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ABSTRACT

The Culture and creative industries field is made up of numerous sectors of activity which introduce
significant differences in their way of managing: a museum can’t be handled as a theatre and similarly a
film producer operates differently from a music streaming service.

These examples, of course, could be increased so much this sector-wide reality is pregnant here. However,
the differences between activity sectors are far from explaining on their own the diversity of business
[management] models that exist in this cultural field.

Based on this observation, the hypothesis that, addition to the sector-wide parameters, the four ways of
governments interventions (integration in the public sphere, direct and indirect support, regulation) and the
three markets (goods & services, donations, capital market) are organizing the different types of the
cultural players. Indeed, the issues linked to public intervention and to the markets include all the cultural
players, whatever their activity sector will be but in accordance to variable degrees and configuration.

Here the “cultural player” should be understood as a unit that acts in the culture and creative field,
regardless of its legal status (individual, non-formal collective, informal network, non- profit organization,
organization in public law, Publicly listed company, corporation etc..).

Five criteria were defined to analyse the cultural players, in order to be able to distinguish the typical
situations as the structure of financial and material resources, the relationship with the public authorities,
the legal status, growth through diversification and reputation/brand.

With a sample of 158 cultural players in twenty European countries, theoretical considerations are
combined with empirical evidences. The study develops both a whole vision of the cultural and creative
industries field and the apprehension of this diversified field. Therefore, seven types of cultural players are
characterized: the Institutional (type A), the Conventional (type B), the Fragile (type C), the Independent
(type D), the Start Up (type E), the Follower (type F), the Leader (type G).
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