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Abstract 

 

Relevant scientific knowledge on the development of the creative industry confirms 

that culture increasingly follows economic and industrial models, which is confirmed 

by secondary data measuring the contribution of creative sectors through the prism of 

GDP, employment, innovation, but also the level of consumption of cultural goods 

and products and services based on creativity. The paper describes the development 

of the creative industry in several European countries, analysing and explaining the 

terms such as creative industry, cultural industry and cultural economy. Then, the 

development and organization of the creative industry in the Republic of Croatia is 

discussed, with special emphasis on the mapping of the creative industry, which was 

first published in 2015. With this mapping, a division into 12 sectors is proposed that 

is respected by creative industry theorists and practitioners. Furthermore, the position 

of the creative industry and the business assumptions of its 12 sectors in the Republic 

of Croatia are analysed in relation to the legal framework governing business activities 

in the creative industry, and especially in relation to the National Classification of 

Activities (NCA), as a basic act for classifying activities in the Republic of Croatia. 

As Heritage sector is one of the sectors of the creative industry, the paper comments 

on the fact that the nomenclature of activities from the NCA does not contain activities 

that would standardize the Heritage sector in all its definitions such as legal 

framework, conditions, and assumptions for its business activities. With such an 

approach, cultural heritage as the source basis of cultural activities is not economically 

seduced in economic activities such as tourism, and thus its resource is not valued by 

measurable economic indicators. Therefore, the highlight of the paper is to show that, 

without clear, organized and modern legal framework for doing business in Heritage 

sector (as a part of the creative industry), business potential of the heritage as an 

economic resource, would not be properly utilised or could even be lost.  
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1. INTRODUCTION 

 

The main topic of this paper is to make a short analyses and overview of the 

development and importance of creative industry within the economy as well as a 

position and legal treatment of the Heritage sector, as a part of the creative industry. 

Within the first chapter of the paper, besides the very definition of the creative 

industry, a historical development, or path from the term ‘cultural industry’ through 



the term ‘cultural and creative industry’ to the term ‘creative industry’ has been 

described. The next chapter deals with the development of the creative industry in 

general and in particular in Europe, commenting on the regulatory framework and 

treatment thereof in United Kingdom, Austria and Germany. Finally, the development 

of (cultural) creative industry in Croatia is being described. The following chapter 

analyses the assumptions for business activities in Heritage sector as a part of the 

creative industry in the Republic of Croatia. Further in the paper, methodology used 

for research is being described, as well as the main research goal and hypothesis have 

been set up. Within the discussion chapter, given hypothesis was tested by the findings 

of the short secondary research conducted which analysis was given in this paper. 

Also, in this chapter a topicality of the issue and need for further monitoring of 

regulation have been discussed. In the conclusion chapter, paper reveals few open 

questions, gives instructions for further research and also creates a final confirmation 

on the given hypothesis. 

 

2. CREATIVE INDUSTRY 

 

Unambiguous terminological definition and definition of the creative industry has not 

been achieved at the global level, which brings difficulties in defining the scope of 

data related to the creative industry, but also the terms related to the creative industry. 

In an effort to set a theoretical framework for the creative industry, the research 

approach of Horvat, Mijoč and Zrnić (2018) has been observed, which advises against 

the use of the term 'creative industry' in the plural, as it refers to a large number of 

sectors united around one industry – the creative industry. Although the term is taken 

from the Anglo-Saxon literature in plural, an analysis of the nomenclatures of other 

industries suggests that each formalized industry contains several sectors. Mijoč 

(2020:349) suggests that the proposal for the organization of the creative industry 

appears at the beginning of the new millennium and soon finds adoption realized in 

developed economies, where its economic and developmental role is confirmed. 

 

Breaking the term 'creative industry' into its constituent parts, it can be seen that the 

term 'creative' is derived from the verb 'to create' via the Latin root 'creare ', to put 

into existence, to produce, cause, make, conceive or compose. According to Howkins 

(2005) the term creativity actually means the ability to create and the work energy. 

The same author provides a simpler definition of creativity, defining it as "I have a 

new idea".  

 

The term 'industry' comes from the Latin root 'industria' and means the totality of 

mechanized and automated activity aimed at processing raw materials or semi-

finished products into finished ones. Furthermore, Domović, Anić and Klaić (2002) 

define the term 'industry' also as diligence, craft and industriousness. Although both 

definitions are very limited and not fully covering the production of intangible goods 

and services, their combination and analogous application to the field of production 

of intangible goods and services, nevertheless offers a brief description and definition 

of the term industry and marks the field of creative activities in a satisfactory manner.  

 



Before the emergence of the term creative industry, professional and scientific papers 

frequently used the term 'cultural economy'. Together with similar concepts, such as 

the creative economy and the cultural industry, the concept of the cultural economy 

has encouraged the flourishing of research in the economic and cultural geography, 

sociology, media and communications, urban planning and economics. "The reason 

for the increase in research is found in the growing interest in the ever-present changes 

in culture and the re-establishment economic geography recognizing that the economy 

is woven into the cultural, that the economic is represented through the cultural media 

of symbols, signs and discourse, and that the cultural materializes in the economic." 

(Crang, 1997:3). 

 

The notion of cultural economy was quickly criticized by authors who believed that 

the contribution of culture to an economy was so great that, following the example of 

other sectors of the national economy, it would be correct to classify all cultural 

activities that contribute to the economy as cultural industry. To make a distinction 

between the products of the cultural industry and the products of other industries the 

following definition is used: "cultural products are goods and services that are valued 

for their meaning and consumed at the time of interpretation and not at a practical 

time to solve a practical problem" (Lawrence and Phillips, 2002:431). 

 

In order to avoid pitfalls in defining products that belong to cultural products, i.e. 

respecting that the creative process of creation also occurs in activities that are not 

necessarily and strictly defined as cultural activities and products, the often used term 

is ‘cultural and creative industry’ (CCI). The fact that an individual thinks, and in the 

same process innovates, creates, designs, etc., points to the creative industry and the 

creation of economic value. This industry, whose sources are talent, skill and 

creativity, has recently expanded with technology. 

 

The new term has given great value to creativity and many in the cultural sector have 

welcomed it, happy to be taken more seriously by powerful economic actors. For some 

academics, however, it was "a dangerous shift towards the instrumental, where the 

theoretical framework, new policy goals and success indicators will be based on the 

logic and methods of economic analysis". (Banks and O'Connor, 2009:367). 

 

The creative industry is one of the most important areas of the global economy of the 

21st century. Since the 1990s, it has been listed as one of the fastest growing industries 

and is now positioned at the centre of the success of most developing countries, but 

also advanced economies. 

 

2.1. Development of Creative Industry  

 

In explaining the historical and developmental aspect of the creative industry, it is 

necessary to point out that, in terminological development, the first term to be 

theorized about was 'cultural industry', which precedes the now generally accepted 

term 'creative industry'. The term 'cultural industry' was first used by Adorno and 

Horkheimer in their work, The Dialectic of the Enlightenment, (first edition in 1947 



and reprint in 1969). The aim of this work was a sharp critique of the culture of mass 

consumption, standardization and commodification.1 Antoš (2018) explains that 

Adorno and Horkheimer (1969) argue that treating a cultural value as a monetary 

value means destroying its critical potential and its authenticity. Their criticism could 

be interpreted as opposing the entry of the cultural industry into the market. 

 

After a period of criticism of the commercialization of culture and mass consumption 

of cultural goods, the concept of cultural industry was significantly transformed in the 

period between the mid-70s and the end of the 80s of the last century. Hesmondhalgh 

(2007) argues that cultural industries are becoming one of the main drivers of cultural 

development. This is explained by the fact that cultural industries are increasingly 

affected by cultural globalization. Furthermore, the same author believes that the 

cultural industries are the main mediator in bringing elite art closer to the activities 

that work on communicating cultural content to a greater number of people. 

Hesmondhalgh (2007) further defines cultural industries as those activities that create 

cultural content and communicate them in certain ways to a broad audience. In his 

view, the term 'cultural industry' encompasses a very wide range of areas. He 

considers advertising, marketing, radio, television, film and music industries, internet, 

publishing, video industry and computer game industry as the key areas. 

 

2.1.1. Development of the Creative Industry in Europe 

 

Rašić Bakarić, Bačić and Božić (2015) suggest that, due to the development of 

technology and new media, the concept of cultural industries, based on a very narrow 

definition of art and culture, has proved insufficient. Therefore, in the early 90s of the 

last century, a new concept and term, 'creative industry' was introduced. 

 

Rašić Bakarić, Bačić and Božić (2015) further explain that the greatest credit for 

promoting the concept of creative industry is given to the Office for Creative 

Industries of the Department for Digital, Culture, Media & Sport, of the British 

Government. In 1998, the office adopted an important document, the Creative 

Industries Mapping. Rašić Bakarić, Bačić and Božić (2015) emphasize that the 

document contains the first definition of the creative industry according to which the 

industry combines the activities that arise from the creativity, skills and talents of 

individuals and have the potential to create wealth and jobs through production and 

exploitation intellectual property. 

 

In their search for a description of the cultural/creative industry, Rašić Bakarić, Bačić 

and Božić (2015) refer to a definition from a document published by the European 

Commission in 2010 – Green Paper on Unlocking the Potential of Cultural and 

Creative Industries. The document defines a cultural industry as an industry that 

produces and distributes goods or services that have a specific character, content, 

purpose or use, and that integrates or transmits cultural expression, regardless of the 

 
1 Commodification is the process of associating economic value with something not previously 

considered in economic categories. 



commercial value of those goods or services. In addition to the traditional arts sectors 

(performing arts, fine arts and cultural heritage – including the public sector), the 

cultural industry includes film, DVD and video, TV and radio, video games, new 

media, music, books and print. The creative industry is defined as "[the industry] that 

uses culture as an input and contains a cultural dimension, although their products are 

characterized by greater functionality. [It] includes architecture and design, graphic 

design, fashion design and advertising." (Rašić Bakarić, Bačić and Božić, 2015:25). 

 

However, taking into account all the definitions and distinctive features of the cultural 

and creative industries, almost all authors who still deal with the subject of cultural 

and creative industries agree that in recent years the term 'creative industry' has largely 

replaced the term 'cultural industry' (Caves, 2000, Howkins, 2002, Hartley, 2005, 

Wikstrom, 2013).  

 

As one of the proponents of the term creative industry, Cunningham (2007) holds that 

in defining this term one should not start from the output product or service, but from 

input into industry. He sees the creative industry as a relatively new industrial 

component of an economy in which input is creativity and output is content or 

intellectual property.  

 

There are also certain critics who claim that the terminology currently used in the 

creative industry is insufficiently precise, inconsistent and often confusing. Galloway 

and Dunlop (2014) point out that the terms 'cultural industry' and 'creative industry' 

are very often confused in practice, that the difference between their meanings is not 

clear enough and that the official explanation of their legal meaning is not respected. 

Given that the two terms are often equated, explaining the differences brings about a 

new challenge. According to Cunningham (2002), the latest phase of technological 

development and change, including the world wide web and digitization, has in a way 

"outgrown" the concept of cultural industry that had focused on art (film, publishing, 

music). The creative industry is a product of technological changes springing up 

between the end of the 20th and the beginning of the 21st century. Cunningham (2002) 

also points out that critics rightly warn that the widely accepted DCMS division of the 

creative industry is very arbitrarily exclusive and, for example, omits the heritage 

sector, which is just as robust in its economic, creative and cultural characteristics as 

some of the sectors that the division does include. This critique is particularly 

important in relation to the subject of research of this paper. 

 

As a consequence of better understanding of the impact of the creative industry on the 

economy and acceptance of the need for education in the creative industry, there 

appeared the need for policies in the area of the creative industries that encourage the 

creation of appropriate education programs for students and professionals. Global 

education adapts to the challenges of the creative industry, so the need for conceptual 

guidance is understandable. 

 

Rašić Bakarić, Bačić and Božić (2015) explain that interest in the cultural and creative 

industries and creative professions on the part of scientists, but also policymakers, has 



been growing over the last decade. Simultaneously, there is a growing emphasis on 

research on the economic relevance of the creative industry sector. Research shows 

that, despite significant progress at the theoretical and empirical levels, there is still 

no clear definition and assessment of the reach and scope of the industry. The three 

most common approaches in the measurement of the economic contribution of the 

creative/cultural industry (Rašić Bakarić, Bačić and Božić, 2015:28) are the 

following:  

1. activity-based approach 

2. occupation-based approach 

3. approach that combines activities and occupations. 

 

The total contribution of the creative industry to the overall economy is also called 

the creative economy. Consequently, the creative industry forms a subset of the 

creative economy that encompasses all employees in the creative industry (Fig. 1). 
 

Fig. 1 Terminological distinction between the creative economy and the creative industry 

 

 

 

 

 

The creative economy includes the contribution of 

employees in creative industries/activities, creative and 

non-creative  

 

 

 

 

 

The creative industry includes only the contribution of all 

employees in the creative industry/activities (employees 

in creative or non-creative occupations) 

Source: DCMS (2015:4) 

 

Many European countries have already developed their own creative industry models. 

For the purpose of this paper, a short analysis has been carried out for the creative 

industry models in Austria and Germany. The results of such analyses are presented 

within the chapter Findings herein. Along with these results, the development of the 

creative industry models in Republic of Croatia, together with some key economic 

indicators thereof, have been shortly presented in the next chapter. 

 

2.1.2. Development of the creative industry in the Republic of Croatia 

 

In the Republic of Croatia, scientific research related to the creative industry is still in 

the development phase. Rašić Bakarić, Bačić and Božić (2015) point out that the first 

significant research related to the creative industry was conducted by Državni zavod 

za intelektualno vlasništvo (the State Intellectual Property Office) in 2007, in 

cooperation with the World Intellectual Property Organization. For the first time in 

the Republic of Croatia, the research assessed the economic contribution of the sectors 

that produce intellectual property, as well as the sectors that are necessary for the 

transfer of goods and services to consumers. The survey covered a significant number 

of activities (54 key activities based on copyright and 68 others) and, according to the 

findings, their contribution to total Croatian GDP in 2004 was estimated at 4.3%, and 



at 4.7% in terms of employment. In relation to this research, Rašić Bakarić, Bačić and 

Božić explain that the 2015 mapping of the creative and cultural industries in Croatia 

was based on a smaller coverage of 45 activities. "The selection of activities was made 

in accordance with the Eurostat methodology, based on a review of the methodologies 

of selected countries (Austria, Germany and the United Kingdom) and in consultation 

with representatives of the creative and cultural industries in the Republic of Croatia." 

(Rašić Bakarić, Bačić and Božić, 2015:21). 

 

The first mapping of creative and cultural industries in the Republic of Croatia was 

conducted between December 2014 and May 2015 by Ekonomski institut (the 

Institute of Economics) of Zagreb, at the request of Hrvatski klaster konkurentnosti 

kreativnih i kulturnih industrija (the Croatian Competitiveness Cluster of Creative and 

Cultural Industries), HKKKI. Based on the first document related to the organization 

of the creative industry in the Republic of Croatia, HKKKI proposed a division into 

12 sectors of the Croatian creative industry (Fig. 4).  

 
Fig. 4 Creative industry sectors in the Republic of Croatia 

  
Source: Horvat, Mijoč, and Zrnić (2018:15) 



This division is also accepted by Horvat, Mijoč and Zrnić, who bring the following 

definition of the creative industry: "Creative industry implies production protected by 

copyright and included in projects that create (non)material products and services 

intended for exchange on the market" (Horvat, Mijoč and Zrnić, 2018:14). 

 

The mapping highlighted the significant economic potential of CI with almost HRK 

15 billion in annual revenue and HRK 6.3 billion in gross value added; 2.3% share in 

the GDP of the Republic of Croatia (Chart 1); a total of 124,000 jobs in the creative 

economy and the 5.7% share in the total number of business entities (Rašić-Bakarić, 

Bačić and Božić, 2015:73-76). 

 
Graph 1 Share of CI in the GDP of the Republic of Croatia in relation to other industries 

 
Source: Rašić-Bakarić, Bačić i Božić (2015:7) 

 

2.2. Assumptions for business in the Heritage Sector as Part of the Creative 

Industry 

 

The analysis of assumptions for business in the creative industry of the Republic of 

Croatia is based on the generally accepted division into 12 sectors (Fig. 4). Unlike the 

1998 mapping conducted by DCMS, this one does mention Heritage as one of the 

sectors of the creative industry. 

 

Considering that there is no single ordinance that regulates business related to the 

Heritage sector, assumptions for doing business in that sector could be found in 

several legal regulations. The most important ordinance that regulates the area of 

heritage and cultural goods in general is the Cultural Property Protection and 

Conservation Act [NN (Official Gazette) numbers 69/99, 151/03, 157/03, 100/04, 

87/09, 88/10, 61/11, 25/12, 136/12, 157/13, 152/14, 98/15, 44/17, 90/18, 32/20 and 
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62/20]. As heritage is a part of culture and art, also applicable is the Rights of 

Independent Artists and Promotion of Cultural and Artistic Creativity Act (NN 43/96 

and 44/96). The activity of cultural and artistic creation is realized through 

independent artists and artistic organizations. Pursuant to Article 3 of the said Act, the 

areas of artistic creation are literary, theatrical, film, musical, musical-scenic, ballet, 

dance, artistic and applied artistic creation, art photography, multimedia creation and 

the like. In addition to the abovementioned laws, several international conventions 

relating to the heritage and cultural goods sector are applied in the Republic of Croatia. 

Important conventions for regulating the assumptions for doing business in the 

heritage sector are: 

a) Convention on the Protection of Cultural Property in the Event of Armed 

Conflict and the Protocol on the Prohibition of the Export of Cultural 

Property from the Occupied Territories (NN 6/02), 

b) Ratification of the Convention for the Safeguarding of the Intangible Cultural 

Heritage Act (NN 5/05), 

c) UNESCO Convention on Measures to Prohibit and Prevent the Illicit Import, 

Export and Transfer of Ownership of Cultural Property (UN, 11806/1972), 

d) Convention Concerning the Protection of the World Cultural and Natural 

Heritage (NN 5/05) and 

e) Ratification of the Council of Europe Framework Convention on the Value 

of Cultural Heritage for Society Act (NN 5/07). 

 

As the Heritage sector also includes museums, libraries and archives, it is important 

to note that for these areas, the legislator has regulated the framework for business 

operations more precisely, so that in the following legislation is in force in the 

Republic of Croatia: 

1. The Museums Act (NN 61/18, 98/19) 

2. Libraries and Library Activity Act (NN 17/19 and 98/19) 

3. Archival Materials and Archives Act (NN 61/18). 

 

If we analyse the Heritage sector, it is possible to notice that the word 'heritage' is not 

found in the text of the National Classification of Activities (NCA), i.e. heritage as an 

activity is not classified, but certain parts of the heritage sector can be found dispersed 

in several positions in the NCA, as described in Table 1. The NCA (2007) 

classification is harmonized with the Statistical Classification of Economic Activities 

of the European Union (NACE) of 2008.2 Table 1 lists all activities that have found 

their place in the NCA that can be classified under the common denominator of 

heritage or, in a broader sense, culture and heritage. 

 

 

 

 

 
2European Commission NACE Rev. 2 - Statistical classification of economic activities in the 

European Community Luxembourg: Office for Official Publications of the European 

Communities 2008; ISBN 978-92-79-04741-1 ISSN 1977-0375 



Table 1 NCA – Activities related to the heritage sector 

Area Section Group Class Name 

P    EDUCATION 

 85   Education 

  85.5  Other education and teaching 

   85.52 Education and teaching in the field of culture 

R    ARTS, ENTERTAINMENT AND RECREATION 

 90   Creative, artistic and entertainment activities 

  90.0  Creative, artistic and entertainment activities 

   90.01 Performing arts 

   90.02 Ancillary activities in the performing arts 

   90.03 Artistic creation 

   90.04 Operation of arts facilities 

 91   
Libraries, archives, museums and other cultural 

activities 

  91.0   
Libraries, archives, museums and other cultural 

activities 

   91.01 Library and archive activities 

   91.02 Museum activities 

   91.03 
The work of historic sites and buildings and similar 

visitor attractions 

 93   
Sports activities and amusement and recreation 

activities 

  93.2  Amusement and recreation activities 

   93.21 Amusement and theme park activities 

Source: author, adapted from the NCA (2007:30-31) 

 

The activities that can be most closely related to the concept of heritage are dispersed 

in only two NCA areas. Teaching and education activities in the field of culture and 

heritage can be found in area P – Education, Group 85.5. – Other education and 

teaching; Class 85.52 – Education and teaching in the field of culture. Very important 

activities such as performing programs in the field of heritage culture and related 

artistic creation and the operation of arts facilities can be found area R – Arts, 

entertainment and recreation; Group 90.0 – Creative, arts and entertainment activities, 

as well as Class 93.2 – Entertainment and recreational activities, and Class 93.21 –

Amusement and theme park activities. For the activities of museums, libraries and 

archives, the situation is much clearer. They are in area R, Group 91 –Libraries, 

archives, museums and other cultural activities. 



After a brief analysis of the business assumptions of the Heritage sectors of the 

creative industry in the Republic of Croatia, it is concluded that the legislative 

framework is not adjusted to the proposed structure of the creative industry sector. 

Instead, key assumptions are dispersed across several different laws, each of which 

regulates the operating assumptions in its own way and imperfectly. In addition, the 

NCA does not recognize or systematically list most activities from those three sectors, 

but their descriptions can be found scattered over several different places within the 

NCA classification.  

 

Heritage in the broadest sense of the word, i.e. cultural heritage, is a common resource 

and represents a kind of common good. This makes it vulnerable to over-exploitation 

and underfunding. The result of over-exploitation and insufficient funding can be 

neglect, decay, but also oblivion. Heritage care is a shared responsibility of all 

stakeholders, primarily the national, regional and local authorities. 

 

Earlier in this chapter, it was established that there is no overall legislation to regulate 

the business framework for the area of heritage at the national level. Instead, business 

in the Heritage sector is regulated based on two laws, namely the Protection and 

Preservation of Cultural Heritage Act and the Rights of Independent Artists and 

Promotion of Cultural and Artistic Creativity Act. The Protection and Preservation of 

Cultural Heritage defines cultural property as: 

1. movable and immovable objects of artistic, historical, paleontological, 

archaeological, anthropological and scientific significance. 

2. archaeological sites and archaeological zones, landscapes and their parts that 

testify to human presence in space, and have artistic, historical and 

anthropological value. 

3. intangible forms and phenomena of man's spiritual creativity in the past, as 

well as documentation and bibliographic heritage, and 

4. buildings or spaces in which cultural goods and attendant documentation are 

permanently stored or exhibited. 

 

Definitions of cultural heritage have changed and expanded over time, either 

typologically or geographically. According to the already mentioned UNESCO 

Convention Concerning the Protection of the World Cultural and Natural Heritage 

(NN 5/05), cultural heritage refers to monuments, groups of buildings and sites of 

historical, aesthetic, archaeological, scientific, ethnological or anthropological value. 

As can be seen from the above definition, the three main components of the 

Convention in defining cultural heritage are listed. The first component consists of 

monuments that include works of architecture, painting or sculpture, structures of 

archaeological nature, drawings, caves and dwellings, and combinations of features 

of universal (scientific, artistic or historical) value. The second component comprises 

groups of detached or connected buildings that, due to their architecture, 

environmental position or homogeneity, have an exceptional universal value 

(scientific, artistic or historical). The third component comprises sites, which may 

relate to works of man or combined works of man and nature, as well as areas that 



include archaeological sites of exceptional universal value (scientific, artistic or 

historical). 

 

Due to the danger of irreparable disappearance (decay), it is important to identify new 

concepts of use of the cultural heritage. The role of the creative and cultural industry 

is important in the field of finding new concepts for the economic use of heritage sites. 

Namely, it is indisputable that the creative and cultural industries provide some new 

views on the use of cultural property as a product/service, bring expertise, and by their 

nature are committed to the revitalization, preservation and protection of heritage 

sites. It is important that any use of heritage and a heritage site be based on a well 

thought out, coordinated and published strategic plan, and not on a spontaneous, ill-

considered and unprofessional approach. At the same time, the purpose of such use of 

heritage should be to achieve certain economic, social, cultural and environmental 

goals. For each (re)use, i.e. its restoration, financial resources are necessary. It is 

important that each (re)use, i.e. restoration of an individual heritage site be part of the 

economic, social and environmental strategy, whether at the local, regional or national 

level. 

 

3. METHODOLOGY  

 

This paper covers theoretical considerations and a shortened form of secondary 

research, i.e. uses the data from an analysis carried out within the relevant legislation 

in United Kingdom, as well as creative industry models in Austria, Germany and 

Republic of Croatia. Analyses has also been carried out within the legal framework 

for doing business in Heritage sector in Republic of Croatia, Therefore, the scientific 

methods used in this paper are defined by the characteristic of the individual parts of 

the research. In the preparation of the paper, the following scientific methods have 

been used in the appropriate combinations: methods of analysis and synthesis, the 

classification method, the description method and the compilation method. The latter 

was used carefully, with care taken over the faithful quoting and citing of the sources. 

The problems previously defined within this paper, have resulted in setting up the 

main research question as well as the hypothesis. The main research question is trying 

to reveal whether there is connection between legal framework for doing business in 

creative industry and proper usage, protection and consummation of the heritage 

goods (used in the Heritage sector). After the main research question, the following 

hypothesis, tested by the short research and analysis, has been set up in this paper: 

 

HYPOTHESIS (H): 

Clear, regulated and modern legal framework for business activities in the Heritage 

sector, could and should facilitate better and professional usage of the heritage as an 

economic resource and even prevent the heritage goods from the permanent 

disappearance. 

 

 

 

 



4. DISCUSSION 

 

4.1. Topicality of the issue 

 

Having in mind the economic strengths and importance of the creative industry within 

the national economies of hereby analysed example countries, it is more than obvious 

that topicality of the creative industry, deserves to be treated with outmost respect, but 

also a certain level of the necessary scientific and practical attention should be 

allocated to the nature, features and economical impact of the creative industry as 

such. 

 

4.2. Need for further monitoring of regulation 

 

Given the fact that regulation of the several European countries, as analysed in this 

paper, are being periodically changed and adapted in accordance with the recent world 

trends and modern approaches towards the role and significance of the creative 

industry within the national economies, there is a permanent need for further 

monitoring of the relevant regulation in the field of creative industry.  

 

4.3. Findings 

 

The result of the shortened form of secondary research shows that, along with the 

United Kingdom, Austria has been one of the first countries to develop its own 

creative industry model. According to the data of Creativ Wirtschaft Austria (CWA), 

an umbrella organization that brings together all stakeholders in the creative industry 

and monitors trends in the creative industry, in 2019, as many as 42,000 companies in 

Austria belonged to the creative industry (11% of the total number), and those 

companies employed 153,000 people. The turnover of these companies reached 

almost € 22 billion (CWA, 2019:2-4). CWA data in the report for 2020 show that all 

the dynamic indicators (number of companies, total revenue, etc.) have been 

constantly increasing. Compared to 2019, in 2020 the creative industry had 163,000 

employees in 45,508 companies, with a turnover of as much as € 24 billion (CWA, 

2020:18).  

 

In addition to those countries, the work of cultural and creative industries has also 

been monitored in Germany since 2000, when the German federal states and cities 

started dealing with this sector individually. Therefore, the German Federal 

Government included cultural and creative industries in its program in 2005.  

 

The Federal Ministry of Economic Affairs and Energy (BMWI) reports on the 

development of cultural and creative industries in Germany. Research in the cultural 

and creative industries in Germany covers commercial enterprises. The research under 

the auspices of the abovementioned ministry follows the definition of cultural and 

creative industries adopted at the Conference of Ministers of Economy of 2009. The 

definition established that the cultural and creative industries consisted of cultural and 

creative enterprises that were predominantly market-oriented and engaged in the 



creation and production of cultural/creative goods and services, as well as their 

dissemination through the media. Accordingly, the cultural and creative industries in 

Germany are seen to act in 12 sub-markets (Fig. 2) based on creative action whose 

core is a creative act. The twelfth sub-market, called 'Others', is intended to list new 

economic activities belonging to the cultural and creative industries. 

 

Fig. 2 Sub-markets of cultural and creative industries in Germany 

 
Source: BMWI (2016:3) 

 

The latest available data on creative and cultural economies in Germany relate to the 

year 2018 and are given in the 2020 BMWI report. According to the report, 256,000 

companies operated in the cultural and creative industries sector in 2018, accounting 

for 7.8% of the total number of companies. These companies generate almost 3% of 

the total gross value added in Germany. The size and significance of the cultural and 

creative economy in Germany are evident from the data on total turnover. In 2018, 

companies from the cultural and creative industries sector had a turnover of € 168.3 

billion, which was as much as 2.6% of the total turnover at the level of the German 

economy. In addition, the cultural and creative industries sector (workers earning 

income from employment and self-employment) provided 1,241,000 jobs, 

representing 10.7% of the total number of employees in the country (BMWI, 2020:3) 

(Fig. 3). 

 

 

 

 



Fig. 3 Basic indicators of the importance of cultural and creative industries in the 

German economy in 2018. 

Source: author, adapted according to BMWI, 2020:3 
 

Based on the above presented results of the shortened secondary research, it is 

important to stress once again that the first mapping of the creative industries in United 

Kingdom has been conducted as early as in 1998, and that ever since the legal 

framework is being adapted in order to support the development of the creative 

industries. Furthermore, according to the data of economic development of creative 

industry in Austria and Germany (CWA report and BMWI report), all the important 

indicators have been constantly increasing. In case of Austria, the number of 

companies belonging to the creative industry has been increased in 2020 vs. 2019, for 

8,3%, while in the same period the number of employees engaged in those companies 

have been increase for 6,5% and the turnover for 9%. In case of Germany, companies 

operated in the cultural and creative industries sector in 2018, accounting for 7.8% of 

the total number of companies. These companies generate almost 3% of the total gross 

value added in Germany and as much as 2.6% of the total turnover at the level of the 

German economy. 

 

The abovementioned data, indirectly support the main research question and given 

hypothesis that clear, regulated and modern legal framework provide for sustainable 

and entrepreneurial environment for development of the creative industry, as well as 

the Heritage sector as part of the creative industry. 

 

5. CONCLUSION 

 

After all of the above, it can be concluded that the creative industry is a fast-growing 

industry that is well positioned at the centre of success of most developing countries, 

but also advanced economies, and which achieves significant economic results that 

can no longer be ignored or devalued. Even the greatest critics of the creative industry, 

who used to believe that a strong emphasis on the creative industry, as opposed to the 

cultural industry, might devalue the cultural industry and cultural products by bringing 

about their (excessive) commercialization – that it would make them "ordinary" goods 
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for international trade – even they can no longer dispute that the economic 

contribution of the creative industry worldwide has become so relevant that an 

increasing number of countries are seriously and systematically monitoring, 

codifying, measuring, statistically processing and supporting entrepreneurship in the 

major part of the creative industry sector.  

 

In the 21st century, in Europe as well as specifically in the Republic of Croatia, the 

creative industry is increasingly contributing to the national GDP, achieving 

increasing financial turnover, employing ever-greater number of people and therefore 

occupying an increasingly important place on the Croatian economic scene. This 

should be more than enough to attract the attention of scientist and pretensioners who 

should open a scientific public discussion about the importance of the creative 

industry in the national economy, all in order to prove from the scientific point of view 

that impact of the creative industry on the national economy is huge. As it has been 

described in this paper, there are still many open questions within the Croatian 

legislation regarding the treatment of the creative industry and especially Heritage 

sector, which situation requires further research and legislative initiative in that field. 

First of all, a new mapping of the creative industry in Croatia should be conducted 

and consequently the data collected which data would properly measure the real 

economic impact of the creative industry on the key economic indicators (GDP, 

employment, tax contribution, etc….). Furthermore, as a result of future research, the 

creative industry should obtain its deserved position within the education system, 

economic associations and among policymakers and decision makers. It is to be hoped 

that policymakers and decision makers will recognize the importance of the creative 

industry and legislate a new, modern normative framework – one that will 

systematically and comprehensively regulate the assumptions for doing business in 

the creative industry sectors. This is especially true for the Heritage sector, which has 

been unjustifiably neglected for years, and its economic potential has been 

underestimated. Namely, thoughtful, orderly and systematic economic use of heritage 

and some heritage sites can simultaneously achieve economic, social, cultural and 

environmental goals. 
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