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Abstract: New media industries have been developing very intensively. Innovations have played more and more important role in media production, services, processes, communications and organization of work, but also in social business relations, for the last couple of years. Micro and small new media enterprises are the most important part of the sector because they constitute the majority of the creative industries. They create news and commerce services, they offer, sell and project online advertising campaigns, create search engines and promotional tools and take care of their clients’ images. Their innovative potential is considerable, what is more, their activity and gains are based on innovations. Improving products or services or implementing new organizational or legal solutions is a must and daily practice in the context of trends, fashion and clients’ expectations, changing very rapidly. At the same time, innovation processes are not isolated. It needs to be considered in the political, economical, social, cultural, legal and location contexts. 

The aim of the presentation is to confront the innovation concepts operating in Poland. New media will be at the centre of the analysis. What does it mean that something is considered as an innovation according to the public policy documents like national innovation strategies and what is innovation in the opinion of potential innovators: employees of new media enterprises: interactive agencies, media houses, e-PR agencies, e-advertising agencies, e-marketing agencies, video, mobile and online games publishing enterprises, news services and social media services companies. Few forms of innovation will be analyzed: media product/service innovation (e.g. technological innovation, stylistic innovation), media organization and management innovation and media marketing and public relations innovation. Comparing different approaches of innovation policy and innovation creators and implementers reveals the area of potential agreements and consensuses; but also areas of misunderstandings and contradictions giving a prospective view of the new media innovation possibilities and challenges in Poland.
The presentation will include results of empirical research: documents analysis of public documents like governmental strategies and programmes (on national, regional and local level); programmes and projects of public and non-government organizations. Desktop research will be supported by individual in-depth semi-structured interviews with Polish employers and employees of micro and small new media enterprises (less than 9 employees), especially media content producers: PR managers and specialists, interactive designers, new media project managers, media planners and buyers, marketing specialists, copywriters, arts directors, games designers.

