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Abstract 
Financial struggles have long been a persistent issue for the creative community. 

Many studies show that artists earn significantly less than other highly educated 

professionals, which is a trend seen both globally and in Finland. Despite a growing 

number of artists turning to creative entrepreneurship to monetize their intellectual 

assets, building financially stable careers remains a challenge. 

 

This BA thesis explores the challenges and needs of creative entrepreneurs, focus-

ing on those who produce and sell physical artworks through online platforms, a 

group that has been less studied in previous research. The main research question 

is: What are the specific challenges and needs faced by creative entrepreneurs, par-

ticularly visual artists, in establishing financially sustainable careers? A sub-ques-

tion is: How can service design address their challenges and needs to better support 

creative entrepreneurs? To answer these questions, the study employs a qualitative 

approach, using semi-structured interviews and thematic analysis. It aims to fill a 

gap in understanding the challenges and needs of creative entrepreneurs and how 

digital services can better support them. 

 

The theoretical framework centres on the intersection of creativity and entrepre-

neurship. The literature review examines theoretical frameworks and existing re-

search on creative entrepreneurship, financial challenges in the art economy, and 

the potential of service design, through peer-reviewed articles, reports and books. 

 

The findings of this study reveal that artists continue to face low and unstable in-

comes, leading many to diversify their income streams. Key challenges include 

struggles in marketing and finding the right customers, balancing art with business, 

and copyright infringement concerns. Needs for agencies or business partners, peer 

learning and mentorship, practical business knowledge and societal support were 

also highlighted. These findings align with and extend prior research by emphasiz-

ing the evolving digital landscape's impact on creative entrepreneurship. Digital 

service design offers a holistic approach to potentially address these challenges and 

needs by understanding its complexity and creating tailored solutions for creative 

entrepreneurs. 

   

The outcomes of this thesis have the potential to inspire both designers and service 

providers, including private companies and public sector organizations, to create 

more effective solutions tailored to the needs of the creative community. However, 

limitations in the study, such as the small, localized sample of interviewees and lack 

of iterative processes, affect the representativeness of the findings. Future research 

should include a broader, more diverse participant pool and progress toward idea-

tion and prototyping phases to fully explore solutions for creative entrepreneurs. 

 

Keywords  creative entrepreneur, visual artists, digital service design, challenges, 

needs, entrepreneurship 
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1 Introduction 
 

The term “starving artists” is often heard, reflecting the long-lasting financial 

struggles faced by individuals in the arts field. Research shows that compared 

to other highly educated professionals, artists earn significantly less 

(Pyykkönen, Sokka, & Kurlin, 2023; Mangset et al., 2018; OSF, 2019; 

Pärnänen & Sutela, 2014; Rensujeff, 2015; Throsby & Petetskaya, 2017). Ac-

cording to a recent study by the Center for Cultural Policy Research (Cupore) 

and the Arts Promotion Centre Finland (Taike), 86% of Finnish artists report 

their income as insufficient, with 69% struggling to sustain themselves 

through art alone. Additionally, 77% of artists regularly work without being 

paid (Ruusuvirta, Kanerva, Rensujeff & Leppänen, 2024). These financial 

challenges are central topics in the discussions of the art world. 

 

In response to these challenges, a growing number of artists are transitioning 

into creative entrepreneurship, merging creativity with business. Recent sta-

tistics indicate that 28% of cultural sector employees in Finland are entrepre-

neurs, a figure significantly higher than the 12% in other sectors (Pyykkönen, 

Sokka & Kurlin, 2023). In this thesis, the term “creative entrepreneur” refers 

to individuals involved in producing and monetizing intellectual or artistic 

assets (Bujor & Avasilcai, 2016). These entrepreneurs focus on turning their 

creative ideas into profitable ventures. 

 

Despite this trend, building financially stable careers as creative entrepre-

neurs remains a significant challenge. Both global and Finnish research indi-

cates that the typical earnings of cultural entrepreneurs are lower compared 

to those of entrepreneurs in other sectors, regardless of whether they operate 

small businesses or larger companies (Pyykkönen, Sokka & Kurlin, 2023; 

Arts Council England, 2018; Mangset et al., 2018; Pärnänen & Sutela, 2014). 

Furthermore, digital platforms, while a growing avenue for income genera-

tion, remain underutilized by artists, with 67% of respondents reporting that 

they have not earned income through online platforms (Ruusuvirta, Kanerva, 

Rensujeff & Leppänen, 2024).  

 

This thesis aims to explore the challenges and needs of creative entrepre-

neurs, as well as the potential of digital service design in addressing these 

issues. The theoretical foundation of this thesis is built on the key literatures 

on the topics of creative entrepreneurship, art economy and service design. 

Despite the growing importance of digital platforms in the work of many cre-

ative entrepreneurs, there is a research gap in understanding the potential of 

digital service design for supporting them. This thesis seeks to bridge that 

gap by focusing on the specific needs of creative entrepreneurs in the digital 

context. 
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The scope of this study is limited to creative entrepreneurs in Finland who 

are involved in the creation and sale of physical artworks or designs such as 

paintings, drawings, prints, and sculptures through online platforms, due to 

the lack of previous studies on this target group. Other art forms, including 

literature, film, music, performance art, and NFT art, are excluded. By nar-

rowing the scope, the research provides a targeted and in-depth analysis that 

aligns closely with the objectives of the thesis. 

 

The main research question guiding this thesis is: What are the specific chal-

lenges and needs faced by creative entrepreneurs, particularly visual artists, 

in establishing financially sustainable careers? A sub-question is: How can 

service design address their challenges and needs to better support creative 

entrepreneurs? 

 

In this thesis, a qualitative research approach is employed, utilizing semi-

structured interviews with seven creative entrepreneurs in the fields of art 

and design. Thematic analysis is used to identify patterns and insights from 

the interview data. The findings from the data analysis are summarized and 

discussed in relation to the research questions. At the end, the main limita-

tions of the study are acknowledged and analysed, with directions for future 

research provided. The practical relevance of this research lies in its potential 

for designers and service providers to adapt service design to meet the spe-

cific needs of creative entrepreneurs, which may potentially enhance finan-

cial sustainability within the creative sector, benefiting individual artists and 

the broader creative community. 
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2 Literature review 
 

The intersection of creativity and entrepreneurship has gained rising atten-

tion in recent years. Artists and other creative professionals are increasingly 

seeking to balance their artistic pursuits with financial sustainability. This 

literature review aims to explore the theoretical frameworks and existing re-

search about creative entrepreneurship, the financial challenges of artists 

within the art economy, and the potential of service design in addressing 

these issues with a focus on the context of Finland. 

 

This review investigates how this thesis’s topics have been understood and 

conceptualized in previous studies, which guides the interviews with experts. 

By examining existing literature, this review identifies gaps in current 

knowledge and highlights the potential of service design in supporting crea-

tive entrepreneurs. 

 

The literature reviewed was selected based on its relevance to the central 

themes of creative entrepreneurship, art economy, and service design. The 

studies in the literature review are chosen with a preference to peer-reviewed 

journal articles, books, and reports that offer insights into both theoretical 

frameworks and practical applications within these fields. The selected liter-

ature provides a comprehensive foundation for understanding the complex-

ities of creative entrepreneurship, the previously identified financial chal-

lenges and the potential for service design to address these challenges. 

 

 

2.1 Theoretical framework: Creative entrepreneurship 
 

Today, many artists are also entrepreneurs, who are often referred as creative 

entrepreneurs. They are people who apply creative thinking in their entre-

preneurial activities with motivations of both business drive and creative 

pursuits (Bruin, 2007; Henry et al., 2004). According to Eurostat (2019, p. 

83), in most European countries, the cultural sector shows a higher percent-

age of self-employment and entrepreneurship compared to other sectors. 

Across Europe, approximately half of those self-employed within the creative 

sector operate as entrepreneurs or freelancers. In Finland, the recent statis-

tics indicate that 28% of individuals working in the cultural sector are entre-

preneurs, while only 12% in other sectors (Pyykkönen, Sokka & Kurlin, 

2023). A significant part of individuals within the creative industry engages 

in entrepreneurial activities. Therefore, it is essential to understand creative 

entrepreneurship and the diverse needs and challenges encountered by art-

ists in today’s context. 
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Creative entrepreneurship is defined as an entrepreneurial venture process 

that results in the commodification of products and services (Henry, 2007; 

Aggestam, 2007).  Creative entrepreneurs are individuals who engaged in the 

creation and commercialization of intellectual or creative capital (Bujor & 

Avasilcai, 2016). According to Henry (2007), creative entrepreneurs differ 

from conventional entrepreneurs in numerous aspects. Alongside their foun-

dational qualities of “inspiration, creativity, and innovation” (p. 200), they 

are characterized by “risk-taking, locus of control, perseverance, self-reli-

ance, flexibility, adaptability, autonomy and achievement motivation” 

(p.200). 

 

The nature of creative entrepreneurship is complex, which involves numer-

ous processes and stakeholders. It entails the coordination of various inter-

connected resources which aims at transforming innovative ideas into mar-

ketable products or services (Aggestam, 2007). This nature of creative entre-

preneurship results in the needs of complex skill sets from creative entrepre-

neurs. Creative entrepreneurs need to develop multifaceted skills beyond ar-

tistic proficiency. Guy (2006) categorized essential non-artistic skills for art-

ists into several key areas: “presentation skills, technology skills, marketing 

skills, business skills, administrative skills, and communication skills” (pp. 

45-46). These include for example self-presentation, proficiency in digital 

tools, portfolio development, financial management, effective communica-

tion abilities. When understanding creative entrepreneurs and designing ser-

vices for them, it is crucial to consider these essential non-artistic competen-

cies needed for their success. 

 

 

2.2 The financial challenges in the art economy and the 

context of visual artists 
 

Although entrepreneurial efforts are common in the creative fields, financial 

challenges remain long-lasting among artists, especially among visual artists. 

This issue has been widely discussed in many previous studies. In Finland, 

statistics show that visual artists have less income than other professions 

(Pyykkönen, Sokka & Kurlin, 2023; Mangset et al., 2018; OSF, 2019; 

Pärnänen & Sutela, 2014; Rensujeff, 2015; Throsby & Petetskaya, 2017). Re-

search by Abbing (2008) further emphasizes this income gap across coun-

tries like the United States and across Europe, showing that artists in general 

often struggle with financial instability. Many rely heavily on alternative 

funding sources such as grants, subsidies, and donations to sustain their 

practices. 

 

Visual artists who are also creative entrepreneurs face unique challenges in 

balancing creative freedom, financial sustainability, and personal growth 
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(Cinnéide & Henry, 2007). Their reluctance to embrace commercial inter-

ests, as discussed by Abbing (2008, pp. 282), compounds these challenges. 

Many visual artists prioritize non-economic motivations, such as creative ful-

filment and social impact, over financial gain. Despite the low income of art-

ists, young people in Finland remain drawn to artistic careers (Pyykkönen, 

Sokka & Kurlin, 2023; Ansio et al., 2018; Hirvi-Ijäs et al., 2018). Moreover, 

art's respected status and the "winner-takes-all" (p. 114) nature of the art 

market make creative careers attractive to young people (Abbing, 2008).  

 

However, this ongoing interest has led to a steady growth in the number of 

professional artists, despite the limited funding and market opportunities. 

This growth has caused an “oversupply of labour” (p. 475), forcing more art-

ists to survive without incomes (Pyykkönen, Sok-ka & Kurlin, 2023; Hirvi-

Ijäs et al., 2018, 2020; cf. Menger, 2002). In Finland, the competition is even 

more fierce for visual artists due to the country's relatively small art market, 

which also has developed later than in many other European countries 

(Sokka, Renko, Hirvi-Ijäs, Karttunen, & Lahtinen, 2023; Rikkinen & Malm-

ström, 2014, p. 3). Furthermore, the absence of regulation in today’s art 

world further amplifies the oversupply, as almost anyone can claim the title 

of "artist". Unlike many other professions that formally control their member 

size, the art field remains relatively more open, further increasing the labour 

market imbalance.  

 

The commercial aspect of art and culture is also often overlooked, even 

within broader creative industries. A recent report on visual arts in Finland 

highlights that the art sector is often not acknowledged as a business, which 

significantly impedes its potential for growth (Sokka, Renko, Hirvi-Ijäs, Kart-

tunen & Lahtinen, 2023; Kuusisto, Sahlstedt, Väli-mäki & Westerholm, 

2023). For visual artists, this lack of recognition often results in limited mar-

ket opportunities and an ongoing struggle to monetize their work effectively. 

 

To cope with the challenges of low and uncertain income, many visual artists 

adopt hybrid work practices. According to a study on visual artists' income 

generation in Finland, the source of artists' income is emphasized to be a 

combination of various revenue streams. Salaries or rewards and grants were 

identified as the most significant source, while income from business activi-

ties, such as the sale of works and commissions, was found to be relatively 

minor (Sokka, Renko, Hirvi-Ijäs, Karttunen & Lahtinen, 2023; Hirvi-Ijäs et 

al., 2020). 

 

In conclusion, several challenges faced by visual artists have been identified 

in the previous studies, including the low and unstable income, limited mar-

ket opportunities, and the constant need to balance creative freedom with 

financial security. These insights could be used to identify the themes of 
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interview and complement interview findings, which helps to understand the 

diverse needs and challenges of artists in their entrepreneurial activities. Fur-

thermore, while many of the existing research studying on the artist’s chal-

lenges have focused on government policies, social welfare, and funding 

mechanisms, there has been limited exploration of the role that digital ser-

vices could play in addressing these challenges. Therefore, this thesis aims to 

bridge that gap by investigating how service design might provide new per-

spective in supporting creative entrepreneurship. 

 

 

2.3 Potential of service design 
 

Technological development has transformed the cultural industries, enabling 

new ways of creating, experiencing, and consuming art and culture (Towse & 

Hernández, 2020). Today’s artists operate within a digital landscape where 

technology plays an essential role in their creative careers. Artists increas-

ingly leverage digital platforms to showcase and commercialize their crea-

tions, as well as to connect with their audience. For instance, digital market-

place platforms such as Etsy or Redbubble allow visual artists to sell their 

work directly to consumers worldwide, bypassing traditional galleries and 

agencies. Similarly, crowdfunding websites like Kickstarter and patronage 

websites like Patreon have enabled artists to directly seek financial support 

from their audiences. 

 

Digital services have become crucial for contemporary artists, offering op-

portunities to diversify income streams and navigate the financial uncer-

tainty in the creative careers. In this context, it is essential to design services 

tailored to the unique needs of artists. Despite these opportunities, existing 

literature has not fully explored how tailored digital services could support 

the specific entrepreneurial needs of visual artists in the digital era, revealing 

a notable research gap. Service design emerges from a digital-native genera-

tion characterized by a networking mindset (Polaine, Løvlie & Reason, 2013), 

holds the potential to optimize the utilization of human, financial, and envi-

ronmental resources (Polaine, Løvlie & Reason, 2013), ultimately contrib-

uting to enhancing the efficiency and sustainability of creative entrepreneur-

ship.   

 

The crucial role of external services is emphasized by Rae (2007) in shaping 

the complex processes in artists' entrepreneurial careers. According to Rae 

(2007, p.201), “The creative economy embraces the entire process from cre-

ating the artefact to its marketing, retailing and consumption.” This inter-

connected process relies on the participation of various parties, where the 

creative entrepreneurs must collaborate with production and distribution or-

ganizations (Rae, 2007, p.56). Service design offers a holistic approach to 
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optimizing these collaborations, taking into account the intricate relation-

ships between economic factors, artistic motivations, and external support 

systems. This approach also aligns with Abbing’s (2008) recommendation 

for further research on artists. However, while Rae (2007) and Abbing 

(2008) emphasize the need for systemic approaches to supporting artists, 

there is limited research investigating the direct application of service design 

in this context. Dedicating service design to the specific needs of artists can 

potentially have a significant impact on the development of their creative en-

trepreneurship. This underscores the relevance and potential benefits of this 

thesis for the creative community. 

 

Furthermore, the focus of service design aligns with the objectives of this 

study, which aims to explore the challenges and needs faced by creative en-

trepreneurs. As Polaine, Løvlie & Reason (2013) suggested, “Service design 

draws upon the user- and human-centered design traditions as well as the 

social sciences to form the basis of our work gathering insights into the expe-

riences, desires, motivations, and needs of the people who use and provide 

services” (p. 38). In service design approach, it is essential to obtain a thor-

ough comprehension of the perspectives of potential users (Stickdorn & 

Schneider, 2012). Service design approach could be particularly useful in un-

derstanding the complex and unique needs in creative entrepreneurship. 

However, while the potential of service design has been explored broadly in 

user-centred design, there is a lack of research on how it can address the en-

trepreneurial challenges of visual artists, particularly in the digital economy. 

Therefore, this study strives to fill that gap by gaining a deeper understanding 

of the needs and challenges of creative entrepreneurs with a perspective of 

service design. 

 

 

In conclusion, the key insights from the literature review can be summarized 

as Table 1: 

 

Topic Key insights Relationship with this the-

sis’s research approach 

Creative en-

trepreneur-

ship 

The cultural sector has a 

higher rate of entrepre-

neurship. Many artists to-

day are “creative entrepre-

neurs” combing creative 

and business pursuits 

through entrepreneurial 

ventures. Creative 

This section provides a theo-

retical framework for this 

study. It provides a primary 

understand of creative en-

trepreneurs and guides the 

study in identifying the skill 
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entrepreneurship is com-

plex, requiring not only 

artistic talent but also es-

sential non-artistic skills. 

 

 

sets and challenges of crea-

tive entrepreneurs. 

 

 

 

 

The financial 

challenges in 

the art econ-

omy and the 

context of vis-

ual artists 

Artists often face financial 

struggles due to low and 

unstable incomes. Despite 

these challenges, many 

continue to pursue artistic 

careers, driven by per-

sonal fulfilment, leading 

to an oversupply of la-

bour. The commercial side 

of art is frequently over-

looked, limiting growth in 

creative industries. Many 

artists combine multiple 

income streams to sustain 

their careers. 

 

 

This section highlights the 

pressing need to understand 

and address the financial 

challenges faced by artists in 

creative entrepreneurship. 

It helps to identify the po-

tential themes for expert in-

terviews. It reinforces the 

relevance and significance 

of this study to creative 

communities.  

Potential of 

service design 

Technology has reshaped 

cultural industries, allow-

ing artists to create, mar-

ket, and sell their work 

through diverse digital 

platforms. As digital ser-

vices play a key role in 

helping artists diversify 

income and manage fi-

nancial uncertainties, ser-

vice design offers a 

This section explains the 

role of digital services in the 

evolving landscape of crea-

tive entrepreneurship. It 

highlights the potential of 

service design in providing a 

guideline for understanding 

artists' specific needs within 

this digital context and 
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holistic perspective and 

approach to address the 

unique needs of creative 

entrepreneurs. However, 

research on applying ser-

vice design to creative en-

trepreneurship is limited. 

addresses the existing re-

search gap in this area. 

Table 1: Literature review summary 
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3 Research design 
 

In this study, a qualitative research approach is adopted to explore the chal-

lenges and needs of creative entrepreneurs in the digital service landscape. 

Semi-structured interviews are employed for data collection, which features 

a series of open-ended questions that encourage unplanned and detailed re-

sponses (Baumbusch, 2010; Ryan et al., 2009). It uses a combination of 

open-ended questions with some guiding topics or questions, while allowing 

flexibility for follow-up questions and deeper exploration of specific areas. 

After the data collection, thematic analysis is used to systematically analyse 

the data and identify key patterns and themes, serving as a method for "iden-

tifying, analysing, and reporting patterns (themes) within data" (Vaismoradi, 

Turunen, & Bondas, 2013, p. 400; Braun & Clarke, 2006, p. 79). 

 

The objective of this study is to gain a deeper understanding of challenges 

and needs faced by creative entrepreneurs and explore the potential of digital 

service design in addressing these needs. Based on the exploratory nature of 

the research, semi-structured interviews are well-suited to uncovering nu-

anced insights into the motivations, challenges, and experiences of creative 

professionals. Additionally, thematic analysis allows possibility and flexibil-

ity to identify key themes from a diverse range of perspectives. These meth-

ods align with the research goal and subject, as they enable flexible and in-

depth exploration of interviewees' experiences that reflects the complexity of 

creative entrepreneurship. 

 

In service design research, ethnographic approaches, such as in-depth inter-

views, are widely used to capture the behaviours and mindsets of users 

(Stickdorn & Schneider, 2012). In-depth interviews are typically semi-struc-

tured or unstructured. Considering the scope of this thesis, semi-structured 

interviews are chosen as the primary method of data collection. Though this 

study will focus mainly on semi-structured interviews, future research could 

incorporate additional ethnographic methods, such as participant observa-

tion and user workshops, to further broaden the scope. 

 

3.1 Data collection: semi-structured interviews 
 

The procedure for data collection in this study involves several key steps. 

First, interviewees were recruited with a focus on individuals who are repre-
sentative of creative entrepreneurs, particularly artists engaged in business 
activities professionally. The selection was based on their professional back-
grounds, ensuring they have relevant experience in both the creative and 
entrepreneurial sectors. The key information of the interviewees and the in-

terviews are summarized in Table 2. Experience with digital services was 
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considered an added advantage. Interviewees were approached directly 
through professional networks and provided with detailed information 

about the study's objectives, the interview content, and a consent form (see 
Appendix 1). 

 

Inter-

viewee 

Field in 

art and 

design 

Professional experience with crea-

tive business 

Format 

and dura-

tion 

Tran-

script 

length 

1 Painting 

& Draw-

ing 

• Experience in selling design 

products online.  

• Experience in local design mar-

kets. 

Face-to-

face, 

57mins 

11 pages 

2 Painting 

& Draw-

ing, Jew-

ellery 

• Selling paintings and jewellery 

online. 

• Experience in local art or design 

markets. 

• Experience in selling in exhibi-

tions.  

Online, 

47mins 

9 pages 

3 Painting 

& Draw-

ing 

• Selling paintings and prints 

online. 

• Experience in selling in exhibi-

tions.  

• Hosting workshops regularly. 

Online, 

58mins 

18 pages 

4 Illustra-

tion 

• Rich experience in selling prints 

and merch in offline markets 

and retailers. 

Online, 

47mins 

12 pages 

5 Jewel-

lery, Il-

lustration 

• Established personal brand.  

• Rich experience in selling online 

and offline.  

Face-to-

face, 

41mins 

9 pages 

6 Textile 

art, Em-

broidery 

• Full-time artist and part-time 

jewelry maker.  

• Experience in selling in exhibi-

tions.  

• Sold online courses. 

Online, 

55mins 

17 pages 
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7 Illustra-

tion 

• Rich experience in selling 

online. 

• Experience in local art or design 

markets. 

Face-to-

face, 

40mins 

7 pages 

Table 2: Interviews summary 

 

Once recruited, participants were invited to take part in interviews conducted 

either face-to-face or through online meetings. The interview sessions began 

with a self-introduction, followed by a detailed explanation of the study's 

scope and objectives. Participants were then given the consent form (see Ap-

pendix 1), with sufficient time to review and provide their permission. Each 

interview was recorded with the interviewees’ consent and transcribed after-

wards for detailed data analysis. Interviews typically lasted between 45 

minutes to an hour.  

 

An interview question guide (see Appendix 2) was prepared in advance to 

structure the discussions. The semi-structured interviews were organized 

around three main topics: 

 

1. Background and experience 

2. Challenges and needs 

3. Current services and offerings 

 

The interview questions were open-ended, allowing for follow-up questions 

based on the interviewees' responses. The interviews concluded by inviting 

interviewees to share any additional thoughts related to the topic and recom-

mend potential future interviewees. 

 

 

3.2 Data analysis: thematic analysis 
 

Thematic analysis is used for data analysis in this study, providing a flexible 

approach that allows for a thorough and nuanced interpretation of the data 

(Vaismoradi, Turunen, & Bondas, 2013; Braun & Clarke, 2006). This method 

is useful for identifying key themes and patterns from the artists' experiences. 

The data analysis process follows the framework introduced by Braun and 

Clarke (2006) in Using Thematic Analysis in Psychology. 

 

Phase 1: Familiarizing with the data 

The seven interviews conducted were recorded with the participants' consent 

using either phone recorder or Zoom meeting recorder. The recordings were 
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transcribed into written form with Microsoft Word. To ensure transcription 

accuracy, the recordings were replayed and double-checked with the tran-

scripts. After this, the data was familiarized through multiple readings of the 

transcripts and re-listening to the recordings, alongside taking notes and 

highlighting significant quotes that initially emerged. An example of the tran-

scripts can be found in Appendix 3, while Figure 1 below presents an excerpt 

from the transcripts. 

 

 

Figure 1. Example of the transcripts with highlighted quotes 

 

Phase 2: Generate initial codes 

After familiarizing with the data, initial codes were manually created to cap-

ture interesting features or patterns in the data. These codes highlight spe-

cific aspects of the data, either in terms of explicit content or underlying 

meaning, that the researcher finds noteworthy (Braun & Clarke, 2006). La-

bels or tags were assigned to relevant sections of the highlighted data using 

Figjam board. Figure 2 shows an example of the initial codes created based 

on the interview transcript. 

 

 

Figure 2. Example of the initial codes 

 

Phase 3: Search for themes 

After coding all the data, similar codes were grouped and categorized into 

potential themes. More significant themes were retained, while less relevant 

ones were discarded. An initial thematic map (see Figure 3) was created to 

identify and visualize patterns, connections, and recurring elements in the 

data. 
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Figure 3. Part of the initial thematic map 

 

Phase 4: Review and refine the themes 

In this phase, the candidate themes were reviewed and refined to ensure they 

accurately represent the data. Each theme was evaluated to determine 

whether it is supported by sufficient data and makes meaningful distinctions 

(Braun & Clarke, 2006). The final themes were then organized into a coher-

ent narrative aligned with the research question. Each theme was clearly and 

concisely defined and given a descriptive name and explanation. Figure 4 be-

low showcases a part of the final thematic map and theme description. 

 

 
Figure 4. Part of the final thematic map and theme description 

 

Phase 5: Create a code book 

In the final analysis phase, a code book was created using a Microsoft Excel 

sheet, outlining definitions and example quotes for each theme. The prelim-

inary findings were summarized and organized into a coherent narrative 

based on the research questions, which will be further explained in the next 
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section of the thesis. (see Figure 5) The final code book is presented in Ap-

pendix 4. 

 

 
Figure 5. Part of the code book 
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4 Findings 
 

This section presents the findings from the thematic analysis. The results are 

organized into three themes: (1) the financial situations of creative entrepre-

neurs, (2) the challenges and needs of creative entrepreneurs, and (3) the use 

of digital services. Each theme will be explained along with its sub-themes 

and supported by direct quotes from the interviewees. 

 

4.1 Financial situations of creative entrepreneurs 
 

Financial challenges are the central theme in the interviews, with all partici-

pants reporting financial difficulties to varying degrees. A common similarity 

among interviewees was their inability to make a living solely from creating 

art, as income from their artistic work was described as insufficient and un-

stable. Another key finding was that all interviewees pursued multiple in-

come streams, either by diversifying their artistic revenue sources or supple-

menting their creative careers with non-artistic work or savings. 

 

 

4.1.1 Insufficient and unstable income 

 

All interviewees reported insufficient and unstable income as a common 

characteristic. None of them could fully rely on their artistic income to sus-

tain themselves. For example, Interviewee 6 highlighted the lack of a stable 

income: 

 

Even though I have some kind of upcoming projects which could be paid 

and with kind of good companies, I still cannot trust that income, because 

it's not good enough for me to sustain myself and a family unfortunately. 

(Interviewee 6) 

 

Similarly, Interviewee 2 expressed the unpredictability of artistic income: 

 

If you want to sell your art and make a living out of it, you have to be 

really mentally prepared that sometimes it goes well, sometimes not. (In-

terviewee 2) 

 

 

4.1.2 Diverse income streams 

 

Another characteristic that highlights the financial situation of creative en-

trepreneurs is their reliance on diverse income streams. All interviewees aim 

to diversify their income to increase stability. Some strive to achieve this 
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through multiple creative practices, such as graphic design, selling artworks, 

hosting workshops, or offering courses. For instance, Interviewee 3 men-

tioned: 

 

I'm having this tufting workshop studio, so I make workshops. It's like a 

side (job). (Interviewee 3) 

 

Additionally, some artists take on non-artistic work or rely on savings to sup-

port their creative careers. Interviewee 4 explained: 

 

For surviving I need to either look out for part time jobs or dip into my 

own savings that I had from the previous entrepreneurial journey that I 

had.” (Interviewee 4) 

 

 

4.2 Challenges and needs of creative entrepreneurs 
 

Diverse challenges and needs have been discovered from the interviews. The 

challenges and needs of creative entrepreneurs are primarily found on the 

business side of their work. The most common challenges and needs can be 

categorized as Table 3 below: 

 

Challenges and needs Distribu-

tion (# 

of 

inter-

views) 

Description 

Struggles in marketing 

and finding the right 

customers 

6 Challenges in promoting their work 

effectively and lacking the marketing 

knowledge and resources to create 

visibility for their brand. 

Needs of agency or 

business partner 

5 The need for external sales support 

or agencies that can manage the 

commercial aspect of their work. 

Balance between art 

and business 

4 Dilemmas or conflicts between crea-

tive passion and financial sustaina-

bility. 
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Peer learning and men-

torship 

4 The need for mentorship and peer 

learning opportunities to navigate 

the complexities of their careers. 

Practical business 

knowledge  

3 The need for essential practical busi-

ness knowledge, and skills, such as 

financial management, business op-

eration, and strategy. 

Desire for societal sup-

port 

3 Expectations for societal support, 

which includes the recognition of the 

significance of art, practical support 

such as grants, and positive advo-

cacy for the role of art in society. 

Copyright concerns  2 The challenge of protecting their in-

tellectual property and managing 

copyright issues. 

Table 3: Summary of the challenges and needs 

 

 

4.2.1 Struggles in marketing and finding the right customers 

 

Struggles in marketing and finding the right customers are the most common 

challenges faced by creative entrepreneurs. Creating visibility for their 

brands is a major obstacle, as promoting their work and reaching their target 

audience involves building brand awareness, identifying potential custom-

ers, and effectively connecting with them to generate sales and business op-

portunities. Most interviewees expressed difficulty in promoting their work 

effectively. 

 

One reason for these struggles is a lack of interest in marketing and self-pro-

motion, as Interviewee 1 and Interviewee 7 pointed out: 

 

What I sucked, as you know, was the marketing part and I was not very 

enthusiastic about promoting my works through social networks. (Inter-

viewee 1) 

 

As an artist, I’m used to working alone in my own space. It feels weird to 

put myself in front of the camera or people. However, it’s necessary now-

adays for most of the business. (Interviewee 7) 
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Interviewee 4 also expressed a desire for more opportunities for artists to in-

crease their visibility: 

 

The first thing that popped in my head was to get the opportunity to be a 

part of renowned exhibitions, to have the experience and the exposure to 

showcase your work on different channels, both online and offline. It will 

not only really help in understanding what the world likes or what people 

like in general, but also to understand where does your niche lie. (Inter-

viewee 4) 

 

Besides marketing and visibility, there is also the challenge of identifying and 

connecting with the right target audience to generate sales and business op-

portunities. Several interviewees, such as Interviewee 6, highlighted this is-

sue: 

 

The difficult part is finding the right customers, to find the clients, to find 

your people. (Interviewee 6) 

 

 

4.2.2 Needs of agencies or business partners 

 

Many interviewees expressed a desire for business agencies or partners that 

could reduce the burden of managing the business side of their work. Most 

artists are willing to pay for services that can support their business, allowing 

them to focus more on their artistic pursuits. Several interviewees mentioned 

their lack of interest and skills in business was one of the reasons. For exam-

ple, Interviewee 3 stated: 

 

As an artist, I'm really bad at selling, and I really want other people to 

do that for me. If they are bringing customers and doing their job, I'm 

happy to pay. It's quite big, but this is how you do it, I guess, because I 

need a business partner that can sell. (Interviewee 3) 

 

Another common reason for seeking agencies or business partners is that the 

business tasks are overly complicated and time-consuming, which leaves lit-

tle time for creative work. Interviewee 6 highlighted this issue: 

 

You need to have access to so many platforms to show your stuff and it 

takes so much time that you cannot actually do it… It would be nice if 

there would be an agency or something that would take your artworks 

and then also put them in other places. If they sell it, then they would take 

part of the commission, but they would actually promote it and they 

would actually show it in many places. (Interviewee 6) 
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4.2.3 Balance between art and business 

 

Creative entrepreneurs are working at the intersection of art and business. 

There are a lot of different tasks, perspectives, values between these two 

fields. Many of the interviewees have experience the Dilemmas or conflicts 

between creative passion and financial sustainability. For example, Inter-

viewee 1 tried to explore different styles, but their artistc interest conflicted 

with the business value: 

 

I was still kind of contemplating on the branding aspect because some of 

them is very in elegant style, but some of the work that I do is very like 

graffiti and then there was a conflict of the style, right? I don’t wanna be 

too strategic because I want to kind of keep my inspiration as true to my-

self. But then I think when I try to market it on SNS, I feel like I’m stuck. 

(Interviewee 6) 

 

Meanwhile, the conflicts also come from the lack of interest in business but 

the necessity of financial stability. As Interviewee 2 stated: 

 

Most of the artists, they don’t like business side of the art. They just want 

to create art. (Interviewee 2) 

 

 

4.2.4 Peer learning and mentorship 

 

Peer learning is quite common among the interviewees. Many of them have 

gained knowledge through online courses or videos from other artists or cre-

ative entrepreneurs who have successfully run sustainable businesses. This 

has been perceived as a useful way to gather information from fellow artists. 

For example, Interviewee 1 shared their positive experience with a local com-

munity's peer group: 

 

They were getting grants and stuff, and then they were helping each 

other. They even share information about like how to get grants and 

where to apply or if there is any kind of artistic related jobs, like in mu-

seums, as a researcher. They will share it. And I felt like that was useful. 

(Interviewee 2) 

 

Some interviewees also expressed an interest in having a mentor with similar 

and successful experience to help them with specific challenges. For instance, 

Interviewee 5 stated: 
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I think I need to find a mentor, someone to help me analyze business 

strategy and operations. A one-on-one mentor who can give advice 

based on my situation. This is something I really lack. I don't know where 

to find one, and it's especially hard in Finland. I need someone who has 

experience in this area, a mentor who can truly help me—someone with 

a personal brand, maybe through a networking platform. (Interviewee 

2) 

 

Learning from individuals with similar experiences, whether through peers 

or mentors, has been mentioned as an effective way of acquiring knowledge 

that supports their creative careers. 

 

 

4.2.5 Practical business knowledge 

 

Many of the interviewees expressed a need for essential practical business 

knowledge and skills. Besides marketing, which was previously mentioned as 

the most frequently discussed aspect of business, the interviewees also high-

lighted the need for knowledge and skills in areas such as financial manage-

ment, business operations, strategy, and legal issues. These knowledge gaps 

were recognized by many, as Interviewee 5 noted: 

 

I think it's because they still see themselves as just artists. They lack ad-

ministrative knowledge and don't have the skills in operations or mar-

keting. They don't know their market—they only focus on their designs 

but don’t have an entire system to support them. (Interviewee 5) 

 

The interviewees also expressed a demand for services that could help sup-

plement this missing business knowledge. For instance, Interviewee 2 men-

tioned: 

 

The best service for artists is to let them learn some practical knowledge 

in finance management, which can help them to make financial decisions. 

(Interviewee 2) 

 

Tax issues. I want to figure out how I can organize my products. Would 

I register for a private seller? Something like that, but (I’m) too busy to 

organize everything. (Interviewee 2) 

 

 

4.2.6 Desire for societal support 

 

Expectations for societal support were also discussed during several inter-

views, which include the recognition of the significance of art, practical 
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support such as grants, and the need for positive advocacy for the role of art 

in society. 

 

Some artists perceived that their art was undervalued by society. For instance, 

Interviewee 6, who works in the field of embroidery art, experienced a lack 

of recognition for the value of this art form: 

 

I feel that I’m in the art field, which is undervalued. Textile art and em-

broidery is considered as a craft and undermined in a way because when 

I'm saying to random person that I am embroider artist, the first thing I 

hear is like, oh, my grandma is also doing embroidery. (Interviewee 6) 

 

Generally, there was also a desire for a better understanding of the value of 

art from the society: 

 

I think a little bit more positive advocation from the society would help. 

Tell people why art is important for the people who don't do art and for 

the people who don't care about art. (Interviewee 2) 

 

Moreover, securing an art grant can be challenging in Finland. Interviewee 6, 

who had applied for art grants, reported negative experiences, even though 

grants are considered an important income stream for artists in the country. 

 

For those projects, they are so time-consuming and so labour intensive 

that I need support, and I was applying for grants, but I didn't get any. 

That is again the way it works here in Finland that most of artists are 

living on grants and occasionally sell something. (Interviewee 6) 

 

 

4.2.7 Copyright concerns 

 

Creative entrepreneurs use their intellectual creations to generate value. 

However, copyright issues have emerged as a significant challenge, especially 

in today’s digital world, where artwork or designs can be shared instantly 

with little consequence. For example, Interviewee 3 personally experienced 

copyright infringement: 

 

I personally got people stole my works on Etsy and they were selling 

that… People added some background colours (to my works) and then 

they would sell them. (Interviewee 3) 

 

Copyright concerns also extend to the misuse of AI, which may replicate or 

imitate their art without permission: 
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To have that opportunity to be without a fear that ‘Oh God, this is going 

to get replicated.’ You know that fear is always there in your head right 

now, also with the current AI models. (Interviewee 4) 

 

 

4.3 Use of digital services 
 

According to the interviews, the use of digital services is widespread and con-

sidered an indispensable part of the careers of creative entrepreneurs. These 

platforms play crucial roles in generating sales, reaching audiences, and fa-

cilitating both peer and self-learning. As Interviewee 6 suggested, having a 

website is now a necessity for creative entrepreneurs to establish credibility: 

 

Of course I have a website which is like a portfolio…because it needs to be 

like a business card, people need to know what I'm doing. And people re-

spect artists more when they have actual websites. So, I think that it's a 

must for all artists to have a website, even if it's rarely updated or any-

thing, but it's just like a passport. (Interviewee 6) 

 

Several e-commerce platforms were mentioned and discussed during the in-

terviews. Positive feedback on digital services was often related to factors 

such as fostering human connections, building communities, offering cus-

tomization features, integrating with other related services, and reducing 

business stress. On the other hand, high fees, poor customization options, 

weak personal branding, and ambiguous platform rules were common rea-

sons for negative experiences. 

 

Financial challenges are the central theme in the interviews, with all partici-

pants reporting financial difficulties to varying degrees. A common similarity 

among interviewees was their inability to make a living solely from creating 

art, as income from their artistic work was described as insufficient and un-

stable. Another key finding was that all interviewees pursued multiple in-

come streams, either by diversifying their artistic revenue sources or supple-

menting their creative careers with non-artistic work or savings. 

 

 

4.3.1 Use of E-commerce platforms 

 

All of the interviewees have experience selling through E-commerce plat-

forms, where they offered their original works or printed items. The role of 

digital platforms in their creative businesses is emphasized, as they have ex-

pressed the importance of these digital services. For example, as Interviewee 

3 stated: 
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It was like an inspiring moment that you were like, ‘oh my God, you are 

actually interesting, and people are buying from you’. And this model of 

making a business also was new at that time. (Interviewee 3) 

 

The most common e-commerce platforms mentioned were Etsy and Shopify. 

Etsy is an American e-commerce marketplace focused on handcrafted or vin-

tage items, while Shopify is a platform that provides services for creating 

online stores. Other platforms mentioned include Tictail, which was a social 

shopping website for discovering emerging designers but was shut down in 

2019. Print-on-demand drop shipping platforms like Printful were also ref-

erenced. 

 

Digital services have played a significant role in the careers of most inter-

viewees and are perceived as essential tools. For example, Interviewee 5 

shared a positive experience with Shopify: 

 

If you want to do e-commerce, you really should use Shopify, it’s very 

professional. No real downsides. (Interviewee 5) 

 

 

4.3.2 Connecting people 

 

Although all interviewees have used e-commerce platforms, their experi-

ences varied. Human connection and interaction were perceived as im-

portant criteria for evaluating the quality of digital services. For example, In-

terviewee 3 mentioned the positive impact of Tictail's community-building 

feature, which helped them connect with audiences and fellow artists: 

 

Tictail was very big… They really connected people from all over the 

world. It was really impactful for me, especially for an artist, it’s like, 

wow, it's so cool that you got discovered only just from your art… There 

was also a thing that you would start packing your artwork or your print 

in a cute way. I learned it from that community. (Interviewee 3) 

 

However, Interviewee 1 pointed out the lack of human interaction on plat-

forms like Shopify: 

 

I think services like Shopify or whatever is not very interactive with their 

clients, because they are just a service that they can just use. (Interviewee 

1) 

 

 

4.3.3 Integration of different tools 
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The use of diverse digital tools for different aspects of business operations, 

such as selling, marketing, and shipping, is a common practice among the 

interviewees. Platforms that offer seamless integration with other services 

and customizable features received particularly positive feedback for their 

ability to streamline the work processes. For example, Printify’s integration 

capability was highlighted by Interviewee 1: 

 

I was using Printful, Printify and some other drop shipping services. And 

they had API connection. Like if you have some products in the Printify 

and then you can automatically go to Shopify and put on your shop. And 

I think they also provide you with like certain amount of designs that you 

can create websites with, so you can customize it. (Interviewee 1) 

 

The desire for further integration of multiple services was expressed by In-

terviewee 7, who emphasized the challenges of managing various platforms: 

 

I hope all the services we need could be integrated into one platform. As 

independent art business owners need to do almost everything by them-

selves. It requires so many different platforms, from creating, selling, 

marketing, business managing and so on. The whole process often needs 

to be managed by one person. So, if everything can be interconnected and 

synced into one service, it will greatly increase the efficiency. (Inter-

viewee 7) 

 

 

 

4.3.4 Challenges with service fees and customization limitations 

 

Many interviewees shared negative experiences with certain digital platforms, 

especially regarding high service fees and limited customization features. For 

example, Interviewee 3 and 1 have commented on these negative aspects of 

Etsy: 

 

Now I don't use Etsy. And I didn't make any profit because how the mar-

ket works there is, in order to get exposed to the customers, you have to 

buy an ad. So you're buying an ad, you're promoting yourself. You do sell, 

but then all your sales go to the ad, and then it goes to the commissions. 

(Interviewee 3) 

 

Etsy is hard to customize the website like the way you want it. (Inter-

viewee 1) 
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Meanwhile, Interviewee 5 also expressed dissatisfaction with Etsy, citing the 

challenges in building personal branding through the platform and the un-

predictable fee changes: 

 

I’ve left Etsy now. Because Etsy is like Amazon, it’s a marketplace. You 

put your brand there, but people may only remember Etsy, not your 

brand. It’s not good for brand development. Plus, Etsy constantly 

changes its fees, which are too high, and they force you to buy ads—it's 

poorly structured. If your product violates a small rule, they might delete 

your account, and sometimes you don’t even know why… You also have 

to spend a lot of time optimizing for Etsy SEO so people can find you. You 

might as well focus on Google SEO, which has a larger audience. (Inter-

viewee 5) 

 

 

4.3.5 Online learning 

 

In the previous section, peer learning was identified as a common way for 

interviewees to acquire knowledge related to creative business. Much of this 

learning took place through digital platforms, such as YouTube, Instagram, 

and audiobook services, where they accessed online courses and educational 

videos. Interviewees 4 and 5 shared their positive experiences of using these 

platforms to obtain essential knowledge for their creative careers: 

 

I'm doing my master’s from Japan and I'm often doing small courses in 

order to expand my creative side to bring a lot more techniques under 

one chain, but at this point, the digital platform is what I like a lot and I 

have been exploring it a lot. (Interviewee 4) 

 

I take online courses too. I started with some YouTubers—if they had a 

course, I’d buy it. Learning a business marketing system is a quick way 

to gain knowledge. I also like listening to audiobooks. I read very slowly, 

but I love listening. I listen to about one book a month, usually about en-

trepreneurship and business.  (Interviewee 5) 

 

 

4.4 Summary of the key findings 
 

In conclusion, the findings of the data analysis are summarized as Table 4 

below: 

 

Theme Sub-theme Key findings 
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1. Financial 

situations of 

creative en-

trepreneurs 

1.1 Insufficient and 

unstable income 

All interviewees reported 

their income as insufficient 

and unstable, and they are not 

able to fully rely on their artis-

tic earnings for living. 

 1.2 Diverse income 

streams 

All interviewees rely on di-

verse income streams, includ-

ing multiple creative prac-

tices, non-artistic work and 

savings, to increase financial 

stability. 

2. Challenges 

and needs of 

creative en-

trepreneurs 

2.1 Struggles in mar-

keting and finding the 

right customers 

Marketing and finding the 

right customers are a com-

mon challenge, which in-

cludes building brand visibil-

ity, promoting their work, and 

effectively connecting with 

their target audience. 

 2.2 Needs of agency 

or business partner 

Many interviewees express a 

desire for business agencies or 

partners to manage the busi-

ness side of their work, as 

they often lack the skills and 

time. 

 2.3 Balance between 

art and business 

Conflicts between artistic pas-

sion and the need for financial 

sustainability and business 

demands is a common issue. 

 2.4 Peer learning and 

mentorship 

Peer learning and mentorship 

were highly valued by many 

interviewees. Many rely on 

fellow artists, online re-

sources, and mentors to gain 

practical knowledge. 
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 2.5 Practical business 

knowledge  

Many interviewees identified 

a need for practical business 

knowledge in areas like finan-

cial management, operations, 

strategy, and legal matters. 

 2.6 Desire for societal 

support 

Many interviewees expressed 

a desire for societal support, 

including better recognition 

of the value of art, access to 

grants, and advocacy for the 

role of art in society. 

 2.7 Copyright con-

cerns  

Copyright concerns were 

mentioned, as some inter-

viewees faced issues like copy-

right infringement and the 

unauthorized use of AI to rep-

licate their creations. 

3. Use of digi-

tal services 

3.1 Use of E-com-

merce platforms 

All interviewees have utilized 

e-commerce platforms, such 

as Etsy and Shopify, to sell 

their original works and 

printed items, highlighting 

the crucial role of digital ser-

vices in their creative busi-

nesses. 

 3.2 Connecting peo-

ple 

The interviewees’ experiences 

of digital services varied, with 

many emphasizing the im-

portance of human connec-

tion and community-building 

features. 

 3.3 Integration of dif-

ferent tools 

Interviewees commonly use a 

variety of digital tools, high-

lighting the importance of 

seamless integration and 
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customization features to en-

hance efficiency. 

 3.4 Challenges with 

service fees and cus-

tomization limita-

tions 

Many interviewees reported 

negative experiences regard-

ing high service fees, limited 

customization options, and 

challenges in personal brand-

ing. 

 3.5 Online learning Some interviewees utilized 

online learning platforms, 

such as YouTube and audio-

book services, to acquire es-

sential knowledge, highlight-

ing the effectiveness of digital 

resources in supporting their 

professional development. 

Table 4: Summary of the findings 
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5 Discussions & Conclusions 
 

 

5.1 Persistent low and unstable income and diverse income 

streams 
 

The findings from the interviews indicate that artists nowadays continue to 

experience financial instability characterized by persistently low and unpre-

dictable incomes. Most of the interviewees were not able to support their liv-

ing solely with their artistic work. This aligns with previous studies that have 

highlighted the financial challenges faced by artists. For instance, the low and 

unstable incomes have been discussed in Abbing's (2007) study on the art 

economy and in recent research by Pyykkönen, Sokka, and Kurlin (2023) re-

garding the visual artist situation in Finland. These findings highlight that 

financial struggles have persisted over time and remain widespread in today's 

context. 

 

This underscores the ongoing financial challenges within the creative field 

and emphasizes the need for a deeper understanding of its causes and conse-

quences. It also calls for targeted research into potential strategies and solu-

tions to address these challenges and better support the creative community. 

 

The interviews also revealed that many visual artists adopt diverse income-

generation strategies to cope with financial uncertainty. This trend aligns 

with findings from Sokka, Renko, Hirvi-Ijäs, Karttunen, and Lahtinen 

(2023), who noted that visual artists in Finland often rely on multiple reve-

nue streams. These include income from artistic practices, such as selling art-

works, commissions, and grants, as well as non-artistic activities. Similarly, 

the interviewed artists emphasized the importance of diversifying their 

sources of income as a necessary strategy to navigate the financial instability 

associated with creative careers. 

 

 

 

5.2 Challenges and needs of creative entrepreneurs 
 

The challenges and needs discovered in the findings address the main re-

search question: What are the diverse challenges and needs experienced by 

creative entrepreneurs, particularly visual artists? The insights regarding the 

challenges and needs of creative entrepreneurs can be summarize as follow-

ing: 

 

Challenges 
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1) Struggles in marketing and finding the right customers: This is one of 

the most common challenges identified. Participants frequently noted 

difficulties in building brand visibility, promoting their work, and ef-

fectively reaching their target audience. This aligns with the findings 

by Rae (2007), who emphasized the complexity of marketing in the 

creative economy.  

 

2) Balance between art and business: Many interviewees expressed frus-

tration with the need to prioritize commercial demands over their cre-

ative pursuits. This is a common theme in prior studies by such as Cin-

néide and Henry (2007). This finding emphasizes the persistence of 

this challenge and suggests the need for balanced strategies. 
 

3) Copyright concerns: It is an emerging issue, especially in the digital 

age. Instances of copyright infringement and unauthorized use of ar-

tificial intelligence to replicate artists’ creations have caused financial 

and emotional distress for some of the visual artists.  

 

Needs 

 

1) Needs of agency or business partners: Many participants expressed 

the need for agencies or business partners to handle operational and 

financial tasks. This need aligns with Abbing’s (2008) findings on art-

ists' lack of interest and skills in business.  

 

2) Practical business knowledge: A recurring need among interviewees is 

access to knowledge in areas such as financial management, legal 

rights, and operational strategies.  

 

3) Peer learning and mentorship: The importance of peer learning and 

mentorship emerged as a significant theme. Many participants found 

online communities, fellow artists, and mentors useful for navigating 

their careers. This emphasizes the role of digital communities as 

emerging spaces for peer-to-peer learning. 
 

4) Societal support: Many interviewees highlighted the need for better 

societal recognition of the value of art, improved access to grants, and 

advocacy for the role of art in society. This finding complements the 

earlier studies by Pyykkönen, Sokka, and Kurlin (2023) which men-

tioned the limited funding and market opportunities for visual artists 

in Finland. 
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The findings on the challenges and needs of creative entrepreneurs reinforce 

and expand upon the existing literature. While many challenges and needs 

align with prior research, this study contributes new perspectives by focusing 

on the evolving digital landscape and its implications for creative entrepre-

neurship. For example, issues such as the role of digital communities in peer 

learning and the increasing relevance of AI in copyright infringement present 

potentials for digital service design to play a transformative role in support-

ing creative entrepreneurs. 

 

 

5.3 Potential of digital service design in addressing the 

challenges and needs of creative entrepreneurs 
 

A study by Ruusuvirta, Kanerva, Rensujeff, and Leppänen (2024) found that 

67% of artists respondents reported that they have not earned income 

through online platforms. However, this study revealed a more positive out-

come, as all interviewees had experience generating income through digital 

platforms. This highlights the potential impact of digital services on creative 

entrepreneurs. Furthermore, digital service design, which is rooted in a dig-

ital era (Polaine, Løvlie & Reason, 2013), has the potential to streamline the 

use of human, financial, and environmental resources of creative entrepre-

neurs. 

 

This section focuses on addressing the sub-research question: How can ser-

vice design help tackle the challenges and needs of creative entrepreneurs? 

The findings suggest that while many digital services already address some 

challenges and needs, there is still room for tailored solutions. Table 5 

matches specific digital services with corresponding challenges and needs. 

Dark green indicates the highest relevance, while light green represents a 

lesser degree of relevance. 

 
Challenges 

and needs / 

Digital service 

Struggles 

in market-

ing and 

finding the 

right cus-

tomers 

Balance 

between 

art and 

business 

Copy-

right 

con-

cerns 

Needs of 

agencies 

or busi-

ness 

partners 

Peer learn-

ing and 

mentorship 

Practical 

business 

knowledge 

Desire 

for soci-

etal sup-

port 

E-commerce 

platforms 

       

Digital mar-

keting tools 
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Online com-

munities 

       

Financial 

management 

tools 

       

Digital learn-

ing platforms 

       

Copyright 

management 

tools 

       

Crowdfunding 

platforms 

       

Table 5: Matching the challenges and the current digital services 

 

The ways in which digital services may address the identified challenges and 

needs can be summarized as follows:  

1) Struggles in marketing and finding the right customers: Digital mar-

keting tools and e-commerce platforms may provide crucial solutions 

for this challenge. Platforms like Instagram, TikTok, and Shopify ena-

ble artists to promote their work, increase visibility, and connect with 

global audiences.  

 

2) Balance between art and business: Tools like financial management 

software and online marketplaces allow artists to focus on their crea-

tive work by automating or simplifying operational tasks.  

 

3) Copyright concerns: Emerging technologies such as blockchain-

backed copyright management tools address issues of intellectual 

property protection.  

 

4) Needs of agencies or business partners: Digital service like virtual 

business management platforms or collaborative tools which can in-

tegrate project management, invoicing, and client communication 

may meet these needs. 
 

5) Peer learning and mentorship: Online communities and digital learn-

ing platforms, such as YouTube or Skillshare, address the need for 

mentorship and peer learning. These platforms allow artists to share 

knowledge, access expert advice, and foster collaborative growth. 
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6) Practical business knowledge: Digital learning platforms can offer tai-

lored courses on financial knowledge, legal rights, and operational 

strategies.  
 

7) Desire for societal support: Crowdfunding platforms like Kickstarter 

and Patreon provide opportunities for direct financial support, allow-

ing artists to seek for societal support.  

 

Digital services have already addressed many challenges and needs or hold 

significant potential for doing so. Additionally, the challenges and needs of 

creative entrepreneurs are highly diverse, making a service design approach 

particularly useful for understanding these complexities. By providing a ho-

listic perspective, service design helps to better understand the intricate re-

lationships between artists, their motivations, and external services. This 

deeper understanding can contribute to more effective solutions for support-

ing creative entrepreneurship. 

 

 

5.4 Practical relevance and implications 
 

In the digital era, digital services offer unique opportunities for establishing 

creative careers. Digital services play an essential role in optimizing the work-

flows of creative entrepreneurs by addressing their specific challenges and 

fulfilling their diverse needs. For instance, e-commerce platforms can enable 

artists to monetize their work directly, while digital marketing tools help 

them connect with targeted audiences more effectively. Similarly, financial 

management tools and digital learning platforms can equip creative entre-

preneurs with essential skills and resources to navigate their careers. 

 

The findings of this study can serve multiple stakeholders. First, for service 

designers, the study offers a framework to develop user-centred solutions 

that align with the real-world challenges faced by creative professionals. This 

includes utilizing service design approach to create innovative digital plat-

forms that integrate functionalities such as financial planning, marketing au-

tomation, and peer learning systems.  

 

Second, for service providers, including private companies and public organ-

izations, the findings highlight specific gaps in existing services and suggest 

opportunities for developing new solutions tailored to the needs of the crea-

tive community.  

 

Finally, for policymakers and advocates, the research underscores the im-

portance of societal support in fostering creative entrepreneurship. 
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Initiatives such as funding programs, digital literacy training, and advocacy 

for intellectual property rights can play a critical role in empowering artists 

to thrive in the digital age. 

 

By bridging the gap between the creative sector and digital innovation, this 

study emphasizes the potential for collaboration among designers, service 

providers, and policymakers to create sustainable ecosystems that support 

creative entrepreneurs in navigating and succeeding in the digital landscape. 

 

 

5.5 Limitations and further research 
 

Service design, known for its “active and iterative” methodology (Stickdorn, 

Lawrence, Hormess & Schneider, 2018, p.13), aligns well with the goals of 

this study. Semi-structured interviews were conducted with seven creative 

entrepreneurs to gather qualitative insights. However, there was not much 

opportunity to actively iterate the process. Besides, all the interviewees are 

creative entrepreneurs living in the Capital area in Finland. Therefore, the 

findings may have limitations in representativeness due to the restricted 

scope and sample size, which only captured a small segment of creative en-

trepreneurs. This limitation emerged primarily due to time constraints and 

accessibility to a broader range of interview participants, while it was ac-

ceptable for an initial exploratory study. 

 

To address this limitation in future research, a more diverse and larger par-

ticipant pool should be included to increase the generalizability of the find-

ings. Additionally, since this thesis focuses on problem identification, it only 

represents one starting phase of the whole design process. Future research 

should broaden the scope by gathering insights from other stakeholders, in-

tegrating participatory approaches, and progressing to the ideation and pro-

totyping stages to develop and test more comprehensive solutions. 
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Appendix  
 

1. Informed consent form template 
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2. Guiding questions for interviews 
 

Background and Experience: 

 

• How did you transition into a full-time artist and start your own busi-

ness? 

 

• Could you walk me through your experience selling your artwork? 

What channels have been most successful, and what challenges have 

you faced? 
 

• How do you currently balance your artistic practice with the business 

aspects of being a creative entrepreneur? 

 

 

Challenges & Needs: 

 

• Beyond selling your artwork, what specific challenges do you encoun-

ter in running your creative business? 

 

• Imagine an ideal set of services to support your creative business. 

What would that look like?  

 

 

Current Services and Offerings: 

 

• Can you tell me about some digital tools or resources you've used to 

manage your creative business? What have been their strengths and 

weaknesses? 

 

 

Ending: 

• Is there anything else you'd like to share? Or any questions? 

• Do you know anyone else I should talk to? 
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3. Interview transcript sample (excerpt from transcripts) 
 

Interview 5: 
 
Researcher:  
When you first started your brand, what was the most challenging aspect? 
 
Interviewee:  
Marketing and driving traffic to my website. I also felt that as a creator, I 
wanted to focus on design, but I had to spend a lot of time on marketing. 
You have to become a marketer, and often you spend more energy on mar-
keting than on design. It’s frustrating, but you have to do it. 
 
Researcher: 
Do you feel like you've balanced those two aspects better now? Or? 
 
Interviewee: 
I now outsource some tasks, so things are more balanced. I have an assis-
tant who handles blogging and PR, and someone to pitch our ideas to influ-
encers. These two areas are outsourced. Currently, I'm training an assistant 
to make Instagram and TikTok videos. Moving forward, I'm learning how to 
do YouTube, and maybe I'll eventually hire someone to handle video edit-
ing, though I'll still be doing the planning and filming myself, with editing 
outsourced. 
 
Researcher: 
What do you think is the most challenging part right now? 
 
Interviewee: 
The biggest challenge now is still sales because I stopped marketing on my 
own website. But once my child starts preschool next month, I plan to start 
focusing on that again. After all, the products are great, but if you don’t tell 
people about them, it’s like hosting a party and not inviting anyone. It’s a bit 
of a shame. I need to put more emphasis on marketing, even though I don't 
enjoy it. Outsourcing it, if possible, would be very helpful. 
 
Researcher: 
But there’s also the issue of cost, right? In the beginning, that might be diffi-
cult. 
 
Interviewee: 
Yes, in the past, I bought ads, but they’re too expensive for me now, and it’s 
a short-term investment. I’d rather focus on long-term strategies, like gen-
erating organic traffic. That’s why I have to work on the blog—it's a long-
term, steady approach. 
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4. Codebook 
 

Theme Description 
Sub-

theme 
Definition 

In-

ter-

vie

wee 

Quotes 

1. Financial 
situations 

Income situations, 

especially financial 

challenges, faced 

by the creative en-

trepreneurs. 

1.1 Insuffi-

cient and 

unstable 

income 

The difficulty in 

earning a reliable 

and sufficient in-

come from the artis-

tic work.  

#2 
"Most of the artists faced the problem of making art is they don't have a solid 

financial foundation." 

    #3 “I cannot provide for myself (with arts).” 

    #4 

“The company isn't making enough to pay me a salary at this point, and I do 

not wish to draw any kind of salary at this point because I would like to rein-

vest in the company. “ 

    #6 

“Even though I have some kind of upcoming projects which could be paid and 

with kind of good companies, I still cannot trust that income, because it's not 

good enough for me to sustain myself and a family unfortunately.” 

    #2 

"I think it totally depends on luck. Like sometimes people like what you do. 

Sometimes they don't. Sometimes they think they understand. Sometimes 

they just don't like what you do and that's normal because art is so subjective. 

So yeah, if you want to sell your art and make a living out of it, you have to be 

really mentally prepared that sometimes it goes well, sometimes not." 

  
1.2 Di-

verse 

Diversify their in-

come streams by en-

gaging in multiple 

#3 
“I'm having this tufting workshop studio, so I make workshops. It's like a side 

(job).” 
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income 

streams 

creative activities or 

supplementing their 

artistic work with 

non-artistic re-

sources. 

    #3 
“What I heard from my fellow artists that …very talented artists who would 

just have to do simple work (to support themselves).” 

    #4 
“For surviving I need to either look out for part time jobs or dip into my own 

savings that I had from the previous entrepreneurial journey that I had.” 

    #5 
“I used to do web design and graphic design, and now we're taking on some 

projects.” 

    #6 

“Yes, but I am also searching for a full-time job because this year have been 

super heavy year for me. I do have kind of a business, but I am already willing 

to have other income streams.” 

    #6 “I was also teaching, and I had a kind of online courses.” 

2. Chal-
lenges 
and needs 
of creative 
entrepre-
neurs 

The obstacles that 

creative entrepre-

neurs face in sus-

taining their ca-

reers and the sup-

port they require to 

overcome these 

challenges. 

2.1 Strug-

gles in 

marketing 

and find-

ing the 

right cus-

tomers 

Challenges in pro-

moting their work 

effectively and lack-

ing the marketing 

knowledge and re-

sources to create 

visibility for their 

brand. 

#1 "Then finding the right audience, I think I need I want help with." 

    #1 
"What I sucked, as you know, was the marketing part and I was not very en-

thusiastic about promoting my works through social network." 
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    #2 

"(Marketing) It's really challenging because so many creators want to use so-

cial media to promote their art. So it's also competitive and it's a huge chal-

lenge also for me. “ 

    #4 

“The first thing that popped in my head was to get the opportunity to be a part 

of renowned exhibitions, to have the experience and the exposure to showcase 

your work on different channels, both online and offline. You know to have 

that kind of an opportunity. It will not only really help in understanding what 

the world likes or what people like in general, but also to understand where 

does your niche lie.” 

    #4 

“Creating a separate showcase event for designers, and everyone would also 

help people understand where a lot of these small artists lie from, so that is a 

big thing that I think it should happen. ” 

    #4 

“One is generating new ideas for my company's design portfolio. You know 

many times what happens is that your idea doesn't run with its correct season, 

or you know you need to push it back to a different season. You have to wait 

for the right opportunity to come.” 

    #5 

“Another important skill is data analysis. This is crucial. You can see your 

website’s conversion rate, which determines whether you can invest in ads. 

You also need to track where your traffic comes from every month and your 

average order value. Knowing these things helps you make strategic adjust-

ments. When you know your average order value, you can decide which ads 

are worth running.” 

    #5 “Another area is increasing traffic to my website.” 
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    #5 

“The biggest challenge now is still sales because I stopped marketing on my 

own website…I need to put more emphasis on marketing, even though I don't 

enjoy it. Outsourcing it, if possible, would be very helpful.” 

    #5 

“At the time, I didn’t know much about marketing, thinking I could handle it 

myself. But later, I found it really difficult, especially when it came to making 

videos.” 

    #5 
“What I need most right now is help with video editing because I really dislike 

doing that.” 

    #6 
“The difficult part is to find the right customers, to find the clients, to find 

your people.” 

    #6 “That's the main thing to find the customers.” 

    #7 “The biggest challenge to find your audience at the beginning.” 

    #7 
“There are a lot of competition, and it was hard to build your following from 

0.” 

    #7 

“(The challenge is) To market yourself. Because often I’m not just selling my 

works and presenting my works, I need to also market myself and let people 

know about me. As an artist, I’m used to working alone in my own space. It 

feels weird to put myself in front of the camera or people. However, it’s neces-

sary nowadays for most of the business.” 

 

 

2.2 Needs 

of agency 

or busi-

ness part-

ner 

The need for exter-

nal sales support or 

agencies that can 

manage the 

#1 

"I think the easiest thing for me is like if somebody falls in love with my art-

work, let's say. What they do is that they would sell it for you. They would be 

the salesman because they love it so much and they understand what exactly 

what my art should be." 
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commercial aspect of 

their work. 

 

   #3 

“But as an artist, I'm really bad at selling, and I really want other people to do 

that for me. if they are bringing customers and doing their job. I'm Happy to 

pay. It's quite big, but this is how you do it, I guess. because I need a business 

partner that can sell.” 

 

 

   #3 

“If there's like agents for artists looking for the opportunities and just selling 
other artists’ works…And they see opportunities and they are very good at 
communications. They're good at PR and they can approach companies, and 
they offer solutions.” 

 

   #4 

“If I get an agency's help for doing at least 50% of the work to run a business, I 
think I would love to take…So the agency helps me understand and navigate 
(the market). So, it would become much easier for me and it will reduce I can 
say at least 35% of operational stress or operational effort that is small entre-

preneur like me does. “ 

 

   #5 

“I don’t like doing repetitive tasks, so I delegate those to my assistants. Once I 

figure something out, I create a system or manual and train others to do it… 

You’ll need to focus on more important things, like strategy or vision. You’ll 

also need managers and technicians to help with the products. In my case, I 

have someone for Instagram, marketing, and video editing.” 

 

   #6 

“I think what is lacking in Finland is some kind of agency or something that 

would be advocating for the artist and saying that this is the actual artwork. 

Somehow verification that this is actually great.” 

 
   #6 

“It would be nice if the platform would be also connected to some galleries in 

other countries. Like in a way that people from galleries would see the artistic 

work and be able to kind of say that, oh, we want to show this. Because now it 
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only works as an open call and these kind of things and you need to apply mil-

lions of applications and then you start getting fed up with that. You cannot 

do a great job when you are fed up with the job.” 

 

   #6 

“You need to have access to so many platforms to show your stuff and take so 

much time that you cannot actually do it. I also don't put effort in that place… 

There are so many things and then you cannot do all that work. It would be 

nice if there would be an agency or something that would take your artworks 

and then also put them in other places. If they sell it then they would take part 

of the commission, but they would actually promote it and they would actually 

show it in many places.” 

  

2.4 Bal-

ance be-

tween art 

and busi-

ness 

Dilemmas or con-

flicts between crea-

tive passion and fi-

nancial sustainabil-

ity. 

#1 

"I was still kind of contemplating on the branding aspect because some of 

them is very in elegant style, but some of the work that I do is very like graffiti 

and then there was a conflict of the style, right? I don't wanna be too strategic 

because I want to kind of keep my inspiration as true to myself. But then I 

think when I try to market it on SNS, I feel like I'm stuck. " 

    #1 

"And then I feel like something they (art agents) say, will be something very 

‘businessy’. What I want as a creator might have like very distant approach. 

What is the minimum that I want to have, like the sustainable product or like 

my artistic value that I want to pursue in that product, right? And then if the 

person is going to be like, you shouldn't do that. They have to kind of convince 

me of why I shouldn't, not just because it's not marketable." 

    #1 

"I feel like selling is never the first priority. I think making will be the first pri-

ority. That's what I want to do. I feel like I would earn my money somewhere 

else." 

    #2 
"Most of the artists, they don't like business side of the art. They just want to 

create art." 
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    #2 

"If I can't live based on art, but on the other hand, I also understand that art is 

my best friend. By take advantage of art to make a living, are we still best 

friends? " 

    #2 
"I think if you want to sell your art, you have to treat your art like a semi prod-

uct. It has to be a bit commercial sided as well." 

    #5 
“I want a balanced approach. If I only focus on my art, I might get stuck in a 

creative bubble. Doing other things helps me think differently.” 

    #7 

“After I slowly established my creative business, I needed to spend so much 

time and effort on non-artistic works, such as content creation, marketing, 

sales, accounting and so on, while I must make sure having enough time and 

space to create art that fulfil my creativity. It’s hard to balance both sides. And 

sometimes when I wanted to draw something, I got too worried about if my 

audience will like it or not.” 

  

2.5 Peer 

learning 

and men-

torship 

The need for men-

torship and peer 

learning opportuni-

ties to navigate the 

complexities of their 

careers. 

#1 

"I actually went to their office here. The groups were non-EU artists and art 

workers. For me it was really nice to see who are also struggling in in a similar 

way." 

    #1 
"I don't know if I would look into any of the tutorials, even if in the future I 

think I will talk to my friends who is already experienced now." 

 
   #1 

"I think they were practicing more of the work itself. And they were getting 

grants and stuff, and then they were helping each other. They even share in-

formation about like how to get grants and where to apply or if there is any 
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kind of artistic related jobs, like in museums, as a researcher. They will share 

it. And then I felt like that was useful. " 

 

   #2 

"If I want to promote my art, then I follow some like trendy artists online who 

are making a lot of money. I see what kind of video they are using. If you want 

to make a reel, they have some templates you just need to put your artwork 

and use their music. And I found that come in handy. Also with earrings, I 

just follow those people who are doing really well and try to mimic them or 

learn from them, at the same time, preserve some of my own features to stand 

out." 

 

   #2 

"I found that much more efficient way is like follow the trend, see what are 

they doing and at the same time you can develop and observe and think and 

do your own research on how can you make some breakthrough in the indus-

try and find your unique way." 

 
     #2 

"When it comes to selling and promote. I think it's much efficient just to learn 

from others who are doing really well." 

 

   #5 

“I think I need to find a mentor, someone to help me analyze business strat-

egy and operations. A one-on-one mentor who can give advice based on my 

situation. This is something I really lack. I don't know where to find one, and 

it's especially hard in Finland. I need someone who has experience in this 

area, a mentor who can truly help me—someone with a personal brand, 

maybe through a networking platform.” 

 

   #6 

“That is also like a part time job, which I took just to have some extra income 

stream plus to know how the business is running Finland, how the person Is 

managing it. Like kind of being an insider in the person who actually made it, 

and who is successfully running a jewelry studio.” 
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2.6 Needs 

for practi-

cal busi-

ness 

knowledge 

The need for essen-

tial practical busi-

ness knowledge, and 

skills, such as finan-

cial management, 

business operation, 

and strategy. 

#1 

"My friends who see my work will say that's very nice. My work is nice. My 

work is good. but then I don't know if it's good enough to other people who 

actually will have a money or like who would like to actually go to the extent 

of buying it?" 

    #2 
"Also the best service for artists is to let them learn some practical knowledge 

in finance management, which can help them to make financial decisions." 

    #2 

"Tax issues. I want to figure out how I can organise my products. Would I reg-

ister for a private seller? Something like that, but (I’m) too busy to organise 

everything." 

    #2 

"Most of the artists, they don't like business side of the art. They just want to 

create art. So like essential commercial training would be a really good service 

I guess. Like some strategy of marketing or things like that." 

    #2 

"Marketing would be really interesting for me. I think it now it's an Internet 

world. If we can somehow just stay at home and know how to market your 

online shop." 

    #5 

“I think it's because they still see themselves as just artists. They lack adminis-

trative knowledge and don't have the skills in operations or marketing. They 

don't know their market—they only focus on their designs but don’t have an 

entire system to support them.” 

  

2.7 Desire 

for socie-

tal sup-

port 

Expectations for so-

cietal support, which 

includes the recogni-

tion of the 

#2 

"I think a little bit more positive advocation from the society would help. Tell 

people why art is important for the people who don't do art and for the people 

who don't care about art... Since when human being had art? What does art 

mean to us and what will happen? What kind of people are artists? What will 
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significance of art, 

practical support 

such as grants, and 

positive advocacy for 

the role of art in so-

ciety. 

happen if there's no art in society? The relationship between art and commer-

cial world? Like if everything is ugly, who's going to buy them?" 

    #3 

“You have to get an art grant, then you can really concentrate on big and like 

scale yourself as an artist, go into the big gallery and they work production. 

You know when everything is covered, and you can do that and then you get 

the attention of our agents and all this. Of course you have to be well edu-

cated. ” 

    #6 

“For those projects, they are so time consuming and so labour intensive that I 

need support, and I was applying for grants, but I didn't get any. That is again 

the way it works here in Finland that most of artists are living on grants and 

occasionally sell something. And if you don't have this year, then they are 

finding some job to do to wait for the next grant. This is how Finnish artists 

are doing. And if you're international artist, you are kind of behind in the line 

to get (grants).” 

 

 
   #6 

“I feel that I’m in the art field, which is undervalued. Like the textile art and 

embroidery is considered as a craft and undermined in a way because when 

I'm saying to random person that I am embroider artist, the first thing I hear 

is like, oh, my grandma is also doing embroidery.” 

    #6 

“I cannot compete with this productivity with my technique. I feel that people 

don't understand that. And if I say it, it's not enough to say it's a great, im-

portant work. It needs to be respected and preserved. The government or 

schools’ responsibility to educate people more about the art and how it works 

and how it takes. And then people in the society more like value on it.” 



58 

 

    #6 
“Being entrepreneur in Finland is also very, very heavy because they don't un-

derstand small entrepreneurs.” 

  
2.8 Copy-

right con-

cerns 

The challenge of 

protecting their in-

tellectual property 

and managing copy-

right issues. 

#3 

“I personally got people stole my works on Etsy and they were selling 

that…people added some background colors (to my works) and then they 

would sell them. (Interviewee 3)” 

 

 
   #4 

“To have that opportunity to be without a fear that ‘Oh God, this is going to 

get replicated.’ You know that fear is always there in your head right now, also 

with the current AI model. “ 

3. Use of 
digital 
services 

Discussions related 

to the use of vari-

ous online plat-

forms and services 

employed by crea-

tive entrepreneurs, 

with varying expe-

riences shaped by 

platform features 

and challenges. 

3.1 Profes-

sional 

online 

presence 

Personal websites as 

essential for estab-

lishing credibility 

and showcasing 

their work to poten-

tial clients and audi-

ences. 

#6 

“Of course I have a website which is like a portfolio…because it needs to be 

like a business card, people need to know what I'm doing. And people respect 

artists more when they have actual websites. So, I think that it's a must for all 

artists to have a website, even if it's rarely updated or anything, but it's just 

like a passport.” 

  

3.2 Use of 

E-com-

merce 

platforms 

The critical role of E-

commerce platforms 

in helping creative 

entrepreneurs estab-

lishing their online 

businesses. 

#1 
"It would be also nice if you know you have that kind of relationship with the 

platform as well." 
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    #1 

"The monetary hurdle was very low with Etsy. But then It's more of like the 

product that you're selling and not actually the branding of the website or like 

the experience." 

    #1 "Etsy is hard to customize the website like the way you want it" 

    #1 

"I don't have to do anything. It was like they have the factory in some coun-

tries and then they will drop ship to the customer. I thought it was good at 

first because you don't have the risk and you don't have to put your time to ac-

tually, make the T-shirt, but then focus on making the photography work." 

    #1 

"But the issue with drop ship service is that you can't really see the quality of 

the print, so every time if there is like a mistake, they will ship it anyway, even 

if the quality is bad." 

      

    #3 

“Now I don't use Etsy. And I didn't make any profit because how the market 

works there is, in order to get exposed to the customers, you have to buy an 
ad. 

So you're buying an ad, you're promoting yourself. You do sell, but then all 

your sales go to the ad, and then it goes to the commissions. “ 

    #3 
“It was like an inspiring moment that you were like, oh my God, you are actu-
ally interesting, and people are buying from you. And this model of making a 
business also was new at that time.” 

    #5 

“I’ve left Etsy now. Because Etsy is like Amazon, it’s a marketplace. You put 

your brand there, but people may only remember Etsy, not your brand. It’s 

not good for brand development. Plus, Etsy constantly changes its fees, which 

are too high, and they force you to buy ads—it's poorly structured. If your 
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product violates a small rule, they might delete your account, and sometimes 

you don’t even know why. While Shopify also deletes accounts for issues like 

copyright violations, at least it's understandable. Etsy, on the other hand, can 

be quite arbitrary. You also have to spend a lot of time optimizing for Etsy 

SEO so people can find you. You might as well focus on Google SEO, which 

has a larger audience. ” 

    #5 
“If you want to do e-commerce, you really should use Shopify, it’s very profes-

sional. No real downsides.” 

  

3.3 Con-

necting 

people 

The value of digital 

services in fostering 

connections between 

artists and their au-

diences, as well as 

building supportive 

communities. 

#1 
" I think the service like Shopify or whatever is not very interactive with their 

clients, because they are just a service that they can just use." 

    #3 “Tictail was very big…they really connected people from all over the world.” 

    #3 
“(Tictail) It was really impactful for me, especially for an artist. It's like, wow, 

it's so cool that you got discovered only just from your art. “ 

 
 

   #3 
“There was also a thing that you would start packing your artwork or your 

print in a cute way. I learned it from that community.” 

    #3 
“I think they would benefit it more if they keep that community stuff and all 

the those contacts. If they have grew that, it would be bigger.” 

  
3.4 Inte-

gration of 

Seamless integration 

with other services 

to streamline 

 #1 

"I was using Printful, Printify and some other drop shipping services. And 

they had API connection. Like if you have some products in the Printify and 

then you can automatically go to Shopify and put on your shop. And I think 
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different 

tools 

business operations 

and reduce stress. 

they also provide you with like certain amount of designs that you can create 

websites with. So you can customize it. ." 

    #5 

“For email marketing, I use a software to send newsletters, called Klaviyo. It 

integrates with Shopify. When customers subscribe via Shopify, they go di-

rectly into Klaviyo, which helps me send emails.” 

    #7 

“I hope all the services we need could be integrated into one platform. As in-

dependent art business owners need to do almost everything by themselves. It 

requires so many different platforms, from creating, selling, marketing, busi-

ness managing and so on. The whole process often needs to be managed by 

one person. So if everything can be interconnected and synced into one ser-

vice, it will greatly increase the efficiency.” 

  
3.5 Online 

learning 

Using digital plat-

forms for self-learn-

ing, accessing online 

courses, tutorials, 

and audiobooks to 

enhance their busi-

ness and creative 

skills. 

#4 

“I'm doing my master’s from Japan and I'm often doing small courses in order 

to expand my creative side to bring a lot more techniques under one chain, 

but at this point the digital platform is what I like a lot and I have been ex-

ploring it a lot. “ 

    #5 

“I take online courses too. I started with some YouTubers—if they had a 

course, I’d buy it. Learning a business marketing system is a quick way to gain 

knowledge. I also like listening to audiobooks. I read very slowly, but I love 

listening. I listen to about one book a month, usually about entrepreneurship 

and business.” 

 


