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The fast growth of creative industries around the world
has attracted the attention of researchers in the field of
economics and management, who traditionally regard
industrial innovation as the driving force of economic
growth. Following this line, they may ask “Are
creative industries related to industrial innovation?
Has the innovation of creative industries any special
characteristics? ” These interaction issues are urging
and important. However, “creative industries and
innovation are slippery fish to handle conceptually, to
say nothing of their relationship” (Cunningham &
Higgs, 2009). Fortunately, Taiwan had initiated a
national survey of firm-level data on innovation
according to the format of the fourth edition of
Community Innovation Survey (CIS 4). The industrial
innovations are well-defined and classified into
technological innovation (product and process) and
managerial innovation (organizational and marketing).
The survey data of marketing innovation include the
firms’ design, packaging and advertising activities
which are unarguably related to the creative industries.
Therefore, we may study the interaction of creative
industries and innovation in Taiwan innovation system
by identifying and exploring the following issues:

1.The contributions of creative industries to the
innovations of all the other industries.

2.The innovation behaviors of creative industries.

Creative industry is composed of two broad types:
Business to Business (B to B): These types of
industries include design firms, advertisers, architects,
software developers, etc. Business to Customer (B to
C): These types of industries include film studios,
radio, recording arts, television production, etc. We
will focus on the B to B creative industries in this
study. B to B creative industries provide tools and
services which are essential for the creative activities
and facilitate the industrial innovation of other
manufacture or service industries. This study will
demonstrate the influences of creative industries upon
innovation for all industries by Taiwan CIS data. The



sample size of Taiwan CIS data is 10017, including
4563 manufacturers and 5454 service providers (93
advertisers, 50media related firms, 42 music/film
producers, 34 designer, 32 publishers). By these
samples, we initiate two researches.

First, we select a strictly defined manufacture sector
(with 1563 samples) and identify the correlations
between technology innovation and creative activities
(design, packaging, and advertising) by regression
models. We have shown that even the most rigid and
least cultural-flavored industries will initiate creative
activities in innovation process. We have control the
business type (B to C, or B to B) of firm, because B to
C industries usually need to advertise to end users and

care about the package and aesthetic design of product.

We find that product (process) innovations are
significantly (insignificantly) correlated with the
creative activities even we have moved away the
impact of business type (B to C).

Second, we study the innovation propensities of
creative industry, especially the architecture and
design industry (NACE 74.2, with 34 samples) and the
advertising industry (NACE74.4, with 93 samples).
We found that firm size will increase the innovation
propensities but with decreasing marginal effects. The
new firm is more likely to introduce product
innovation. Firm is less likely to initiate process
innovation if its main customer is government..

Many countries, Taiwan included, provide huge
amount of funding for industrial innovation to drive
the economic growth. We have demonstrated that
creativity is fundamentally linked to industrial
innovation, therefore, the continuing and increasing
government funding of creative industries is necessary.

Keywords: Creative Industry, Industrial Innovation
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