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What is a Creative Economy?
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What enables Entrepreneurship?



S0t Domains of the Entrepreneurship Ecosystem
Lo oy

» Unequivocal support * Institutions * Researchinstitutes
= Social legitimacy €.5. Investment, support * Venture-friendly legislation
: S— * Open door for agvocate * Financial support * e.g.Bankruptcy, contract
Mmm = Entreprencurship strategy e.5.for R&D, jump start funds enforcement, property rights,

* Regulatory framework and labor

= Urgency, crisis and challenge
y . Incentives

* Early adopters for proof-of.

conce %
* Reference customer
= Firstreviews * Micro-loans * Venture capital funds
* Distribution channels *  Angel investors, * Private equity
friends ang family * Public capital markets
* Zero-stage * Debt
venture capital
Networks

* Entrepreneur’s networks
* Diaspora networks
* Muitirational corporations

* Visible successes
*  Wezlth generation for founders
* Intzenationsl reputation

Labor

= Skilled and unskifled
* Serial entrepreneurs
= Later generation family

Educational Institutions * Tolerance of risk, mistakes, failure
S * |nnovation, creativity, experimentation
* General degrees (professional and * Social status of entrepreneur
academic) * Wealthcreation

= Specific entrepreneurship training

* Telecommunications

* Ambition, drive, hunger

Y tion & loisti = Emtreprenewrship * Conferences
. En:r:;sona R promotion in non-profits = Entrepreneur-friencly
* Zones, Incubation centers, clusters * legal * Business plan contests associations
* Accounting
* Investment bankers :
5/19/2011 « Technical experts, advisors @ 2009, 2010, 2011 Daniellsenberg

http://entrepreneurial-revolution.com/wp- ontent/upIoads/2013L/07/econo,mist3.png
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Global Entrepreneurship Index 2015

Table 2.2: The Global Entrepreneurship Index and Sub-Index Ranks of the First 25 Countries,

United States 850 1 834 1 847 2 868 1
Canada 815 2 792 2 857 1 796 2
Australia 776 3 779 3 81.3 5 735 5
United Kingdom 2.7 4 709 10 828 4 643 16
Sweden 718 5 771 4 747 7 63.5 18
Denmark 14 6 594 16 834 3 716 8
Iceland 704 7 15 8 699 13 69.7 13
Taiwan 691 8 60.8 14 675 15 79.0 3
Switzerland 68.6 9 62.8 12 720 9 711 10
Singapore 68.1 10 21 25 735 8 78.8 4
Germany 674 11 599 15 720 10 703 1
France 67.3 12 62.0 13 703 12 69.7 12
Netherlands 66.5 13 710 9 68.1 14 60.3 26
Finland 65.7 14 758 5 593 20 62.0 21
Norway 656 15 28 7 54 b 48 8 41
Belgium 655 16 575 18 66.1 17 728 b
Ireland 653 17 579 17 715 11 66.5 14
Austria 649 18 65.6 1" 66.5 16 62.6 20
Chile 63.2 19 4.7 6 504 34 645 15
United Arab Emirates 616 20 558 21 576 23 14 9
Korea 54.1 28 48 37 529 32 614 25
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Aspirations Sub-Index

Abilities Sub-Index

Attitudes Sub-Index
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Takble 1.2 Paoints and Ranks of the

Rank oty
1 Unite-d Siakes B5.0
2 Camnada 81.5
3 Auciralia TFE
= Uinited Kengdom T2.T
5 Swreden T1.5
5 Drermmmeark 14
7 o larsdd To.a
Where does s | T
L= Switzeramnd e3.&
g Lu] Singapore 531
11 f=Ermrmany L=
South Korea s |
13 Metherlands e85
14 Fink=rnd 65T
? 15 Momaray 656
ra n 1= BEelgium 65 .5
¢ 17 Irelznd &5.3
18 Sousires a9
19 Chil= e3.2
20 Unite-d Arab &1 .6
Emarates
=1 Ectoni= se0_ =
=2 I=rasi 599
=23 Luesmibowrng 572
Z4 Cratar 55 2
25 T ey L =
e = L ithwaa i 54 6
Ly Latwia 54 5
5 Korea S 1
=9 Shlowenia 53.1
20 Poriugal 50.6
21 Saoudi Arsicia 49 &
22 Spain 49 &
23 Japan 49 5
24 Puserto Rico 439
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South Korea in a Snapshot source: wwnthegedi.org

1. Opportunity
Perception
14. Risk Captal 90— 2 Startup Skils 1-5  Attitudes
080 ‘ 6-9  Abilities
13. Intemation- 3. Risk oL
alization Acceptance 10-14 Aspirations
12 High / | |
arowth [ 4. Networking
11. Process | " ~__| 5. Cultural
Innovation Support
10. Product /6. Opportunity
Innovation Startup
1. Technology
9. Competition = Absorption
8 Human
Capital
Korea Asia-Pacific World average
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What are South Korea’s weaknesses?



Percentage of total new effort for

Pillar Scores from worst to best a 10 point improvement in GEI
score

~ : 9. Conpefon 2 s34
Opportunlty Percept|0n 1. Opporurity Perception 037 _ 4%
13. Memafonaizzton o [ 2

5. Cutral Support i I 2

. : . b. Opparte 5 I 0%
Internationalization g,sﬂ";ﬁﬁfw ﬂﬁ-ﬂ . 0
3. Risk Acceptance i I 0

12.High Growh i I 0

e 4. Networking o 00000000 ] 0%
Competition T "
10, Product inovaton i I 0

14 Risk Capal i I 0%

7. Techrdogybsonin 087 [ 0%

f.Pocessimonion 050 [ 0
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s Korea truly weak in these areas?



Healthiness of Global Ecosystem Index
(HeBEX)

Productivity Profitability
/ (Exploitation) / / (Relmshy

Figure 1: The HeBEx Model
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Table 2: Healthiness of Business Ecosystem Index
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Table 3: Creativity through R&D

17

18

Indices: Creativity

1)

2)

3)

4

Research and development expenditure (% of GDP):

Expenditures for research and development are current and capital expenditures (both
public and private) on creative work undertaken systematically to increase knowledge, including
knowledge of humanity, culture, and society, and the use of knowledge for new applications.
RE&D covers basic research, applied research, and experimental development.

This data has been downloaded from
http://data.worldbank.crg/indicator/GB.XPD.RSDV.GD.Z5.

Patent applications
a. Residents
b. Nonresidents

Patent applications are worldwide patent applications filed through the Patent Cooperation
Treaty procedure or with a national patent office for exclusive rights for an invention—a product
or process that provides a new way of doing something or offers a new technical solution to a
problem.

This data has been downloaded from http://data worldbank org/indicator/IP_ PAT RESD for
residents, and htto://data.worldbank.org/indicator/IP.PAT.NRES for nonresidents.

Technology balance of payment
The technology balance of payments (TBP) registers the commercial transactions related to
international technology and know-how transfers. It consists of money paid or received for the
use of patents, licenses, know-how, trademarks, patterns, designs, technical services (including
technical assistance) and for industrial research and development (RE:D) carried out abroad, etc.
This data has been downloaded from hitp://www.oecd-ilibrary.org/=cience-and-
technology/oecd-science-technology-and-industry-scoreboard 20725345,

Knowledge flows and commercialization (Industry-financed public R&D/GDP)

Direct funding of public research by industry takes the form of grants, donations and
contracts and influences the scope and orientation of public research, generally steering it
towards more applied and commercial activities. The share of public R&D expenditure financed
by industry is the domestic business enterprise sector’s contribution to the intramural R&D
expenditures of the higher education (HERD) and government (GOVERD) sectors.

This data has been downloaded from http://stats.cecd.org/Index.aspx?Queryld=41991.

Creative Economy: Seeking Opportunity and Lean-in Asia 16
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Table 7: Creativity with Commercialization
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Table 11: Opportunity

30

Indices: Opportunity
5) Export per population

6)

7)

8)

Exports of goods and services [current USS) divided by Total population is based on the de
facto definition of population, which counts all residents regardless of legal status or citizenship-
-except for refugees not permanently settled in the country of asylum, who are generally
considered part of the population of their country of origin.

This data has been downloaded from http://data.worldbank.org/indicator/NE.EXP.GNFS.CD
for export of goods, and http://data.worldbank.org/indicator/SP.POP.TOTL for total population.

Exports of goods and services (% of GDP)

Exports of goods and services represent the value of all goods and other market services
provided to the rest of the world. They include the value of merchandise, freight, insurance,
transport, travel, royalties, license fees, and other services, such as communication,
construction, financial, information, business, personal, and government services. They exclude
compensation of employees and investment income (formerly called factor services) and
transfer payments.

This data has been downloaded from http://data.worldbank.org/indicator/NE.EXP.GNFS.Z5.

Market supremacy (Number of products with the best market share)

Depicts the number of products which have the best market share per country. This data
came from UN Commeodity Trade Statistics.

This data has been downloaded from
http:/www.kita.net/newtri2 /freport/fiitreporter view.jsp?sNo=1090.

Current account balance (BoP, current US5)

Current account balance is the sum of net exports of goods and services, net primary
income, and net secondary income. Data are in current U.S. dollars.

This data has been downloaded from http://data.worldbank.org/indicator/BN.CAB.XOKA.CD.

Creative Economy: Seeking Opportunity and Lean-in Asia 18
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Table 12: Export per population
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Table 14: Market supremacy
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Table 15: Current account balance
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Table 16: Productivity
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et’s put the GEl HeBEX snapshots into a
reality check using industry data!




R&D to Sales
s
=

CREATIVITY

High-Low High-High
R&D Paradox Virtuous Cycle
(N=986) (N=247)
35.1% 8.8%
Low-Low Low-High
Vicious Cycle Productivity Dependency

(N=870) (N=704)
31% 25.1%
w275 million
PRODUCTIVITY
Sales per employee

Creative Economy: Seeking Opportunity and Lean-in Asia




Creativity, Export (r = -.02)



So, export strategy, where to?



Cultural Distance

Hi

Low

Globalization Strategy

Geographically far

Culturally close

Geographically far

Culturally far

Geographically close
Culturally close

Geographically far
Culturally close

Low

Hi
Geographic Distance
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So where is Korea SMEs going? mm)
ASEAN

Population

(mn)
Indonesia 250
Philippines 9G
Vietnam 90
Thailand 67
Myanmar 53
Malaysia 30
Cambodia 15
Lao PDR 7
Singapore b

Brunei 0.4
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Table 19

ASEAN Statistics

ASEAN trade by selected partner country/region, 2013

as of 4 December 2014

value in US3 million; share in percent

. Value Share to total ASEAN trade
Partner country/region
Exports Imports Total trade Exports Imports Total trade
ASEAN 3303181 2782402 608, 556.3 260 224 242
Australia 45 526.1 225314 66,057 5 36 18 27
Canada 72474 6.219.0 13,4663 06 05 05
China 152 5455 197 962 8 350 508.4 120 16.0 14.0
EU2g" 124 4341 121,794 1 24622683 95 9.8 95
India 419352 2509267 67 861.9 33 21 27
Japan 1228632 117,903.9 2407671 97 95 96
Republic of Korea 52.823.0 82 139.6 134 962.6 42 66 54
MNew Zealand 56841 41013 07854 04 03 04
Pakistan 52743 064 2 6,1368.5 04 0.1 02
Russia L2435 14,706.0 19,9496 04 12 0a
us 114.509.7 92 3457 206,855.4 | 90 7.4 82
Total selected partner countries/regions 1,008,404 3 a64 734 9 1.973139.2 793 778 786
Others” 262 7238 2756535 538,377.3 207 222 214
Total ASEAN 1,271,128.1 1,240,358.4 2.511,516.5 100.0 100.0 100.0

Source: ASEAN Merchandise Trade Statistics Dafabase (compied/icomputed from data submission, publications and/or websites of ASEAN Member States' national
ASEAN Free Trade Area (AFTA) unitz, national statistics offices, customs depardmentsiagencies, or central banks)
Symbols used Hotes
- not available as of publication time Some figurez may not add up to totals due to rounding off errors.
n.a. not applicable/not available/not compiled 1/ Includes Ausiria, Belgium, Cyprus, Czech Republic, Denmark, Estonia, Finland, France,
Data in italics are the latest updatedirevised figures Germmany, Greece, Hungary, Ireland, ltaly, Latvia, Lithuania, Luxembourg, Malta, the Nethedands,
from previous posting. Poland, Portugal, Slovakia, Slovenia, Spain, Sweden, United Kingdom and Croatia
21 Includes of all other countries and those that could not be atiributed fo specific countries.
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Table 24 ASEAM Statistics

ASEAN trade by partner country/region, 2013

as of 4 December 2014

in US% thousand
Value of frade Share fo total
150 Code Trade partner country rte from m from
Exports from ASEAN Imperts by ASEAN Total frade B:.;EAN EBEAN Total trade
ASEAN 330,318,074.7 274,240 2257 605 553 300 4 26.0 224 242
CH China 152,545,531.7 197,962 837.0 350 508 3657 12.0 16.0 14.0
EU-28 124 434 147 .4 121,794 1235 245228 2709 9.8 9.8 9.8

JP Japan 122,663,231.58 117,903 570.5 2407671023 97 9.5 9.6
us Usa 114,509,739.0 92 3456825 2058554218 9.0 T4 32
KR Kerea, Republic of 528229927 82,139 580 134 962 5728 42 6.6 54
™ Taiwan 35,459 376.3 656,219.976.2 101 689 3525 28 53 4.0
HE Hong Kong 32 0584,522.3 131359122 952207345 6.5 [ 1.1 38
Al Australia 45 526,067.3 225313932 658 057 4605 36 1.8 27
1IN India 419352402 25,928 651.7 67 8618919 33 21 27
AE United Arab Emirates 18,240,395.1 41 678 404 4 60 518 28025 15 34 24
SA Saudi Arabia 7.607,221.3 33,258 5676 40 8657839 0.& 27 16
CH Switzerland 39148721 16,922 903.0 208377751 0.3 1.4 0.8
RU Russia 5,243 541.0 14,706,049 19,949 590 1 04 12 0.8
BR Brazil 9.000,626.0 91852173 15,185,843 3 07 or 07
QA Qatar 997 0151 15,745 648 6 15,742 BB3T 01 1.3 07
CA Canada 7.247 3841 6,213 963.7 13 466,347 9 0.6 0.5 0.5
PA Panama 12,109,717 2344552 123641725 1.0 0.q 0.5
ZA South Africa 7,548 957.6 4,449 5635.1 11,998,522.7 0.6 . 0.4 0.5
WX Mexico 5,971,303.3 4,285 423 10,256,726.1 0.5 0.3 0.4
MZ Mew Zealand 5654 137.3 4,101 253.5 97854208 0.4 0.3 0.4
KW Kuwrait 1,178,220.6 7,316,721 4,494 9412 01 0.6 0.3
TR Turkey 5,316,345.5 2624 339 4 7,940 6579 0.4 . 0.z 0.3
AR Argentina 2,013,799.7 5,875,050.2 T,585,58499 0.z 0.5 0.3
BD Bangladesh 5,553,930.6 429207 5,993 133 1 0.5 0.0 0.3
VE Venezuela 325,644.6 6,142 919.9 6,465 7645 a0 0.5 0.3
PK Pakistan 5274 261.7 364 2052 6,135 4699 0.4 0.1 0.2
oM Oman 1,486,5856.8 45220275 6,0058,914.2 01 0.4 0.2
NG Migeria 1,830,501.9 4042 217 5,873,019.0 01 0.3 0.2
NO Maorway 1,831,377.8 2,692 943 4524 325 4 01 0.2 0.2
] Irag 1,197 109.6 31587114 4,355 821.0 01 0.3 0.2
EG Egypt 3,593,290.8 5378025 4,131,093.3 0.3 0.0 0.2
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Table 22

Top ten ASEAN trade commodity groups, 2013
as of 4 December 2014

ASEAMN Statistics

value in US§ million; share in percent

Commodity group” Value Share to total ASEAN trade

E_dc'gg:s Description Exports Imports Total trade Exports Imports Total trade
Electrical machinery and equipment and parts thereof;

a5 sound recorders and reproducers, television image and 3773733 949.318.0 526 691.4 218 201 210
sound recorders and reproducers, and parts and T A T ’ ’ '
accessories of such articles

77 I"u'!lner.al fuels, mineral D_IlS :_and products of their distillation; 220,166.4 273,821.9 493 988.3 173 291 197
biturminous substances; mineral waxes

a4 Nucl_ear regcturs, boilers, machinery and mechanical 138.437.3 155.769.4 294.206.7 109 126 117
appliances; parts thereof

a7 Vehicles other than. railway or tramway rolling-stock, and 40,412.4 40,4537 80.866.1 32 33 32
parts and accessories thereof

39 Plastics and articles thereof 39,606.0 40,646.0 80,2520 31 3.3 32
Optical, photographic, cinematographic, measuring,

S0 checking, precision, medical or surgical instruments and 32,7753 27,7104 60 4857 26 2.2 24
apparatus; parts and accessories thereof
Matural or cultured pearls, precious or semi-precious

71 stones, precious metals, metals clad with precious metal, 26,3387 33,5040 596427 21 2.7 24
and articles thereof; imitation jewellery; coin

29 Organic chemicals 2707 26,458 2 591599 26 21 24

40 Rubber and articles thereof 39,9455 12,8971 528426 31 1.0 21

72 Iron and steel 8,378.0 435109 51,686.9 0.7 35 21
Top Ten Commodities 656,134.6 904,089.7 1,760,224.3 67.4 72.9 70.1

Others? 414,993.5 336,298.7 751,292 .3 326 271 299
Total 1,271,128.1 1,240,388.4 2,511,516.5 100.0 100.0 100.0

Source: ASEAN Trade Database (compiled from data submission and/or websites of ASEAN Member Countries' national statisfical offices and other relevant government agencies)
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Rate of Growth (%)

ASEANS's Rate of GDP Semester Growth, 2005-2013

20

—— |ndonesia

— Malaysia

== Philipines

Singapore
== Thailand
e ASEANS

-10

Source: AMSs submission as of 17 October 2013
Motes : ASEAMS growth rate is calculated as a weighted average using PPP-GDP share of the World Total as used in the IMF-WEO
Databasze of April 2013

Figure 3. ASEANS's Rate of GDP Semester Growth, 2005-2013
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Table 2.1. Trade with Selected Dialogue Partner Countries (in US$ billion)

Intra-ASEAN 824 1668 3048 5984 8020 608 6 105 7
Austrada 91 176 312 567 695 680 106 7
Canada 3s 48 60 108 123 135 70 4
Chena 89 323 1133 280 1 3185 3505 202 40
EU-28 832 1028 1407 2346 24286 246 2 70 4
Inda 29 07 230 682 718 67 6 7.0 23
Japan 867 116.2 1538 2738 2629 2409 52 3
Repubéc of Korea 133 206 480 1244 1310 1350 123 10
New Zealand 13 22 41 82 82 88 10.7 8
Paksstan 10 35 23 68 63 61 o4 6
Russia 04 14 47 138 182 199 213 ar
USA 57 1222 1539 198 8 2000 2069 52 3
Rest of the Workd 815 1499 2387 5107 5310 5381 99 7
Total ASEAN 4299 7591 12246 23884 24764 250115 92 6
ASEAN+3 1912 3450 6200 12768 13154 13350 10.2 7
ASEAN+S 2045 3745 6783 14128 14680 14807 104 7
EAS 2807 498 1 8369 16256 16842 17076 94 6

Source: ASEAN Trade Statistics Database, as of 24 July 2014
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Figure 2.9 Share of Major Trade Partner in ASEAN Trade, 2000

Others 19.7%

Pakistan 0.5% \

—————__ ("anada
China 4.3% 0.6%

Russia0.2%

Republic of
Korea 3.9%

India 1.3%

Source: ASEAN Trade Statistics Database, as of 24 July 2014

Figure 2 10 Share of Major Trade Partner in ASEAN Trade, 2013

Others 21.4%

Pakistan 0.2%

ANZ 3. 1%
Canada 0.9%

—_g

Russia 0.8% China 14.0%

Republic of Korea
5.4%

India 2.7%

Source: ASEAN Trade Statistics Database, as of 24 July 2014
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Figure 7. FDI Inflows into ASEAN, by Source Country (US$ million)

Source Country

Intra-ASEAN

Australia

Canada

China

EU-28

Hong Kong

India

Japan

New Zealand

Pakistan

Republic of Korea

Russia

Taiwan, Province of China
USA

Rest of the World
Unspecified

Total

Mote: p! Preliminary as of 30 July 2014

1995
4,651
230
609
137
5,049
1,257
108
5,633
24
3
611

913
4,335
4,286

28,164

2000 2009
1,219 6,672
325 994
98 753

20 1,965
9,210 8,598
912 5,650

59 553

968 3,919
24 57

1 15
191 1,799

i 140

866 70
6,913 5215
2,563 10,695
-334 i
21,809 47,997

2010
15,200
4,001
1,208
4,052
19,018
1735
3474
11,171
22

30
4,299
B0
1,116
12,295
22,683

100,360

2011
15,228
1,930
763
7,658
29,693
4,274
-2,230
9,709
;
12
1,742
68
1,033
9,130
17,432

97,538
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2012
20,658
1.831
G24
0,377
18,085
5,030
2,233
23,777
-108
-21
1,708
184
2317
11,080
21,264

114,284

2013p/
21,32
2,002

851
8,644
26,980
4517
1,317
22,904
246

3,516
542
2,242
3,758
24 456

122,377
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Figure 3: Compounded growth in PPP terms, 2013-20
Growth, %

Cambodia
Myanmar
| aos
Vietham

Indonesia
Philippines CAGR Per

Thailand ' Capita GDP

Malaysia in PPP terms

~ Brunei 2013 to 2020

Singapore X
China
India
Taiwan

Kﬂﬁﬁ Global Average = 4.5%

USA :
Japan !

0 2 4 6 8 10

Source: World Bank, Standard Chartered Research
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