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Abstract: Creativity is not new and neither is economics, but what is new is the extent of the relationship between them, and how they combine to create value and wealth. 
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1. INTRODUCTION

The Creative Economy makes people and corporations to be at crossroads. Attributes that made them ideal for the 20th century could cripple them in the 21st. So they will have to change, dramatically. The Darwinian struggle of daily business will be won by the people-and the organizations-that adapt most successfully to the new world that is unfolding. The creative economy requires creative people and these people are creating a special category called symbolically creative class.

2. WHAT DOES CREATIVE ECONOMY MEAN?
Wikipedia, the free encyclopedia defines Creative Economy (or sometimes Creative Industries) as (see box 1-www.wikipedia.com): “a set of interlocking industry sectors, often cited as being growing part of global economy. The creative industries are often defined as those that focus on creating and exploiting intellectual property products such as the arts, films, games or fashion designs or provide business to business creative services such as advertising.”
Traditionally there is a miss perception about creativity considering that it is a characteristic only for the art domain. The creative economy approach asks for a turning point and highlight that artists do not have monopoly on creativity; they are not the only workers in the creative economy. A company which differentiates itself only by price will eventualy enter into bankrupt because, if its competitors decrease their prices, the company will offer nothing different. Industry leaders are always creative and they use their ability to innovate in order to get a competitive advantage. 

Creativity is not limited to ‘creative industries’. There is no field in this world where the job description asks you to be dumb. Take a look at aviation, IT or pharmaceutics, industries which are thought to be very technical or pure science. A little bit of creativity is required anywhere. The holistic vision is crucial for creative economy mostly in the content of the neww economic map (see the following figure) that compares the old econmic map with the new one.
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Source: David Belden, A Nurturing Economy, in “Tikkun”, 2007, http://www.tikkun.org/magazine/tik0709/frontpage/nurturing
The creative economy requires a new perspective and it is not necessarily a continuing perspective to the traditional one. There is a real turning point mostly in the way people think and get close to reality. Traditional path may not work in an efficient and effective way in a creative economy. Creativity is not based on know-how. Following a certain method of doing things is the opposite of creativity. Experience does not necessarily help. If you have experience in a certain field, you tend to go on the same path that you know will take you there, thus killing creativity. 

3.THE CREATIVE ECONOMY IN DATA

The creative economy uses human talent as its raw material: the talent to have new and original ideas and to turn these ideas into economic capital and products. Worldwide, the creative economy was worth about $2,240 billion in 1999 and grew at 5% a year. If we project this figure to 2020, we can forecast a total of $ 6.1 trillion. Since, according the World Bank, the world’s gross national product (GNP) in 1999 was $30,200 billion, the creative economy represents 7,3 % of the global economy. There are some specific industries that constitute the creative economy: the copyright, the patent, the trademark and the design industries, also called intangible industries. Many creative products, although not all, are considered intellectual property, an intangible good. It is simply what the lay says we know or have. The creative economy includes some core sectors called by some authors (Howkins, J., 2001): advertising, architecture, art, crafts, design, fashion, film, music, performing arts (theatre, opera, ballet), publishing, research and development, software, toys and games, TV and radio and video games. 

4. CREATIVE PEOPLE
Many people have ideas, but few of them turn these ideas into products. Peter Bazalgette, Creative Director of Endemol Entertainment UK, part of Europe’s largest TV production group, says creative people require at least the following  characteristics: open-mind, independence of mind, not being afraid of change, “the blank sheet of paper test… creative people are challenged by a space and want to put something in it”, well developed sense of humour and being ambitious and competitive.

Many companies have devised systematic tests of creative and innovative thinking in an attempt to recruit people with creative talents. The majority of systems test people’s creative thinking but not their ability to follow through. One attempt to combine both facilities is an Innovation Potential Indicator devised by psychologist Fiona Patterson at the Nottingham University. It focus around four criteria: the motivation to change (low boredom threshold); challenging behaviour (non-conformity); adaptation (a preference for tried and tested approaches); and a consistency of work style (efficiency). Creative people are considered to be those who score high on the first pair and low on the second pair. 

A large part of this hidden capital is accounted for by brand names. Many early brands which cost almost nothing to create, are now worth billions. Brand specialist Interbrand has calculated the Disney name, originally free. Is now worth $32 billion which, given Disney’s market capitalization of $52 billion, is 61 per cent of the company’s total market capitalization. Interbrand has estimated that 59 per cent of Coca-Cola’s capitalization in 1998 of $84 billion was attributable to its brand name. The Nike brand rated over 77 per cent.

The boom in intellectual property

Patents and copyright are the currency of the creative age. The banking of ideas is a profitable business. The US Patent Office and Trademark Office gives out three patents every twenty minutes of the working week. There are even specialist advisers who encourage companies to apply for more patents, called “patent mining” companies (Aurigin, QED, BTG). Trademark businesses are very skilled and they prove to be very creative in raising capital finance and in marketing. Companies like Getty Images buy reproduction rights to the world’s pictures, and create many times more value than the original owners. Picasso is the most valuable artist of the twentieth century not only in terms of his paintings but for their reproduction rights. One car company even reproduces his signature on a “Picasso” model. 

The creative economy as an economics of ideas and imagination 

Ideas are ‘non-rivalrous’. The simply fact that someone have an idea does not mean that one or another million people can not have an idea. The creative economy differs from conventional economics in the central role of the individual. In traditional economics people have to be rational. Within a creative individual people are not only free to be Creative (and this does not necessary mean to be rational ) but they may generate more value –added (greater novelty) that way.

 “Companies in the ordinary economy operate with scarce resources, over which they assert permanent property rights and compete primarily on price. In the creative economy, individuals use resources which are infinite, over which they do not compete primarily on price. We have moved from a world of diminishing returns, based on the scarcity of physical objects, to a world of increasing returns based on the infinity of possible ideas and people’s genius.” 
John Hawkins, in his book “The creative economy: how people make money from ideas” concluded that there are 11 rules for success in the creative economy:

1. 
Invent yourself. Create a unique cluster of personal talents. Break the rules. 

2. 
Put priority on ideas, not on data. Create your own creative imagination. Entrepreneurs in the creative economy are more worried if they lose their ability to think than if their company loses money.

3. 
Be nomadic. Nomads appreciate both the desert and the oasis; creativity need both solitude and the crowd, thinking alone and working together.

4. 
Define yourself by your own thinking activities, not by the job title someone else has given you. If you are working for a company X on project Y, say you are working on project Y at company X.

5. 
Learn continuously. It does not matter where you get the ideas from, it matters what you do with them. Take risks and do unnecessary things. They can lead to amazing discoveries.

6. 
Exploit fame and celebrity. Being well known is as important in the creative economy of the twenty-first century as good typing speeds were in the clerical economy of the twentieth. 

7. 
Treat the virtual as real and vice versa. Mix dreams and reality to create your own vision.

8. 
Be kind. Kindness is a mark of success. 

9. 
Admire success openly. The person who said “It’s not whether you win or lose that counts” probably lost. But you will never win if you cannot lose. 

10. 
Be very ambitious. 

11. Have fun… and when writing the ten rules for success in the creative economy, don’t worry if you end up with eleven. You can break your own rules.

According to some authors like Richard Florida creative people are so special that they have to be considered as a special class of people - called symbolically  by Richard Florida and some other authors "Creative class".

5. CREATIVE CLASS
The creative class is a group of people that social scientist Dr. Richard Florida, Hirst Professor of Public Policy at George Mason University, believes are a key driving force for economic development of post-industrial cities in the USA. The "Creative Class" concept is controversial, as is Florida's methodology. He breaks the Class into two broad sections, derived from standard SOC codes data sets:
· Creative professionals called also "knowledge workers" by expanding this cathegory such as to include financial planners, doctors, teachers and lawyers;
· Super-Creative Core comprises about 12 % of all US jobs. This group is deemed to contain a huge range of occupations (e,g. architecture, education, sports) with arts, design and media workers making a small subset.

The creative class is a class of workers whose job is to create meaningful new forms. The creative class is composed of scientists and engineers, university professors, poets and architects, to name a few. Another sector of the creative class includes those positions which are knowledge intensive. These type of careers usually require a high degree of education and a life long learning investments in education. Examples of this sector are health professionals and business management. 30% of the workforce in America identify themselves with the creative class. This number has increased more than 10% in the past twenty years. In short they are shaping a new culture for the America of the 21st century.

Florida’s theory uses the three T's: technology, talent and tolerance. We need to have a strong technology base, such as a research university and investment in technology. That alone is a necessary but not in itself sufficient condition. Second, we need to be a place that attracts and retains talent, that has the lifestyle options, the excitement, the energy, the stimulation, that talented, creative people need. And thirdly, we need to be tolerant of diversity so we can attract all sorts of people. But for some other countries including Romania this approach is just on the beginning. 
6. WHAT ABOUT ROMANIA?

Still unfortunately, in my opinion in Romania the concepts of creative economy and creative class are quite ignored. People are not being appreciated for their competencies the right way. Many top-level managers think that it’s enough to offer an above the average salary for their employees to be happy. From my point of view it isn’t. We need to feel appreciated, we need to be allowed to make decisions, and we need to be praised for our good ideas. Our economy is losing ground because it doesn’t know how to use its resources at their best. The most important resource of an economy are people. A smart idea and the right people to put it into practice is something we strongly need for an economic growth in Romania.
7. BRIEF  CONCLUSIONS

Today’s economies are in a more harsh battle than ever for the competitive advantage and for talent, skilled and creative people. One thing that can help an economy to develop this long wanted edge is the acknowledgment of the creative class and its potential. 

USA if the first nation to recognize the value of this new concept and to exploit it. People from the creative class have created creative communities that developed eventually into creative cities. These creative cities have become the engine of the American economy, the major part of all new investments and also producing the biggest part of the national revenue. The creative class people are not motivated in terms of money only. They belief in an intrinsic motivation and need to be appreciated for their added value, and for being creative. 
Many countries in Europe have followed the American model and have registered significant growths in the past years. Their economies can now compete with each other and other economies of the world at a higher level. Unfortunately, there are also countries where at least the policy makers that are not willing …to embrace this new concept yet. Some of the reasons are that they don’t believe their economy is strong enough to work with a concept that has been great for the leading economies of the world; they don’t appreciate people at their right value, considering that it’s not the people who make money, it’s money that makes more money; they think that their old rules and economical theories are better that the new ones and they don’t want to change anything.  But creative people does not mean just active people “smart” enough as to no just how to get more and more money every day. This is not the spirit of creative economy and creative class. In Romania a changing mentality is crucial in order to make creative people to feel well-come in their communities.
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