disagree

Nor agree, nor disagree

Fig. 1 Respondents answers on the statement that “innovations play
very important role in animation industry in order to maintain
competitiveness in the market”

When asked if their studio’s work culture stimulates
innovation, 83% of the respondents indicated that “Yes, it
does” whereas the remaining respondents stated that their
work culture only “partly encourages” the pursuit of
innovative solutions. When asked if animation studios use
innovations in their animation projects, a positive answer was
indicated by 89% of the respondents.

The next question asked respondents to describe briefly
their innovative solutions created by their studio. To this, 72%
of the respondents complied with this request and the rest
refused or could not indicate any innovative solutions created
by the animation studio they represented. However, all
presented innovations were of a technological type.

Respondents were asked if their studio has an R&D
department. To which, 28% of respondents indicated that they
do. However, when asked if in their studio there are
researchers who would periodically publish academic papers,
only 22% of respondents stated that there was. Interestingly, in
the entire Lithuanian animation industry there is only one
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studio that has an R&D department and a researcher who
periodically publishes academic papers.

Collected data from the questionnaire conducted revealed
that 56% of industry representatives “strongly agree” and 44%
“more agree that disagree” with the statement that it takes
considerable time for various animation specialists to master a
new innovation. Although, when asked if respondents agree
with the statement that creatives in the animation industry
accept innovations relatively easy, 11% indicated that they
“strongly agree”, 39% - “more agree that disagree”, 44%
indicated that they “neither agree, nor disagree”, and lastly 6%
of representatives stated that they “more disagree that agree”.

Finally, when representatives of the animation enterprises
were asked if they agree with the statement that “the
innovation process is promoted by current government
policy”, the statements of “more agree that disagree” and
“neither agree, nor disagree” were chosen by 17% of
respondents; while 28% of respondents stated that they “more
disagree that agree” and 38% stated that they “strongly
disagree”.

V.DISCUSSION

It is important to highlight that the Lithuanian government
at this point has policies focused on the growth and
development of Lithuanian creative industries. The Lithuanian
Republic Ministry of Culture Policy Guideline [30] and
Lithuanian Creative Industry Policy Guidelines for the 2016-
2020 timeframe [31] are key documents that embody the
principles of how this growth and development should be
achieved. And because Lithuania is a member of the EU, the
country’s cultural policy is incoherence with the Creative
Europe program goals [11]. Thus, innovation development
policy plays a considerable part in the overall strategy to
develop local creative industries. Furthermore, strengthening
the innovation process in Lithuanian creative industries is
declared as one of four key tasks [31]. However, these
documents heavily focus on technological innovations and the
generation of innovation through cooperation with the
academic sector. This suggests that the government body
envisions the innovation process in creative industries mostly
through technical advances. However, this strategy may
backfire because this would mean that government is
concentrating its efforts on increasing the quantity rather than
the quality of creative products and services. Thus, directing
Lithuanian creative industries towards providing creative
service to others rather than stimulating to create unique
cultural products. Although, it is important to notice that
creative service providers and owners of creative product are
not a dichotomy, in the sense that a country may have one or
the other. In fact, optimal creative industries are those that
have sufficient quantities of talented content creators and
competent creative service providers. It is important to notice
that these documents acknowledge that it is difficult to form a
targeted approach to stimulate the development and growth of
creative industries because data about this economic sector are
till scarce. Thus, this can partly explain why Lithuanian key
cultural policy documents are so abstract and vague.

Therefore, it is not surprising that the industry’s evaluation of
government activities towards promoting the innovation
process in creative industries is generally negative. However,
this abstract understanding of the innovation process and its
purpose in creative industries is not limited to government
bodies, but is visible in the industry as well. The fact that all
presented innovative solutions created by Lithuanian
animation studios are only of a technological type suggests
that innovative solutions of administrative or content types are
not even perceived as true innovations within the industry.
Therefore, although creative industries are naturally a
stimulating environment for innovations, the dominant
standpoint that technological innovations are more valuable
than any other type of innovation is harmful in the long run.
Thus, gathered data with the analysis of Lithuanian cultural
policy documents supports the first hypothesis.

The quantitative questionnaire conducted by the authors
clearly shows that the animation industry recognizes the
importance of innovation to gain or even just to maintain
competitiveness in the market. Moreover, 72% of respondents
indicated that the studio they represented had produced
innovative solutions of a technological type. In addition, the
fact that a bit less than a third of the animation studios have an
R&D department, suggests that the industry not only perceives
innovation as the key element to achieve its strategic goals,
but also that it is a constant necessity in order to survive in the
truly global market. Moreover, the fact that more that 80% of
respondents indicated that their studio’s work culture
stimulates the search for innovative solutions suggests that
creativity is organically linked with a search for innovative
solutions. Or in other words, creative industries naturally form
a demand for a work environment that stimulates innovations.
Therefore, the second and third hypotheses are supported
empirically. These results are consistent with the theoretical
propositions and empirical findings in the literature that claims
that enterprises in creative industries are innovation-orientated
[17], [18], [15], [27]-[29].

It is interesting to note that the empirical evidence suggests
that there is some kind of misalignment between evaluations
of how easily innovations are implemented into the creative
work environment. Although, the respondents generally agree
with the statement that it takes considerable time for various
animation specialists to master new innovation, there is no
decisive verdict on how easy innovations are accepted by the
average animation specialist. The literature on this topic
suggests that acceptance to innovations can vary greatly and
the aspect that innovation is proven to be an improvement is
not a determining factor [32], [33], because the decision about
the acceptance of innovation can be influenced by various
factors including environment, as well as the characteristics of
the individuals and organizations that adopt the innovation,
not to mention characteristics and attributes of the innovation
itself [33]-[36]. Thus, animation studios could be exposed to
entirely different experiences involving acceptance and
implementation of innovation. However, addition data is
needed to explain such a varying assessment of the process of
acceptance of innovation in the animation industry.
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VI. CONCLUSIONS

The quantitative questionnaire conducted by authors for the
first time in Lithuanian history provides data about the
innovation process in direct relation to the animation industry.
Empirical evidence shows that the Lithuanian animation
industry recognizes innovation’s role to achieve and maintain
competitiveness in the market. Moreover, evidence shows that
innovation strongly intertwines with creativity in the
animation industry. However, our approach has limitations.
Although, 18 animation studios represented 75% of the active
animation industry in Lithuania, the sample is still small to
define conclusive patterns. Furthermore, factors of the
country’s origin, economic and political environment, the
status of direct and indirect state aid, even the quality of
education or traditions in the local industry will influence how
creative profile enterprises perceive innovation and its benefits
and challenges. Therefore, since the study was built based on a
survey with Lithuanian animation studios, researchers and
policy-makers should be cautious when generalizing to other
countries and/or creative industry segments. The authors, thus,
suggest that this study would be expanded to other countries
and creative segments as a way to validate the universality of
the results.

Lastly, data gathered by this quantitative questionnaire
provide an insight about how Lithuanian animation industry
perceives its own innovation process, scope and relationship
with creativity. Therefore, it is a subjective evaluation by
representatives of the animation industry. Thus, one should
exercise some caution when interpreting the results related to
the achievements of innovation efficiency or quality. Thus,
further investigation should consider more robust methods of
evaluation on the innovation process and its results in the
Lithuanian animation industry.
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