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1. INTRODUCTION

Successful exploitation of new ideas has driven 
economic progress of many countries. New 
technology and scientific understandings have un-
leashed new waves of innovation, creating many 
opportunities for creative industries to gain com-
petitive advantage (Innovation Report, 2003). The 
creative industries of today should be knowledge-
based entities because their success and survival 
depends on creativity, innovation, and design. 
Research shows that design-driven creative indus-
tries are more innovative than others (Cox, 2005; 
European Commission, 2010). The challenge for the 
creative industries is to move from competing on 
costs to competing on unique value and innovation. 

Botswana, once one of the poorest countries in 
the world, with a GDP per capita of about US$70 
per year in the late 1960s, has become one of the 
fastest-growing economies in the world.  At pres-
ent it is an upper middle-income country with a 
GDP per capita of about US$18,825 per year as 
of 2015 (purchasing power parity), one of the 
highest in Africa. Botswana’s engines of growth 
are predominately mining and to a lesser extent, 
agriculture. This growth has been heavily reliant 
on exports of diamonds and other minerals, and 
beef. However, the minerals will not last forever, 
and the government is trying to diversify the 
economy to manufacturing and tourism. The 
government is also promoting citizen economic 
empowerment as it is critical if the future growth 
of Botswana is to be sustained through private 
sector expansion. The government is also de-
veloping the creative industries as a key policy 
driver for economic diversification to create 
employment opportunities (MFDP, 2003; Okurut, 
Olalekan, & Mangadi, 2011; Sentsho et al., 2009). 
However, the creative industries are still in their 
infancy in design, creativity and innovation. If 
well nurtured, creative industries can be a source 
of socio-economic growth, jobs, innovation, and 
trade, while at the same time contributing to so-
cial inclusion, cultural diversity, and sustainable 
human development. 

Lack of an innovative programme aimed at 
instilling a culture of continuous innovation 
among creative industries has been cited as an 
impediment to this sector’s growth in Botswana 
(Local Enterprise Authority, 2008). The Local 
Enterprise Authority’s report on small micro 
enterprises (2009) identified lack of support for 
product development and quality of products and 
services produced by creative industries as major 
challenges in Botswana. Globally, competition is 
increasing as a result of trade liberalisation, and 
movement of financial capital and information. 
Botswana’s creative industries are no exception 
to this fierce business competition as they will 
find it increasingly difficult to compete favorably 
based on low cost, labor intensive industries 
exposed to international competition (BIDPA, 
2007). Moreover, Temtime & Pansiri (2004) 
argues that today’s business environment is 
turbulent and requires firms, small or large, to 
be proactive and innovative rather than reactive 
and receptive if they are to survive and grow.

Innovation is regarded as an essential tool for 
stimulating growth and enabling enterprises to 
master the competition brought about by global-
ization. Innovation matters to customers because 
it means higher quality and better products, 
more efficient services, and a higher standards of 
living. It is also important for business because 
it leads to sustained or improved growth and 
higher profits (Innovation Report, 2003). Innova-
tion in the economy is the key to higher produc-
tivity and greater prosperity. Conversely, absence 
of creativity, design and innovation can lead to 
business stagnation and loss of jobs. 

The objective of the study is to audit the level of 
product and process innovation by considering 
the effects of innovation, sources of informa-
tion about innovation activities, and innovation 
expenditure in Botswana’s creative industries. 
A survey of creative industries in Gaborone and 
surrounding villages was conducted. The results 
lay the foundation for a qualitative study to de-
velop a framework which will assist Botswana’s 
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creative industries in using a design-driven in-
novation approach to enable the sector to remain 
globally competitive.

2. INNOVATION, CREATIVITY AND DESIGN

Previously, innovation was largely identified 
with research in new technological solutions. 
However, in recent years the definition of innova-
tion has centered on customer satisfaction as a 
priority over the technological notion of product 
or process innovation. This emerging trend em-
phasizes customer needs and requirements and 
is thus design-driven innovation (Rampino, 2011; 
Verganti, 2009). Design-driven innovation is an 
innovation approach that seeks to create prod-
ucts and services that have a radical new mean-
ing. It is a major source of long-term competitive 
advantage (Verganti, 2009).

Creativity in design plays a pivotal role in im-
parting innovative skills and knowledge in the 
creative industry business environment. Design 
fosters a culture of innovation and creativity not 
only in business, but through the development, 
presentation and branding of products, processes, 
or services. Design also enhances people’s lives 
through enriching cultural and social experiences, 
uniquely shaping their future. It shapes ideas to 
become practical and attractive propositions for 
users. Mazota (2006) reports on the four powers 
of design in a study conducted with European 
small and medium enterprises. The four powers of 
design are as follows:

(1) Design is a differentiator: a source of competi-
tive advantage on the market through brand 
equity, customer loyalty, and price premiums.

(2) Design is an integrator: a source that improves 
new product development and processes.

(3) Design is a transformer: creates new business 
opportunities and improves the enterprise’s 
ability to cope with constant change.

(4) Design is good business: a source of increased 

sales, greater market share, better return on 
investment, and more brand value.

Design may be described as creativity deployed 
to a specific end. It links creativity and innova-
tion. Design is a capability that transforms prod-
ucts and services to improve their functionality, 
efficiency and style. It is a fundamental building 
block of innovation, a critical enabler of competi-
tive creative industries and is vital to building 
sustainable and cohesive communities. Design in 
this case refers to a process concerned with the 
creation of an entity. It is a tool for the realisa-
tion of innovation. It is the activity of conceiving 
and developing a plan for a new or significantly 
improved product, service or system that ensures 
the best interface with users’ needs, aspirations 
and abilities, and allows for aspects of economic, 
social and environmental sustainability to be 
taken into consideration (Commission of the 
European Communities, 2009). Design is increas-
ingly considered as a dynamic tool in the innova-
tion process and in turn, innovation is increas-
ingly viewed as a force for economic growth.

2.1 Models of Innovation

Rampino (2011) reports on a model of design-
driven innovation process which includes the 
following:

(1) Aesthetics innovation – This type is related to 
product recognition, attractiveness, and ex-
ternal appearance of the product in order to 
attain differentiation from the competitors.

(2) Innovation of use – the stage can also be 
referred to as functional innovation and 
involves the degree to which a product im-
proves or modifies its usage by the addition 
of new functions as compared to the competi-
tors’ products. It also involves the consider-
ations of issues of usability, maintainability, 
quality of use, safety, and reliability. 

(3) Meaning innovation – this involves the emo-
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tional and symbolic aspects of a product 
which can be interpreted from a specific 
socio-cultural context. Product meaning is 
closely linked to the cultural context and the 
respective value system and this makes prod-
ucts more symbolic to their users. Dell’Era 
and Verganti (2007) asserts that meaning 
innovation can be achieved only when the 
market shows it understands the new mean-
ing and thus making the product successful. 

(4) Typological innovation – communicates 
the departure of a product from its formal 
archetype. Product archetypes evolve due to 
cultural changes and technological innova-
tion taking place in the society. Some product 
archetypes, such as forks, have changed little 
over a long period of time. Research shows 
that products that have radical archetypes 
struggle to gain acceptance in the market 
because users struggle to map them onto an 
existing product category (Rindova & Pet-
kova, 2007).

Beacham (2006) identified the following six ap-
proaches to innovation in order of increasing in-

vestment: (1)  Incremental - continuous product 
and process improvement, (2)  New design - using 
design and customisation to add value, (3)  New 
business model - embedding the product inside a 
service, (4) Increasing functionality - e.g. addition 
of software technology, (5) Applying technology - 
fusing different technologies to add a product or 
service value, (6)   Breakthrough - exploiting new 
technology. The first three stages can be loosely 
categorised as market-pull and the latter three as 
technology-push.

In addition to the innovation models proposed 
above, Norman and Verganti (2014) advance an 
innovation framework which focuses on two 
dimensions of technology and meaning change 
(Figure 1). Technology change focuses on novel 
technologies developed by industries while 
meaning change examines the emotional, psy-
chological, utilitarian and socio-cultural reasons 
why people buy products and services.

Norman and Verganti (2012) argue that this in-
novation framework connects technology innova-
tion and meaning innovation with the innovation 

Figure 1. Dimensions of technology and meaning change 
Source: Norman and Verganti, 2014 (p. 89)
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drivers such as technology, design, and users. 
From this model, four types of innovations can 
be identified: technology-push, meaning-driven, 
technology epiphanies, and market-pull (Verganti, 
2008; 2009). In describing these types of innova-
tion Norman and Verganti (2014, p. 90) contend 
that:

(1) Technology-push innovation - comes from 
radical changes in technology without any 
change in the meaning of products e.g. the 
invention of colour TV sets.  

(2) Meaning-driven innovation - starts from the 
comprehension of subtle and unspoken dy-
namics in socio-cultural models and results 
in radically new meanings and languages, 
often implying a change in social-cultural 
regimes e.g. the invention of the miniskirt in 
the 1960s.  

(3) Technology Epiphanies - bring a radical 
change in meaning enabled by the emergence 
of new technologies or the use of existing 
technologies in totally new contexts e.g. 
the Wii video game console and the Swatch 
watches. 

(4) Market-pull innovation - starts from an 
analysis of users’ needs and then develops 
products to satisfy them.

Any innovation which can take place within the 
creative industries should follow one of the in-
novative models described in this paper.

2.2 Creative Industries in Botswana

The creative sector is based on human creativity 
and intellectual capital as the ultimate economic 
resource. Creative industries are vital as they 
promote culture, competitiveness, creativity, de-
sign and innovation. The creative industries are 
the drivers propelling the growth of the creative 
economy, which offers emerging economies such 
as Botswana the ability to diversify its economy 
away from mining and agriculture. In Botswana, 

the creative industries include: advertising, 
architecture, artistic crafts, audiovisual (such 
as film, radio, television, and multimedia), cul-
tural heritage, design (graphic, communication, 
product, industrial, furniture, packaging, fashion, 
jewellery) music, performing arts, publishing, 
software, photography and visual arts. Botswana 
already hosts universities and colleges which of-
fer these programs.

The creative industries in Botswana in their 
infancy and in some instances, especially in the 
government, the sector is considered to be a 
small micro-enterprise sector. However, several 
initiatives show that the creative sector is a stand 
alone entity. For example, the National Human 
Resource Development Strategy (2009) calls for 
a diversification of skills and approaches to eco-
nomic development, focusing on the development 
of a knowledge-based economy in which the cre-
ative industries play a significant role. Processes 
to include the creative industries as an official 
sector of the Botswana economy within the 
National Human Resource Development Strategy 
are at an advanced stage.

There are no statistics on the size of the creative 
industries in Botswana and how much it contrib-
utes to Gross Domestic Product, thus contributing 
to the low national recognition of the economic 
gains of creative industries (Dikobe, 2010). 
Nonetheless, the different stakeholders in the 
creative industries are calling for the formation 
of a National Council for the creative industries 
which will coordinate the sector’s activities and 
liaise with other external stakeholders such as the 
government and non-governmental organisations.  

Avis and Stewart (2009) propose that the cre-
ative industries could lay a foundation for a new 
creative economy in Botswana and provide: (1) 
poverty alleviation and job creation; (2) social 
development for the young generation; and (3) 
diversification of Botswana’s economy. 
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Although, the creative industries are regarded 
as fundamental to employment generat ion, 
innovation, and improved standards of living, 
major challenges continue to confront this sec-
tor. Various studies have reported on challenges 
faced by creative industries in Botswana such as: 
difficulty accessing finance (Okurut et al., 2011; 
Mukras, 2003; Manu, 1998; Kapunda, Magembe, 
& Shunda, 2007), an unfavorable regulatory 
environment (Jansson & Sedacca, 2000), lack of 
business acumen (Modisane, 2013; Temtime & 
Pansiri, 2004), lack of market, marketing and 
management skills (Jansson & Sedacca, 2000), 
poor business record keeping, and poor quality 
of products (Modisane, 2013). 

In addition to these challenges, Sentsho et al., 
(2009) observes that the Botswana’s small micro 
enterprises and creative industries also face the 
following: (1) a lack of information on creative in-
dustries program because of inadequate publicity 
of available creative industries programmes; (2) 
a lack of effective implementation of programmes 
that are meant to support creative industry ac-
tivities; (3) inadequate institutional support such 
as the administrative bottlenecks creative indus-
tries encounter when they register as companies; 
(4) the general high cost of factory shells for 
business operations; and (5) inability to produce 
large, output and thus satisfy large domestic and 
foreign markets unless they are organised into 
clusters. These challenges hinder creative indus-
try growth and its contribution to the economy.

3. RESEARCH METHOD

A survey was administered to 49 purposively 
sampled manufacturing and service industries 
which are involved in design-driven innovation. 

The 49 creative industries that responded to 
the questionnaire were distributed as follows: 
Gaborone (33 companies – 17 furniture design, 
10 graphic design and 6 fashion design), Mochudi 

(2 companies – 1 graphic design and 1 fashion 
design), Molepolole (4 companies – 1 fashion 
design, 1 furniture design and 2 graphic design), 
Kanye (4 companies – 1 fashion design,  1 fur-
niture design and 2 graphic design), Ramotswa 
(3 companies – 1 fashion design, and 2 graphic 
design), Tlokweng (1 company - fashion design), 
Gabane (1 company - ceramic desig n) and 
Thamaga (1 company ceramic). These areas are 
within 100km of Gaborone (the capital city). Cre-
ative industries are concentrated in the city and 
surrounding areas for easy access to resources 
and markets.

The industries surveyed were sampled based on 
the number of employees per entity rather than 
the annual turnover. The initial target was 120 
creative industries which resulted in 49 respons-
es (41%). The list of the creative industries was 
obtained from the Local Enterprise Authority, 
whose mandate is to promote and facilitate entre-
preneurship and creative industries development 
through targeted interventions.

Research assistants were recruited to adminis-
ter the questionnaires which were composed of 
mainly closed-ended questions with few open-
ended questions. They distributed the question-
naires to designers in the targeted creative 
industries and after a week, the questionnaires 
were collected by the research assistants. A sur-
vey research design is a very valuable tool for 
assessing opinions and trends and it was used 
for this study to establish whether design-driven 
innovation is taking place within the creative in-
dustries and whether the innovation adds value 
to the products and services they produce. This 
method was chosen despite its disadvantages, 
such as inf lexible design, possible inappropri-
ateness of questions, and possible cooperation 
problems from some respondents which later 
proved to be a major obstacle to the study. 
However, these limitations are outweighed by 
the advantages of the method, including high 
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representativeness, low costs, convenient data 
gathering, good statistical significance, little 
or no observer subjectivity, and precise results 
(Creswell, 2002; Bryman, 2001; Vogt, 2011).

The study used the purposive sampling tech-
nique to collect the opinions of the target popu-
lation, creative industry owners and their staff 
who are involved in design-driven innovation. 
Merriam (1998, p. 16) states that purposive sam-
pling emphasizes a criterion based selection of 
information rich cases from which a researcher 
can discover, understand, and gain more insight 
into issues crucial for the study. Purposive sam-
pling is based upon the participant specialist 
knowledge and experience of the research issues 
or capacity and willingness to participate in 
the research. This sampling technique was the 
most suitable because of financial and time con-
straints. It enabled focus on particular individu-
als who have similar characteristics (involved in 
design-driven innovation).

The Community Innovation Survey (European 
Commission, 2012) questionnaire was adopted 
and modified to suit the local context based on 
feedback obtained from the ten creative firms 
which were used to pilot test the questionnaire. 
For example, it was difficult to get responses on 
the company’s total turnover. This was consid-
ered confidential information and questions deal-
ing with this area were deleted. 

The Community Innovation Survey gives informa-
tion on the product and the process innovative-
ness of different sectors in the European Union 
(Frenz & Letto-Gillies, 2009). The questionnaire 
measures the following items: the driver of in-
novation, actors who developed the enterprise 
products and services, effects of design-driven 
innovation, design-driven innovation activities 
and expenditures, sources of information and 
cooperation for design-driven innovation, coop-
erating partners and their location, barriers to 

design-driven innovation, and public support for 
innovation for the period 2012-2015. This type 
of questionnaire has been found to be reliable 
and has been extensively used to assess an enter-
prise’s involvement in innovation activities in the 
European Union member states (Frenz, & Letto-
Gillies, 2009; Drejer, 2004).  

The data from the close-ended questionnaire 
was analyzed using SPSS version 21 to perform 
univariate analysis to assess whether Botswana’s 
SMEs use design to drive innovation. The open-
ended questions were analysed using the content 
analysis method. This method allows closeness 
to text, which can alternate between categories 
and relationships. It is an unobtrusive means of 
analyzing social interaction. This process was 
facilitated by the use of Atlas.ti software in the 
coding and data analysis.

4. RESULTS

The study assessed the design-driven innovation 
activities of the creative industries between the 
periods of 2012 – 2015.

4.1 Driver of Innovation

The majority of the enterprises said that innova-
tion in their businesses was driven by the market 
(61.4%), needs (31.8%), and technology (6.8%). 
This shows that the majority of companies rely 
on market-pull incremental innovation such as 
improved product/process solutions enabled by 
analysis of the market needs.

The products and services were mainly de-
veloped by the enterprise or enterprise group 
without external assistance (69.2%). Only a few 
(20%) of the companies were assisted by other 
enterprises and only 10.8% had their products/
services built entirely by other enterprises. 
These results further demonstrate that there is 
little involvement of external agencies that could 
assist enterprises with the technical and tech-
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nological expertise. This has a negative effect 
on the use of cutting edge technology because 
research and development and other relevant 
institutions are not involved in product and ser-
vice development.

Table 1 shows that about 30 creative industries 
have the desire to increase the range of products 
and services they are offering. Thirty-one out of 
forty-nine companies have the ambition to enter 
new markets.  The majority of companies (45) 
want to improve the quality of their services or 
products. Furthermore, 39 companies want to 
improve the f lexibility of production, increase 
capacity for the production (38), reduce cost per 
unit provided (38) meet the regulatory require-
ments (32), and increase their product/service 
value (38). However, 27 companies pay little or 
no attention to reducing environmental impacts 
or improving their health and safety procedures.

4.2 Design-driven Innovation Resources

Table 2 shows that during the three-year period 
2012-2015, 36 of the enterprises were engaged in 
in-house research and development. However, in-
ternal research and development could be super-
ficial because of a lack of involvement of external 
expertise or institutions. The results further 
show that only 18 of the creative firms acquired 
the services of external research and develop-
ment, indicating that the preference is to have in-
house research and development. Furthermore, 
28 of the companies did not acquire any external 

knowledge. This lack of outward thinking con-
tributes to a lack of ambition to grow beyond the 
borders of Botswana. However, a considerable 
number of creative industries spend most of their 
resources in acquiring machinery, equipment and 
software (38), training staff (33), and developing 
design (27).

Table 3 shows that major sources of information 
and cooperation for design-driven innovation 
are in the creative industries are clients or cus-
tomers (32), within the enterprise or enterprise 
group (24), competitors or other enterprises in 
the industry (21), and suppliers of equipment, 
materials, services, or software (20). It indicates 
that the top three sources of design-driven in-
novation are clients or customers (32), competi-
tors or other enterprises (21) and suppliers of 
equipment, materials, services, or software (20). 
Table 4 also shows that the creative industries 
have not used the services of the following as 
sources of information and cooperation for 

Table 1. Effects of design-driven innovation (N=49)
Statement Not relevant Low Medium High
Increased range of products or services 5 4 21 19
Entered new markets or increased market share 5 13 18 13
Improved quality of products or services 3 1 23 22
Improved flexibility of production or service provision          3 7 27 12
Increased capacity for production or service provision 3 8 25 13
Reduced costs per unit produced or provided 11 6 16 16
Reduced environmental impacts or improved health and 
safety    

21 6 10 12

Met regulatory requirements 12 5 18 14
Increased value added 7 4 18 20

Table 2. Design-driven innovation activities 
and expenditures (N=49)
Statement Yes No
Internal (in-house) R&D 13 36 
Acquisition of R&D (external R&D) 31 18 
Acquisition of machinery, 
equipment and software

11 38 

Acquisition of external knowledge 28 21 
Training 16 33 
All forms of Design 22 27 
Market introduction of innovation 24 25
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design-driven innovation: consultants, com-
mercial laboratories, and private research and 
development institutes (22). This was attributed 
to lack of sufficient financial resources as stated 
by this participant when responding to an open 
ended question in the questionnaire “…the busi-
ness is small and it is expensive for us to hire the 
services of consultants.” Universities or other 
higher education institutions as well as govern-
ment or public research institutes (20) respec-
tively are little used as sources of information. 
Moreover, 15 of the creative industries do not 
view scientific journals and trade/technical pub-
lications as sources of information for design-
driven innovation.

Table 4 shows that the majority (75%) of the 
creative industries cooperates with other local en-
terprises within their own group in driving inno-
vation. They largely cooperate with local suppliers 
(17) and Southern Africa Development Community 
(SADC) suppliers (17). The results also show that 
34 companies cooperate with clients/customers, 
43 companies collaborate with local competitors 
in the same industry, 39 entities work with local 
consultants, commercial laboratories and research 
and development institute, 45 companies work to-
gether with local higher education institutions and 
43 cooperate with government or public research 
institutes. There are few significant links with the 
rest of Africa and the world.

Table 3. Source of information and cooperation for design-driven innovation (N=49)
Sources Not relevant Low Medium High
Internal Within your enterprise or enterprise 

group
1 11 13 24

Market Sources Suppliers of equipment, materials, 
services or software

4 6 19 20

Clients or customers 3 6 8 32
Competitors or others enterprises in 
your industry

1 13 14 21

Consultants, commercial labs or private 
R & D institutes 

22 13 11 3

Institutional 
sources

Universities or other higher education 
institutions

18 15 10 6

Government or public research institute 20 10 12 7

Other sources Conferences, trade fairs, exhibitions 12 10 17 10
Scientific journals and trade/technical 
publications

15 14 14 6

Professional and industry associations 12 13 20 4
Technical, industry or service standards 12 9 18 10

Table 4. Cooperating partners and their location (N=49)
Statement Local SADC Other 

African 
countries

All other 
countries

Other enterprises within your enterprise group 37 6 0 6
Suppliers of equipment, materials, services, or software 17 17 2 13
Clients or customers 34 7 4 4
Competitors or other enterprises in your industry 43 4 0 2
Consultants, commercial labs, or private R&D institutes 39 5 0 5
Universities or other higher education institutions 45 4 0 0
Government or public research institutes 43 4 0 2
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4.3 Barriers to Design-driven Innovation

The following were cited as the top factors which 
highly constrained the creative industries inno-
vation activities or influenced their decision not 
to innovate (Table 5): Perceived economic risk 
(27), high direct innovation costs (26); market 
dominated by established enterprises (23), and 
availability of finance (21). 

There is a lack of public support for innovation 
in terms of tax credits or deductions, grants, 
subsidised loans, and loan guarantees. The 
results indicate that there is a lack of financial 
support in the country from possible funders for 
designers and innovators. This constrains the 
development of innovation. Some participants 
through the open-ended questions expressed 
that, ‘‘funds for design-driven and innovation 
should be made available as soft loans or grants’’ 
and ‘‘funds for innovation should be loaned at 
cheaper interest rates.’’

The results show a low level of public support for 
innovation. Only 18.8% received support from 
the local government and 14.9% from central gov-
ernment, 17% from non-governmental organiza-
tions, and 12.6% from parastatals (institutions 
that are wholly or partly-owned by the govern-
ment and are run as separate business entities or 
service institutions on behalf of the government). 
Though low, 27.1% of the entities received sup-
port from the private sector.

5. DISCUSSIONS

The globalization of product and service markets 
is accelerating. Botswana’s creative industries 
are still in their infancy and increasingly face 
global competition not only for markets, but also 
for technical know-how and skills. For them to 
compete globally they must embrace outward 
looking strategies to radically change the way 
the creative industries innovate their products, 
systems and services. 

The current environment dictates that com-
petitiveness at the enterprise level depends 
crucially on the speed with which new products 
and services can be brought to the marketplace 
with new cost-saving improvements. Similarly, 
the creation of wealth and employment depends 
to a very large extent on the speed with which 
scientific and technological breakthroughs are 
converted into practical and attractive solutions. 
This in a way creates employment and alleviate 
poverty which are some of the challenges cur-
rently facing Botswana.

The ability to reap the rewards of scientif ic 
achievement requires much more than the abil-
ity to turn a new idea into a working product 
or service. Efficient flows of technology are not 
enough as ready supplies of finance and busi-
ness skills are also needed. Furthermore, there 
must be accessible protection for intellectual 

Table 5. Barriers to design and innovation (N=49)
Statement Not relevant Low Medium High
Excessive perceived economic risk 3 9 10 27
Direct innovation costs too high 5 10 8 26
Availability of finance 2 16 10 21
Lack of qualified personnel 7 16 18 18
Lack of information about technology 3 20 19 7
Lack of information on markets 2 14 20 13
Market dominated by established enterprises 3 15 8 23
Uncertain demand for innovative products or services 3 15 20 11
Need to meet Botswana regulations 13 11 15 10
Need to meet international regulations 18 11 11 9
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property, and adequate incentives for entre-
preneurial drive. What is needed is a dynamic, 
self-sustaining culture of innovation. All this is 
contrary to what the results show as there is a 
lack of government and private sector support 
for innovation.

Evidence from the literature show that innovation 
is the principal source of differentiation and com-
petitive advantage in the global economy (Brown, 
2008). Botswana creative industries can make 
a greater impact on the economy by engaging in 
technology-driven (radical innovation). Due to the 
fact that most of Botswana’s creative industries 
are market-driven, therefore, the formulation of 
their goals and strategies focuses on the existing 
products which involve smaller risks and invest-
ments. This incremental innovation approach will 
not support long term sustainable development.

Radical innovation can lead to more sustainable 
impacts while providing the breakthroughs 
necessary to ensure that Botswana’s creative 
industries continue to grow. This type of innova-
tion involves more risks. In order for Botswana’s 
creative industries to survive in the global world, 
they need radical sustainable innovation, includ-
ing breakthroughs and leapfrogging (Moalosi et 
al., 2013). These creative industries require the 
support of external partners such as research 
and development institutions and universities to 
provide additional competencies and capabilities. 
External support can be in areas such as design, 
creativity, innovation, complementary technolo-
gies, production facilities, and market access. 
Linking the creative industries with universities 
may be beneficial because universities frequently 
spin-off innovations due to their supportive 
environment for idea generation. Moreover, the 
younger generation tends to be more open to new 
ideas and technologies.

This study found that issues of environment 
and health and safety are not given high prior-

ity by Botswana’s creative industries in this 
era of climate change and global warming. This 
view is corroborated by Berberoğlu and Tokuç 
(2013), who indicated that emerging economies, 
especia l ly t hose w it h high unemploy ment 
rates, have a tendency to build mid-sized in-
dustries that disregard worker and community 
safety and health. For example, Sealetsa and 
Thatcher (2011) report on the high prevalence 
of musculoskeletal disorder in the Botswana’s  
textile industry.

6. CONCLUSION

This is the first study to address technical is-
sues of innovation in detail as compared to 
previous studies which concentrated on issues 
of business management such as the creative 
industry performance, management, marketing, 
and financing. This study audited the innovation 
activities of Botswana creative industries via 
a survey of 49 creative industries in Gaborone 
and surrounding areas in the following sectors: 
furniture design, fashion design, ceramic design, 
and graphic design. The results show that there 
is little innovation taking place in the creative 
indust r ies . This is at t r ibuted to perceived 
economic risks in innovating and the lack of 
government support for the sector. However, the 
creative industries are aware of the importance 
of design-driven innovation and seek to improve 
their products and services. This study has 
identified several areas needing to be improved 
in order for the local creative industries to be 
proactive and remain productive, innovative 
and competitive.

For Botswana’s creative industries, facing a 
plethora of challenges, globalization is viewed 
a s  a  c h a l lenge b e c au se t hey l ac k c ut t i ng 
edge competit iveness. Botswana’s creat ive 
industries should take advantage of the op-
portunities offered by globalization to increase 
their competitiveness through enhanced col-
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lective efficiency of the use of technology and  
innovation capabilities.

This study also found that some creative in-
dustry employees are well educated, which 
makes it easier to run in-service technological 
innovation courses. These key people can drive 
innovation within the creative industries. The 
contemporary business environment provides a 
weak link between the creative industries and 
research and development institutions, which 
has hindered the development and promotion 
of local technological capabilities. The results 
also show that it is diff icult for the creative 
industries to use technological innovation to cre-
ate a competitive edge by gaining an advantage 
to export products and technologies to other 
countries. This kind of business environment 
does not favor the growth of the creative in-
dustries, despite the potential of this sector to  
the economy.

The creative industries should collaborate with 
universities, and research and development 
institutions to assist them to add value to the 
products and services they offer. This may lead to 
radical innovation which is highly risky and has 
high investment rewards. Such institutions are in 
a better position to advise the creative industries 
on how to acquire intellectual property rights 
for their incremental or radical innovations as 
Botswana still faces challenges in creating robust 
regulations for intellectual property protection. 
The time for creative industries working in silos 
has passed. They must open up, form collabora-
tive clusters and embrace the positive change 
brought by globalization.  

This audit of innovation in the Botswanan cre-
ative industries has produced baseline informa-
tion that will assist in developing appropriate 
intervention and innovation strategies. The next 
phase of the research will be qualitative as it will 
seek to develop, monitor, and validate the innova-

tion strategies developed in collaboration with 
creative industry firms.
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