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Objectives: This paper forms the foundation for a wider study seeking to understand more effectively whether gender has a role in entrepreneurship within the Creative Industries sector. It provides context for a wider study by exploring recent policy and existing literature to describe the current landscape of entrepreneurship and gender within this specific and growing business sector.
Prior Work: A range of published sources are drawn upon within this study including published research studies from the UK and internationally in the fields of entrepreneurship and of creative/cultural industries. Entrepreneurship within the creative industries is seen as a key factor in the future economic growth and competitiveness of the UK economy yet it would appear from the small amount of data available that women are less likely to start or grow businesses and their contribution to this sector is currently uncharted.

Approach: The proposed study is interdisciplinary in that it spans three distinct fields of research – the Creative Industries, Gender studies and Entrepreneurship.  In order to gain an understanding of the current situation this study examines these established and emergent fields and their symbiotic relationship.

Results: This study identifies that self-employment and small business ownership are characteristic of this sector but that the number of women running businesses within the sector is comparatively low. It then highlights the lack of rigorous or in-depth enquiry into the role of gender in employment trends related to entrepreneurship in the creative industries sector.

Implications: This paper offers an in-depth exploration of current literature and draws out issues surrounding gender and entrepreneurship in the creative industries to policymakers, both regionally and nationally. With the Creative industry sector consistently cited as a key driver for economic growth and competitiveness in the UK together with the emphasis on small business ownership and entrepreneurship, this research suggests that there is little baseline knowledge of the role of women within this sector, specifically their entrepreneurial activity.

Value: Over the past 5-10 years there has been an increasing amount written and published about the creative industries. More recently this attention has focussed on entrepreneurship and teaching enterprise, however little relates to female or gender differentials.  This paper builds upon this initial understanding by critically evaluating this existing literature and highlights future research needs in this field, as understanding matures.
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Introduction

In approaching this paper, our key assumption was that there would be a body of established literature to conceptualise and contextualise the relationship between gender, entrepreneurship and the creative industries.  With some rare and notable exceptions (including a special edition of the International Journal of Entrepreneurial Behaviour and Research, Volume 11, Issue 2, 2005), this proved to be wrong, necessitating a new approach that would bring together three distinct research strands: gender, entrepreneurship and creative industries.  The context for the paper, however, remains much the same, focussing upon the incidence of female entrepreneurship in the creative sector and the interplay between gender, entrepreneurship and the creative sector.

Although entrepreneurship within the creative industries is seen as a key factor in the future economic growth and competitiveness of the UK economy, it appears that (i) women are less likely to start or develop businesses, and (ii) their contribution to this sector is largely uncharted.  The creative industries are typically characterised by high volumes of Small and Medium-Sized Enterprises (SMEs), the majority of which are micro-businesses and self-employed freelancers.  Recent research suggests that far fewer women run businesses in this sector than men, but the role of gender on entrepreneurship in the creative industries remains under researched.  The authors attempt to address this by drawing together three distinct strands of research and to develop not only the current understanding of women’s careers but also more specifically chart female entrepreneurial activity in this important sector of the UK economy.   

The authors use an interdisciplinary approach and review the existing literature to gauge what has been written on the role of gender on creative sector entrepreneurship.  It becomes apparent that there is a marked paucity of empirical data to support theory and practice in the creative sector. Overall, research in this area has been limited, with studies on gender-related aspects on entrepreneurship being minimal. This review of existing research and policy points to some key gaps in the knowledge and understanding of this sector. 

In this paper, the authors first explores the reasons why the creative sector is regarded as important by policymakers; second, they highlight the interdisciplinary nature of the discussion and third, outline the challenge of researching an area with such a broad definition, especially in terms of entrepreneurship.  In the next section, the effects of these aspects are placed within the context of the body of work on female entrepreneurship, specifically of the way in which business is done in the creative sector industries. In the final section the authors offer some pertinent conclusions and recommendations. 

Why is the creative sector important as a field of study?

The UK government recognise that the economy, as a whole, benefits from the employment opportunities that entrepreneurship and small business development can offer (Darling, 2007). Several initiatives, over the past decade or so, have been created specifically to facilitate and support new business ownership, including Prowess for Female Entrepreneurship, the National Council for Graduate Entrepreneurship (NCGE) and within the creative industries the Department of Culture, Media and Sport has taken a key role in the development of the sector, most recently through the Creative Economy Project, along with the Higher Education Academy and the National Endowment for Science, Technology and Arts (NESTA).  In the UK, this sector is seen as critical to the competitiveness of the wider economy and significant in terms of its contribution to the development of a knowledge economy. Encouraging innovation and entrepreneurialism is seen as key to the success of this sector, in particular the development of ‘new’ industries such as interactive media, computer gaming and music technology, which rely significantly on the interface between creative arts and technological development (DCMS, 2006b:11).

There is a paucity of recent data, however, to evidence this specific aspect of competitive advantage in the creative industries. Despite suggesting that recent growth has been linked to creative sector industries, the UK Department of Culture and Media and Sport cite, for example, an average 6% growth per annum attributable to this sector between 1997-2002 (DCMS, 2006b:11).  Commenting that the largest growth occurred within the Television and Radio, Advertising and Software industries, DCMS statistics show that the Creative Industries accounted for 8% of Gross Value Added (GVA) in 2002 and 7.9% of Gross Domestic Product (GDP) in 2000 – a higher proportion than in any other country (Richards, 2005:2).  More recent indications of growth are cited by NESTA, who highlight that the global market value of the creative industries increased from US$831 billion in 2000 to US$1.3 trillion in 2005 (Nesta 2006:2).  Given the global pace of change in the creative industries, there is an urgent need for better, more reliable and current information to assess actual impacts on economic growth in the UK. 
Within the UK and internationally, SMEs are seen as paramount to generating sustainable competitive advantage (Matlay and Carey, 2007; Martin and Matlay, 2001).  SMEs are frequently defined as being run by ‘entrepreneurs’, i.e., individuals who grasp opportunities to create wealth and generate new employment (Moorland, 2006).  Increasingly, policy, academic and research attention has focussed upon the creative industries sector, which is characterised by a high propensity towards small business and enterprise development in growth areas.  
Combining different disciplines

As suggested, the role and contribution that gender makes to entrepreneurial activity within the creative industries remains unclear. In order to inform the growing debate on entrepreneurship, the authors examine three established and emergent fields of research and their potentially symbiotic relationship. The diagram below illustrates the conceptual thinking behind this study and how the various strands of research have been funnelled in order to get to a convergent field of research. Three main areas were considered: (1) Gender studies; (2) Entrepreneurship and, (3) the creative industries.  Each of these represent vast fields of research, but it is the overlap and relationships between the three topics that is hoped will provide a clearer insight into the role of gender and entrepreneurship within the creative industries (Figure 1 illustrates this approach).
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Figure 1.  Conceptual framework for literature and policy review.

Research and the Creative Industries

A thematic review of the existing body of literature related to the creative industries sector is shown in Table 1. As expected, the first theme to emerge was the varying definition of this 'new' sector.  Jones et al., (2004) suggest that the term ‘Creative Industries’ emerged with the incoming UK Labour Government in 1997, describing them as industries “with their origin in individual creativity, skill and talent and with the potential for wealth and job creation through the generation and exploitation of intellectual property” (DCMS, 2001:5)..   Importantly, however, the creative industries are defined more broadly than just ‘the arts’ (Rae, 2005:186).  It should be noted that this broad brush-stroke definition encompasses thirteen unique sub-sectors: advertising, architecture, the art and antiques market, crafts, design, designer fashion, film and video, interactive leisure software, music, the performing arts, publishing, software and computer games, television and radio (DCMS, 2001:5).
Although this definition has since been widely adopted throughout Europe, North America, Australia, New Zealand and in Eastern Asia (Jones et al., 2004:134), other definitions still persist.  For example, Florida (2002) describes a wider ‘Creative Class’ composed of ‘knowledge workers’ who add economic value through their creativity. Among this group are scientists, engineers, university professors as well as poets, actors and architects (Florida, 2002:8). In turn, Cave (2000) suggests a more limiting definition, with the creative industries being those 'supplying goods and services we broadly associate with culture, artistic or simply entertainment value' (de Bruin, 2005:144). 

	Table 1: Thematic review of existing literature related to the creative industries sector

	Main field
	Author/date
	Key themes

	The Creative Industries 
	Jones et al., (2004), DCMS (2006), Florida (2002), Oakley (2004), deBruin (2005), Banks et al., (2002)

Leadbetter, 2004; Oakley,  (2004), Ball, (2003), de Laurentis, et al., (2003),
	The multiple definitions of what constitutes the creative industries, often stemming from the UK DCMS definition 

Policy perspectives and the economic growth potential of the sector

	Entrepreneurship and

The Creative

Industries


	Richards (2006), Howkins, (2002), Blackwell and Harvey (1999), NESTA (2003) Ball (2003)

DCMS, 2006; Kellet, 2006; Carey and Naudin (2006), Penaluna and Penaluna (2006a), Penaluna and Penaluna (2006b) DCMS (2006), Brown (2005).
	The nature of the sector in terms of company size, heavy reliance on freelancers, teams and networking.

A secondary area which potentially influences entrepreneurial activity is enterprise education in itself this emerging field has recently had some focus on enterprise education within the creative industries sector. Both the needs of the students and the style of delivery.



	Gender Studies,

Entrepreneurship and The Creative Industries


	Carey (2006), Metier (2002) Whistlecroft (2000), Ledwith and Manfredi (2000), Tams (2002)

	An emerging field, authors are concerned with the role of gender within the sector, includes literature considering gender within HE education, some specifically dealing with the sector. 


When this is echoed in policy making terms, the broader and more widely adopted definition may be problematic if a blanket approach is adopted.  This is the case not only in terms of undifferentiated actions across the UK, but also across the sector itself.  Blanket approaches ignore potential differences in scale, discipline and the type of interventions required to support regional regeneration (Martin and Matlay, 2001). The potential benefits of expanding creative sector businesses on a regional level has led to widespread efforts to develop these, with little regard for local differences, such that ‘no region of the country, whatever its industrial base, human capital stock, scale or history, is safe from the need for a ‘creative hub’ or ‘cultural quarter’. (Oakley, 2004:68).  Other issues arise over the use of the term “creative”, given that this suggests a lack of creativity in other industries. In this context it has been noted that the creative industries may potentially be no more creative than any others (Pratt, 2004:119).

The complexity of the sector, which is reflected in these definitional variations, has impacted considerably on the nature and approaches to research in this field.  This has sometimes led to oversimplification, when research focused on one of the many sub-sectors rather than exploring all sectors of economic activity (Henry and Johnson, 2005).  While such studies can offer in-depth approaches to one sub sector, their application to the wider sector remains uncertain.  Such research includes sector-specific studies of companies involved in performing arts (Brown, 2005, McCarthy and Torres, 2005); in film (Blair et al., 2001); designer fashion (DTI, 2002); media industries (Baines and Robson, 2001), and music (Tschmuck, 2002; Wilson and Stokes, 2002, 2005).  An exception to this sub-sectoral approach is the much-cited ‘Destinations and Reflections’ report (Blackwell and Harvey, 1999), a survey of graduates from 14 UK higher education institutions (HEIs), which examined the employment routes of graduates from across Art, Craft and Design disciplines.
Apart from the Blackwell and Harvey (1999) report, most of this research focused on growth and employment trends, despite explorations of management practices in creative organisations (Amabile, 1998; Locke and Kirkpatrick, 1995) and of the operation of contractual arrangements between arts and commerce (Caves, 2000; Stokes, 2002).  Sub-sectoral studies are useful but provide an uneven base for comparison, given the key differences between various sub sectors.  To use a term like the creative industries sector to encompass such a varied group of activities may prove problematic for business support practitioners and policy maker alike.

Entrepreneurship and the Creative Industries 
‘Entrepreneurship’ is defined variously in terms of opportunity recognition, business start-up and growth (Matlay and Carey, 2007).  This paper does not discuss entrepreneurship definitions, and accepts that it represents an activity leading to the creation and management of a new organisation designed to pursue a unique, innovative opportunity (Hindle and Rushworth, 2000), carried out by individuals able and willing to grasp profitable opportunities, take the necessary risks and have the confidence and capabilities to turn creative new ideas into working realities (Nixon, 2004).

Existing research acknowledges the high rates of self-employment in this sector (DCMS, 2006b; Blackwell and Harvey 1999).  The creative sector is characterized by a high volume of, and reliance upon, freelancers, sole traders and small firms (Pink, 1998; Leadbeater and Oakley, 1999; Florida, 2002; Nesta, 2003; Ball, 2003). The question arises whether these self-employed individuals are all entrepreneurial?  Descriptions of 'creative individuals' operating in this sector show ambitious and entrepreneurial owner/managers working collaboratively (Nesta, 2003:12) but the wider group of individuals operating in different ways are so far unexplored, in terms of entrepreneurship and innovation as research tends to focus on the motivations and required attributes of creative entrepreneur, e.g., identifying ‘seven key characteristics’ of creative individuals (Nesta, 2003; Carey and Naudin, 2006).

This focus on personal traits is reflected in the description of the basic requirements for creative individuals  ‘who can work flexibly with good interpersonal and research skills’ as having excellent communication, networking and team work skills. (Ball, 2003:14).  In contrast, Howkins (2002:128) describes the creative entrepreneur as someone who uses their ‘creativity to unlock the wealth that lies within themselves', suggesting that the difference between creative and non creative people is that creative individuals might need only their intellectual capital to start an enterprise.   

Gender and Entrepreneurship in the Creative Industries

Between 34.1%- 41.2% of the UK small business stock is estimated to be either owned or co-owned by women (Carter and Shaw, 2006), with around one million women now self-employed – an increase of 18% in five years (ONS, 2006).  It would be useful to know, however, how many of these are operating in the creative sector?  Various figures are available but the Equal Opportunities Commission claims that very few of these are in lead roles (see Table 2) despite their overall representation being higher than that for all business sectors.

	Table 2 : Sex and Power 2007 Index
	
	
	
	

	
	2003
	2004
	2005
	2006

	Business: women’s average representation = 14 %
	
	
	
	

	Directors in FTSE 100 companies (executive and non-executive directors)
	 8.6%
	9.7%
	10.5%
	10.4%

	Small businesses with women the majority of directors 
	12.3%
	14.4%
	18.0%
	N/A

	
	
	
	
	

	Media & culture: women’s average representation = 17 %
	
	
	

	Chief executives of media companies in the FTSE 350, and the DG of the BBC
	7.4%
	4.3%
	9.5%
	10.5%

	Editors of national newspapers including the Glasgow Herald and the Western Mail
	9.1%
	9.1%
	13.0%
	17.4%

	Directors of major museums and art galleries
	21.1%
	21.1%
	21.7%
	17.4%

	Chairs of national arts companies 
	27.3%
	27.3%
	33.3%
	33.3%

	Chief executives of national sports bodies
	14.3%
	6.3%
	6.7%
	6.7%

	
	
	
	
	

	(Source: EOC, 2007, pp 4-5)
	
	
	
	


New regulations will potentially improve the proportion of women in public sector bodies - the Equality Act 2006 establishes a new Gender Equality Duty, which came into force in April 2007, requiring public bodies to promote gender equality in the design and delivery of services and through their employment policies. It is less clear if this will impact upon women working in the private sector, particularly in the smaller firms within the creative sector industry.  Before beginning the debate on the sector itself the authors explored the existing research on gender and entrepreneurship across economic sectors.

In terms of companies set up and run by women, the literature focuses on particular aspects, such as start-up and business performance issues, as compared to male-run, traditional businesses which are seen as the ‘norm’. Although this is a growing body of work, female entrepreneurship research may still be at an early stage where established firms are concerned (see Carter, 2000: 326), with few studies exploring how female-run firms develop, innovate and grow or how women operate as small business owner/managers (Martin and Wright, 2005; Catley and Hamilton, 1998).  Also, Hamilton (2006) suggests that traditional discourse on entrepreneurship is not only gender and ethnocentrically biased, but also ideologically determined and controlled (cf. Ogbor, 2000).   Similarly, the “deficiency” model (Martin and Wright, 2005: 162) often represents the female owned firm as under-performing (Watson, 2003; Mukhtar, 2002; Du Reitz and Henrekson, 2000) with owners portrayed as under-confident (Fielden, 2003; European Commission, 2003) and under-represented across subject specialisms and business sectors (Chell, 2002; Carter et al., 2001; Rosa et al., 1996). 

Although much has been written about women and entrepreneurship in general, there is little research on the specific role that women play in the creative industries sector.  Previous research suggests that there is a notable shortage on base line knowledge of women’s contribution, with very few companies run by woman across the sector (Carey, 2006:7). Research also suggests that women make up approximately 36% of the Cultural industries workforce, i.e., significantly lower than the proportion made up by women in the general workforce (Independent Theatre Council, UK, 1996, cited by Metier, 2002) i.e., the general workforce being made up of 45% women (Duffield, 2002). 

The emerging picture is not encouraging and the evidence base for the UK seems to be sketchy and relates to specific studies, often at regional levels and / or relating to specific sectors - for example: the film Industry, on a local level in the film industry in Birmingham, only 17% of women in the sector run their own companies as opposed to 33% of men (Creative Cities Report, 2002:9). Nationally, women are under-represented in the film industry, in a recent survey only 33% of respondents were female (Skillset, 2005) and similarly in the United States over the last four years, the percentage of women working as directors, executive producers, producers, writers, cinematographers, and editors on the top 250 domestic grossing films has declined from 19% in 2001 to 16% in 2004 (Lauzen, 2004).  Anecdotally, it has been suggested that women frequently had - or were more likely to have - jobs in administration and project management of publicly funded projects within the creative industries sector rather than running their own businesses (Carey, 2006).  Of a UK national level survey it would seem that there is general disparity in the types of roles which women do take within these sectors, for example where there are few women in camera, sound, electrical and construction departments (the film industry) and more women work in costume, make-up and script development (Skillsset, 2005:12).  Given that the sector has such a high propensity towards self-employment, it could be argued that this disparity also extends to those whom are self-employed.

Traits based research also describes the role of the female manager and entrepreneur related to aspects such as ambition and aspirations, often compared unfavourably with male counterparts (Walker, 2000; Cowling and Taylor, 2001; GEM UK, 2003).  This ignores other issues and factors such as the relationship between ethnicity and female entrepreneurship, which also remain under-researched (Smith-Hunter and Boyd, 2004).  Ethnic minority women are significantly less likely to be in senior roles, for instance, yet at the age of 16, Black Caribbean, Pakistani and Bangladeshi girls all have the same aspirations as their white British counterparts, which they are increasingly well qualified to achieve.  It is reasonable to assume that the ‘glass ceiling’ effect reducing female management roles may be lower for ethnic minority women, with only 6% of employed Pakistani women and 9% of Black Caribbean women working as managers or senior officials, as compared to 11% of white British women (EOC, 2007, p 9 citing EOC, 2006 and Bhavnani, 2006).  In terms of business start ups, similar figures emerge.  Activities vary across ethnic boundaries but women are usually less well represented than men in new venture development (Martin and Wright, 2005). 
As shown above, exploring ethnicity and gender issues indicates lower participation in creative industries and the proportions emerging are also unrepresentative of the demographic profile, in employment terms, both nationally and regionally within the UK.  There are particularly low levels of participation from black and ethnic minority communities and specific sub sectors showing very low proportions of women across ethnicities.  In addition, there are issues in some of the sub-sectors and particular occupations related to age (e.g. TV and film production) but women are clearly under-represented in terms of those studying, employed and self employed.  The DCMS report (2006; 69) on Higher Education and the creative sector identifies these disparities, using as an example, that while 38% of those studying for architecture degrees are women, only 11% go on to become RIBA chartered architects.  
The finding that in the creative sector lower paid and lower status jobs are occupied by women and that fewer business start ups are driven by women compares with the emphasis given in governmental reports on the need to develop female owned firms.  A typical route to encourage female entrepreneurship is through enterprise education.  Despite this, there are still very few courses focused on female entrepreneurship either as individual modules or as full programmes - according to a recent survey of all UK graduate entrepreneurship programmes (McKeown et al., 2006).  Lack of emphasis on female enterprise may also reflect lower numbers of female professors across the European Union, with the balance of women in lower ranked posts in administration and teaching rather than management and research leadership (Eurostat, 2005). 

Within the creative industries specifically, having more female and ethnically diverse role models amongst lecturing staff has been cited as a potential solution/positive contributing factor to widening participation and encouraging creative enterprise (Carey and Naudin, 2006).   Given this paper’s focus on gender and the creative sector, it would be interesting to compare numbers of male and female lecturers and professors in creative sector faculties, but these figures are unavailable except for particular sub sectors. For example, of the 83% of UK institutions teaching music as part of a degree course, (i.e., as a major or minor study, as a full course or as a component of other programmes) women make up about 18% of lecturing staff overall, but the number is lower (16 per cent) in pre-1992 universities (Whistlecroft, 2000).  There are also indications that practitioner-lecturers can have a significant impact on entrepreneurial intent for graduates in creative sector faculties, but that any link between the gender of these practitioner/lecturers and its influence on entrepreneurial intent both require further research (Carey and Naudin, 2006; Mills, 2006).

However one aspect of creative industries companies that may have significant effects on the level of female participation in the sector is the way in which such companies operate, with their high level of networking and the essential nature of appropriate social capital to be part of project activities and to deliver project outcomes.  The ‘post work socialisation’ culture in which practitioners meet to discus opportunities may be particularly difficult for women to engage in (Carey, 2006).

How do creative sector firms operate?

The sector has been characterised by its reliance upon networks, relationships and collaboration (Nesta, 2003) due to the requirements for collaboration for project fulfilment across sub sectors.  The film industry has long been identified for its reliance on freelancers, as it is funded on a project by project basis.  Employment patterns in this sub sector are almost exclusively that of groups of freelancers and the sub sector is often used as exemplar of how an industry can operate in this way (Blair et al., 2001), with emphasis in the popular press in the USA on the ‘emergence of  the freelancer’ (Pink, 2002). Here, Pink identifies a growing trend towards self-employment in the US across all sectors and walks of life.  This work has been the subject of many citations and acknowledgements (Florida, 2002;) but there is little academic research to explore, deny or support these ideas, although there has been a recurring view that business owners source team members, finance and work via friendships and other social networks, with resulting interdependence and related issues.   
Some researchers have focused on finance and the effects and legalities of borrowing money from friends (Fraser, 1998), exploring how friendship models can be applied to running a business (Keohn, 1998).  Peottschacher referred to a ‘five friends’ script and highlights how some of the businesses founded in the creative sector were sometimes a ‘side-effect’ of personal friendship (Peottschacher, 2005).  Interestingly, Hill and Scott (2001) defined personal contact networks as fundamental to small firms, enabling entrepreneurial information-gathering techniques.  It is sometimes suggested that women are less likely to be included in male-dominated networks, linked perhaps to both men and women seeking out similar minded people to befriend and ultimately work with (Markiewicz et al., 2000).  Furthermore, the invisible nature of female roles can act as barriers, given that “organizational culture is created in everyday interactions which represent difference by gender and reaffirm the equality/inequality inherent to it” (Gherardi, 1994:608), although Millman and Martin (2007) suggest that this may be an oversimplification, since relationships are based on “multiple, shifting forms of power constantly negotiated and renegotiated” (Hamilton, 2006:608).  

With in the literature, a number of factors have been discussed which may contribute to the low level of female owned enterprises, for example, some evidence points to a link between consumption of creativity (i.e., leisure) and male dominated production. Others cite the ‘long hours culture’ of self-employment along with childcare and other work/life balance issues preventing some women from being able to fully commit to a business (Tams, 2002; Marcella, Baxter and Illingworth, 2006). To some extent, this is backed by a recent study of the film industry, which indicated that the working patterns were inconsistent, with 70% of respondents citing working for 11 hours or more an average day when working on a production (Skillset, 2005).

Concluding Remarks

In developing this paper, we attempted to identify the interrelationship between these three themes: gender, entrepreneurship and the creative industries. 

It is increasingly evident that the sector is very complex in its make up. The thirteen unique sub-sectors have their own characteristics and challenges and within these there are a multitude of different genres and subcultures.. There is however, some common ground and similarities across these sub-sectors, including the prevalence of self-employment, the long-hours culture, the male dominated lecturer/practitioners potentially acting as entrepreneurial role models within Higher education and the specific importance of friendship and networking to business operation.

From the various studies discussed we infer that there are less female creative sector start-ups and fewer entrepreneurs than might be anticipated resulting perhaps from the nature of work in this sector, which may provide additional difficulties for the female entrepreneur, especially those with home and childcare responsibilities.  The importance of social networking and social capital is therefore strongly indicated.  The main message, however, is that there are significant gaps in our knowledge which affect the design and implementation of policies to support female  enterprise in the creative sector.  The key finding seems to be that there needs to be recognition by policymakers of the paucity of robust empirical evidence into pertinent aspects of female entrepreneurship – and specifically, the lack of research into the role of gender in creative sector entrepreneurship.  Thus, more research would be beneficial if it:

(a) offered more disaggregated data to provide a sound evidence base, including details of female participation in creative company ownership and management

(b) sustained understanding of internal and external factors impacting on female enterprise in this sector, via qualitative reviews of the impacts of business life cycle on female entrepreneurship, to allow different aspects of the female creative sector entrepreneur to emerge

(c) explored whether women’s roles in the creative sector were affected by life style stages related to family and childcare commitments and whether the long hours culture and the way that business is carried out impacts upon affects female participation in enterprise

(d) identified how graduate entrepreneurship education influences entrepreneurial intent for female creative sector graduates, especially the role of female practitioner-lecturers in this process.

Taking this interdisciplinary approach has proved useful in terms of creating an understanding of the current situation.  It also highlights likely issues relating to gender and entrepreneurship in the creative industries; and in so doing it has exposes potential evidence gaps in those areas necessary for business support practitioners and policy makers to be able to make a difference by their actions.   . 

Therefore having identified these gaps in knowledge and potential routes for future research the authors intend to pursue this field by embarking on an in-depth study, whereby a link between gender and likely entrepreneurial activity within the creative industries will be evidenced. This will highlight issues, circumstances or experiences that either prevent or encourage entrepreneurial activity. Other outcomes are likely to be a comparison between male and female experience of working life following education at HE level within the creative industries study area. This comparison will offer an opportunity to contrast any differential behaviours, opportunities and potential inequalities that exist and to demonstrate if gender affected  experience of work in the creative sector.  At this early stage, it is anticipated that these outcomes might include the following topics:
· Entrepreneurship: What is understood by the participants as entrepreneurship? Perceptions of their own entrepreneurial activity

· Educational experience (Enterprise) – How did their art and design training prepare them for employment/self-employment?

· Educational experience and gender – What influence if any did the gender of their lecturers/other notable professional individuals (i.e. guest speakers) have on their sense of future employment/self-employment?

· Barriers and opportunities – What are they? Are there any gender specific trends that make entrepreneurial activity any more or less likely?

· Tacit knowledge relating to creative industries careers – who has it and does it have a bearing on future career destinations?
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