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Preface

A city is as life itself. There are exciting areas to experience, as well as dull spots. It can be fun and kind, but it can be also meanly rough on you. For sure its’ aspects are many and diverse. They are all packed closely together and accessible from all kind of angles, and particularly that makes it interesting to be part of it. Although creativity is just one of those aspects, it is one of the more exciting. 
This master thesis started of to gain insight in creativity and its’ role in the urban economy. But what attracts creativity to cities? That was one of the first questions asked for this project. To answer it, I tried to combine the fields of economic geography and cultural economics. Since economic geography was not my natural habitat, this sometimes imposed severe difficulties on the project. The combination however often gave me the feeling to study creativity from a particularly interesting perspective.

Hereby I would like to thank my supervisors Christain Handke and Arjo Klamer who have both inspired me in thinking, reading, writing and researching. They both have induced me to an independent, critical and positive attitude. I would also like to thank the Bedrijven Register Zuid-Holland (BRZ) for their kind and crucial assistance in delivering the selected addresses for this research project. 
The field of creative economic activity is intensively studied. Many new insights are gained every year and will probably continue to do so. I hope that this thesis also contributes somehow, at least something, to the understanding of the interrelated fields of creativity, economy, geography and entrepreneurship. 
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April 2009
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Chapter 1

Introduction
Introduction

Advanced economies are said to have changed over the last decades. Creativity is in this respect more and more seen as an important resource of economic development and growth. It is even argued to be an economic good in itself. (Santagata, 2004) From various perspectives creative activity and the fields in which it takes place are interesting study objects. The perspective used in this thesis combines economic geography and cultural economics and particularly focuses on the location of creative economic activity.  
Richard Florida is one of the most prominent scholars in this respect. Probably his most influential book was published in 2002 and is titled “The Rise of the Creative Class, and how It is transforming Work, Leisure, Community and Everyday Life”. It pinpoints creativity as an asset, a distinct form of human capital, which increasingly determines the outcome of social and economic processes. Central in this creative class theory is the idea that the beholders of creativity seek certain places to live and work. Places that are, at least to some extent, urbanized, but, moreover, display certain features that determine the quality of such a place and give rise to a creative atmosphere. Richard Florida states that “regional economic growth is driven by the location choices of creative people -the holders of creative capital- who prefer places that are diverse, tolerant, and open to new ideas.” (Florida, 2002, pp. 223) In addition Florida (2002, pp. 224) concludes that the notion of place is becoming “the organizing unit” in our economy and society. Lifestyle particularly matters in this view; lifestyle and economic opportunity are a mix.
This of course raises many questions, also from a cultural-economic point of view. One of them concerns how all this effects creative activity and the organizations in which it takes place. Are creative entrepreneurs subject to the implications of the creative class theory? If so, they probably move their organizations to places that actually display the features as described by Richard Florida (2002; 2005). However, there must also be other issues at stake when making such organizational decisions. A creative entrepreneur, running a creative organization, still has to put means to an end. He might also seek low-cost production facilities when deciding for a location for his organization, or hopes to become part of a functional social network. Maybe such issues as well determine the location for his creative activity as well? But is the one more important than the other? 
The first two paragraphs of this chapter shortly present the theoretical context in which this research project takes place. They concern a general overview of the importance of creativity in today’s economy and in the city. In paragraph 1.3 the research question of this research project and an outline of the thesis are presented. The following two paragraphs discusses the research approach in respect to the location behaviour of creative organizations. Paragraph 1.6 reflects on the geographical area and the organizations that are included in the research. Paragraph 1.7 shortly discusses the methodology. The objective and relevance of the research are discussed in paragraph 1.8. 
1.1
Creativity in the Economy

Creativity has become a key element in the economic reasoning of many scholars as well as policy makers. (Landry, 2000; Costa, 2008; and Flew, 2002; Marlet and Poort, 2005) In the first three quarters of the twentieth century economic growth was, in the Fordist tradition, mainly accomplished through mass production industries. (Scott, 2006;  Florida, 2005) Division of labour, efficiency, economies of scale and scope were then important notions in the race for prosperity. The economy was mainly driven by technology-intensive manufacturing, and the value of goods and services mainly depended on the intrinsic utility represented by those. Over the last four decades a ‘new economy’ has developed, which is more and more driven by producers of purely symbolic goods. (Power and Scott, 2004; Scott, 2006) In this post-Fordist or post-industrial era the importance of experience or symbolic content of goods and services increased severe, since “an ever widening range of economic activity is concerned with producing and marketing goods and services that are permeated in one way or another with broadly aesthetic or semiotic attributes.” (Scott, 2000, pp. 2)  
The leading fields (in terms of growth) in the new economy are those of high-technology manufacturing, neo-artisanal production, cultural industries, and business and financial services. (Power and Scott, 2004; Scott, 2006). As Florida (2005) shows, these fields rely heavily on human capital, especially on knowledge and creativity. By this Florida points out the constant need in this sectors for competitive advantage, which is sought in adding content or information and solving problems. Scott (2006, pp. 52) identifies the creative field as “critical underpinning” of the modern cultural economy. The symbolic content and the rewarded meaning to that by consumers is now an important discriminating factor for goods and services. Santagata (2004) refers in that respect to a post-modern attitude in consumers’ choices. This post-modern attitude makes consumers contributing greater value to the creative and symbolic factors in goods and services then to aesthetic, functional or practical features. The produced creativity in this context is seen as the result of a work process dependent on the interplay of human capital and social (work) environment. (Santagata, 2004) Creativity as such has become an economic good and a means for production.

One of the implications of this, as Scott (2006, pp. 51) points out, is the disruption of the traditional product life cycle: “a persistent postponement of anything like the stage of maturity” seems to be apparent. This means a good or service is never finished; it requires a constant reconsideration whether is should be changed and, if so, how. This requires a constant “sifting through data, perceptions and materials to come up with combinations that are new and useful”, which comes down to being creative in its essence: being able to synthesize. (Florida, 2002, pp. 31) Creativity as such is an important source for the economic growth of important sectors in the new economy. Among them are the cultural industries, to which for example the fields of design, arts and media belong. (Kloosterman, 2003) Alternatively, as Santagata (2004, p. 77) puts it: “creativity has become a fundamental [economic, HJK] resource in our post-modern society.”
1.2
Creativity in the City

Many scholars and researchers, like economists, sociologists and geographers, have discussed the location of creative activity. Many refer to Jane Jacobs (1961) as one of the first scholars to identify the relation between creativity and the city. Florida (2002; 2005) explicitly refers to her when he identifies the city as vehicle for the creative energies streaming through the economy. Based on his geographical analysis he states that “creativity has become the driving force in the growth and development of cities, regions and nations.” (Florida, 2005, pp. 1) Costa (2008) and Flew (2002) also show how activities related to creativity are regarded to be fundamental in the development, competitiveness and wealth of cities. 
Charles Landry (2000) emphasises the importance of policy interventions executed by city managers. Their urban policies should contain a strong focus on cultural resources embodied in people’s skills and talents. He strongly argues for a paradigm shift in the thinking and acting of local, regional and national governments in their effort to establish creative cities. In Landry’s (2000) view the creative potential of cities lies not as much in urban policy, but more in the creative resources stocked in people and their interaction. This presents the city as incubating ground for inventiveness and innovation, leading to economic and social development -also beyond the boundaries of the city itself. 

Many municipalities and their city councils now indeed regard creativity as an important feature of their local economy, and beyond that, the regional or even national economy in which they are embedded. (Klamer, Dekker, Petrova and De With, 2008; Saris and Brouwer, 2005; Manshanden, Rutten, De Bruijn and Koops, 2005) To maximise this potential and the outcome of it, municipalities feel the urge to be a ‘creative city’. (Flew, 2002) Their policies are designed to attract creative people and organizations. (Marlet et al, 2005) The municipality of Rotterdam is just another example in this respect. (OBR, 2006) 
 The national government in the Netherlands also emphasises the importance of creativity in its economic policy, both on a national level as on the level of large cities and their regions. (Van der Wouden, 2007; Klamer et al, 2008)
Research indicates the importance for creativity to function in so called as clusters. (Flew, 2002) Key is the proximity or closeness of creative people and organizations. It is said to be crucial for successful interactions leading to innovations. (Gertler, 2004) Interaction is therefore an important feature for the functioning of creativity. This interaction takes place through both formal and informal mechanisms. Non-market or informal forms of interaction however have become more important for relationships of trust between individual firms. They are a basic for the interdependence between organizations. (Gertler, 2004) Gertler (2004, pp. 90) shows how this “social economy” is vital for competitive success, especially in sectors which are technology intensive, quality intensive and that rely heavily on their responsiveness to market changes. So spatial proximity and interactions based on relations of trust are important for the existence and functioning of creativity and those organizations depending on it for their production. Cities almost naturally provide the infrastructure for such “infrastructures of collaboration”, which arise between firms. (Kanter, 1995 in: Gertler, 2004, pp. 77) They are said to be vital for creativity. With that cities help to maximise the economic potential of creativity. The infrastructure of cities, both in an economic sense as in a physical, social and cultural meaning, facilitates creativity by facilitating the interactions that are vital for creative organizations. (Landry, 2000; Scott, 2006). Also in the Netherlands creative organizations are attracted by cities for these reasons. (Kloosterman, 2003; Marlet et al, 2005)
Moreover the interplay of creativity and urbanization leads to a multi-faceted image of the city. Using this perspective the city becomes a place where issues like talent, tolerance, creativity, coolness, technology, culture, inspiration, and diversity converge into an experience that might best be pinpointed by what Henri Levebre noted as the “oeuvre” of the city: the city in all its aspects, for which humans have a need in the sense of “the need for creativity, […] information, symbolism, the imaginary and play.” (Levebre, 1976 in: Parker, 2004, pp. 20) The city is a source of inspiration and provides an infrastructures for social and economic processes that help creative people to produce. Also for the Netherlands the location of creativity in cities has become evident. (Marlet, et al, 2005)
1.3
The Location of Creativity: Towards a Research Question
In the studied literature concerning economic geography and cultural economics, strong emphasis is put on the interplay between creativity and its location in urban regions. This, more or less, comes down to the location of creative organizations and people in cities. Different notions are used in this respect to analyse the interrelated effects of creative activity in urban environments. From creative clusters (Flew, 2002; Lorenzen and Frederiksen, 2008) to the creative city (Landry 2000) and the creative class (Florida, 2002; 2005). Such ideas about the creative economy generally make an explicit claim that the location of creative organizations is prosperous for a city in many ways. So it matters for cities where creative organizations locate. At the same time, it matters for creative people and thus for creative organizations in what city or place they locate. This also follows from Florida’s (2002) creative class theory in which he claims that creative people are attracted by cities that display a creative atmosphere. The latter particularly originates from certain social and economic urban characteristics determining the quality of place. (Florida, 2002; 2005) 
In addition, geographical studies seem to note that the sum of various and different aspects motivate creative organizations to (re-)locate in a particular place. Emphasis is put on the idea that multiple aspects play an interrelated role in the location decision making of creative organizations. (Pellenbarg, 1985; Leus, 1990; Van Rijt-Veldman; Mensen and Wiggers-Ruigrok, 2002) So the location of creativity is likely to be the outcome of a complex process in which many aspects play a role. Florida’s (2002) creative class theory however articulates a slightly different claim in this: it are specific places with specific quality of place characteristics that attract creativity. A first, rather open question, asked at the beginning of this research project, therefore was: 
· How important is quality of place compared to other important location issues for relocating creative organizations?

Sub questions that followed from this first question and that are answered in this thesis are:
· To what extent can the notion quality of place, as derived from Florida’s creative class theory, be expected to play a role in the relocation decisions of creative organizations? 
· What other factors than quality of place can be expected to play a role in the relocation decisions of creative organizations?
· What process underlies the relocation decisions of organizations in general?

The chapters in part I of this thesis reflect a theoretic exploration, which gave insight in the issues raised above. It seems that the concept of quality of place is sustained by very practical issues, like cultural and lifestyle amenities. So such characteristics of places construct and sustain quality of place and make a specific place appealing for creative people and the organizations they work in. Literature from the field of economic geography, concerning organizational or entrepreneurial location decision making as such, however shows that more conventional issues, which follow a more plain logic of economic rationality, matter much as well in this context. And in the literature concerning particularly the location of creative activity, clustering externalities or so called spill over effects are articulated as important factors for the (re)location decisions of creative organizations. So it seems that three theoretical categories of location factors can be identified.
Literature concerning the entrepreneurial process of location decision making however shows that there is no such thing as the location factor determining the location of any economic activity. For each organization and for each location decision various factors matter, which also depend on many different aspects. The latter concern organizational aspects as well as environmental and even personal issues. They all have their influence on which factors are perceived as important and which are not. Therefore location factors can have different effects on the organization undergoing the process of seeking a location. So from the perspective of the organization the meaning or function of a specific location factor is not fixed. It may even change over time. Some factors attract an organization to a certain place, others might push it away or keep it just where it is. To gain insight in the determinants of the location of creativity, especially the attractiveness of a location seems to matter. It concerns those aspects that pull creative activity towards a certain spot. So the conventional factors and clustering externalities and must be put next to quality of place as location factor. But what is more important? 

Part II of this thesis presents the operationalization and execution of the research, as well as a reflection on its’ quality. The results of this empirical research make it possible to compare the importance of quality of place in the relocation decision making of creative organizations with the other categories of location factors. This may answer the central research question of this thesis:  
· What is the relative importance of quality of place as location factor compared to more conventional factors and clustering externalities in the relocation decisions of creative organizations?
The central hypothesis, which will be tested by the results of the empirical research, is based on the literature and follows from the research question. It is:
· Quality of place as location factor is more important for the relocation decisions of creative organizations than more conventional location factors and clustering externalities. 
1.4
Micro Approach

The literature about how to study the relocation behavior of organizations shows two general approaches. A more traditional perspective is the macro approach. It focuses on structural developments in the spatial structure of economic activities –practically the locations of organizations. This approach often uses empirical data like numbers on changing location patterns of economic activities. (Pellenbarg, 1985) Florida (2002; 2005) used such a macro approach, which he enriched with qualitative findings from focus group studies and interviews, to develop his creative class theory. 

In the tradition of what Keunings (1960) referred to as the ‘geography of the enterprise’, a micro approach has developed over time. In this approach the individual organization is the central starting point for research. Van de Kamp (2002) refers to Klaassen
 who argues that the micro approach is a more suitable perspective for studying relocation behavior of organizations. He states that general economic issues do not play such an important role, and that therefore theorizing the optimal location for an organization might not correspond with reality. A micro-economic approach therefore suits the studying of location behavior much better, particularly since it displays a focus on the organization and its behavior from inside-out. It uses the viewpoint of the organization itself and therefore generates insights derived directly from the reality of the organization. 

So, since in this thesis the creative class theory is applied on the location behavior of organizations, a micro approach seems favorable. This approach seems suitable for this study, since the aim is to gain more insight in what motivates creative organizations in their location decision making. To only know what changing patterns in their relocation behavior are, as would be the result of a macro-study, might not shine enough or even any light on what the distinguishing determinants are for their location behavior. The aim is to find out what the organizations say themselves about their location decisions and behavior. 
1.5
Relocation Decisions in Retrospective
Ideally one would study the relocation decision making process of an organization on the spot, so real time, since this is the best research strategy when it comes to studying behavior and the implications from it. (Swanborn, 2002) Of course this is not impossible, it would require to follow organizations over a longer period of time and observe their relocation behavior and decisions the moment they occur. For practical reasons however this seems to be quite complicated. Therefore the idea of studying actual, real time location behavior must be abandoned. 

Another and more easy option would be to focus on intended behavior. An organization or entrepreneur is then asked what he finds important in case he would have to make a relocation decision. An assumed problem however with such intended behavior is that it is subject to wishful thinking of the respondent. Probably every entrepreneur has an idea about its ideal location; how it should look like, where it should be situated, what should cost, et cetera. However, it might be difficult for an entrepreneur to distinguish dreams from real options and, moreover, real restrictions. 

However, to gain insight in what really matters in location decisions, those made in reality must be studied. One of the objectives in the empirical research is therefore to only include creative organizations that actually experienced a relocation decision. An entrepreneur that has gone through a relocation decision making process in reality, is expected to be a much better informed respondent. Such well informed respondents can be expected to deliver better insights in what factors matter in the reality of location decision making. After all, going through a relocation decision making process in reality enforces an entrepreneur to deal with the restrictions in location decision making. It enforces the decision maker to take all possible positive and negative aspects of a possible new location into consideration and face his limitations. They are therefore expected to be better reflect on relocation decision making since they are able to refer to their own experience in reality. 

A time period must be defined in which the relocations of the organizations included in the research took place. This is particularly important, since it makes it possible to select those organizations that have more or less recently experienced a second location decision. The more recent the relocation decision was made, the better and more reliable a respondent is able to reflect on his motivations. Another important issue however is that the research also aims on a including a reasonable number of respondents in the sample. When defining the time period too narrow, a risk is that the number of relocated organizations and therefore the sample will be small. These considerations lead to a time period of four years between 01-01-2005 and 31-12-2008.
1.6
Architecture, Advertising- and Interior Design Organizations in Rotterdam

The municipality of Rotterdam was defined as the geographical area in which the creative organizations are active after their relocation. This made it possible to efficiently select and approach exactly those individual organizations that could be expected to be well informed in respect to the issues at stake in the research. Additionally, Rotterdam is one of the four largest cities in the Netherlands, second after Amsterdam and followed by The Hague and Utrecht. (Van der Wouden, 2007) They are all indicated as important sites for cultural production in relation to the rest of the country. (Kloosterman, 2003) Rotterdam in this respect can be indicated as the second creative city of the Netherlands in terms of employment, although it must be noted that Amsterdam obviously takes the lead in this. (Kloosterman, 2003) Rotterdam displays however a particular strong urbanized atmosphere, due to a lot of modern and contemporary architecture. Rotterdam thereby displays many creative activities in various fields of which architecture and design are most prominent. (Manshanden et al, 2005) Moreover, the municipality of Rotterdam says to regard the creative economy as one of its most relevant fields of economic activities. (OBR, 2006) These issues make Rotterdam an interesting and relevant geographical area for this project. 
To ensure the sample of creative organizations displayed a certain degree of homogeneity, specific fields of creative activity were selected. This is important to, as much as possible, exclude third issues that could influence relocation behaviour, since this might influence the measurement and with that the results. This way it was also possible to formulate criteria to construct a good quota sample, which allows for an in depth quantitative analysis of the particular event of relocation decisions of creative organizations. (Seale, 2004) Chapter 7 discuses this issue more in depth, for now it seems enough to be only informative on the outcomes concerning this matter. The population as defined for the research concerns organization that apply a creative production process in their core activity, generate visible creative output, share a service component and have a for-profit character. In line with SBI93
 codes three categories of organizations were selected. They are:

· Architecture-, engineering-, design- and technical consultancy agencies
· Advertising –design and consultancy agencies 

· Interior- and fashion designers   
The research sample included mostly organizations active in architecture and advertising design. These are also the most prominent creative fields in Rotterdam in terms of employment. (Manshanden et al, 2005) Interior design organizations are by far smaller numbers represented in the sample. No fashion designers are included in the sample.  
1.7
Research Methodology

This study displays in principle a deductive approach. This follows from the strategy to test (a part of) existing theory by deriving knowledge from observations. (Seale, 2004) So the observations in this study are executed with a particular theoretical perspective as starting point. Seale (2004, pp. 76) also refers to this as “theorizing an area of inquiry” which comes down to placing the findings “into a relevant theoretical context” to acquire significance. So the observed phenomenon in these environments -the relocation behaviour of creative organizations- will be related to theory about the motivations of organizations in respect to their (re-)location behaviour. To do so, the research concerns a quantitative method for its data collection. A questionnaire is executed to collect much data on many units of analysis. Their selection is the result of a quota sample. 
The attempt of this study is, however, not to prove or disprove any theory nor to find some kind of infinite or universal truth. The theory is more likely to be tested to see whether it holds as a truth in the context of the specific social or economic environment studied in this thesis. This, in the end, relates to a more relativist approach towards the results of this study. (Seale, 2004) Overall this study can also be said to follow a more interpretive view towards its research question. The interpretive vision argues that “social reality is an intersubjective world of culture, consciousness and purposive action, in which relationships are organized through the ideas, values an interests of members of society, producing human action and interaction.” (Seale, 2004, pp. 36) This means a social reality of creative organizations and their relocation motivations is assumed to exist. However, it is questioned whether this reality is subject to strict scientific research and models. 

Nevertheless the quality criteria arising from the scientific tradition are applied to the quantitative research executed for this thesis. This to be as objective or value free as possible. So this quantitative study is best characterized by a deductive research approach executed from a relativist and interpretive perspective or point of reference.
1.8
Objective and Relevance
The main objective of this thesis is to empirically study to what extent creative economic activity is indeed attracted by and therefore motivated to move to places, which display quality of place as articulated in Richard Florida’s (2002) creative class theory. This implies that the empirical research applies a micro approach. The creative organizations are used as point of reference; reality is studied from their point of view. This also implies that various aspects that may matter for relocation decisions of creative organizations must be included in the empirical research. 
From this objective insight can be generated in questions concerning the location of creativity. How important is quality of place actually for creative organizations? To what extent do they care for other issues when seeking a location? An empirical test of the degree to which various aspect matter in relocation decisions of creative organizations might deepen our understanding of the dynamics of creative economic activity in cities. With that this study might be an interesting addition to social-economic theory building in respect to the dynamics of creativity in urban regions.

On a more practical level the findings of this study may help governments in maximising the effectiveness of their policy interventions in the creative economy. Knowledge about the extent to which specific urban factors matter for the location of creative activity, might be a differentiating feature in the success of public intervention in local and regional economies and their geography. It is stressed that, although the outcomes of this study might serve the purpose social-economic policy on the creative economy of cities, it does not take any particular policy as a starting point. 
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Chapter 2

Creativity, Creative Class and Quality of Place

Introduction

Richard Florida (2002; 2005) particularly studied the characteristics of attractive places for creative people. His creative class theory claims to describe more than just the behavior of creative people –it concerns the consequences of the increasing importance of creativity as such for the whole economy and the distinct role of the notion of place in this. This chapter therefore gives insight in the creative class theory and shows the relevancy of it for studying the location behavior of creative organizations.  
Key to the creative class theory is the broad definition of creativity tat underpins it. Paragraph 2.1 therefore first discusses the various visions on creativity. The following paragraph 2.2 displays the creative class and explains its economic importance according to Florida’s (2002; 2005) so called three Ts: Technology, Talent and Tolerance. Thereafter, in paragraph 2.3 and 2.4, the practical consequences of the creative class theory are presented. They concern the role of quality of place in the location behaviour of the creative class. Very practical and specific -though sometimes highly subjective- characteristics of places can be derived from Florida’s (2002; 2005) work, which are said to sustain the concept of quality of place. Paragraph 2.5 discusses the implications of the creative class theory and the role of quality of place within it, for the location decisions of creative organizations. 

2.1
Creativity and the Creative Class

Creativity can be defined in many ways. Santagata (2004) shows the various visions and definitions on creativity. He distinguishes 1) the creative genius; 2) creativity as problem solving; 3) creativity as interplay between rationality and emotion; and 4) creativity as interdependent with the environment. Santagata (2004) refers to the idea of the creative genius as a mythical concept. It refers to an inspired, gifted person –the creator, who is supposed to be related to somewhat bigger than himself, which is the source of his creative ideas. This model implies a correlation between creativity as something occurring to a special person and that person’s feelings or attitudes. The result is creative production as some kind of miraculous event. 
When creativity is regarded as problem solving, it is assumed to be a process with a strong cognitive dimension. (Santagata, 2004) The result of this creative process depends on preparation, knowledge, expertise and the ability to cope with risk. This model implies that individuality of the mind plays a minor role. It shows us creativity as something that largely depends on skills, effort and self esteem.
A more holistic vision shows creativity as to come forth out of an interplay between the brain and the body, between mind and emotions. Santagata (2004) refers to the field of neurobiology (for example to Damasio, 1994), which reports findings that show that rationality and emotions are interdependent. Rationality is often assumed to solely determine human working processes. However, without emotions a work process seems to lead to an infinite process of doubting. As Damasio (1994 in: Santagata, 2004, pp. 79) states: the “whole body is involved in the rational faculty”. Otherwise no decisions are made and no results are achieved. Therefore, next to rational aspects, the emotional dimension counts in creativity.  

From here Santagata (2004, pp. 80) goes one step further when he places the process of creativity -the interplay between rationality and emotions- in a social context:  “social interactions and the emotions stemming from them are important conditions for problem solving and the creative process.” Key here is a working environment that allows emotions to be released. So, environment counts as well in relation to the emotional dimension in order to produce, increase and transmit creativity. 

Florida (2002) also emphasizes the relation between the social context and the creative work process. According to him creativity has a strong individual dimension. It is at first largely driven by intrinsic rewards or individual, internal motivations. He uses psychological research to show that “when people are primarily motivated to do some creative activity by their own interest and enjoyment of that activity, they may be more creative than when they are primarily motivated by some goal imposed upon them by others”. (Amabile, 1996, in: Florida, 2002, pp. 34) Florida (2002) also notes that being creative requires self-assurance, and the willingness and the ability to take risks. So he underscores that the functioning of creativity is a result of the individual motivation and ability to be creative. Additionally Florida emphasizes that the social context greatly influences the outcomes of the creative process: creativity requires a supportive environment providing “social and cultural as well as economic stimuli.” (Florida, 2002, pp. 22)
2.2
The Creative Class and the Three Ts

Florida’s (2002) analysis puts strong emphasis on the broad scope of creativity as a means of production. He defines creativity as “a matter of sifting through data, perceptions and materials to come up with combinations that are new and useful” (Florida, 2002, pp. 31). Florida argues that being creative is not limited to specific activities: “Thus, the varied forms of creativity that we typically see as different from one another -technological creativity (or invention), economic creativity (entrepreneurship) and artistic and cultural creativity, among others- are in fact deeply interrelated” (Florida, 2002, pp. 33). These very different activities are assumed to share the same thinking processes. Costa (2008) presents the same argument by noting that creativity can -though maybe limited- be applied in any activity. 
Florida (2002; 2005) displays a broad view on creativity, which enables him to argue that many people apply the process of creativity on a day-to-day basis in their jobs. Such a view on creativity has its’ consequences for thinking about it in the context of work and the economy. Based on this he developed the notion of the creative class. The creative class is a strongly articulated concept, which ties different fields of work or economic activity together. In simple words: the creative class consists of people who are monetarily compensated for their creative input. It are those people who apply the creative work process on a day-to-day basis in their occupational settings. 

Due to the used definition, the creative class represents a large share of all working people. Florida (2005) shows that globally, in advanced industrial nations, one third of the workers is employed in creative class occupations. In addition he also sums up a working class, a service class, and a class occupied with agriculture. As said, the differentiating criterion for the creative class is that it reflects the sum of those occupations that require the input of creativity. Florida (2002; 2005) distinguishes two sub-categories within the creative class: 1) the super-creative core; and 2) creative professionals. The categories and the precise occupations are presented in figure 2.a below. 
Florida (2002; 2005) explains why and how the creative class is key in local and regional economic growth processes. To explain this Florida (2005) identifies three forces driving
Figure 2.a: The Creative Class
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economic growth, which he refers to as the three Ts
. They are: 1) Technology (based on Robert Solow
; 2) Talent or human capital (based on Robert Lucas, 1988); and 3) Tolerance (his own). Florida notes that technology and talent should not be regarded as conventional production factors like raw materials. Raw materials are locally bounded stocks of value, which, well managed, may give rise to economic growth. Although technology and talent function as resources and have an accumulating character, they should not be regarded as fixed stocks, but rather as flows. This means they are not locally bound; they have the ability to flow into and out of places. Florida claims that his third T, the factor tolerance, is the “key factor in enabling places to mobilize and attract Technology and Talent.” (Florida, 2005 pp. 6)
Florida (2002; 2005) thus first identifies the important production and growth factors for today’s economy, which he refers to as technology and talent. Then he identifies the characteristics of those places that attract these factors, of which he claims that the most prominent are openness, diversity and tolerance. In his own words, such places allow “people to validate their identities, mobilize and attract the creative energy that bubbles up naturally from all walks of life.” (Florida, 2005 pp. 7) So what follows from the creative class theory is that places that are tolerant, which according to Florida (2002; 2005) means they are open to immigrants, artists, gays, and racial integration, give rise to specific characteristics that in their turn attract talent and technology. So, in other words, creative class people are attracted by places that display specific characteristics concerning quality of place.

2.3
Quality of Place

Florida (2002) argues that in today’s economy, which is in his view a creative economy, people do not withdraw their identities from only their work anymore –as was arguably the case in the ‘old economy’. Florida (2002; 2005) shows that especially in the creative economy the identities of people are built upon a mixture of sources. The notion of place plays a distinctive role in this. Scott (2006) also articulates such findings. He states that in today’s economy work, leisure and social life “increasingly ramify with one another in synergetic relationship”. (Scott, 2006, pp. 77) This trend causes especially the creative class to be picky in its location decisions. The precise question Florida (2002; 2005) tries to answer is which places the creative class selects for its’ living, working and leisure. 

Economic and lifestyle considerations both matter, as Florida (2002) notes based on interviews and focus groups. People are not following job opportunities; people are rather looking for places that are inclusive and diverse. Florida (2002, pp. 218; 2005, pp. 35) distinguishes some trends that are indicative for what he refers to as “the new geography of creativity.” They specifically concern (Florida, 2005, pp. 35): 
· “The creative class moves away from traditional corporate communities, which are becoming more working class centers. They move to places ‘creative centers’;

· Creative centers show to have a high concentration of creative class people, additionally they display a high concentration of economic outcomes like innovations and high-technology industry growth; 

· The creative centers are successful -not because of natural resources or infrastructural situations, but due to the fact that people want to live there; firms follow the people, or new firms are started by the people. Creative centers provide an integrated social system –a creative habitat, where various forms of creativity can take root and flourish: artistic, cultural, technological, and economic creativity;

· Creative people are not moving to these places for traditional reasons. They look for high quality experiences, openness to diversity of all kinds, and the opportunity to validate their identities as creative people.” 

So “in the creative economy, then, the quality of a region’s lifestyle has as much to do with its success as its business cost structure, taxes, or physical location.” (Florida, 2005, pp. 68) In Florida’s logic the social and economic success of a region refers to its attractiveness for the creative class and the firms that employ its members. Therefore lifestyle and quality of place are regarded to be at least equally important as the more traditional, conventional and economic characteristics of a place. Florida (2005, pp. 83) even states that “to some degree, the findings of the focus group research show that creative workers […] place more emphasis on lifestyle factors […] of a region than on its job market when choosing a place to live.”
2.4
Tolerance and Amenities

So the quality of a place for creative class people is said to be of great importance for the creative class and the organizations that employ them. It determines whether a specific place can be regarded as an option for locating. The question of course is what exactly determines quality of place. 

Florida (2002) reports that the findings from his focus group studies show that diversity is one of the most important factors in the decision for a place to work and live there. Creative class people are attracted to places where a diversity of thought and open-mindedness are obviously around. They are key features in the evaluation of the degree to which communities are tolerant, when choosing one as the context for living and working. Creative class people seek for such tolerance by looking for signs of it. They concern the visible presence of (Florida, 2002, pp. 226):

· “People of different ethnic groups and races;

· People of different ages;

· People with a different sexual orientation;

· People with so called alternative appearances (for example piercings and tattoos).”
Also mentioned are: diversity of food, diversity of music, diversity of people (‘not all like me’). These can however be seen as consequences of the other signs of tolerance. The same can be said for ‘authenticity’, which is also mentioned often as a highly desired characteristic for a place to live and work. It is by many defined as the opposite of the generic and equated with being ‘real’; so real buildings, real people, real history. In the end this all seem to add up as ‘excitement’ or ‘energy’ one can feel in a place or city. 

Next to the signs of tolerance there also seem to be specific amenities that function as signs and therefore attract creative class people. Florida (2002; 2005) in this respect distinguishes two kinds of amenities that are said to determine the quality of place of a certain place: 1) industrial economy amenities; and 2) creative economy amenities. The so called industrial economy or ‘big ticket’ amenities refer to the old economy in which people tended to amuse themselves by attending big events in which they had a rather consuming role. Examples are professional sports events and fine arts, like opera, classical music and theater. Also cultural destinations, like museums and arts exhibits, fall in this category. (Florida, 2005) 
According to Florida’s (2002; 2005) analysis the industrial economy amenities are helpful in attracting creative class people and high-tech industry. However, alone they are not enough. Creative economy amenities are also necessary. Creative economy amenities typically revolve around outdoor recreational activities and amenities concerning lifestyle. These are typically smaller and less prestigious venues and give rise to, what Florida calls, the ‘quality of cool’
 of a place. Florida (2005) emphasizes that creative workers want to work and live in places that do not only offer industrial economy amenities, but that offer also and more importantly creative economy amenities displaying a certain quality of cool. The latter concerns especially more open, inclusive, and participative activities. Based on focus group studies Florida (2005, pp. 83) mentions:

· “Large number of visibly active young people;
· Easy access to a wide range of outdoor activities;
· A vibrant music and performance scene with a wide range of live music opportunities;
· A wide range of night-life experiences, including many options without alcohol (bars, high quality though casual restaurants);

· visible street-level culture;
· A clean, healthy environment and commitment to preserving natural resources for enjoyment and recreation;
· A lifestyle that is youth-friendly and supportive of diversity.”
So Florida (2005) emphasizes that both industrial economy amenities and creative economy amenities determine the so called quality of place. Especially the creative economy amenities, sustaining the quality of cool, seem important for the members of the creative class and the organizations they work in. Florida’s (2002; 2005) qualitative research on this matter includes interviews and focus groups. His quantitative research is based on statistic analysis of demographic patterns. The combination of those and his vision on creativity enable Florida (2005, pp. 99) to claim that “highly educated, talented people –particularly young workers who are active and those in knowledge-industry labor markets- are attracted to energetic and vibrant places.” Additionally Florida (2005, pp. 99) concludes from his focus group studies that creative class workers put a “strong emphasis on visual and audio cues such as outdoor dining, active outdoor recreation, a thriving music scene, active nightlife, and a bustling street scene as important attractants.” And further on he notes that “the focus group and interview findings also suggest that high-human capital individuals, particularly younger ones, are drawn to places with vibrant music scenes, street-level culture, active nightlife, and other signifiers of ‘coolness’.” (Florida, 2005, pp. 101)  

With this Florida (2002; 2005) shows how certain indicators or signs are used by creative class people to determine quality of a place. They seek for signals that “a place ‘gets it’” when they look for a place to live and work. (Florida, 2002, pp. 226) These signals concern particularly signs of tolerance and various amenities. 
2.5
The Relevance of the Creative Class Theory for Location Decisions

The question now is whether this theory has any arguable theoretic validity for the relocation behavior of creative organizations. In this respect it is important to note that Florida (2005) identifies a distinct type of human capital –the creative people- as being key to economic growth. Logic reasoning tells us that creative people must also and especially work in creative organizations. Florida (2005) identifies the underlying factors that shape the location decisions of these people. In respect to the characteristics of places or cities, these underlying factors specifically concern the concept of quality of place. It can be regarded as a distinct factor sustaining the attractiveness of a place or location. In addition Florida states that “a growing stream of research suggests that amenities, entertainment and lifestyle considerations are important elements of the ability of cities to attract both firms and people.” (Florida, 2005, pp. 88) Summarizing the implications of his research, Florida also notes that “cities attract people as well as firms through the interplay of both market and nonmarket forces at work within them.” (Florida, 2005, pp. 90) Therefore the creative class theory can be expected to be meaningful for creative organizations that seek a new location.  

The fact that other theories include quality of place in their analyses, can be seen as confirmative for this assumption. Power and Scott (2004) for example note that particularly cultural-product industries often employ high-skill and high-wage creative workers. A positive externality of this is localized prestige or quality of place. Creative activity is then said to also generate quality of place. The reasoning becomes circular since creative organizations on their turn actively seek for this quality of place in their relocation behavior. 

It is therefore arguable that quality of place, as it is identified by Florida and as it is argued to be crucial for location decision making of creative people, plays a role in the location decision making process of creative organizations. The concept of quality of place can be regarded as an influencing factor in the relocation decision making processes of creative organizations. 

2.6
Chapter Summery

This chapter presented various visions on creativity to show that the use of a broad definition has severe implications for how we perceive creative economic activity and the role of this in the economy as such. Florida’s (2002; 2005) broad vision on creativity enabled him to develop his creative class theory. Moreover this  makes it possible to strongly articulate claims about the role of creativity in today’s economy. Creative class people are then defined as those individuals that make a living by applying creativity in their day-to-day jobs. They use creativity as a means for production. Florida (2002; 2005) emphasizes the growing economic importance of the creative class for the prosperity of cities and regions. And with that, he strongly articulates the importance of the characteristics of places that are attractive for creative class people and the organizations they work in. 

Tolerance and lifestyle are key to attract the creative class. Creative class people seek for particular signs or indicators for tolerance and amenities. These signs reveal the quality of a place. Florida (2002; 2005) in this respect speaks of a new geography of creativity: the factors that determine quality of place determine the spatial pattern of the creative class and therefore that of economic activity. It can be assumed that they also determine the spatial pattern of creative economic activity and therefore the location of creativity. In the end this comes -rather practical- down to a precise description of amenities and characteristics. They function as indicators, which show the degree to which a place is tolerant and sustains a creative lifestyle. This all might seem disputable and sometimes even subjective. It is, nevertheless, a practical theory, which shines light on the issues that play a role in location decisions of creative organizations. 

Chapter 3

Classical and Modern Location Theory 
Introduction

In this and the following chapter insight is gained in what other issues than quality of place might play a role in the location decisions of creative organizations. The starting point of this chapter is rather plain and rational economic theory in respect to locations of economic activity. First this chapter gives a short and basic overview of the evolution of the geography of economic activities. In general two theoretic approaches on location behaviour of organizations can be distinguished. The so called classical location theory focuses strongly on economic reasoning and tries to explain location behaviour from causal relationships. This perspective is discussed in paragraph 3.1. It seems that over time the vision on what particularly matters for organizational location behaviour, has changed. This has lead to a more behaviour-oriented theory. Paragraph 3.2 discusses this modern or behavioural location theory and the specific insights that can be derived from it in respect to organizational location behaviour. Paragraph 3.3 discusses two particular theoretic concepts that help to explain the concentration and therefore the location of economic activity. 

3.1
Classical Location Theory

Strongly influenced by the ‘zeitgeist’, late nineteenth century economists put a lot of effort in finding scientific laws for economic processes. Economists who particularly focused on the geography of economic activities, were also subject to this paradigm. The central location theme in that time was mainly based on the upcoming industrial economy. The central idea was: where labor differentiation is underdeveloped, industry locates close to its customers. And when labor differentiation is more developed, choices regarding industry location become more determined by production cost advantages of specific locations in respect to raw materials, labor and transport. (Oosterveld, 1971) So, in advanced economies the supplier- and labor costs became more dominant. In this tradition the social and economic geography developed models and theories that focus for a large extent on economic factors to find simple and causal explanations for organizational relocation behavior. 

Important classical location theorists in this tradition are the German economists Von Thünen (1826), Launhard (1882) and Weber (1909). (Pellenbarg, 1985) A basic and central assumption in their approach is that individual organizations function under the conditions of free competition in their effort to obtain raw materials, labor and customers markets and that they try to realize the lowest possible production costs. (Pellenbarg, 1985) In this same tradition the emphasis on cost minimization is complemented with viewpoints focusing on customer market maximization and (co-)location-interdependence. The latter is sometimes also referred to as the neo-classical theory. (Van Noort and Reijmer, 1999) However, it shares the ambition to present a single model for how organizations find their optimal location with the classical relocation theories and also puts a strong focus on cost minimization.
The classical theories are in that respect normative theories. Their aim is to describe the ideal location decisions for organizations based on economic rationality. (Van Noort et al, 1999; Pellenbarg, 1985) Therefore the classical relocation theories all assume human behavior, and therefore also organizational behavior, to be rational and economic, based on full (symmetric) information concerning the various relocation possibilities and the future consequences of a possible location decision. In other words, organizational relocation decision making happens according to the behavior of the homo economicus or economic man. (Van Noort et al, 1999) This also implies that the underlying decision making process, which an organization goes through, is based on true economic behavior in respect to prices of raw materials and energy, transports costs, availability of land, capital and labor, situation and accessibility of customer markets and agglomeration advantages. 

Although Cunningham (1902) also came forth out if this classical tradition, he eventually also focused on so far more or less denied factors in location decision making. He described four main location factors of which 1) the natural circumstances; and 2) the availability of energy both strongly associate with the classical tradition. However, he also formulates 3) the trade facilities; and 4) the availability of skilled and educated labor forces and entrepreneurs as important factors for location decision making. By pinpointing such factors as relevant he distinguishes himself from the classical theorists. 

Cunningham (1902) explicitly emphasized the ability and power of an entrepreneur to design and develop a good organization. With this he contributes a distinct importance to the abilities and quality of the individual entrepreneur. He therefore implicitly suggest that economic location factors are maybe not the only crucial elements for the success of an organization. Cunningham seems to be convinced that a well educated entrepreneur is able to turn almost any location in a good location, even when there is a lack of important location factors, as formulated in the classical theories. (Cunningham, 1902) Additionally Cunningham (1902) argued, as a kind of location-prophet, that future location decision making was going to be more and more determined by the nature of the organization and the kind of production that takes place, and not solely by the material and natural circumstances. With these insights Cunningham probably shines the first light on the modern or behavioral location theory. 
3.2
Modern or Behavioural Location Theory

The modern or behavioral relocation theories strongly criticize the classical approach. Their  main arguments are: 1) the underestimation of the influence different locations can have on each other; 2) the factor of transport costs is regarded being too dominant; 3) there is no room for any dynamics; and 4) the vision on human behavior, which forms a fundamental assumption for the classical theories, seems unrealistic. 
Simon (1952, 1957) therefore presented the location decision making process as being subject to a bounded rationality. This shows the human economic decision making process as being subject of something opposite to the homo economicus or economic man. Bounded rationality makes the decision maker a ‘satisficer’ instead of an ‘optimizer’, which implies that a decision is never optimal. At best a decision is the best possible option from a range of possibilities that the decision maker can distinguish based on his asymmetric information. Moreover his own perception of this information plays a role as well. Therefore, as Simon (1952, 1957) argued, there may also be non-economic motivations possibly playing a role.

Pellenbarg (1985) also emphasizes what he calls the ‘sub-optimality’ of location decision making: the result of the process is never optimal, at best sub-optimal due to all kind of restrictions. Pellenbarg (1985) discusses three restricting issues that come into play in respect to relocation decision making, which are: 1) lack of objective and complete information; 2) the perception of the decision maker; and also 3) the role of non-economic motivations. 

The so called non-economic motivations or location factors, as mentioned above, are distinguished from so called economic location factors. (Simon, 1952, 1957; Pellenbarg, 1985) The latter concern location factors that can logically be linked to the utility maximizing aim of an organization. Such economic location factors thus always show a direct monetary dimension in their meaning for the organization. They are about minimizing costs and maximizing revenue or profit. (Pellenbarg, 1985) In other words: plain economic reasoning, following the rationality of the homo economicus, forms the basis for these economic location factors. Examples of such economic location factors are ground prices, transport costs, and distance to customers. 

Non-economic location factors are defined by Pellenbarg (1985) as factors that cannot be directly expressed into costs or revenue, but that are experienced in an emotional way, and in the end are expected to contribute to the so-called well being of the organization (in contradiction to those factors that relate to the economic ‘wealth’ of the organization). This implies that although non-economic location factors are not directly linked to cost or revenue related issues, it is not said they may not have such consequences. Pellenbarg (1985) for example stresses that non-economic motives should not be perceived as ineffective. In his view the differences between the two categories are to be understood in the sense of the degree to which a specific location factor has a direct relation with the organizations’ economic performance, meaning costs, revenues and profit. So factors like price per square meter, wage levels, transport costs are ‘economic’; factors like personal relations, living milieu, and relax amenities are ‘non-economic’. However, a location factor being non-economic implies not that it has nil economic significance; it refers to not having a direct relationship with monetary consequences.

3.3
Two Behavioral Concepts

Pellenbarg (1985) discusses various exponents of the modern relocation theory extensively. For now two specific theories are presented which seem to be of particular importance: the growth pole theory and the cumulative causation theory. The growth pole theory was originally developed by Perroux (1955), as Pellenbarg (1985) notes. This theory states that economic growth does not equable spreads out through time and space. A certain discontinuity seems to appear which makes that economic activity varies spatially in nature and concentration. On a more practical level this means that so called growth poles arise, which are functional related fields of economic activities. Specific kinds of economic activity concentrate in these poles, from where economic growth spreads out. This theory is enriched by several authors. Pellenbarg (1985) refers for example to Gilmour (1974) who shows that there are various advantages for organizations to co-locate in a concentrated economic space. They do not only benefit from the proximity of other (related) organizations, like in terms of purchase power and customer markets, but also from the proximity of labor markets, various business services, and a social-cultural infrastructure.

Spatially concentrated economic growth is also explained by the cumulative causation theory. (Pellenbarg, 1985) Production growth on a specific location leads to an increase of quality of the production facilities, which attracts new organizations. This process repeats itself, which leads to a cumulative growth process. This shows a relation between the actual spatial area where the concentrated economic activity takes place, and the area outside. Two effects that occur are described. So called ‘backwash effects’ cause the area of concentrated economic activity to attract capital, labor and raw materials from the peripheral areas for its own growth. Other effects occurring are the so called ‘spread effects’: the diminishing growth possibilities due to congestion in terms of production area and infrastructure (traffic) cause economic activities to move to peripheral areas. 
3.4
Chapter Summery

The classical location theory regards organizations as static subjects functioning under the strict laws of plain economic rationality. Assumed circumstances, under which (re-)location decision making takes place, are symmetric information and free competition. The organizations’ goal is assumed to be the lowest possible productions costs. Additionally, this theoretic approach follows normative viewpoint and sees economic location factors as decisive for the location of economic activity. The modern or behavioral location theory, on the other hand, strongly emphasizes the behavior of organizations as anticipating entities in relation to various factors. The organization or entrepreneur is assumed to be subject to a bounded rationality and regarded to be a satisficer rather than an optimizer. Location decision making therefore results in sub-optimal decisions rather than in perfect or optimal decisions. 

From the perspective of the behavioral theory also the role of non-economic location factors comes into play. These might be of particular importance for creative organizations. The growth pole theory and the cumulative causation theory are particular exponents of the behavioral approach. They show and increasing emphasis on the effects of the co-location of related economic activities and are applicable on the idea of the city as incubating ground for creative activity as discussed in the introduction as well as on the creative class theory of Florida (2002; 2005). The next chapter shows that these theoretic insights are also basic ideas for the notion of the clustering of creative activity and the externalities arising from that. 
Chapter 4

Clustering Theory

Introduction

It seems that, next to economic issues, non-economic factors also matter for organizational location decision making. In addition, economic activity tends to concentrate on certain places resulting in growth poles. The result is the clustering of organizations, a phenomenon that is intensively researched in the fields of economics and geography -also for  the specific location behavior of creative organizations. But why do creative organizations cluster? This chapter answers this question to gain more insight in the important issues that matter for relocating creative organizations. 
Paragraph 4.1 shows that the clustering of organizations as such is not that much a new phenomenon. It is only recently that more insight have been generated in the reasons why, especially also for creative organizations. The paragraphs 4.2, 4.3 and 4.4 deal with the so called externalities arising from creative clusters. These externalities are said to motivate creative organizations to seek for clusters as their location and might therefore function as pull factors. 
4.1
Clustering of Organizations

Although the scientific interest in clustering seems to come forth out of the behavioral location theory, the clustering of organizations as such is a far earlier observed phenomenon. Lorenzen et al (2008) for example refer in this respect to Marshal (1890), who already observed the co-locating behavior of firms in the early industrialized economy. Scott (2006) discusses in this respect how clustering is an integral part of the evolution of capitalism in advanced economies. He also refers in this respect to classical Marshallian industrial districts and notes how particularly city regions over time developed more and more in specialized production activities and. Scott (2006) uses the example of eighteenth and nineteenth century England, where a so called workshop and factory system formed the economic landscape. It strongly relied on crafts industries like clothing, furniture or jewelry, and was “characterized by internal arrays of small-scale production activities [and] tied together in spatially concentrated networks”. (Scott, 2006, pp. 24)
So, the phenomenon of clustering is not particularly new. The underlying idea is also quite basic. As Lorenzen et al (2008, pp. 165) put it: “Firms enjoy economies (positive externalities) from being located in the same place.” It can be argued that the idea of clustering is a clear exponent of the behavioral location theories as discussed in the prior chapter -in particularly the growth pole theory and cumulative causation theory. They also show that specific economic activity gets concentrated in specific areas. The idea of clustering, however, goes one step further -especially for creative organizations. It specifies that the advantage of clustering for creative organizations is to benefit from particular positive externalities or so called spillovers. Scott (2000, pp. 25) emphasizes for example that these externalities arise primarily from “the collective (as apposed to individual) decision making and behavior”, which takes place in clusters.  
Many studies have been executed to pinpoint the specific positive externalities that arise from the clustering of creative organizations. (See for example Scott, 2006; Gertler, 2004; Banks, 2001; Hemel, 2002; Hitters and Richards, 2002; Klamer, Van Hoof, Korthagen and Kappers, 2007) It is assumed that these externalities motivate creative organizations to locate close to other creative organizations. It can thus be argued that they function as attractive characteristics of a certain place and cause so called backwash effects (see paragraph 3.3). It seems that the positive externalities, which are said to be attractive for creative organizations can be distinguished in three types. First there are the quite objective economic externalities, second the non-economic externalities. The non-economic externalities concern indirect effects that are rather practical implications for the organizations involved. This category however also concerns very subjective issues concerning creative community and lifestyle externalities. Perception plays an important role in this. Moreover do such issues relate strongly to Florida’s (2002; 2005) quality of place.
4.2
Economic Externalities

Van de Kamp (2002), who particularly studied the location motives for small cultural organizations, also discusses the issue of clustering. She notes that there is a certain degree of interdependence between small creative organizations, which gives rise to various economic motivations for them to cluster. An important reason for clustering is the difficulty for small creative organizations to obtain economies of scale. Small creative organizations -unlike mass production organizations- are not able to establish profitable scale advantages due to their limited size and their highly specialized core activity of producing small-scale creative goods and services. Competitive advantage seems however possible by establishing economies of scope. 
So the collective character of clustering gives rise to economic scope advantages, which are the externalities the individual participants benefit from. Clusters for example facilitate small creative organizations to gain access to a larger customer market than one would be able to achieve alone. Van de Kamp (2002) mentions in this respect the possibility of collective marketing approaches, for example in sharing costs or generating publicity. Another issue she emphasizes is that of the possibility to increase the organizations’ efficiency by sharing certain facilities, for example specific production or (assisting) management facilities.

In respect to such economic scope externalities Lorenzen et al (2008) and Scott (2006) discuss the tendency of specialized local labor markets to develop around clusters of producers. This can be seen as a backwash effect: a place where a particular economic activity concentrates attracts a specific kind of labor. This way the proximity of a local labor market is established, of which organizations may benefit, since it leads to lower (transaction) costs for the recruitment and selection of personnel. 

Lorenzen et al (2008) also discuss a similar effect for specialized public and semi-public organizations. Examples are educational institutions, expert centers and branch associations. These, in their turn, also tend to locate close to clusters of organizations that form their reason for existence. For organizations it is therefore beneficiary to locate in such a cluster, since this enables them to easier gain specialized information and services. The proximity of specialized public and semi-public organizations is also said to cause a decrease in transaction costs, which motivates organizations to co-locate or cluster together.
Also many complementary activities that can be found around clusters. (Leus, 1990) Lorenzen et al (2008, pp. 159) refer in this respect to a “diversity of industry”, which happens when many different firms co-locate, producing different products and use a different knowledge base. Social and economic interactions between these knowledge bases are then said to stimulate economic opportunity and for example lead to innovations. They see this as a particular externality enjoyed by firms that are located in the city. They refer to this as a typical example of urbanization economies. Urbanization economies make the city an attractive place and might overrule the unattractive aspects; the urban congestion as a consequence of high prices for land and labor and strict regulations.  
4.3
Non-economic Externalities

Next to the more economic externalities, as explained above, also non-economic externalities can be distinguished that arise from clustering. These concern advantages of clustering that have an indirect influence on the economic performance of the organization. These externalities are thus not that easily and clearly linked to monetary consequences and are therefore difficult to express in terms of costs, revenue and profit. They are however important for the success of organizations in an indirect way. 
Florida (2002) argues how the clustering of creative organizations, next to the various plain economic advantages, gives rise to the advantage of having personal, face to face contact in an easy and frequent way. This viewpoint is articulated by several others and can be seen a particularly important. Griffin (1976, pp. 4) for example points out how especially in the urban economy “the concept of relationships is a central and integrating element.” Gertler (2004, pp. 75) also states that nowadays “individual firms rely more heavily on their relations and exchanges with other firms” and that non-market forms of interaction have become more important. He identifies ‘relationships of trust’ as a particular important efficiency element in today’s urban economy. The concept of relationships is also according to Scott (2006) an important element in today’s urban economy. He notes that clusters of producers show strong ‘transactional interdependencies’, for which well functioning relationships are highly important. 

Gertler (2004) shows that relationships of trust are realized much more easier when individual  firms and other parties involved interact directly and repeatedly. He therefore discusses the concept of closeness as one of the main advantages for firms to locate closely together. This way they establish what he calls an ‘infrastructure of collaboration’, in which relationships are easily sustained by face to face contact. Additionally Landry (2000) also emphasizes the relevance of face-to-face contact to sustain interaction, networking, and trading. He labels such social-economic behavior as vital in today’s economy –even in spite of well developed virtual communication possibilities. Landry (2000) states that the network economy shows the reverse logic of the industrial economy: value lies not in scarcity, but in abundance and relationship. 

The particular externality that occurs as a result of the relationships of trust and face-to-face contacts is the easy access to (market) information and (branch specific) knowledge (Costa, 2008). The networks that are said to arise function as an informal distribution system of information concerning relevant issues. They also function as informal but specific knowledge bases concerning the latest (technological) developments, trends and fashions in ones specific branch but also in other, maybe even unrelated industries. (Lorenzen et al, 2008) Especially broad, diverse clusters facilitate such cross industry learning effects of which the benefits are argued to be high in terms of innovation and economic growth. (Scott, 2000)
Klamer et al (2007) attempted to gain insight in the economic effects of such non-economic externalities arising from co-location. They found in an in-depth study for a specific creative cluster in Amsterdam that almost one third (29%) of the participating creative organizations estimated an increase in their productivity up to 10% due to the social network function of the cluster. Another 37% even reported a higher percentage for their increase in productivity due to the social network externalities of the cluster. In respect to their revenues 42% the organizations said to see an increase in revenue up to 10% due to cooperation inside the cluster. Another 25% of the organizations claimed a higher percentage. Although such findings are not undisputable, they suggest that the non-economic externalities that arise from the clustering of creative organizations indeed have their indirect effects on the economic performance of the organizations. 
4.4
Creative Community and Lifestyle Externalities

A somewhat different type of non-economic externalities that is said to arise from co-location or clustering, and which creative organizations may benefit from, is to be found in the sphere of community and lifestyle. Klamer et al (2007) also show the importance of the inspirational character of clusters of creative organizations. The proximity of other creative organizations is said to strengthen ones won creative and innovative potential. Such externalities are controversial since they concern highly subjective observations. Moreover they are difficult to measure or quantify; it is therefore not easy to show that they have general importance and economic relevancy. However, the observed clustering by creative organizations is nevertheless said to be strongly motivated by those subjective externalities. This is not only argued for creative organizations. Leus (1990) for example argues in general that subjective, irrational motivations sometimes weigh heavier in the location decisions of organizations than the more objective issues. And Florida (2002; 2005) also shows how they particularly matter for the creative class. 
For creative organizations this is particularly shown by Banks (2001) and Hemel (2002). They both note that creative organizations seek to locate in clusters to benefit from such highly subjective externalities. They for example concern the possibility to become part of a local creative community and to participate in a creative lifestyle. Banks (2001) argues that creative organizations look out for specific signs of such a creative lifestyle for their location. He also notes that creative organizations are maybe even stronger directed in choosing a location by these subjective perceptions of a creative lifestyle and community than by objective issues like plain economic advantages. Hitters et al (2002) report findings that follow the same line of argument: the feeling of a shared creative identity and being part of a certain creative atmosphere are important reasons for creative organizations to choose a creative cluster as their location. 

Banks (2001) explains this by noting that creative people tend to evaluate their success differently than other organizations. They put more emphasis on the degree to which they add both social and cultural value, achieve creative goals, manage personal relationships and achieve self-fulfillment. In other words: creative people seek for specific, non-monetary rewards for work, which is their so called psychic income. Interestingly, several studies concerning the labor market of artists have reported findings that suggest that artists indeed show a need for a particular kind of psychic income: money does not seem to reflect their success, its the artistic and creative result that matters. (Langenberg, 2005) Klamer (1996) also emphasizes that different values, so also other than monetary, intrinsically motivate people in their creative activity. So logically creative people seek specific locations for their organizations: places where these subjective aspects of work can be realized easier. From that perspective the externalities in the sphere of community and lifestyle of creative clusters can be regarded to be beneficiary for creative organizations. They seem to sustain a specific work environment that particularly matters for creative people.
4.5
Chapter Summery

The clustering of organizations seems not a new phenomenon. The underlying motivations and economic spillover effects have more recently become popular study objects. The externalities that are said to arise from clusters of creative organizations vary from rather objective and measurable economic effects to very personal and highly subjective issues. The observed externalities therefore also vary in respect to the degree to which they concern the monetary aspects of the organization. Mentioned objective advantages that arise are decreasing transaction costs by the proximity of local labor markets, (semi-)public organizations and complementary activities, increasing efficiency and decreasing costs by sharing production facilities, increasing economies of scope by increasing market power through collective action, enhancing relationships of trust and social networks that increase access to information and knowledge and learning effects.
Many subjective externalities are observed in general for clusters of organizations. Those particularly observed for clusters of creative organizations concern the advantage of working in a creative community or atmosphere, in which a creative lifestyle or identity is shared. These externalities are perceived as important by creative organizations, since they validate a certain psychic income that is said to be highly desired by creative people. These issues raised display a strong parallel with Richard Florida’s (2002; 2005) creative class theory. He also describes the importance of these issues, however, for a much larger group of people based on his broad definition of creativity. 
Chapter 5

The Process of Location Decision Making

Introduction

To gain more insight in the relocation decision making process of creative organizations, this chapter concerns the general process of location decision making. How does is this process structured and what determines the outcome of it? 

It seems that not all location decisions are the same. So first, in paragraph 5.1, the various types of location decisions are distinguished. Paragraph 5.2 thereafter shows how the specific characteristics of specific locations can have various effects on an organization. Some are attractive, others seem to function in the opposite direction. In paragraph 5.3 concrete location factors, which are derived from various previous studies, are discussed. In paragraph 5.4 a conceptual model is presented which shows how various aspects of an organization and its’ environment determine what kind of location suits best. 
5.1
Types of Location Decisions

For some organizations choosing a location is a once in a lifetime event. Others might have to make multiple location decisions in their existence. Not all location decisions seem to be the same; they differ in their impact on, and meaning and importance for the organization and the entrepreneur. Pellenbarg (1985) displays therefore four categories of location decisions, which seems to be a more or less exhaustive overview. The various kinds of location decisions that he distinguishes are: 1) initial location decisions; 2) second location decisions; 3) decisions concerning expansion on other locations; and 4) other decisions with a spatial relevancy. 

The first category, the so called initial location decisions, concerns organizations seeking for their first location. Logically such initial location decision are made by starting organizations. Pellenbarg (1985) argues that for such first location decisions the factor of choice plays a minor role. The place of living of the founder or entrepreneur is for example often chosen for starting up. The entrepreneur after all faces uncertainly about its future success. Ensuring low location costs gives the entrepreneur more means for his priority: creating a strong and healthy organization. Time and effort are primarily spent on getting the production started. So it seems that, in initial location decisions, the need for a location gets overshadowed by issues concerning controlling costs and securing production. The organization seems to aim at other issues than finding suitable location; the issue of location choice plays a minor role. 

Some years after the startup of the organization, another location might be considered. Pellenbarg (1985) shows that this second location decision often concerns the actual relocation of the complete organization. When an organization is successful it might experience relatively rapid growth in the first few years, which enforces the entrepreneur to reconsider his initial location. The organization has grown in terms of production and employees; production capacity can be increased now. So a new location that fits the organization better has become necessary.

Pellenbarg (1985) refers to this type of location decisions as ‘second’ location decisions, since they often happen in a quite early stage of the life cycle of an organization; they often are literally the organizations’ second location decision in its existence. However, such second location decisions, can also be practically the third or fourth location decision of an organization. The emphasis in this category lies simply on the fact that the complete organization relocates, which has severe implications for the requirements of the new location. The factor of choice plays an important role in these kind of location decisions, since the impact of the decision is severe and effects all aspects of the organization. In this thesis the notion of ‘relocation decision’ is often used in favor of the notion of ‘second location decision’. Both concepts however refer to the same characteristics.

The other two categories of location decisions often concern an organization seeking very specific growth or expansion possibilities. These decisions concern the expansion of an organization on another, additional location or other kind of decisions with a spatial relevancy. (Pellenbarg, 1985) So instead of a complete relocation, an organization decides to find an extra location for specific purposes. This might concern extra production or sales facilities to increase the organizations capacity, market share or visibility. The decision for an additional location might also concern a very specific organizational activity, like specialized production activities or maybe simply storage. 

Location decisions from these last two categories are probably perceived as less important by the decision maker or entrepreneur -especially when they concern the location of partial production or storage facilities. The impact on the organization of such decisions is relatively small. It can therefore be assumed that also in these decisions the factor of location choice plays a limited role, simply because the entrepreneur perceives such location choices as less relevant for the entire organization.
So particularly relocation decisions are most influential for an organization. In addition they also seem most influential for the location of creative activity, simply since they concern the relocation of complete organizations. At first sight initial location decisions also seem important. It could be argued that starting organizations seeking their first location also determine the location of creativity. However, initial location decisions seem less suitable for particularly this research. This because the factor of choice is very limited in such location decisions -especially for creative organizations as follows from the research of Van de Kamp (2002). Her empirical findings suggest -very much in line with Pellenbargs’ (1985) research- that almost half of the starting creative organizations tend to choose their initial location at home. Such initial location decisions probably do not require much thought regarding the location; they are about ensuring low costs and getting started quickly. An actual relocation decision however enforces the decision maker to extensively think about the possible options for a new location. There is obviously a range of dissatisfying aspects regarding the current location, and in such an intensity, that one absolutely feels the need to relocate the complete organization. 
5.2
The Functioning of Location Factors

When looking for a new location, an organization faces many choices. As argued above, especially a relocation decision might be of great importance for the entrepreneur and his organization. However, whatever the location, it will always have some characteristics that are attractive, and some that are less attractive. In other words: there is no ideal location, since, as in many situations concerning decision making, a location choice always implies a tradeoff between more and less favorable characteristics. (Leus, 1990) Most studies refer to such distinct location characteristics as so called location factors. (Pellenbarg, 1985; Leus, 1990; Van Noort et al, 1999; Van Rijt-Veldman et al, 2002) 

To understand the underlying process of location decision making and the role of the location factors in this, Pellenbarg (1985) describes the distinct meaning that specific location factors may have for an organization. His way of categorizing is particularly relevant, since it shows how location factors may function differently in the relocation decision making process.

Pellenbarg (1985) describes four types of location factors according to their function in the location decision making process. Figure 5.a below presents a schematic overview of this. In respect to an organizations’ current location he distinguishes: 1) push factors; and 2) keep factors. Push factors are the characteristics of the current location that are dissatisfying for the organization. These factors –so to speak- push the organization away from its current location and form the motives to seek for a new, potentially more satisfying location. Keep factors concern those characteristics of the current location that form the arguments to stay there. These factors are satisfying for the organization and make the organization sticky in respect to its current location. It is obvious that a possible new location must display a set of location factors that –in the end- overrules the keep factors of the current location. 

In respect to a possible new location 3) pull factors; and 4) reject factors are distinguished. Pull factors are the attracting characteristics of a possible new location. These factors are appealing and therefore ‘pull’ an organization to the possible location. Reject factors, on the other hand, are those characteristics of the a possible new location that seem not very appealing. They may cause the organization to reconsider a possible location and look out for other options for relocating. 

Figure 5.a: Location factors and their function in the location decision making process
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Pellenbarg (1985) executed a research in which the location decisions of 50 organizations are studied. He argues that the actual location motives for the entrepreneurs mainly arise from the push and the pull factors. This means that, to make a relocation decision, the current location must display a set of location factors that strongly dissatisfies. The set of location factors displayed by the possible new location must then be strongly appealing for the organization; it contains many pull factors.  

Keep factors seem to play a minor role; they only seem to have a discouraging effect on the idea of relocating in general. This means that once the decision for relocating the organization is made, probably based on the push factors, the keep factors do not play a role anymore in finding a new location. The reject factors seem to be of no influence at all. This is explained as follows: when serious reject factors arise for a specific location, the location is not taken into consideration as a possibility anymore. Such a decision is made in an early stage of the decision making process. 
5.3
Various Location Factors

Location decisions are mainly based on the degree to which an organization or entrepreneur is (dis)satisfied by the characteristics of its current location and attracted by those of a possible new location. The complexity of the set of desired location factors might differ for the various types of location decisions as distinguished above. It can be assumed that in particularly a relocation decision much emphasis is put on many of the location factors of a possible new location, so the pull factors that make a location attractive. 
Various studies have been executed in the Netherlands to find out what location factors matter for the location decisions of organizations. (See for example: Van Noort et al, 1999; Pellenbarg, 1985, 1986; Leus, 1990; Van Rijt-Veldman et al, 2002) They present extensive lists of location factors that seem to be most important for (re)locating organizations. For this thesis three lists seem particularly useful: those of Leus (1990), Pellenbarg (1985) and Van Rijt-Veldman et al (2002). They are respectively presented in appendices I, II and III.

Leus’ (1990) list of location factors in appendix I is particularly relevant for this thesis since it is based an extensive literature study covering abroad field of economic activities. The study focused on production organizations, transport and distribution organizations, and business services organizations. The latter category is divided in two subcategories. The first is business services that are (inter)nationally oriented and have recently developed. Examples are computer and software development, advertising agencies and organization consultancy. The second subcategory concerns more traditional business services that are regionally and locally oriented. Examples are insurance companies and legal consultancy firms. Many creative organization arguably belong to the category of the business services –especially to the first subcategory within this category. Leus (1990) created a list for each economic activity he distinguished, covering the most important location factors. Appendix I only presents those location factors that are of particular importance for business services organizations and are therefore arguably relevant for creative organizations.  

The location factors as summarized by Pellenbarg (1985) and presented in appendix II come forth out of empirical research. Pellenbarg (1985) studied particularly the relocation decisions of organizations, to which he refers as second location decisions. He therefore interviewed the entrepreneurs or location decision makers of organizations that recently relocated. In the (open) interviews the interviewees were asked particularly for their reasons to relocate. So the focus was on the most influential location factors that sustained their decisions. The list as presented in appendix II reflects the most important and frequently mentioned factors distracted from the interviews by Pellenbarg (1985). It distinguishes push from pull factors, which is how Pellenbarg (1985) categorized them. The particular relevance of this list for this thesis arises from the fact that these location factors are distracted directly from reality.
Van Rijt-Veldman et al (2002) also have their own way of presenting the most important location factors, as is shown in appendix III. They seem to favour a management approach in presenting the most important location factors. Their focus is on the different environments in which organizations function. This results in distinguishing location factors according to their position in the internal and external environment of the organization. The importance of the list presented by Van Rijt-Veldman et al (2002) comes quite simply forth out of the fact that it is the most recent list. Above that, Van de Kamp (2002) also argued the usefulness of this list, which she used for her research on the location behaviour of cultural enterprises. 

Pellenbarg (1985) categorised his results as pull- and push factors. Leus (1990) presents his location factors under various, more economic subjects, among which there are the market, the sector climate and the labour market. Van Rijt-Veldman et al (2002) chose a management approach by categorising the location factors according to different organization environments. These differences in presenting seem of no importance for the usefulness of the three lists; they all present important location factors that arguably matter in the location decisions of organizations. Since the three lists show to have an overlap by presenting similar factors, it can be assumed that there are together quite exhaustive. 
5.4
A Conceptual Model for Organizational Location Decision Making

Some location factors are more general in respect to their importance, like sales prices or rents of land or office space and the availability of energy. Other location factors are very specific for certain industries or economic activities, like the proximity of an airport or the availability of a potential labor force displaying very specific qualifications. However, various authors emphasize that there is no such thing as a single location factor determining the location decision of an organization. (Leus, 1990; Van Noort et al, 1999) The process of location decision making seems always dependent of a combination of various location  factors and there is always a tradeoff between the various location factors that an organization perceives as important. (Leus, 1990)

The question is what determines which location factors matter for an organization or entrepreneur. After all, there seems to be no fixed set of location factors that matter for every organization. (Leus, 1990) An entrepreneur will somehow determine –consciously or unconsciously-  which location factors are most important for his organization at this moment in time and must therefore be present at its’ future location. How does the entrepreneur determines such a required set of location factors, which he finds necessary for his organization?

Leus (1990) argues that there is a complex interdependent field of influences and behavior for every single organization, which determines the relevance of specific location factors. He strongly emphasizes that the result -the desired set of location factors- must be seen as a composition of dependent factors. Based on this Leus (1990) developed a conceptual model, which is presented in figure 5.b below. It is based on his literature study concerning the location decisions of organizations from three different sectors (see paragraph 5.3) and displays a focus on the organization, which tries to include all the various aspects of it.  

The model is explained below by discussing all items presented in it. To create some overview the various items are numbered as follows: the Roman numbers I, II and III refer to more or less given organizational and environmental aspects an organization has to deal with. The Arab numbers 1, 2, 3, 4, 5 and 6 refer to location factors and their characteristics. The letters A and B refer to actions of the decision maker. 

Figure 5.b: Organizations, location factors and location decision[image: image15.png]104
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With his model Leus (1990) shows that the type of organization (II) is the starting point in determining the importance of the various location factors. The model further shows how the location factors that determine the location decisions of organizations can be divided in: (1)

general location factors, (2) organization based location factors and (3) personal based location factors. 

The general location factors (1) can be directly derived from the requirements an organization has regarding its location. These concern more general, objective factors, like the rent or price of real estate, as well as more subjective factors like the image of the area. The general location factors primarily come forth out of the structural organization processes (I). The latter are dependent on the wider environment of the organization. Changes in this wider environment, like economic, technological, demographic or regulatory changes influence the functional structure of organizations. In their turn, changes in structural organization processes may cause changes in the requirements an organization displays in respect to its location. So this has consequences for the location factors that are regarded as important for an organization.

The organization based location factors (2) come forth out of the individual decision making processes and perceptions in respect to the general location factors (1). They have both an objective and a subjective component (4 and 5). The spatial scale (6) on which the location decision takes place is also relevant, since location decisions concerning what country or even 

continent differ from location decisions concerning what city or village. Therefore the importance of a location factor differs according to the spatial level of the location decision.

The personal based location factors (3) come forth out of the individual decision maker, often the entrepreneur. He has personal motivations when thinking about a new location. These may even be highly subjective and come forth out of personal taste or even the private sphere, like ‘my partner likes this area so much’ or ‘I have many relatives living in this area’. 

The actual location decision (B) is based on a personal interpretation, valuation and selection (A) of the personal based location factors (3) and the organizational based location factors (2), of which the general location factors (1) are part. The location decision (B) takes place in the  context of the existing spatial pattern of economic activities (III), which is on the one hand the collective result of the aspects discussed above. 

As follows from the model, Leus (1990) sees the existing spatial pattern (II)  particularly as a result of the aspects discussed above, and not as much as a factor partly influencing the decision making process as well. However, organizations also take this existing spatial pattern (II) into consideration in their own location decision making process, as is argue by scholars like Florida (2002; 2005) So the existing spatial pattern of economic activities (II) can also be seen as a determining aspect for the location decision (B). 

Leus’ (1990) model seems to be of particular importance since it provides insight in the complex field of forces that is exclusively formed by each organization and which determines what location factors matter in a location decision. Due to a certain level of abstraction the model displays the possibility to gain a general insight in the process of organizational location decision making. It shows how various influencing aspects interact with each other, implying that a single location factor cannot be seen as an independent determinant. It also shows how location decisions are subject to the wider environment in which an organization is dependently embedded and functions. So the general location factors, the organization based- and the personal based location factors must be taken into account as a collective; that is as composition of interdependent factors. This shows that the attractiveness of a location and therefore the location decision, are the result of a composition of various location factors and the judgement of the decision maker. 
5.5
Chapter Summery 

This chapter has increased the insight in the general process underlying the location decision making of organizations. Various types of location decisions are distinguished. The so called second location decision, which concerns a relocation of the complete organization, requires the most complex decision making process. Such a relocation decision has a severe impact on the organization and its future and is most relevant for changes in the spatial pattern of economic activity.  

The location factors displayed by possible locations form the basis for the actual location decision; they are the attractive or less attractive characteristics of a location. The location factors may vary in their meaning in the location decision making process. Push and pull factors in general, respectively pushing an organization away form its current location and pulling an organization to another location, matter most. Which location factors turn out to be relevant push factors and pull factors, depends on a complex field of influences. Within this field there are general organizational and environmental issues and personal influences of the decision maker to which an organization is subject. There is no fixed set of location factors, which determines the attractiveness of a location. For each organization the sum of important location factors consists of different elements, which all are the result of the interdependency of aspects from within and outside the organization. The most important location factors arise from general location factors, organization based- and personal based location factors. It is of particular importance to emphasize that, in the end,  the decision maker is an active participant in the process. For all location decisions a personal interpretation, valuation and selection of location factors takes place. It strongly depends on the decision maker to what degree this process is based on objective or more subjective elements. 

When thinking about the location of creativity all of the above issues must be taken into account. The objective of the theoretical exploration was to gain more insight in what kind of location factors matter particularly for creative organizations. It seems that there are many. Is it however possible to, particularly for creative organizations, distinguish general location factors from, for example, more organization and personal based location factors? And can the importance of such different categories of location factors be empirically be determined?  Chapter 6 concerns these issues and therefore forms a linking pin between the insights derived from theory and the necessary practical approach of a quantitative empirical research. 
Chapter 6

Location Factors for Creative Organizations

Introduction
This chapter links the theoretic exploration and the empirical research, which follows in part II. The theoretic exploration has displayed many insights in the important aspects determining the possible relocation behaviour of creative organizations. The implications of this are discussed in paragraph 6.1. The attractiveness of a location is mostly determined by pull factors. Paragraph 6.2 presents three categories of location factors, which can be seen as the most important pull factors sustaining location attractiveness for creative organizations. In paragraph 6.3 the specific location factors that construct the three categories are selected. The question then is how to verify whether and to what extent these specific factors are influential for the relocation behaviour of creative organizations. Therefore the notion of spatial cognition is discussed in paragraph 6.4. This rather theoretic concept displays an interesting view on location decision making and reveals a possibility to operationalize the concept of location attractiveness into a practical empirical research. 
6.1
Implications for the Location of Creativity
The location of creative activity seems the collective result of many individual actions. The relocation decisions of creative organizations matter in the sense that a spatial pattern arises based on individual relocation decision making. The economic and social structure of cities play both an important role for the functioning of creative organizations. Growth poles arise and creative organizations cluster in certain places. Various characteristics of such places function as pull factors and cause backwash effects to occur and attract creative economic activity. 
Very plain, conventional micro economic issues can be expected to be important for creative organizations when seeking for a location. Costs and revenues impose restrictions also  creative firms. Externalities arising from clustering also form attractive characteristics of places for creative organizations. They benefit from economic- as well as from non-economic clustering externalities. Among these are also very personal and highly subjective issues, like the experience of a creative community and a specific lifestyle. Clustering theory in this matter shows an overlap with Florida’s (2002; 2005) concept of quality of place, which sustains the aspect of tolerance -one of his three Ts- in his creative class theory. 
The relevancy of Florida’s (2002; 2005) creative class theory lies in the fact that he describes the precise characteristics of such subjective notions as ‘a nice living environment’ or an ‘inspiring atmosphere’. According to many this is disputable, for both validity as methodological concerns. (See for example Costa, 2008) Maybe those exact characteristics are a kind of fashion. Maybe they are trends that are perceived positively now, but what might change in the coming years. However, many scholars argue that subjective issues matter in the location decision making of (creative) firms. They as well contribute a significant value to subjective issues as lifestyle, living environment and atmosphere in the process of location decision making. In that respect Florida’s (2002; 2005) argument only goes a bit further. He argues that specific subjective issues matter for people and in particular for those people sustaining the creative class. In addition he puts some meet on the bones by pinpointing the exact characteristics of places that seem to matter. He also positions his analysis in a bigger and more abstract picture of local and regional economic development. 
To categorise the theoretic findings in general location factors and organizational- and personal based location factors seems rather difficult. When using Leus’ (1990) definitions, fundamental to the model presented in figure 5.b, it can be argued that conventional micro economic location factors are general location factors. However, whether the economic and non-economic clustering externalities, and quality of place function as organization based factors or as personal based factors, is difficult to say. One could argue that the clustering externalities and quality of place are essential for creative organizations to be able to produce and survive. They need such creative environments for their energy, inspirational abilities and economic advantages. On the other hand it is also possible that it is only an entrepreneurs’ perception, which determines the importance of such issues. There are probably many examples of creative organizations located on the dullest location possible, that still succeed in producing and sustaining a healthy business. Therefore it is difficult to distinguish the organization and personal based factors among clustering externalities and factors sustaining quality of place. That on itself would probably require extensive research. For the location of creativity this is maybe also of minor importance. Whether a decision is based on plain economic reasoning or on highly subjective feelings regarding a certain place, does not matter for the collective outcome of creative organizations’ relocation decisions. More interesting is what determines the spatial pattern of creative activity, so what different factors determine the attractiveness of certain places as a location for creative activity and which are most relevant?
6.2
Three Categories of Location Factors

Various characteristics of locations function as pull factors for relocating creative organizations. The concept of location attractiveness can be seen as a function of these characteristics. In this respect three theoretic categories of location factors can be identified that construct location attractiveness: 1) location attractiveness according to economic rationality; 2) location attractiveness according to clustering externalities; and 3) location attractiveness according to quality of place. 

The first category of location factors concerns the more conventional and economic location factors. These primarily seem to matter for organizations in general. It is assumed that they also play a role in the location decisions of creative organizations, since these are also subject to rational economic issues. They are after all limited by their budgets and they have to make choices to be efficient and successful in terms of costs and revenues. These conventional, economic location factors mainly arise from both the classical and the modern location theory. They are the result of economic reasoning and follow more or less the logic of economic rationality. Main issues are cost minimization, revenue maximization and access to (raw) materials, labor and customer markets, as well as practical issues, like infrastructural position, expansion possibilities and parking space. 

The second category is based on the clustering theory. The externalities occurring are well described and can assumed to be important location factors for creative organizations. The clustering factors appeal to both economic and non-economic reasoning; the externalities give directly or indirectly rise to economic advantages in terms of revenues or costs. Main issues here are the efficiency externalities that occur due to co-locating of creative organizations. The lifestyle externalities are not included in this category, since they show an obvious overlap with Florida’s (2002; 2005) concept of quality of place, which is the third category. The items constructing quality of place are particularly assumed to be attractive for the creative people and therefore for creative organizations. They mainly concern amenities and highly subjective characteristics of which the perception is said to sustain the atmosphere and lifestyle of a place or location. They concern more specifically: 3a) location attractiveness according to tolerance; 3b) location attractiveness according to big ticket amenities; and 3c) location attractiveness according to coolness amenities.

In figure 6.a below the concept of location attractiveness and the three categories of location factors constructing it for creative organizations, are presented schematically. This overview presents a practical structure to further operationalize the empirical research.  

Figure 6.a: The structure of location attractiveness for creative organizations
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6.3
Specifying the Location Factors

Within each category of location factors as presented in figure 6.a above, various location factors arise that might be important for an organization. Therefore it is necessary to also identify the precise factors that matter within each category.  Appendices I, II and III, as discussed in chapter 5, present many concrete examples of location factors. The three lists are -in addition to the theory- used inspirationally to decide which precise location factors are relevant for creative organizations. Some are emulated to present a list of location factors for the category of conventional location factors and the category of clustering location factors. The selection is based on the degree to which they are assumed to matter particularly for creative organizations. For the category of conventional location factors quite general factors are selected. For the category of clustering location factors items are selected which are also based on the clustering theory as presented in chapter 4. The third category is mainly based on Florida’s (2002; 2005) creative class theory as discussed in chapter 5, although some factors are also mentioned in the lists in the appendices. 
Ideally the three categories of location factors contain an equal number of items. Thereby the number of specific location factors should not be to high, since it forms the input for the empirical research. The latter must be practically easy to design and execute; extensive lists of factors are not supportive in this matter. For these reasons it seems best to create three categories containing eight specific location factors each. Limiting the number of factors however requires to collapse several specific factors into one. Below the initial selection of location factors is presented for each category. Additionally for each category the factors are reflected. Arguments show why some factors are collapsed and others are deleted. 
Conventional Location Factors:
These can be obtained from both the classical as the modern relocation theories and appeal to plain economic and practical reasoning. 
1) Supplier costs

2) Transport costs

3) Expansion possibilities

4) Infrastructural position

5) Price or rent

6) Parking space

7) Legal and tax advantages

8) Subsidies

9) Labor costs

It can be argued that transport costs can be seen as supplier costs, since they have to do with the supply of raw materials or other forms of input for the own production process. These two items are therefore collapsed, which brings the total to eight. 

Clustering Location Factors: 
These arise from the clustering theory –an exponent of the behavioral location theory. They appeal to economic and non-economic reasoning, since (economic) externalities arising from co-location are main issues.

1) Proximity competitors

2) Sharing facilities

3) Access to knowledge and information

4) Many face to face contacts

5) Attractive labor market; potential employees

6) Proximity relevant public organizations

7) Proximity to customers / market

8) Strengthening own creative and innovative character

9) Proximity of complementary services

10) Network of creative organizations

In the case of clustering externalities, the proximity of competitors is actually an item that is often prior to several others. So, for example, a local labour market has become attractive because many competitors co-locate in a specific place. This is also the case for the item concerning the proximity of customers or markets. Therefore item 1 can be collapsed with item 5 and 6. 

Clustering is said to give rise to an advantage in gaining knowledge due to several aspects, however particularly due to the social economy arising, which facilitates face-to-face contacts. Therefore the items 3 and 4 can also be collapsed into one item. These two decisions bring the total number of location factor in this category also to eight. 
Quality of Place Factors: 
These arise particularly from the creative class theory of Florida (2002; 2005), however, some are also articulated by others. They appeal mainly to non-economic reasoning. Aspects displaying tolerance and amenities concerning diversity, cultural activities and coolness are main issues.
1) Diversity of lifestyles

2) Emigrants

3) Quality (living) environment / area

4) Open minded people in area

5) Availability of cultural activities

6) Availability of social and cultural amenities
7) Availability of large events

8) Many young, active people in area

9) Exciting, popular music scene

10) Availability of a vibrant nightlife

The third item shows actually to be too obvious; it concerns more less a higher abstraction level since all the items together are argued to construct the quality of place. This item can therefore be simply deleted. In addition, item 5 is also implied in item 6. Above that the notion of ‘social amenities’ in item 6 is a kind of vague. It can be argued that such social amenities are made explicit on a much more practical level in the items 8, 9 and 10. Therefore item 6 can also be deleted from this list. 
6.4
Organizations, Spatial Cognition and Location Factors
For each category of location factors eight specific factors are selected. They will be used as input for the empirical research and are presented in appendix IV. The question then is whether and to what extent these selected location factors play a role in relocation decisions. 
To be able to research the importance of these factors, insight must be gained in how they relate to the location decision making process of a creative organization. And how is organizational (re)location behavior related to the reality of existing locations or objective space? (Pellenbarg, 1985) 
Pellenbarg (1985) presents a model that explains the complex relationship between reality as it actually is, as it is perceived and the actual relocation behavior of organizations. A central element in this model is the so called spatial cognition of organizations or the decision makers within them. The importance of spatial cognition lies in the fact that, as is shown in figure 6.b below, it forms the link between the objective space (what is in reality) and the intended relocation behavior of organizations. The notion of spatial cognition is important for this thesis in two ways. First it shows conceptually how organizations orientate themselves in objectified space and how this leads to actual spatial behavior like relocation decisions. Second, and more important, it shows how the empirical research executed in this study may find its’ connection with the reality of relocation decisions of creative organizations. 
[image: image20.png]Dev from Normal

Detrended Normal Q-Q Plot of Total quality of place

Observed Value




Figure 6.b: Objective space, spatial cognition, attitude and location decisions 
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Pellenbarg, P.H., Bedrijfsrelokatie en ruimtelijke kognitie, Onderzoekingen naar bedrijfsverplaatsings-processen en de subjektieve weerdering van vestigingsplaatsen door ondernemers in Nederland, Groningen-GIRUG, Meppel, the Netherlands, 1985. The drawn circle is elaborated by the author.
To fully understand the meaning of the concept of spatial perception, it is important to grasp the two elements involved. Perception is defined by Pellenbarg (1985) as the human 
observation of sensory stimuli and the transformation of those in a structured and consistent experience. A central assumption leading to the idea of spatial perception is that the spatial behavior of human beings is not as much determined by what physically and objectively is in the environment. It is much more the human beings’ perception of what is in its environment that determines its actual behavior. The notion of cognition itself has a broader meaning. It is defined as all forms of knowing, thus observe and think, imagine, reason, judge, and remember. (Pellenbarg, 1985) This is summarized in the more general notion of ‘knowledge’. This makes spatial cognition: the knowledge of spatial structures, units and relations. 
It must be stressed that spatial cognition must not be seen as synonymous for image –an often used notion to refer to the way people see or think about certain objects. An image of for example a location is actually the collective perception of objective space. This must be understood as follows: when the evaluation and judgment of an object (like objective space) shows to be similar for larger groups of individuals, this forms a kind of cliché. This cliché in fact is then the ‘image’ of the object. (Pellenbarg, 1985) An existing image thus might influence how an individual looks at an existing location, since it functions as information for the individual. The image is however not an intrinsic part of the object; it is the result of added meaning to the object by the perceiver of the object. 

So spatial cognition, which is based on the perception of information derived from objective space and image(s), determines how a location decision maker evaluates and judges the characteristics of specific locations or areas. The attitude  following from the spatial cognition, determines the intended and actual location behavior of organizations. This means that when a location factor indeed positively influences the location behavior of an organization, the location factor is part of the spatial cognition of the decision maker and, in addition, the decision maker displays a positive attitude towards the specific location factor. 

This means that selected location factors can only be important for the relocation behavior of creative organizations when they are part of the spatial cognition of the location decision maker and when he has a positive attitude towards them. So a focus on the attitude towards the spatial cognition of the decision makers within creative organizations, will show the relative importance of the selected location factors for creative organization in their relocation decision making. 
6.5
Chapter Summery
This chapter summarized the theoretic backbone for the empirical research executed for this theses and presented in part II. Various theories have been discussed, each displaying a specific view on which location factors are said to determine the location behavior of creative organizations. The theoretical exploration has also given insight in the location decision making process of creative organizations and what may determine their location decisions. As shown in chapter 5, the characteristics of a location, the location factors, determine its’ attractiveness for an organization. Which precise location factors are regarded as most important by an organization, depends on the interdependence of various influences in- and outside the organization itself. A relocation decision is based on a combination of various kinds of factors. 
A particular aim of the theoretic exploration was to seek for location factors that are important for creative organizations. Next to Florida’s (2002; 2005) quality of place, more conventional location factors following an economic rationality and clustering externalities seem to be apparent location factors for creative activity. It however seems to be difficult to draw strict lines between the general location factors, organization based factors and personal based factors within these theoretic categories. Therefore the theoretic categories themselves are used. This way the various location factors are categorized differently for the empirical research in this thesis, than is done in other studies as discussed so far. However, based on literature concerning other studies, specific location factors have been selected that fall in the three theoretic categories. The empirical research will invoke a quantitative approach to seek for the importance of these factors in relocation decisions of creative organizations. The specific location factors are therefore assumed to sustain the spatial cognition of the organizations’ decision makers. A positive or negative attitude towards the various location factors reflects their relative importance for the relocation decision making of creative organizations. The idea behind this is that it is possible to measure the attitude of the respondents towards the various location factors, which are in fact certain spatial characteristics. This way it is possible to verify whether and to what degree the concept of quality of place -as opposed to conventional and clustering factors- determines the attractiveness of locations for creative organizations. This is expected give more insight in the meaning of the specific concept of quality of place for the location of creativity.  
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The Location of Creativity

master thesis research project about the location behavior of creative organizations in
Amsterdam and Rotterdam

Thank you for your time!

My name is Joost Kappers and | am a master student at the Erasmus University Rotterdam. You are
about to help me out with my master thesis research project. The purpose of this study is to gain
more insight in the relative importance of various theories about the relocation behavior of creative
organizations, like XXXXXX. The information | hope you will give me is used solely for analysis in my
master thesis. Your answers are registered anonymously. With 10 minutes of your time you help me
to increase our understanding of location decision making by creative organizations.

Statements

In this survey 26 statements are presented in groups of four or five. | would like to ask you to
respond to me to what extent you agree with each statement. You do this by circling the number
corresponding with your own experience behind each question. The categories you can choose from
are:

1 = totally disagree

2 = more disagree than agree
3 = agree nor disagree

4 = | more agree than disagree
5 = totally agree

Location

As said, this survey talks about the location of your organization. With location | mean the physical
place where your organization is located. You can see this as the area or part of the city in which your
building/office/production facility/working space is situated.

Please note!

Each statement concerns an argument that might have been important for your organizations’ recent
relocation decision. So each statement refers to a possible reason why you have specifically chosen
this location for your organization. Please try to think about the reasons you had back then, so at the
moment you made the relocation decision for your organization. It does not matter for this survey
whether your expectations were met or not. | only ask you for the expectations you had about the
location, not about your satisfaction with the current situation. So please focus on the arguments
you had some time ago to choose this location, and not another.

= please start on the next page...




Part II

Empirical Research
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We have chosen this location since we expected..

to minimize our labor costs here 1/2]|3[4]|5

this area to be open minded towards alternative lifestyles 1|12|3|4]|5
(like those of artists, gays, and bohemians)

it to have a low price or rent compared to other locations 1/2|3|4]|5

to increase our creativity and innovation due to being close to othercreative | 1 | 2 | 3 | 4 | 5
organizations

We have chosen this location since we expected.......

to gain knowledge and information easy and fast due to many face-to-face 1|12|3|4]|5

contacts with related organizations
(related organizations are for example competitors and suppliers)

this area to offer an exciting nightlife 1|12|3|4]|5
(by displaying a variety of bars, restaurants, and clubs)

it to offer expansion possibilities for our enterprise 1|12|3|4]|5

this area to offer a variety of large-scale events 1|12|3|4]|5

(like sports games, sports tournaments, stadium concerts, or city events)

We have chosen this location since we expected.......

IS
«

to experience a strong creative energy in this area 1123

to gain easier access to customer markets due to competitors beinglocated | 1 | 2 | 3 | 4 | 5
close by

there would be enough parking spaces here 1/12|3|4]|5

this area to visibly show a diversity in lifestyles 1|12|3|4]|5
(like people having piercings, tattoos, alternative fashion styles and varied hair
styles)

to increase our efficiency due to the possibility of sharing production 1|12|3|4]|5

facilities with other organizations

We have chosen this location since we expected.......

it to give us a good infrastructural position 1|12|3|4]|5
(in terms of its position towards high-ways and /or public transport)

this area to offer a vibrant popular music scene 1|12|3|4]|5
(many performances of bands, groups, DJs, and singers)

to be closely located to complementary activities 1|12|3|4]|5
(complementary activities are those your organization needs to function properly,
examples are: banking, accounting, legal services, production facilities, consulting,
transport services, and other services)

to benefit from important legal and tax advantages here 1/2|3|4]|5

=> please continue on the next page...
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We have chosen this location since we expected..

a lot of visibly active people in the age of 20-35 being around in the area 3/4|5
(for example young people skateboarding, exercising outside, walking around,
participating in street culture, or having coffee)
to become part of a network with other creative organizations 3|45
to minimize our supplier costs here 3|45
(for example due to lower transport costs)
to be close to the right labor market(s) because many competitors are also 3/4|5
located in this area
We have chosen this location since we expected.......
to get higher subsidies here than elsewhere 314|565
this area to be open towards immigrants and ethnic minorities 3/4|5
(like for example Moroccan, Turkish, Antillean, and East-European people)
to benefit from being close to official institutions that are important for our 345
sector
(for example the Chamber of Commerce, sector associations, expert centers)
this area to offer a variety in prestigious cultural activities 345
(like performing arts, opera, museums, and orchestras)

Thank you very much for your time and effort!
If you have any questions or comments
or if you would like to know more about the results,
please do not hesitate to contact me.

Kind regards,

Joost Kappers
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De Locatie van Creativiteit

master thesis onderzoeksproject over het locatiegedrag van creatieve organisaties in
Amsterdam en Rotterdam

Bedankt voor uw tijd!

Mijn naam is Joost Kappers en ik ben master student aan de Erasmus Universiteit Rotterdam. U staat
op het punt mij te helpen met mijn master thesis onderzoeksproject. Het doel van dit onderzoek is
het verkrijgen van meer inzicht in de relatieve relevantie van verschillende theorieén over de
locatiebeslissingen van creatieve organisaties, zoals XXXXXX. De informatie die ik hoop van u te
krijgen zal uitsluitend gebruikt worden voor analyses in mijn master thesis. Uw antwoorden blijven
anoniem. Met 10 minuten van uw tijd helpt u mij het inzicht in locatiebeslissingen van creatieve
organisaties te vergroten.

Stellingen

In deze enquéte worden 26 stellingen aan u voorgelegd in groepjes van vier of vijf. Ik vraag u per
stelling aan te geven in hoeverre u het eens dan wel oneens bent met de inhoud. U doet dit door het
nummer achter de stelling te omcirkelen dat het meest overeenkomt met uw eigen ervaring. De
antwoordcategorieén waaruit u kunt kiezen zijn als volgt:

1 = Totaal mee oneens

2 = Meer mee oneens dan eens
3 = Mee oneens noch mee eens
4 = Meer mee eens dan oneens
5 =Totaal mee eens

Locatie

Zoals gezegd wordt er in deze enquéte gesproken over de locatie van uw organisatie. Met locatie
bedoel ik de fysieke plek waar uw organisatie zich bevind. U kunt die zien als het gebied of gedeelte
van de stad waar uw gebouw/kantoor/productieruimte/werkruimte is gesitueerd.

Let op!

Elke stelling bevat een argument dat van betekenis zou kunnen zijn geweest tijdens uw laatste
locatiebeslissing. Elke stelling verwijst dus naar een mogelijke reden waarom u precies deze locatie
heft gekozen voor uw organisatie. Denkt u alstublieft terug aan the redenen die u toen had, dus op
het moment dat u de locatiebeslissing voor uw organisatie nam. Het is in deze enquéte niet van
belang of uw verwachtingen van toen zijn uitgekomen. Ik vraag u uitsluitend naar de verwachting die
u toen had van de locatie, dus niet naar uw tevredenheid over de huidige situatie. Dus focus op de
argumenten die u destijds had om juist deze locatie te kiezen en niet een andere.

= start met de enquéte op de volgende pagina...
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Wij hebben deze locatie gekozen omdat we verwachtten......

onze arbeidskosten hier te kunnen verlagen 1/2)|3|4]|5
dat dit gebied open minded zou zijn ten opzichte van afwijkende 1|12|3|4]|5
levensstijlen

(zoals die van kunstenaars, homo's en bohemiens)
dat de prijs van deze locatie laag zou zijn in vergelijking met andere locaties | 1 | 2 | 3 [ 4 | 5

onze eigen creativiteit en innovatie te versterken door de nabijheid van 1|12|3|4]|5
andere creatieve organisaties

Wij hebben deze locatie gekozen omdat we verwachtte

hier snel en makkelijk kennis en informatie in te winnen door de vele face- 1|12|3|4]|5

to-face contacten met relevante andere organisaties
(relevante organisaties zijn bijvoorbeeld concurrenten, collega’s en leveranciers)

dat dit gebied een interessant avond- of nachtleven zou bieden 1|12|3|4]|5
(door een breed aanbod van bars, restaurants, en clubs)
hier uitbreidingsmogelijkheden voor ons bedrijf te hebben 1|12|3|4]|5

dat dit gebied een variéteit aan grootschalige evenementen zou bieden 1|12|3|4]|5
(zoals sportwedstrijden, sporttoernooien, stadionconcerten of stadsevenementen)

Wij hebben deze locatie gekozen omdat we verwachtten.......

een sterke creatieve energie te ervaren in dit gebied 1|12|3|4]|5

hier makkelijker toegang te hebben tot afzetmarkten doordat hier ook veel 1|12|3|4]|5
concurrenten gevestigd zijn

dat hier voldoende parkeergelegenheid zou zijn 1|12|3|4]|5
dat er in dit gebied een zichtbare diversiteit in levensstijlen zou zijn 1|12|3|4]|5
(zoals mensen met body piercings, tatoeages en uitgesproken kleding- en
haarstijlen)
hier efficiénter te werken door productiefaciliteiten te kunnen delen met 1|12|3|4]|5

andere organisaties

Wij hebben deze locatie gekozen omdat we verwachtten.......

hier een goede positie te hebben ten opzichte van de infrastructuur 1|12|3|4]|5
(door een goede ligging ten opzichte van snelwegen en / of openbaar vervoer)

dat dit gebied een interessante populaire muziekscene zou hebben 1|12|3|4]|5
(veel performances van bandjes, groepen, DJs, en zangers)

hier in de nabijheid van complementaire activiteiten te zijn 1|12|3|4]|5

(complementaire activiteiten zijn activiteiten van anderen waar uw organisatie van
afhankelijk is om goed te functioneren, voorbeelden zijn: banken, accountants,
juridisch adviseurs, productiebedrijven, consultants, transportbedrijven, andere

dienstverleners)

hier voordeel te hebben op het gebied van wetgeving en belastingen 1/12|3|4]|5

>
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Chapter 7

Operationalization
Introduction
Te be able to verify the relative importance of the three categories of location factors as presented in appendix IV in the context of the underlying processes concerning relocation decision making, the insights derived from the theoretic exploration must be made operational. This chapter therefore starts with defining the research population and the criteria to execute a quota sample among the population. Paragraph 7.2 concerns the construction of the quota sample, in which the BRZ kindly and crucially assisted
. Thereafter the research method of a social survey and the use of a questionnaire are discussed in paragraph 7.3. The following paragraph discusses the questionnaire design. Of particular importance are the design and implementation of three summated scales in the questionnaire.
Paragraph 7.5 reflect presents the content of the questionnaire; 25 statements construct the three scales and form the core of the research. Paragraph 7.6 shows how an initial questionnaire was designed and tested in a pilot. Based on the findings from the pilot the questionnaire was adjusted to execute the actual data collection. Paragraph 7.7 discussed the issue of the data collection in which a flexible approach was applied and the quality of response was carefully looked at. This was particularly important in the practical process of contacting possible respondents from the sample frame, which is discussed in paragraph 7.8. 
7.1
The Research Population
To be able to execute a research, which generates reliable results, the research population must be critically defined. An organization is defined as a social entity that is goal directed, designed as a deliberately structured and coordinated active system, and linked to the external environment. (Daft, 2001) In chapter 2 the various definitions of creativity were discussed. Since Richard Florida’s (2002; 2005) creative class theory plays a central role in this study, it seems wise to stick to his definition of creativity and classification of the so called creative class occupations. Creativity is then “a matter of sifting through data, perceptions and materials to come up with combinations that are new and useful.” (Florida, 2002, pp. 31) An organization may be regarded as being creative when it applies this process of creative activity in order to reach its goal -a certain creative output. So, this makes a creative organization a goal directed, structured and coordinated social system, linked to the external environment, that applies the process of creative activity as a means of production
. However, as Florida (2002; 2005) showed in his work, many people’s occupations, and therefore many organizations, fit to this definition. Such a broadly defined population is therefore very difficult to study. 
In chapter 2 Florida’s (2002) creative class and the occupations possessed by its’ members were presented. The list of occupations helps to more precisely define which organizations must be included in the population. This makes it more practical to execute a research and makes it more likely to generate reliable results. Since the research aims at the location of creativity, ‘true’ creative organizations are assumed be the best units of analysis. However, when is an organization truly creative? Florida (2002; 2005) identifies, next to the occupations of creative professionals, so called super-creative core occupations. At first sight this sounds great. Organizations that have many super-creative core occupations might then form a good population for this research. 
The super-creative core however still displays quite some variation. This can be expected to have consequences for the degree to which the location behaviour of the organizations, in which these occupations are executed, varies. It is for example obvious that libraries, without questioning their creative character as defined by Florida (2002; 2005), may very well make different relocation decisions, than, for instance, a graphic designer or media firm. Simply because, as in the Netherlands, libraries are often public organizations and therefore subject to government finance and policies. So, a relevant question is whether all organizations that fit to the super-creative core can be included in the population. In addition to this the super-creative core organizations can also be expected strongly differ in terms of their output. A social science organization, for example a university or think-tank, produces something completely different than an advertising agency or architect. The first produces an output which is less visibly creative, which is knowledge. An advertising agency or architect generates a more visible and tangible good, like an advertising campaign or (a design for) a building. So, also on a more practical and organizational level Florida’s (2002) super-creative core occupations vary too much to include them all in the population. In general they are expected to be subject to very different relocation behaviour, due to differences in environment, internal (production) processes and output.
Therefore it seems wise to make a selection of super-creative core occupations, which shows a certain degree of homogeneity in respect to the issues discussed above. The organizations in which architecture, engineering and design occupations are executed seem to display a certain homogeneity as opposed to organizations that require the other super-creative core occupations for their production (which are: computers, mathematics, life-, physical- and social sciences, education, training, libraries, arts, entertainment, sports and media). First since architecture, engineering and design share a strong creative component due to their visible creative output. Second they share a strong service component: their output concerns mainly and first designs for products, which are often sold before actually created. Third these organizations share a high degree of financial autonomy since they are to a limited extent subject to public policies; they depend on the market for their revenues and operate in a market environment. So organizations concerned with architecture, engineering and design seem to form a promising population for this research. They all apply a creative production process, generate visible creative output, share a service component and have a for-profit character. 
Van Noort et al (1999) find that especially small, young and independent organizations are on the move. Van de Kamp (2002) also argues that these organizations are ‘footloose’: they relocate more often then larger or older organizations. This seems logical for three reasons. First because it is much easier for smaller organizations to relocate than for larger organizations. They have less people and material to move, which makes a relocation a less complex operation. Second, young organizations grow relatively faster than larger and older organizations. An organization existing of three people hiring two employees almost doubles its size. This means a huge change for the organization and has serious consequences for a suited location. An organization existing of 100 employees hiring 10 employees only grows with 10%; the consequences of this may have a minor impact. Third, organizations in general face particularly physical growth phases early in their existence, since they feel the need to reach the stage of maturity. Their strategic horizon therefore knows a short-term character. (Bruinsma and Rietveld, 1997) It can thus be assumed that young and small organizations feel the urge and face the need to relocate more often and are easily able to do so. They show more dynamics in their location behavior, which makes them more interesting to study in respect to the location of creativity. Additionally, in executing the research it might also be more efficient to focus on smaller organizations. First because smaller organizations can be expected to be more experienced in relocating. Second because the micro approach requires that the organizations are contacted to study their location decisions. It can be expected that the larger an organization is, the more difficult it will be to get in touch with the decision makers –probably the manager, director or owner of the organization. So by choosing smaller organizations, data collection will be executed much more efficient.

A maximum size must be decided for the organizations that will be included in the population. The European Union defines organizations according to their size in terms of number of employees and revenue or balance total
. Small and medium sized organizations are defined for quite some time now. Since 2003 also a definition for the micro organization is used, particularly to be able to develop policy and design incentives for small and starting organizations
. The table in figure 7.a presents an overview of the three categories and their definitions by EU regulations. To stick with the EU definitions, the research will only include micro and small sized organizations. However, for creative organizations even the size of 50 employees seems quite large. Creative production takes mostly place in much smaller sized organizations. (Marlet et al, 2005) Also for practical reasons it seems wise to set an alternative maximum for organization size, since this probably helps to efficiently execute the data collection as argued above. Therefore the maximum of the number of employees is set at 25. 

Figure 7.a: EU definitions medium, small and micro sized organizations
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Wij hebben deze locatie gekozen omdat we verwachtten......

dat in dit gebied veel zichtbaar actieve mensen in de leeftijd van 20-35

aanwezig zouden zijn
(bijvoorbeeld jonge mensen die skateboarden, buiten trainen, wandelen,
participeren in straatcultuuractiviteiten, horeca bezoeken)

onderdeel te worden van een netwerk met andere creatieve organisaties

hier onze leverancierskosten te kunnen minimaliseren
(bijvoorbeeld door lagere transportkosten)

hier dicht op de juiste arbeidsmarkt(en) te zitten omdat in dit gebied ook
veel concurrenten gevestigd zijn

Wij hebben deze locatie gekozen omdat we verwachtte

hier hogere subsidies te krijgen dan ergens anders

dat dit gebied open zou staan voor immigranten en etnische minderheden

(bijvoorbeeld mensen met een Marokkaanse, Turkse, Antilliaanse, and Oost-
Europese achtergrond)

hier in de nabijheid van offic

zijn binnen onze sector
(bijvoorbeeld de KvK, branche verenigingen, expertise centra)

5le instituten gevestigd te zijn die belangrijk

dat dit gebied een variéteit aan prestigieuze culturele activiteiten zou
bieden
(zoals podiumkunsten, opera, musea en orkesten)

Hartelijk dank voor uw tijd en moeite!
Wanneer u nog vragen of opmerkingen heeft
of wanneer u meer wilt weten over de eindresultaten,
neemt u dan gerust contact met mij op.

Vriendelijke groeten,

Joost Kappers





	Type of organization
	Number of employees
	Revenue
	Balance total

	Medium sized
	< 250
	< 50 million
	< 43 million

	Small sized
	< 50
	< 10 million
	< 10 million

	Micro sized
	< 10
	< 2 million
	< 2 million


Source:
European Union policy letter IP/03/652, Brussels, the 8th of May 2003
7.2
The Quota Sample
The issues discussed above, as well as the issue of the municipality of Rotterdam being the geographical area for the research (see chapter 1), define the population for the empirical research. As argued in chapter 1, the research however exclusively focuses on relocated organizations, since they are assumed to be better informed respondents simply due to their experience in relocation decision making. This seems more promising to gain insight in what really motivates creative organizations in their relocation behaviour and increases the quality of the research. This aspect of having experienced a past relocation decision is an additional criterion for the quota sample. To summarize, it consists of organizations that:

· Display a core activity that involves super-creative core occupations concerning architecture, engineering and design;

· Are micro and small sized in terms of the number of people they employ, though with a maximum of 25;

· Are located in the municipality of Rotterdam;

· That have experienced a relocation decision in the (recent) past.

The four criteria are used to construct a quota sample. This concerns those possible units of analysis that fit the criteria and can therefore be used for data collection. (Seale, 2004) Quota sampling is particularly useful to construct a specific sample, which mirrors the population. The sample then concerns the organizations that will be included in the research –the so called units of analysis or cases. (Seale, 2004) Such a relationship between population and quota sample is not particularly designed to be representative for the total (empirical) population to which this study refers. A statistical representative sample, displaying a reasonable reliability interval, would require a far larger sample in relation to the population. (See for example Swanborn, 2002, pp. 152) However, theoretical concerns should also be taken into account when reflecting on the meaning of a sample and the data derived from it for the population. (Seale, 2004) The relationship between the population and sample in the research provides a close up or detailed view of a particular experience. Such an approach allows for an “in-depth examination” of particular social process in a particular context, which suits the objective of the research well. (Seale, 2004, pp. 187) 
For this research the quota sample ideally this results in a list displaying the names of the organizations as well as the addresses and phone numbers. The formulated criteria that define the quota sample and with that the units of analysis, imply however a difficulty for constructing a sample, since they require to collapse multiple criteria into one list of organizations. To get a hand on such a quota sample several public or commercial organizations that professionally collect data on organizations were approached. Some of them were mentioned in related studies. (see Van Oort et al, 2005; Van de Kamp, 2002) Van Oort et al (2005, pp.19) used LISA
 for their research concerning the creative class and regional economic development. The LISA organization manages a data base, which contains data about all enterprise locations in the Netherlands where paid labour takes place. Although this seemed very promising, the LISA said to be unable to select data according to the relocation decisions of organizations. Nevertheless, the spokesperson of LISA suggested to contact the BRZ
, which is one of the participating organizations in the LISA database. The BRZ was expected to be more promising since it collects data on a lower geographical than the LISA and therefore probably in greater detail. 

The contact person of the BRZ confirmed
 that the BRZ was indeed able to apply all the criteria on their database, so also the criterion of recent relocation decisions. The BRZ categorizes its data on economic activity according to the SBI93
. The SBI93 is a standardised classification for economic activities and is also used by public organizations, for example  the central agency for statistics in the Netherlands (CBS) 
. (Langenberg (2005) Based on the SBI93 classification, the BRZ additionally categorizes specific economic activities also in a ‘creative economy’ section, of which the overview is presented in appendix V. It shows that the BRZ classifies its creative economy activities under three sub categories: 1) arts; 2) media and entertainment; and 3) creative business services. The third sub category includes the super-creative core organizations defined as the population for the research in an earlier stage: architecture, engineering and design. 
The BRZ was asked by e-mail (see appendix VI) to select the organizations according to the SBI93 codes from its database, while applying the criteria defining the quota sample. In respect to the time period in which the relocation decisions had taken place, a certain degree of flexibility was agreed. This because it was difficult to estimate how many relocations in these particular fields of economic activity took place in Rotterdam during a certain period. It was agreed that the time period could be adjusted when the sample frame would turned out to be too small or too large. The initial time period was set at four years. This means that an organization that changed its address in the last four years was included in the sample frame. To summarize, the BRZ was requested to make a database selection for those organizations that have an SBI93 code of:

· 74201 (architecture-, engineering-, design- and technical consultancy agencies)
· 74401 (advertising –design and consultancy agencies)
· 74875 (interior- and fashion designers)  
And that:

· have their current address in the municipality of Rotterdam

· employ a minimum of 2 and a maximum of 25 employees. 

· have recently relocated, which is between 01-01-2005 and 31-12-2008

The first attempt seemed to work out just fine. A total of 75 (registered) architecture, engineering and design organizations experienced a relocation in or to Rotterdam in the last four years. The number of 75 organizations was expected to be sufficient to create a useful sample. The actual quota sample as received from the BRZ is presented in appendix VII. The original document displayed as requested the names, addresses and telephone numbers of 75 creative organizations. 
7.3
Research Method

With the quota sample displaying a sufficient number of quite strictly defined units of analysis, it is possible to contact all addresses in the quota sample and create a reasonable sample based on willingness to participate. This makes it possible to execute a social survey, of which the key characteristic is that “the same information is collected from al cases in the sample.” (Seale 2004, pp. 165) Since the aim of this research is to gain insight in the relative importance of the various categories of location factors, this seems a good direction for a further operationalization of the research. Especially since a survey makes it possible to measure variations in data for each unit of analysis. 
Several methods of data collection can be used in the execution of social surveys. They all share the characteristic of asking people questions to gather data on certain variables. How the questions are asked may vary, which strongly determines what kind of data that is collected. In unstructured or non-standardised interviews there is no fixed order in which questions are asked. They take often place in a face to face setting and the interviewer has the task to cover a set of topics but allows a high degree of flexibility. This enables him to gather in depth information and it makes the research more sensitive for -maybe unexpected- contextual variations. (Seale, 2004) Such unstructured interviews are however more suited for qualitative approaches. They are also rather time consuming, which conflicts with the objective to include many respondents in the sample for this research. Therefore a more structured method of data collection is preferred for this study. 
The most structured form of data collection is a questionnaire. A questionnaire often follows a standardised format since it is expected to be completed by the respondent without any help of an interviewer. This also implies that a questionnaire should be easy to understand, the questions cannot be too complicated and must not be perceived as being very time consuming. (Swanborn, 2002;  Seale, 2004) A particular important advantage of a questionnaire is that it is a good instrument to structurally collect data on a large number of respondents. Moreover, a questionnaire is an often used research method to gain insight in behaviour which is not that easy to observe directly in reality. The method is therefore particularly suited to reflect on past behaviour. (Swanborn, 2002) 
7.4
Questionnaire Design

The three categories of location factors, as defined in chapter 6 and shown in appendix IV, are the basis for the research and must therefore be implemented in the questionnaire. They concern the possible pull factors, which might have influenced the organizations’ recent relocation decision. From that perspective the three categories of location factors theoretically sustain the overall concept of location attractiveness. The questionnaire must be designed in such a way that it becomes possible to indicate which category was most influential in the last relocation decision of the creative organizations forming the sample. So the theoretical concept of location attractiveness must be made operational for each of the three categories. The importance of each category must therefore be turned into a measurable phenomena by which it becomes possible to assign numbers to it.
The general idea behind the questionnaire is that the creative organizations are asked what location factors were particularly important in the decision for their current location, which was a relocation decision. The questionnaire requires a design, which enables each respondent to reflect on the degree to which each category of location factors played a role in his recent relocation decision. So the importance of each category can be measured based on the importance of the specific factors, which might have influenced the relocation decision. 

To design such a questionnaire a so called summated scale was created for each category of location factors. Such a scale measures a specific phenomenon according to multiple variables. (Hair, Anderson, Tatham and Black, 1998) The underlying idea is that the certain concept or construct that is being measured, is in itself rather complex. Various specific facets determine the concept. So multiple facets sustain the concept and its’ meaning. This makes it difficult to use a single variable for measurement, since a respondent might score low on a single facet of the concept, while he might score high on other facets. Such issues might cause a measurement error: a low score is measured while a true high score exists. To lower the chance for measurement errors of this kind, it is generally advised to measure the concept according to multiple variables that represent the various facets sustaining the concept. (Swanborn, 2002) A total score based on the various variables is then indicative for the measurement of the concept. The so called Likert scale is a practical and useful example of a summated scale. It is particularly used to measure the attitude of respondents towards certain statements that, in their turn, reflect the specific items that construct the concept. (Swanborn, 2002) 
Implementing a summated scale according to the Likert scale into the questionnaire, makes it possible to measure the relative importance of the three categories of location factors as defined earlier. This means that for each factor the importance in the last relocation decisions must be measured. The idea behind this is that it is possible to measure the attitude of the respondents towards certain spatial characteristics: the location factors. By relating them to the context of the recent relocation decision, the attitude that determined the past behavior is reflected. The measured attitude relates to their spatial cognition and is therefore indicative for the motivations of their spatial behavior (see chapter 6). 
This seems a functional way to structure the questionnaire for this research. The questionnaire would then present three categories of statements, all based on the location factors as presented in appendix IV. Each statement then presents a specific location factor as a strong motivation for the recent relocation decision. The respondent is asked to reflect his attitude on each statement. This way the attitude of the respondents towards the location factors is measured in relation to their recent relocation decision. 
The respondent can reflect his attitude by circling a number behind each statement, which relates to the extent to which they agree with that particular statement. An often used scale runs from 1 (‘I totally disagree’) to 5 (‘I totally agree’). The use of such a scale with five possible answers gives the respondents the opportunity to nuance their reaction or feeling in respect a particular statement. An advantage of with five possible answers is that it generates more detailed information about the motivations of respondents. (Swanborn, 2002, pp 174)
The attitude of the respondents towards each of the three categories is simply reflected by the total or average scores on each summated scale. Each summated scale reflects the total importance of each category of location factors in the recent relocation decisions of the creative organizations. This makes it possible to compare the difference between the scores on each category of location factors and to determine the relative importance of quality of place for the location of creativity.  
Formulating the statements to construct the summated scales is an important issue. It concerns the validity of the research method. A particular concern is the internal validity of the statements. Emphasis must therefore be put on the problem of spurious causation to prevent systematic bias. (Swanborn, 2002; Seale, 2004) This occurs when a statement triggers the respondent to reflect an attitude towards something else than the location factor of which the importance should be measured.

Various issues arise in this respect. One is that certain factors might not be part of the standard frame of reference -the spatial cognition- of the respondents. It is imaginable that a certain term is unfamiliar for the respondent or that he has only a vague idea about the meaning of it. The respondents might fail to fill out certain questions. Another threat is that they reflect their attitude on what they think is meant by a certain statement, but what is in fact incorrect in relation to the theoretical meaning of the statement. This will generate answers that are not true in the sense that something else was tried to measure. Such issues would undermine the validity of the research. To prevent this from happening the statements must be clear. The location factors mentioned must be expressed in words that are commonly known as much as possible. In case that is not possible, an explanation of the meaning of a certain factor or notion must be given. However, this might conflict with the urge not to make the statements too long and the questionnaire too time-consuming. These two issues must therefore be carefully balanced. Another issue threatening the validity is that the respondent might reflect his current opinion on certain characteristics of his location, while the questionnaire is designed to focus on the past relocation decision. So the statements must be presented in such a way that they enforce the respondent to think back to what mattered at the moment of making the relocation decision. It must be emphasized to the respondent that he is not asked for his current opinion or feeling concerning the location of the organization. 
The order in which the statements are presented to the respondents may have an effect on the reliability of the research. Especially for longer questionnaires it is advised to present clusters of questions so the respondent does not get the feeling to work down and endless list. A bias might occur when the respondents loose concentration after a while and become less precise in reflecting their opinion. For questionnaires it is generally advised to start with the less difficult questions and slowly increase the complexity. (Swanborn, 2002; Seale, 2004) A trick to prevent such an order bias is to rotate the questions or clusters of questions for the various respondents. The effects of a possible order bias are then equally divided over the various questions. (Swanborn, 2002)
An important issue for the use of summated scales is their quality as a scale. The question is whether the various variables, which construct the scale, indeed measure the same concept. If so, the reflected attitudes on each element within the scale must correspond with each other. They more or less point in the same direction. (Swanborn, 2002; De Vocht, 2004) If not, there is apparently no consistence between the various variables constructing the concept. This undermines the statistical value of the scale. Questions raised by this would concern the quality of the scale and the validity of the statements. In the end this questions whether the scale actually measures the concept or whether the concept even exists as such. Statistical tests will give insight in the quality of the summated scales used for this research.
7.5
24 Statements Plus 1

The statements based on the categories of conventional, clustering and quality of place factors are presented in appendix XIII. So for each category eight statements are formulated, based on the eight selected factors (as in appendix IV). They form the summated scale on which the relative importance of that particular category can be measured. An additional, single statement concerning the experience of a strong creative energy at a location is added. This imposes an interesting question because the concept of quality of place, based on Florida (2002; 2005), is assumed to sustain a creative energy. Creative people are thought to be attracted by particularly quality of place factors since they would give rise to a strong creative energy. So following Florida’s reasoning one would expect the scores on this additional statement to more or less correspond with the scores on the summated scale for quality of place. Maybe creative organizations indeed say to choose a location that inspires and represents (the perception of) a strong creative energy. However, maybe this is not necessarily perceived as a result of quality of place factors. So the additional statement functions as a kind of control mechanism to indicate the possible relation between quality of place and the experience of a strong creative energy in respect to a place. It brings the total for the questionnaire to 25 statements. 
7.6
Questionnaire and Pilot

In appendix IX the initial questionnaire is presented both in English and Dutch. The first page concerns an explanation of the purpose of this research and gives instructions concerning the questionnaire. Thereafter the statements are presented. For this first version the statements are presented in small clusters of four to five. It was thought this would keep the respondents focussed. To make sure each statement is well read, they various categories are also mixed up. It was supposed that this would be an incentive for the respondents to think about each statement carefully and not give automatic answers based on a logic order. 
This first version of the questionnaire was tested in a pilot among several creative organizations
. The results of the pilot are summarized in appendix X. They give insight in both positive and negative aspects of the first version of the questionnaire. Many of them were taken into account in a redesign for the questionnaire. Most important changes concern:
· The introduction text is shortened.
· The emphasis on expectations at the moment of relocating is more stressed (as apposed to current feelings or opinions).
· The notion of location decision is more clearly explained.
· The possible answers (1-5) are now clearly stated on each page.
· The statements are not mixed up anymore; they are presented according to the three categories of conventional, clustering and quality of place factors.
· The layout is adjusted; the statements are now presented in three groups.
· Some statements were adjusted.

· A set of questions concerning general information concerning the respondent and the organization is added. 

In appendix XI the adjusted, second version of the questionnaire is presented. It is both in English and in Dutch. Since the respondents were expected to be Dutch, the Dutch version was used for the actual data collection.
7.7
Executing the Questionnaire

A common social survey approach for executing a questionnaire is to send the questionnaire as a self-completion document by postal- or e-mail. Another option is to execute a questionnaire by telephone. (Swanborn, 2002; Seale, 2004) Advantages of self-completion are a reduction of any possible bias caused by the interviewer, the low costs involved and the possibility for the respondent to answer the questions at a convenient moment. (Seale, 2004) A main concern however with such self-completion questionnaires is the low response rate. (Swanborn, 2002; Seale, 2004) The latter issue weighs heavy in choosing a decisive strategy for the data collection. Sending a questionnaire to all the addresses in the sample frame might seem an easy way, however, it imposes the risk of ending up with a very small sample. That would make the outcomes of the research less interesting. In addition, when self-completed there is no control over who fills out the questionnaire. (Seale, 2004) It is imaginable that an owner or manager of a creative organization ask one of his employees to fill in the questionnaire, which imposes a serious threat to the reliability of the research. 
Executing an interview by telephone means there is direct contact between the interviewer and the respondent. As in the case of a face-to-face setting interviewer effects might occur, though to a more limited extent. Compared to a self-completion questionnaire telephone interviews are more time consuming. They however overcome the issue of travelling as is necessary for face-to-face interviews. (Seale, 2004) Main concerns for the preparation of a telephone interview is the total time to answer all the questions. Telephone interviews have a higher brake-of rate when they take too long. (Seale, 2004) Especially since the sample frame contains office addresses, it is inevitable to disturb people at work, which might even impose a higher brake-of rate when the interview takes too long.  

The issues raised above are of particular concern for executing the questionnaire. To make sure only well informed respondents in respect to the relocation decisions are included in the sample, the strategy must aim at ensuring that the relocation decision maker within the organization completes the questionnaire. It can generally be expected that this is the founder, owner or director of the organization –often rather busy scheduled persons. Therefore a personal approach towards the possible respondent and a flexible attitude in respect to the data collection seemed best. Most important is to get to speak personally with the location decision maker in the organization. Depending on what suits the respondent best, the questionnaire can be send by e-mail for self completion. In such occasions the importance of him personally filling in the questionnaire must be emphasized. Another option is to complete the questionnaire by telephone, directly at the moment of contact. This ensures that the data is derived from the right person. The interview might take some time, but the data is derived directly so one does not have to wait for respondents to return the completed questionnaire. Though such a flexible approach mixes up methods of data collection inducing various forms of bias to the results, it is likely to generate a higher response rate. The latter is expected to be of greater value for this research than the threat of the varied but small biases that occur by using both telephone interviews and self completion.  

To prevent order bias, the sequence in which the categories with statements were presented to the respondents was varied. One sequence concerned first the conventional, then clustering and last the quality of place scale. In another sequence the categories were presented the other way around, which is first the quality of place, then the clustering and last the conventional scale. This was only done during the telephone interviews, since this was most practical. The aim was to make sure that around half of the respondents reflected on the statements in an opposite order. A statistical test can then indicate a possible order effect.
7.8
Contacting the Respondents
So the first contact with the creative organizations as listed in the quota sample took place by telephone. Since there is no particular order in the quota sample, a further (random) selection seemed not necessary. Above that the aim was to generate a highest response rate as possible. Since the sample frame lists 75 addresses, it was possible to contact them all; the selection of units of analysis constructing the actual sample is based on participation. 

Several particular concerns were foreseen in contacting the respondents. The first was to make sure the right person was contacted to answer the questions. A second concern was to make sure the possible respondent would be willing to participate. It was to be expected that the right person needed for the questionnaire was difficult to reach. To overcome these two issues a standardised contact document was designed in advance, which is shown in appendix XII. It’s first purpose is to be put through to the right person as soon as possible, which is the person who has made, or was closely involved in, the recent relocation decision. Then goodwill and certain degree of understanding in respect to the research and it’s context must be created with the possible respondent. 

Another issue concerned the introduction to the research for the respondent. It is also shown in appendix XI and is in fact a more or less similar explanation as is presented on the first page of the questionnaire (as in appendix X). It’s purpose was to make the respondent aware of the idea behind the research and the way the questionnaire would be executed. Issues particularly emphasized were:

· That the statements concern the expectations at the moment of relocating to the current location (and thus not the current satisfaction with the location);

· The meaning of the notion of place and location, since these are used in the statements;

· The possible answers (1-5) and their precise meaning.

Emphasis was put on the possibility to complete the questionnaire directly by phone. Simply because this way the data was collected directly and no time needed to pass for returning the questionnaires. When a respondent communicate to have no time, it was tried to arrange a telephone appointment later. In some occasions a respondent insisted on filling in the questionnaire on paper. Then the questionnaire was send as an PDF document by e-mail to the respondent. The respondent was asked to be aware of the importance of him of her personally filling out the questionnaire. Self-completed questionnaires were send back by e-mail or postal mail, whatever was convenient for the respondent. 
The result of the research execution was that 34 questionnaires were completed by telephone-interviews, another 6 questionnaires were self-completed and were returned by e-mail and postal mail. The total sample concerned 40 organizations, derived from a sample quota of 75.
7.9
Chapter Summery

The population of this research concerns a selection of small and micro sized super-creative core organizations in Rotterdam, active in architecture, advertising- and interior and fashion design. They all operate in the field of design, produce a visibly creative output, a service component is inherent to their production and sales processes, and as for-profit firms they are subject to a market environment. Based on these criteria a quota sample is constructed, which is based on the creative economy section of the database of the BRZ. An important criteria for the quota sample is that the creative organizations relocated in or into the municipality of Rotterdam during the last four years.
The quota sample makes it possible to quite easily select a sample of creative organizations that meet all the standards as defined. This ensures that the sample consist of well informed respondents in respect to the reality of relocation decision making. Therefore the quantitative research method of a questionnaire is best. The questionnaire design includes three summated scales representing the three categories of location factors as derived from the theoretical exploration. Their relative importance is determined by measuring the attitude of the respondents towards statements, which all present the location factors as highly important for their recent relocation decision. Variations in data, measured on each scale, are assumed to give insight in the relative importance of each category. This makes it possible to gain more insight in the importance of particular quality of place for the location of creativity, as opposed to the other issues that play a role in this. 
Chapter 8

Quality of the Research

Introduction

This chapter reflects on the quality of the research as it is executed. First the quality of the respondents forming the sample is studied, since they should all fit the criteria which ensure the quality of the data used for further analysis. Paragraph 8.2 shows an estimate of the population based on data derived from the Chamber of Commerce database. This to gain insight in how the sample relates to the population. Paragraph 8.3, 8.4 and 8.5 discuss the quality of the summated scales as used in the questionnaire for each category of location factors. Reliability analyses are executed and show whether the scales indeed indicate the theoretical concepts. In paragraph 8.6 a statistical test is executed to indicate whether order bias occurred while executing the research. The validity and reliability of the research are discussed in detail in paragraph 8.7.
8.1
The Quality of the Respondents

From the sample frame 40 organizations participated in the research, which concerns an initial response rate of 53% in respect to the sample frame (75). The question however is whether all these respondents can be included in the sample for further analysis. Therefore they must meet the criteria as formulated that determine the quality of the response. Especially important was the fact that the respondents would be well informed in respect to relocation decision making. Two important criteria for this are that the respondents have experienced a relocation decision and can be assumed to be the relocation decision maker. The answers to the open questions asked in the last section of the questionnaire show that, although the quota sample was constructed very carefully, several organizations do not meet these two important criteria (see appendix XIII). Figure 8.a below shows two pie-charts for the sample (n=40). Pie-chart 8.a-1 shows that 4 organizations (10%) have not experienced a second location decision in their existence. The rest of the organizations vary on this matter from 1 to 11 relocations and therefore meet the criterion of being well informed respondents. 

Figure 8.a: Respondents according relocation decision and position in organization (n=40)
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The Location of Creativity

master thesis research project about the location behavior of creative organizations in
Amsterdam and Rotterdam

Thank you for 10 minutes of your time!

My name is Joost Kappers and | am a master student at the Erasmus University Rotterdam. | would
like to ask you to fill in this questionnaire. The results are used for my master thesis research project
about the location choices of creative organizations.

The choice for your current location

Please think about your choice for your current location. What were the expectations you had back
then from this place? Please note: | do not ask you about your satisfaction with the current situation.
So, please focus on the arguments you had some time ago to choose this location, and not another.

What is location?

With location | mean the physical place where your organization is located. You can see this as the
city or area within the city in which your building/office/production facility/working space is situated.
You can interpret this for yourself according to the following statements.

Statements

| present you a couple of statements, which each might represent an argument for the choice of
your current location. Please read each statement and circle the number behind it that corresponds
best with your opinion. The categories are:

1 = totally disagree

2 =| more disagree than agree
3 = agree nor disagree

4 = | more agree than disagree
5 = totally agree

->->-> please start on the next page




Another important issue was that the correct person from within the organizations would fill out the questionnaire to ensure the quality of the answers. Therefore an open question was asked to the respondent concerning their position in the organization. Chart 8.a-2 shows that 25 (62%) interviewees were managing director and owner of the organization, 10 (25%) said to be managing director and 3 (8%) more said to be partner of the firm. The respondents from these categories, together 95%, are expected to be well informed in respect to their recent relocation. Chart 8.a-2 however also shows 2 (5%) respondents in the category ‘other’. These respondents got included in the research by telephone interview, so it was possible to get more insight in their involvement in the organization and the recent relocation. One of them said he was one on the ‘managers’ and was therefore decisively involved in the recent relocation decision. He is therefore expected to be a well informed respondent. The other respondent in this category had the position of ‘office manager’. She said she was from a ‘certain distance’ involved in the relocation decision. She is therefore probably not very well informed.

Based on this information it seems wise to exclude those organizations from the sample that said not to have experienced any relocation decision, as well as the organization of which the respondent was the office manager. This will enrich the quality of the sample. Based on this selection the total of units of analysis for further analysis is 35 (n=35). 
8.2
An Estimate of the Population

In respect to the quota sample the response rate concerns 47% (n = 35; quota sample = 75).  However, the number of 35 organizations gets (statistical) meaning when related to the population (N). Therefore it is interesting to know what the size of the population is within the geographical area of the municipality of Rotterdam. The population includes then the following organizations:
· Architecture-, engineering-, design- and technical consultancy agencies (SBI93: 74201);
· Advertising –design and consultancy agencies (SBI93: 74401);

· Interior- and fashion designers (SBI93: 74875);
that also fit the criteria that they:
· Have their current address in the municipality of Rotterdam;
· And are micro or small sized according to their number of employees.
The Chamber of Commerce may provide a insight in the size of the population. The data must however be used carefully, since especially in the creative field not all entrepreneurs and organizations are registered at the Chamber of Commerce. Architects for example fall in the category of so called ‘free professions’. This means that it is not obligatory for an entrepreneur, though depending on the legal form of his enterprise, whether he registers his organization at the Chamber of Commerce
. Nevertheless data on the number of registrations of the organizations fitting the criteria above is derived from the Chamber of Commerce by using applying the SBI93 codes on the database. This gives at least an idea of the actual size of the population, since there is no other database easily accessible in respect to the time and cost limitations that have to be faced. 

The database of the Chamber of Commerce can be entered via Internet
. A selection of registered organizations can be presented by applying several characteristics. To generate numbers from the database on the population of this research, the selection criteria presented in the online search fields
 were set as follows: 

· Data derived from the complete register

· Only firms (which excludes non-profit legal forms of economic activities)

· The municipality of Rotterdam

· “Brancheboom” (referring to SBI93 codes), respectively: 74201, 74401 and 74875

· Only those organizations that are economic active

· Total number of employees (for 2-25, and for 2-50)

· All legal forms.

Its is also interesting to know how the sample relates to all organizations active in the fields of architecture (74201), advertising agencies (74401) and interior and fashion design (74875),  so with no restriction in terms of employees referring to small and micro sized organizations. Figure 8.b below presents a table in which the numbers for the population are shown. 

Figure 8.b: Number of creative organizations in Rotterdam
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Please read the statements below and circle:

1= totally disagree

2 =1 more disagree than agree
3 = agree nor disagree

4 =| more agree than disagree
5 = totally agree

We chose this location since we expected...

...to minimize our supplier costs here 112|3|4|5
(for example due to lower transport costs)

...it to offer physical expansion possibilities 112|3|4|5
...it to give us a good infrastructural position 112|3|4|5
(in terms of position towards highways and/or public transport)
...it to have a low price or rent compared to other locations 112|3|4|5
...there would be more parking space here 112|3|4|5
...to benefit here form important tax and legal advantages 112|3|4|5
...to get higher subsidies here than elsewhere 1(2]|3(4]|5
...to minimize our labour costs here 112|3]4]5

We chose this location since we expected...

..to increase our efficiency by sharing facilities with other organizations 112|3|4|5

...to gain knowledge and information easier due to many face-to-face contacts 112|3|4|5
with related organizations and customers

...to be close to potential employees because many competitors are alsolocated |1 |2 (3 |4 |5
in this area

...to be close to public organizations that are important for our sector 112|3|4|5
(for example sector associations, expert centres, universities, chamber of commerce)

...more customers to find us because many competitors are also located here 112|3|4|5

..to increase our creativity and innovation due to being close to other creative 112|3|4|5
organizations

...to buy the complementary services we need easier here from firms or suppliers |1 |2 ({3 |4 |5

located close by
(complementary services are those your organization need to function properly, like
banking, transport services, legal services et cetera)

...to become part of a network of creative organizations 112|345

->->-> please continue on the next page





	Number of employees
	Architecture    (74201)
	Advertising agencies (74401)
	Interior/fashion   (74875)
	Total population (N)

	2-25
	218
	220
	51
	489

	2-50
	238
	226
	51
	515

	No criterion
	500
	811
	281
	1592


[image: image32.jpg]Onderzoeksproject T.0624241578
Joost Kappers E. joostkappers@hotmail.com

De Locatie van Creativiteit

master thesis onderzoeksproject over de locatiebeslissingen van
creatieve organisaties in Rotterdam

Bedankt voor 10 minuten van uw tijd!

Mijn naam is Joost Kappers en ik ben master student aan de Erasmus Universiteit Rotterdam. Ik vraag
u graag om deze enquéte in te vullen. Uw antwoorden gebruik ik voor mijn master thesis over de
locatiebeslissingen van creatieve organisaties.

De keuze voor uw huidige locatie

U bent nog niet zo lang geleden verhuisd. Denkt u a.u.b. aan de keuze voor uw huidige locatie. Wat
waren de verwachtingen die u destijds had van deze plek? Let op: ik vraag u niet naar uw
tevredenheid met de huidige situatie. Dus focus a.u.b. op de argumenten die u destijds had om juist
deze locatie te kiezen en niet een andere.

Wat is een locatie?

Met locatie wordt hier bedoeld: de fysieke plek waar uw organisatie is gevestigd. U kunt dit zien als
de stad of een gebied binnen de stad waar uw gebouw, kantoor, productiefaciliteit en/of werkplek is
gesitueerd. Dit kunt u vrij interpreteren naar aanleiding van de stellingen die volgen.

Stellingen

Ik presenteer u een aantal stellingen die elk een argument kunnen zijn geweest in de keuze voor uw
huidige locatie. Leest u a.u.b. elke stelling en omcirkel achter elke stelling het antwoord dat op u het
meest van toepassing is. De categorieén zijn als volgt:

1 = totaal oneens

2 = meer oneens dan eens
3 = oneens noch eens

4 = meer eens dan oneens
5 =totaal eens

->->-> start a.u.b. op de volgende pagina




Source:
Chamber of Commerce database, updated on 18th of February 2009, data produced on 19th of February       

              2009.

Obvious is that the number of organizations specified according to the number of employees of an organization seems not to vary that much. When applying the criterion of 2-25 employees it can be assumed that the population (N) to which the sample (n) of 35 organizations belongs, has a size of approximately 489 organizations. The sample (n) then represents 7,16% of the population of architecture, advertising and fashion/interior design organizations employing 2-25 people. It seems that the population of small and micro sized organizations, so with no additional limitation in number of employees, is not much bigger. When the sample (n) of 35 is related to the population (N) of small and micro sized organizations, the sample represents 6,7% of the creative organizations in Rotterdam (as defined for this research). When abandoning the criterion concerning the number of employees, the sample represents almost 2,20% of the population of architecture, advertising and fashion/interior design organizations. It must be noted that these numbers do not indicate the statistical representativeness of the sample. (See for example Swanborn, 2002, pp. 152.) They only give insight in the relation between the sample and the population.
8.3
Reliability of the Conventional Scale

The results of the questionnaire of course concern the mean scores of the respondents on the three scales. However, the quality of the mean as a measure for the total score depends on the reliability of the scale. So therefore the quality of the summated scale itself must be first determined by executing a reliability analysis. The different variables are, based on theory, assumed to measure the same concept. To verify whether they actually do, the measure Cronbach’s alpha must be calculated. This measure indicates whether the answers the respondents gave, correlate and point in the same direction. (Swanborn, 2002) The higher the value of Cronbach’s alpha, the more reliable the scale is. The degree to which the value of Cronbach’s alpha is satisfying depends on the complexity of the concept being measured and the number of variables constructing the scale. A Cronbachs alpha of 0,75 indicates a reliable scale, although, sometimes, a value of 0,60 must be taken for granted as indicator for a more or less reliable summated scale. (Swanborn, 2002)

Appendix XIV shows the reliability analysis for the conventional scale. When calculating Cronbach’s alpha for all variables (see 1. All variables (number of items = 8) in appendix XIV), a very low alpha of 0,274 arises (see table B), indicating an unreliable scale. This means that on this scale many respondents show scores on the various variables, which differ too much. The scores on this scale seem to lack a particular direction. It is possible that this is caused by one or two single variables, which frustrate the scale. Such variables then do not fit in based on the overall scores. A consideration might be to delete such items. (Swanborn, 2002) 
When producing the statistics for all items, SPSS calculates the possible Cronbach’s alpha values when a specific item is deleted. Table C in the appendix shows these possible statistics and indicates that deleting the item low price or rent leads to an increase of Cronbach’s alpha to 0,550. After deleting the particular item, the same procedure is repeated (see 2. Item concerning low price or rent deleted (number of items = 7) in appendix XIV). Table C again indicates a possible higher Cronbach’s alpha (0,614), now when the item of more parking space is deleted. In the appendix (see 3. Items concerning low price or rent and parking space deleted (number of items = 6)) it is shown that Cronbach’s Alpha does not get any higher than 0,614 (see table C) anymore. 
It seems that the conventional scale indicates a not particularly unsatisfying degree of reliability when the factors concerning the price or rent of the location and the parking space are deleted. Statistically this is the right thing to do; theoretically however this might be controversial depending on the importance of both items in respect to relocation theory. Both parking space and price or rent can be regarded to be pretty obvious factors for an entrepreneur when seeking a location. In addition, the statement concerning the price or rent of a location showed one of the highest mean scores and would therefore have a strong positive effect on the overall mean of the conventional scale. So, the fact that theses two items got deleted from the conventional scale is an important issue to keep in mind in the comparison with the other two scales and -in the end- in formulating conclusions. Nevertheless, only in its adjusted composition the conventional scale and the data derived with it can be used for further analysis.
8.4
Reliability of the Clustering Scale

Also for the clustering factors first Cronbach’s alpha is calculated to indicate the reliability of these variables as a summated scale. Appendix XV shows the reliability analysis for all variables in the clustering scale. Table B shows a Cronbach’s alpha of 0,870. This means the clustering scale can be regarded as reliable in its conceptual measurement. Table C displays the possible statistics when items are deleted. Cronbach’s alpha can be further increased to 0,882, which would further increase the reliability of the scale. However, all items are theoretically argued to be important. Since the value of Cronbach’s alpha is already at a very satisfying level, it is not necessary to let the statistical argument prevail over the theoretic decisions. So the data derived by the clustering scale can be used for further analysis. 

8.5
Reliability of the Quality of Place Scale

Again a reliability analysis is executed to verify whether the items of the quality of place scale actually correlate to such an extent that the scale can be used for further analysis. Appendix XVI shows the reliability analysis. Table B shows a Cronbach’s alpha for this scale of 0,911, which can be regarded as high. This indicates that the items on the quality of place scale together provide reliable measurements; each item measures the concept in the same direction. The statistics in table C show that the value of Cronbach’s alpha will not get any higher when specific items are deleted. Therefore the scale and the data derived with it can be used for further analysis without any adjustments.  
8.6
Order Bias
To gain more insight in the quality of the results from the questionnaire, a check for order bias is executed. The statements in the questionnaire were presented to the respondents in different order. To keep the complexity of this within certain proportions, the statements were only presented in  two specific orders. The same questionnaire was used, but since most of the questionnaires were filled out by telephone interview, the order of the statements was easy to control. For some of the respondents the telephone interview started with the first category of statements, which concerns the conventional scale. For other respondents the interview started with the quality of place scale. A disadvantage of this rather simple solution was that the statements constructing the clustering scale turn out to be always the second block in the sequence. Nevertheless, order bias, if occurring, will be tracked down. 

Any order bias can now be expected to be equally spread over the various scales. However, it is still possible that the order influenced that reactions of the respondents. Maybe starting with the quality of place scale made the respondents enthusiast because these statements refer to more interesting or ‘fun’ issues than the conventional scale. This could have caused them to reflect a more positive attitude. To test for such order bias the mean scores on the three scales of the respondents must be compared for both sequences. Therefore a variable was created that shows the precise sequence of presenting the three scales. The possible categories for this ‘sequence’ variable are ‘conventional, clustering, quality of place’ and quality of place, clustering, conventional’. An Independent-Samples T Test will compare the mean scores on each scale for both groups of respondents with each other –so that is for each ‘sequence’ group within the sample. In appendix XVII the results of this statistical test are shown.

Table A in the appendix shows the means for both sequence-groups for each scale. Table B shows the actual statistical tests. Since Levene’s test indicates that there is significant difference in variances for all scales, the T Test for Equal variances assumed is used (total conventional (6 items): F = 0,678, p = 0,416; total clustering: F = 0,120, p = 0,731, total quality of place: F = 0,010, p = 0,920).
The null-hypothesis for this T Test is that the means for both sequence-groups of cases are similar (µ1 = µ2). For all scales there is no reason to reject the null-hypothesis, since no significant difference in means for both sequence-groups is seen (total conventional (6 items): t = 1,125, p = 0,269; total clustering: t = 0,416, p = 0,680; total quality of place: t = 0,104, p = 0,917). 

So, the small differences in the mean scores on the three scales presented in the questionnaire found for the two sequence-groups within the sample are not significant. Therefore it can be assumed no bias occurred in executing the measurement due to the order in which the statements were presented. 
8.7
Validity and Reliability of the Research
In respect to questions concerning quality of social research two traditions have developed. One of them is the scientific tradition, from which the ideas of validity and reliability originate. (Seale, 2004) Validity refers “to the truth-value of a research project” and reliability “concerns the consistency with which research procedures deliver their results.” (Seale, 2004, pp. 72) Basic research-logic tells us that reliable research methods deliver valid results. This tradition seems to fit on the aim of this research, since it tries to tries to report findings that are objective or value free. This however does not mean that strict scientific models are believed to grasp the nature of human social life perfectly in this particular matter. The social reality of the research object of this study is far too complex as its dynamics are probably dependent on many factors. Economic, social, geographic and historical issues all form important elements that determine the reality of spatial behaviour of creative organizations. Moreover, as shown, even irrational aspects, like personal opinions and even private matters, may also influence organizations in their decisions and behaviour. Not all issues like these are taken into account in the research strategy. Such a vision refers to the interpretive tradition. The insights this visions presents, help to critically reflect on the meaning of this research and its’ results. Nevertheless it is still  important and helpful to reflect on the validity and reliability of the research, since quantitative methods are used, of which the quality needs to be critically assessed. 
In general, validity consists of three components: measurement validity, internal validity and external validity. (Seale, 2004) Measurement validity concerns the degree to which the used measures indicate the concepts. The statements as formulated to construct the summated scales in the questionnaire are of some concern in this respect. To ensure the completion time of the questionnaire was reasonable, sometimes two location factors as derived in theory were collapsed in one statement. Also do the statements refer to causal behaviour of the respondents; they suggest that the respondent did X (chose this location) because of Y (specific location factor). Such suggestive reasoning could cause the statement to measure various items. (Swanborn, 2002) However, this was done on purpose since the attitude of the respondents was tried to be measured as a reflection of the importance of specific location factors for their relocation behaviour. It was simply part of operationalizing the importance of location factors in relation to past relocation behaviour. Thereby most questionnaires (83%) were completed by telephone interview. In this setting is was possible for the respondents to immediately express possible confusion. It also gave the interviewer the opportunity to intervene when a misunderstanding was thought to occur. Also the used measures seem to indicate the concepts to a satisfying degree. First because the three categories of location factors, which sustain the overall concept of location attractiveness for creative organizations, are theoretically rooted. Second the three summated scales showed to be satisfying in terms of their reliability, even although the scale for conventional location factors needed some adjustments in this respect. Taking al these issues into account, the measurement validity of the survey executed in this study is regarded to be satisfying.

The internal validity relates to “the extent to which causal statements are supported by the study.” (Seale, 2004, pp. 71) This research project focuses particularly on the relative importance of quality of place in relocation decisions of creative organizations. The causality here would concern the two issues at stake here: the degree to which a place possesses quality of place, and the relocation decisions of the creative organizations. To produce a statement concerning the causality between these two events, three basic conditions must be met: 1) that of time order; 2) that of an association between the two events; and 3) that of the elimination of any third factor possibly causing the association. (Seale, 2004) The first condition is met by the fact that only relocated organizations are included in the sample. In the research the organizations focussed in retrospective on the question whether quality of place, as opposed to other important pull factors, motivated them. So first quality of place (is suggested to) exist(s), second the relocation behaviour of the creative organizations is studied as possibly being influenced by this. The second condition is met by the theoretic exploration, particularly Florida’s (2002; 2005) theory, and is further empirically studied. The third condition is as much as possible emphasized by focussing on the homogeneity of the population, the actual  relocation experience of the respondents, and the inclusion of the two other categories of location factors which are said to influence creative organizations in their relocation behaviour. This makes it possible to reflect on the relative importance of quality of place as a location factor for creative organizations. The internal validity is therefore also regarded to be satisfying. 
The question whether the findings of the questionnaire can be generalized to the total population or to another, similar setting, concerns the external validity. Since the results are based on a sample of 35 respondents, they are not statistically representative for the population. It must also be emphasized that the data is derived from a specific social setting: the city Rotterdam. This should not be underestimated when relating the results to other social settings. However, the research provides a close up or detailed view of organizations and a  particular experience of them. The data derived from such an particular social process allows an in-depth analysis based on a quantitative research method. (Seale, 2004) So when executed with caution, an interpretation of the insights from a broader perspective is possible. Above that a reasonable number of respondents participated in the research, which were well informed in relation to relocation decision making. Therefore the external validity is regarded to be at a satisfying level as well. 
Since in this study a questionnaire is used, the data is collected quite systematically. This ensures the replicability of the research project, which improves the reliability. This means that the same results will probably be derived from a research project when any other researcher repeats it. (Seale, 2004) For this research it can however not be excluded that the person who actually executed the research, the author, has not played any role in relation to the results. Since most questionnaires are completed by telephone interview, interviewer bias might have occurred -even although the interviewer was aware of this issue and tried to communicate neutrally and objectively with the respondents. Although this reliability issue can not be totally excluded, it is not thought to have severely influenced the results. Therefore the replicability and with that the reliability of the results are regarded to be on a satisfying level.
8.8
Chapter Summery
In this chapter the quality of the research as it was executed for this thesis is critically reflected. In respect to the sample based on the quota sample this lead to an exclusion of five respondents. They were not expected to be well informed enough; the quality of the data derived from them would be questionable. The sample used for further analysis is thereby set at 35 respondents. The sample then represents around 6,7% of the small and micro sized creative organizations in Rotterdam as defined for this research. The summated scales that were implemented in the questionnaire are statistically reliable and can therefore be used for further analyses. Interpreting the data derived with the conventional scale require however some caution, due to adjustments to the scale to reach a modestly satisfying degree of reliability. Although the questionnaire was not particularly short, bias caused by order effects while executing the questionnaire is minimized. Though interviewer bias cannot be totally excluded, the research design and execution are regarded to be reliable. Taking various critical comments in consideration, which concern, among others, the formulation of the statements and the statistical representativeness of the sample, the research’s validity is regarded to be on a satisfying level as well. Therefore the quality of the research allows an interpretation of the results, which are overall regarded to be reliable and valid. Although such an interpretation is tried to be made objectively, this does not mean a universal truth is at stake. The social reality of relocation decisions making by creative organization is more complex than the used research model and method are able to capture. Nevertheless the data derived by it is expected to give a good and reliable insight in the relative importance of quality of place. 
Chapter 9

Characteristics of the Sample and Research Results

Introduction
This chapter presents the data derived from the sample with the questionnaire. In the first three paragraphs the characteristics of the sample are discussed; figures are presented to give a clear overview. The first paragraph concerns the total number of relocations the respondents have experienced, the interviewee’s position in the organization. These have changed due to deleting five respondents from the sample as discussed in the previous chapter. Paragraph 9.2 discusses additional characteristics of the interviewees, which concern their age and sex. Paragraph 9.3 discusses characteristics that concern the organizations that the interviewees represented. These are, in addition to the number of relocations, the number of employees of the organization, the number of years the organization is active and the main activity of the organization. 

Paragraphs 9.4, 9.5, 9.6 and 9.7 discuss the research results in detail, respectively for the variables constructing the conventional scale, the clustering scale, the quality of place scale and the additional variable referring to the experience of a creative energy. In paragraph 9.8 the results derived with the three summated scales are confronted with each other. Paragraph 9.9 thereafter discusses the significance of the differences that were measured with the scales. This gives insight in the relative importance of the various categories of location factors in the recent relocation decisions of the respondents. Finally paragraph 9.10 discusses the significance of the difference between the variable referring to the experience of a creative energy and the quality of place scale. 
9.1
Number of Relocations and Interviewee’s Position

Figure 9.a below shows again pie-charts based on the number of relocation decisions a respondent experienced and the position of the respondent in the organization. They are based on the frequencies for n=35 as shown in appendix XVIII. Pie-chart 9.a-1 in this figure shows that 15 (43%) respondents in the sample experienced only 1 relocation in their existence, 7 

Figure 9.a: Total relocations of organization and interviewee’s position in the organization (n=35)
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Lees de volgende stellingen en omcirkel:

1 = totaal oneens

2 = meer oneens dan eens
3 = oneens noch eens

4 = meer eens dan oneens
5 = totaal eens

Wij kozen voor deze locatie omdat we verwachtten...

...onze leverancierskosten hier te kunnen minimaliseren 2|3(4|5
(bijvoorbeeld door lagere transportkosten)
...hier fysieke uitbreidingsmogelijkheden te hebben 2/3|4|5
...hier een goede positie ten opzichte van de infrastructuur te hebben 2(3(|4|5
(ten opzichte van snelwegen en openbaar vervoer)
...hier een lage prijs of huur te betalen in vergelijking met andere locaties 2|3|4|5
...dat hier meer parkeergelegenheid zou zijn 2/3|4|5
...hier voordeel te hebben op het gebied van wetgeving en belastingen 2|3(|4|5
...hier meer subsidies te krijgen dan elders 2(3(4|5
...onze arbeidskosten hier te kunnen minimaliseren 2|3[4]|5
Wij kozen voor deze locatie omdat we verwachtten...
...onze efficiéntie te verbeteren door faciliteiten te delen met andere organisaties 2|3|4|5
...hier makkelijker kennis en informatie te verkrijgen via veel face-to-face 2(3(4|5
contacten met gerelateerde organisaties en klanten
...hier dichtbij potentiéle werknemers te zijn omdat in dit gebied veel 2(3|4|5
concurrenten gevestigd zijn
...hier dichtbij publieke organisaties te zijn die belangrijk zijn voor onze sector 213|4|5
(bijvoorbeeld brancheverenigingen, kenniscentra, universiteiten, Kamer van Koophandel)
...dat meer klanten ons hier zouden vinden omdat in dit gebied ook vee/ 2(3(|4|5
concurrenten gevestigd zijn
...onze eigen creativiteit en innovatie te versterken door de nabijheid van andere 213(4]|5
creatieve organisaties
...complementaire diensten die wij nodig hebben hier makkelijker te kunnen 213|415
kopen van bedrijven of leveranciers in de directe omgeving
(complementaire diensten zijn diensten die uw organisatie nodig heeft om te kunnen
functioneren, zoals banken, transport, juridisch advies, et cetera)
...onderdeel te worden van een netwerk van creatieve organisaties 213|415

->->-> ga a.u.b. verder op de volgende pagina





(20%) organizations experienced 2 relocations, 6 (17%) 3 and 3 (9%) organizations in the sample relocated 4 times in their existence. 4 (12%) organizations experienced more than 4 relocations. To simplify the picture: almost half of the respondents in the sample has experienced only one relocation; 80% of the sample experienced not more than 3 relocations. 

Chart 9.a-2 shows that 22 (63%) of the interviewees had a position of managing direct and owner in the organization, 9 (26%) were managing director and 3 (9%) were partner. 1 interviewee (3%) had a different kind of position (but is regarded as a well informed respondent as argued in the previous chapter). This shows that the sample represents only 

well informed respondents and can be expected to generate reliable data for further analysis.

9.2
Age and Sex of the Respondents

In appendix XIX the statistics and frequencies concerning the age of the respondents are presented. It shows that the average age (mean) of the interviewees is 42,8 with a median of 43, this indicates a high degree of normality in the distribution. The standard deviation is 10 years, which shows a pretty wide distribution. This is not surprising, since there is no reason to expect a concentration of a particular age group. The mode however is 34, which might indicate a concentration of younger entrepreneurs.

In figure 9.b below a histogram and a bar-chart are presented that show the distribution of the respondents according to age. Histogram 9.b-1 shows the distribution according to age in clusters of five years. A peak is, indeed, seen in the cluster of 30-35, due to the mode being 34. The normality curve shows however that de distribution is normal. Bar-chart 9.b-2 shows what happens when the respondents are computed into three equal age categories of 20-34, 35-49 and 50-65, which respectively more or less represent starter, mid-career and senior entrepreneurs. A similar picture arises: the respondents are divided almost equally over the three age categories.

Figure 9.b: Distribution of respondents according to age (n=35) 
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Lees de volgende stellingen en omcirkel:

1 = totaal oneens

2 = meer oneens dan eens
3 = oneens noch eens

4 = meer eens dan oneens
5 = totaal eens

Wij kozen voor deze locatie omdat we verwachtten...

...dat in dit gebied een zichtbare diversiteit aan levensstijlen aanwezig zou zijn 2|3|4|5
(z0als mensen met body piercings, tatoeages, afwijkende kleding- en haarstijlen)

...dat dit gebied open minded zou zijn ten opzichte van afwijkende levensstijlen 2|3(4|5
(z0als die van homo's, kunstenaars en bohemiens)

...dat dit gebied open zou staan voor immigranten en etnische minderheden 2(3(4]|5

...dat dit gebied een variéteit aan prestigieuze culturele activiteiten zou bieden 2(3(4|5
(z0als podiumkunsten, opera, musea, en orkesten)

...dat dit gebied een variéteit aan grootschalige evenementen zou bieden 2(3(4|5
(20als sportwedstrijden en -toernooien, stadionconcerten, of stadsevenementen)

..dat in dit gebied veel jonge (20-35 jr.) en actieve mensen aanwezig zouden zijn 213|4|5
(bijvoorbeeld mensen die skateboarden, buiten trainen, wandelen, participeren in
straatcultuuractiviteiten, of horeca bezoeken)

...dat dit gebied een interessante populaire muziekscene zou hebben 2(3(|4|5
(met veel optredens van bijvoorbeeld bandjes, DJs, groepen en artiesten)

...dat dit gebied een interessant en gevarieerd uitgaansleven zou bieden 2(3(|4(5
(door de een variéteit aan cafés, bars, restaurants, clubs en discotheken)

...hier een sterke creatieve energie te ervaren 2|3(4|5

Wilt u als laatste a.u.b. deze algemene vragen beantwoorden:

1) Wat is uw leeftijd? Jaar

2) Wat is uw geslacht? Man Vrouw

3) Wat is uw positie in deze organisatie?

4) Hoeveel medewerkers telt deze organisatie (zowel full- als parttime)? Medewerkers

5) Hoeveel jaar is deze organisatie reeds actief? Jaar

6) Hoeveel keer is deze organisatie naar een andere locatie verhuisd? Keer

7) Wat is de postcode van deze organisatie?

8) Wat is de hoofdactiviteit van uw organisatie?

Hartelijk dank voor uw tijd en aandacht!
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1= totally disagree

2 = more disagree than agree
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We chose this location since we expected...

...this area to show the presence of a diversity in lifestyles 2 (3|4
(like people having piercings, tattoos, alternative fashion styles and varied hair styles)

...this area to be open minded towards alternative lifestyles 2|34
(like those of artists, gays, and bohemians)

...this area to be open towards immigrants and ethnic minorities 2134

...this area to offer a variety in prestigious cultural activities 2|34
(like performing arts, opera, museums, and orchestras)

...this area to offer a variety of large-scale events 2|34
(like sports games, sports tournaments, stadium concerts, or city events)

...this area to show the presence of many young (age 20-35) and active people 234
(for example by skate boarding, exercising outside, hanging around, participating in street
culture, or having coffee)

...this area to offer a vibrant popular music scene 2 (3|4
(with for example performances of bands, DJs, groups, and singers)

...this area to offer an exciting nightlife 2|34
(by displaying a variety of bars, restaurants, and clubs)

...to experience a strong creative energy in this area 2|34

Finally, please answer these general questions:

1) What is your age? years

2) What is your gender? male female

3) What is your position in this organization?

4) How many employees work in this organization (both full and part time)? employees

5) How many vears is this organization active? years

6) How many times has your organization relocated? times

7) What is the postal code of your organization?

8) What is the main activity of your organization?

Thank you very much for your time and effort!





The normality of the distribution of the age of the respondents is also shown by a box plot derived from the not-computed or uncategorised data. It is presented in appendix XIX as well and confirms a wide distribution and a high degree of normality. 
Figure 9.c: Respondents according to their sex in pie-chart (n=35)

The sex of the respondents is presented in figure 9.c above. The bar chart shows that 5 (14%) of the respondents was female and 30 (86%) of them was male (n=35). This shows that the sample is dominated by male respondents. There is no clear explanation for this. Guesses are that men are more eager to start their own organization, male entrepreneurs relocate more often, or that the three fields of economic activity (according to SBI93 codes) from which the sample is derived are dominated by men. However, no data is studied to underscore such guesses. 
9.3
Number of Employees, Years Active and Main Activity of the Organizations
The size of the organization, in terms of the number of employees, was one of the criteria in constructing of the quota sample. In appendix XX the frequencies and statistics are displayed for the number of employees working in the organization. The sample shows an average of 8,4 employees per organization. The standard deviation is approximately 6, which might indicates not a very strong concentration of the number of employees around the mean. The median is 6 employees, meaning that 50% of the respondents have less than 6 employees and 50% of the respondents have more than 6 employees. Multiple modes exist, which are 4 and 8 employees. The statistics display a slightly vague picture in respect to the degree of normality of the organizations’ size in the sample. Figure 9.d below shows first histogram 9.d-1, which is based on data on the number of employees of each organization. 

Pie-chart 9.d-2 shows the sizes of the organizations in the sample according to the definitions of micro- and small sized organizations (see chapter 7). Histogram 9.d-1 displays most of the organizations in the sample having a limited number of employees. Indeed, with a mean of 8,4 and a median of 6 the variable number of employees is skewed towards to smaller organizations. The normality curve confirms this picture. Recoding the numeric data on the 

Figure 9.d: Size of the organizations according to the number of employees (n=35)

number of employees into a new (nominal) variable based on the definitions of micro and small sized organizations, the consequences are clear. Of the organizations in the sample 26 (74%) are micro-sized according to the number of employees, another 9 (26%) of the organizations are small-sized. This means that the sample is dominated by micro-sized organizations, which corresponds with findings from other studies that indicate that creative industry activities in general take place on a small organizational scale. (Marlet et al, 2005)

The organizations in the sample vary according to the number of years they are active. Appendix XXI shows the statistics and frequencies on this matter. The mean is 12 years with a standard deviation of approximately 9 years, which indicates a pretty wide distribution. The median is 10 years indicating that the distribution of the organizations in the sample in respect to their existence is slightly skewed to the left. Figure 9.e below shows histogram 9.e-1, which indeed shows this picture. 

Pie-chart 9.e-2 shows the percentages of the data for the organizations when recoded in categories of 1-5, 6-10, 11-20, 21-35 and 35-50 years. These categories refer respectively to starting organizations (1-5 years), organizations growing up (5-10 years), mature organizations (11-20 years) and more or less old organizations (21-35 and 36-50 years). The sample includes 9 (26%) organizations that can be regarded as starting, 12 (34%) organizations growing up and 10 (29%) mature organizations. There are 4 (12%) older organizations in the sample. This indicates that the sample displays organizations in all phases of their existence in a more or less equal proportions, except for the older organizations. A logical explanation for this could be that the organizations active in the selected economic fields do not get that old, or do not relocate that often anymore when they get old and are therefore underrepresented in the sample compared to the younger categories.

Although the SBI93 codes were given for each organization in the sample frame, the questionnaire also asked what the main activity of the organization was to be sure about the precise activity of each organization. In appendix XXII the frequencies for the three SBI93
Figure 9.e: Years the organizations are economic active (n=35)


categories are presented. Figure 9.f below shows a pie-chart that reflects the data. 20 (57%) of the organizations in the sample said their main activity is architecture; 12 (34%) said their main activity concerns advertising design and/or consultancy (some organizations referred to their main activity as ‘public relations’ or ‘communication’, they also fall in this category). Only 3 (9%) organizations said to have a main activity that concerns interior design; fashion was not mentioned. 

These numbers are of course based on the fact whether an organization relocated recently or not and are not supposed to represent the population on this matter. Remarkable is however 

Figure 9.f: Main activity of organizations (n=35)

that architects dominate the sample, even although the population of architecture organizations and advertising organizations are more or less equal for the small and micro sized organizations (see chapter 8). With no criterion on the number of employees, architecture organizations are even outnumbered by advertising agencies in the municipality of Rotterdam. A possible explanation might be that architects relocate more often in general or maybe just in this particular time period.

In respect to the numbers concerning the population of small and micro sized architecture, advertising and interior/fashion design organizations, the sample contains 9,2% of the architects in Rotterdam, 5,5% of the advertising agencies and 5,8% of the interior and/or fashion design organizations.
9.4
Research Results on the Conventional Scale

In appendix XXIII the statistics and frequency tables are presented for the variables constructing the summated scale of conventional location factors. Although the separate items form together one measurement scale, some scores on specific items are worth mentioning. Moreover since they show a strong variety in means per item; the lowest shows a mean of 1,46 and the highest one of 3,91. The modes also vary, from 1 to even 5. The standard deviation of most items is however quite low and lies around or even below 1 (only two items show a higher standard deviation of 1,3 and 1,4). This indicates that for many items in this scale the scores of many respondents lie close to the mean. It must be noted that in the appendix and below the items of more parking space and low price or rent are discussed. These are however not included in further analyses in which the conventional scale as such is used, since they are excluded from the scale to increase the statistical reliability of the scale (see chapter 8).
Particularly low average scores are found on the variables referring to legal and tax advantages, higher subsidies, minimizing labour costs, and minimizing supplier costs; these all show a mean around or close to 1,5. Remarkable for these items is that 80,0% of the respondents in the sample totally disagreed or disagreed more than agreed on the statement that they chose their current location since they expected to minimize supplier costs there. Even up to 85% totally disagreed or disagreed more than agreed on the statements that they chose their current location since it implied legal and tax advantages or higher subsidies. Only between 3% and 6% of the respondents said to agree more than disagree or totally agree on these statements. It seems that these location factors have not been important in the respondents recent relocation decision. 
The location factor of more parking space shows to be more neutrally perceived, with a mean of 2,5. More than half of the respondents totally disagreed or disagreed more than agreed on the statement referring to this location factor. 22% agreed more than disagreed or totally agreed.
Particularly high scores within this scale are found for the statements that the current location was chosen for its good infrastructural position and for its low price or rent. The means for these factors are respectively 3,71 and 3,91. Of all respondents 71% said to agree more than disagree or even totally agree on the statement that they chose their current location for its infrastructural position. For the statement concerning the low price or rent this percentage is 63%. The item concerning physical expansion possibilities shows a reasonably high score: 57% of the respondents agreed more than disagreed or totally agreed on this statement. It seems that these issues were important in respect to the respondents’ recent relocation decision. 
These findings suggest that certain conventional factors display an above average importance in relocation decision making. The most outstanding examples are that creative organizations say that a good infrastructural position and -of course- a low price or rent are important conventional factors in their relocation decisions. A positive attitude was measured for these factors. An interesting result in this category is that higher subsidies and legal and tax advantages seem to be of minor importance for the recent relocation decisions of the creative organizations that participated, since this might impose questions on the effectiveness of conventional public policy instruments used to stimulate creative activity on certain places.
9.5
Research Results on the Clustering Scale

The statistics and frequencies for the individual variables constructing the clustering scale are presented in appendix XXIV. These results show to be more consistent in respect to the mean scores for each factor: they al lie between 2 and 3. The modes however almost all show to be 1, except for the factors concerning the increase of the own creativity and innovation and the proximity of complementary services. This indicates that low scores dominate the respondents reactions on the statements referring to clustering factors. The standard deviation lies around 1,3 and 1,4. This indicates that for all items the scores of many respondents can vary quite a bit from the mean for that item. 

A somewhat remarkable pattern seem to occur for four particular statements, which are the statements referring to the expectation of an increasing efficiency by sharing facilities, to gain knowledge and information by many face-to-face contacts, the proximity of employees and to become part of a network of creative organizations. Around 50% of the respondents says to totally disagree or disagree more than agree with the statement. However, around 30% of the respondents says to more agree than disagree or even totally agree on the statement. Especially for the last statement this is a surprising result, since it entails a motivation which is often argued to be very distinctive for creative organizations. One would expect a more positive attitude here.
Also for the statement concerning the proximity of complementary services approximately a large share (37%) of the respondents says to totally disagree or disagree more than agree. Again 30% of the respondents says to more agree than disagree or totally agree. Approximately the same percentage (31%) is seen for the neutral answer that one disagrees nor agrees. 

Slightly more positive scores are measured for the statement which concerns an expected increase of the own innovation and creativity. 37% of the respondents states to more agree than disagree or even to totally agree on this statement, while 31% shows to totally disagree or to disagree more than agree. Also for this statement a relative large share (31%) of the respondents shows a more or less neutral attitude by stating to disagree nor agree.

A particular negative attitude of the majority of the respondents is seen for the statements concerning the proximity of public organizations and more customers due to the proximity of competitors. Respectively 66% and 60% of the respondents said to totally disagree or disagree more than agree that the location was chosen for these factors. For both statements even 43% says to totally disagree. 
Based on the slightly negative attitudes of the respondents, it seems that most of the clustering factors in general played a modest role in the recent relocation decisions of the respondents. The possibility to increase the own innovation and creativity due to the proximity of other creative organizations and the proximity or complementary services were the most important factors; though indicated a moreover neutral attitude. 
9.6
Research Results on the Quality of Place Scale

Appendix XXV presents the statistics and the frequencies for the variables constructing the quality of place scale. The mean scores on the items vary from 1,71 to 2,77; indicating quite low average scores on these items. The modes are consistently 1 for all items, which  confirms that picture. Most of the items however show a pretty high standard deviation of 1,4 up to1,6. This shows a somewhat bigger distribution for these items than is seen for the items in the other scales. It indicates that many respondents’ scores vary quite strong from the mean. 

The first three items in this scale refer to the concept of tolerance. Increasingly negative scores are seen. More than half of the respondents says to totally disagree or disagree more than agree on the statements concerning the presence of a diversity in lifestyles, the open-mindedness towards alternative lifestyles and the openness towards immigrants and ethnic minorities –the latter statement even shows 51% of the respondents to totally disagree. The first item however also shows that 43% of the respondents says the agree more than disagree or totally agree with that particular statement. It seems that in general tolerance as a location factor was not important for the respondents in their recent relocation decision.
The items concerning the so called big-ticket amenities refer to a variety in prestigious cultural activities and a variety in large scale events. On the statement concerning the first item almost 50% of the respondents said to totally disagree or disagree more than agree; 37% however said to agree more than disagree or totally agree. The statement referring to a variety in large scale events is perceived very negative with 57% of the respondents stating to totally disagree. Another 20% said to disagree more than agree with the statement. It seems that big-ticket amenities as a location factor have not influenced a majority of the respondents very positively in their last relocation decision. 
The three so called coolness variables in the quality of place scale show a variety in their scores. For the item referring to the presence of young and active people a more positive attitude is seen; 43% agrees more than disagrees or totally agrees with the statement. Still around one third of the respondents totally disagrees or disagrees more than agrees with this statement. The statement referring to the presence of a vibrant music scene shows an opposite result. 77% of the respondents reflect a firm negative attitude on this statement; even 69% states to totally disagree on the statement. The item concerning the presence of an exciting nightlife shows that 54% of the respondents said to totally disagree or disagree more than disagree. However, still one third said to agree more than disagree or totally agree with the statement. So, although varied scores are noted, it seems that the location factors relating to coolness amenities have not been decisively influential in the recent relocation decisions of a majority of the respondents. 
Most respondents reflect a neutral to somewhat negative attitude towards the statements concerning quality of place, which suggest that quality of place factors were not decisively important in their recent relocation decision. The presence of young and active people and a variety in prestigious cultural activities display the most positive attitude compared with the other factors within this category. However, the mean attitude was still not more than neutral. Interesting is that the a variety and large scale events and the presence of an interesting popular music scene are the most negatively perceived location factors in this category. The first corresponds with Florida’s (2002; 2005) claim that big-ticket amenities are less prominent for creative organizations. He however often notes that an interesting popular music scene is a decisive factor for creative class people. The contrary is suggested by the findings of this research concerning creative organizations. The same seems to be apparent for tolerance. Florida (2002; 2005) claims this is a very distinctive characteristic of locations that are popular among creative people. The results for the tolerance variables however indicate that only a diversity in lifestyles is somewhat positively perceived. Other issues sustaining this concept, like the presence of ethnic minorities, are perceived far less positive. 
9.7
Research Results for Experiencing Creative Energy

The last statement in the questionnaire concerned the rather subjective notion of the experience of a strong creative energy. This statement was added to gain insight in the degree to which something vague like a strong creative energy is perceived to be important, although without specifying the issues that might give rise to such a strong creative energy. The scores on this variable might indicate a certain degree of importance for a strong creative energy –whatever it may be. This does not necessarily have to correspond with the degree of importance measured on the clustering- and moreover the quality of place scale. 

Appendix XXVI shows the statistics and frequencies for this particular variable. Mean and mode are both 4,0; the standard deviation is 1,0. This indicates that many respondents scored high on this particular item and that many respondents reflected an attitude on the statement lying not that far from the mean. The frequencies show that indeed many respondents (43%) agreed more than disagreed with statement. Another 23% totally agreed, which adds up to 66% of the respondents reflecting a positive attitude towards the statement that they chose their current location since they expected to experience a strong creative energy. 
So the creative organizations in the sample convincingly say to have expected to experience a strong creative energy on their chosen location. Although it is not clear what exactly constructs this strong creative energy, the empirical findings suggest that it is in general one of the more important issues for creative organizations when seeking a new location.
9.8
Confronting the Three Categories 
The individual variables might give some particular insights, it must however be noted that they are part of summated scales for which the total scores are the most interesting numbers. The overall mean for a scale, which is in fact the mean of the variable’s means, gives insight in the overall importance of the concept measured by the particular scale. 

To calculate these overall scores the variables for each scale must be computed into one single variable. This is easily done in SPSS and results in a total conventional variable, a total clustering variable and a total quality of place variable. These total variables reflect the sum of all scores on the individual variables within a scale divided by the total number of variables. Based on the reliability analysis the total conventional variable computes all conventional variables excluding those concerning the items low price or rent and parking space (see chapter 8). This to create a more reliable total conventional variable. 

In figure 9.g below the statistics for the computed total variables for all three scales are presented. Just for general insight the total conventional variable is also computed based on all eight items. This shows the impact of the decision to exclude two items.

As could be expected based on the discussion of the results for the individual variables, the mean scores on the computed total variables are not that high. The conventional scale shows a mean of 2,26. Relating this number to the answer-categories as presented in the questionnaire this indicates a somewhat negative attitude measured on the conventional scale. This indicates that, in general, the conventional location factors as presented in the statements were not perceived as very important for the choice of the current location of the respondents. A standard deviation of 0,62 indicates that many respondents show mean scores on this scale close to the overall mean of 2,26; in other words the distribution is quite narrow. 

Figure 9.g: Statistics for total conventional, total clustering and total quality of place variables

	Statistics

	
	
	Total conventional (6 items)
	Total conventional (8 items)
	Total clustering
	Total quality of place

	N
	Valid
	35
	35
	35
	35

	
	Missing
	0
	0
	0
	0

	
	Mean
	2,257
	2,475
	2,525
	2,3536

	
	Median
	2,333
	2,500
	2,500
	2,0000

	
	Std. Deviation
	,6214
	,4566
	,9874
	1,09707

	
	Minimum
	1,0
	1,4
	1,0
	1,00

	
	Maximum
	3,8
	3,4
	4,5
	4,88



The clustering scale shows the highest mean: 2,53. Based on the answer categories as presented in the questionnaire this indicates a slightly neutral attitude towards the statements suggesting that the current location was chosen for the expected benefits from clustering externalities. The standard deviation of 0,99 indicates that the answers of the respondents vary stronger from the mean than is the case for the conventional scale. This is also reflected in a high maximum mean score of 4,5. Still a mean of 2,53 does not reflect a positive attitude, which indicates that also the clustering factors in general have not been decisively important in the recent relocation decisions of the respondents.
The mean of the quality of place scale shows to be somewhat in the middle compared to the two other scales with a value of 2,35. A standard deviation of 1,10 indicates that the respondents reflect the most varied attitudes on this scale in respect to the overall mean. The fact that the highest mean score is 4,9 indeed indicates a wide range of the mean scores. This all together again indicates a slightly more negative than positive attitude of the respondents in general, and suggest that the location factors constructing quality of place are not in general perceived as very important by the respondents in their choice for their current location.
9.9
Significance of Differences: Three Categories
Although the results discussed above do not display major differences, they still show variations in the mean for each scale. To be able to answer the research question it is necessary to gain insight in the significance of these variations. To verify whether the means of the three scales show to be significantly different, a so called Student’s T Test can be executed. This test verifies to what extent the means for two variables are similar, so the outcome can indicate a possible significant difference in means. (De Vocht, 2004) Basic criteria for a T Test are a random sample of respondents and the assumption that the sample distribution shows a normal distribution. The latter can be assumed when the variable shows to be normally distributed in the sample or when the two samples, to which each variable belongs, both include at least 30 cases. (De Vocht, 2004) Since the sample size is 35, the criteria are met to execute a T Test. However, to be complete on this matter, the normality plots (Normal Q-Q plot and Detrended Q-Q plot) and tests of normality are presented and discussed in appendix XXVII. 
To execute the T Test three pairs are tested so that the mean of each scale is confronted with the means for the other two scales:

· Pair 1: Total conventional (6 items) and Total clustering
· Pair 2: Total conventional (6 items) and Total quality of place
· Pair 3: Total clustering and Total quality of place
The null-hypothesis for a T Test is that there is no difference between the means measured by both variables. So the null-hypothesis is that the mean of the differences (in means) between the pairs is 0 (µD = 0). Since the results on each variable are not derived from independent groups, a so called Paired-Samples T Test can be executed for these variables. (De Vocht, 2004) In appendix XXVIII the results for the Paired-Samples T Test are presented. 

The mean difference between the total conventional variable and the total clustering variable is 0,27. The significance for this pair is 0,158 (t = 1,44; p = 0,158). This indicates that the measured difference in mean for these two variables is not significant and that the null-hypothesis cannot be rejected. It must therefore be accepted; the confidence level of 95% is far from reached.

The mean difference between the total conventional variable and total quality of place variable is 0,10. The significance for this pair is 0,598 (t = 0,532; p = 0,598). This also indicates that the measured difference in mean for these two variables is not significant. The null-hypothesis can therefore not be rejected and must be accepted. 

The mean difference between the total clustering variable and total quality of place variable is 0,17. The significance for this pair is 0,297 (t = 1,059; p = 0,297). Again this indicates that the measured difference in mean for this pair of variables is not significant; the null-hypothesis cannot be rejected. 

Based on the Paired-Samples T Test it is obvious that there is no significant difference in means for the scores on the three summated scales as used for the research. The mean scores on each scale are therefore assumed to be equal, indicating that the three scales represented categories of location factors of which non is generally regarded as relatively more important than another. 
9.10
Significance of Differences and Correlation: Creative Energy vs. Quality of Place
The questionnaire also displayed a statement concerning the experience of a strong creative energy at a location. An interesting question is whether the scores on this particular item differ, so significantly, from the scores on the quality of place scale. Moreover since the quality of place scale displays the location factors that are said to sustain a creative atmosphere. (Florida (2002; 2005) Creative people are thought to be attracted by particularly those factors sustaining quality of place, since they would give rise to a strong creative energy. 

Again a Paired-Samples T Test is executed. The results are presented in appendix XXIX. They show that the mean difference between these two variables is 1,13 and that the significance is 0,000 (t = 6,735; p = 0,000). This indicates that the measured difference in mean for these two variables is significant. The null-hypothesis that the measured means for the two variables are equal must therefore be rejected with a reliability of 99,9% (p = 0,000). 
The mean score on the quality of place scale differs significantly from the mean score on the variable referring to experiencing a strong creative energy. The difference is quite large, which indicates that the latter has been a more prominent and positive factor for the respondents in respect to their recent relocation decision. However, table B in appendix XXIX also shows an significant (p = 0,000) correlation of 0,6. This indicates that there is a positive relation between the variable as constructed for quality of place and the variable referring to experiencing a strong creative energy. To gain more insight in this appendix XXX presents the Pearson’s correlation coefficient (r) and a scatter plot. Both indicate indeed a reasonable positive relation between the two variables at a confidence level of 99,8% (p = 0,002). The determination coefficient (r²) is 0,26, which indicates this relation is modestly strong. 
These statistical analyses indicate that the concept of quality of place as presented in the scale played a less prominent role in the recent relocation decision of the respondents than the issue of experiencing a strong creative energy. The attitude towards experiencing a strong creative energy is absolutely and significantly more positive than the attitude towards quality of place as an important location factor in the respondents’ recent location decisions. So the expectation of experiencing a strong creative energy was in general a more important issue for the respondents in the decision for their current location. 
Remarkable, although for quality of place a far less positive attitude is measure, experiencing a strong creative energy correlates modestly positive with quality of place. This might indicate that these two issues are somehow related, however, that there is more to a strong creative energy than only quality of place. It is of course very well possible that for each respondent in this sample one or two items were measured on the quality of place scale that refer for them to a strong creative energy. This would then be levelled out by lower scores on the other items. Nevertheless, there does not seem to be a certain consistency in which particular factors within the scale in general would give rise to such a strong creative energy. 

Nevertheless it seems that those creative organizations that reflect a positive attitude towards the importance of experiencing a strong creative energy, also tend to reflect a more positive attitude for quality of place. This implies that quality of place might be part of the experience of a strong creative energy, or vice versa. 
Chapter 10
Conclusions and Recommendations 
The research particularly invoked a micro approach on creative organizations in respect to their relocation behavior. The objective was to verify to what extend the concept of quality of place, derived from the popular creative class theory, matters for the location decisions of creative organizations. From a compact literature study it seemed that other issues than quality of place can also be assumed to function as attractive location factors. A focus on the process of organizational location decision making resulted in the insight that various categories of location factors may play a role. Next to the concept of quality of place and the precise factors that sustain it, a category of conventional location factors and a category of clustering location factors can be distinguished. So three categories of location factors theoretically represent specific kinds of motivations for creative organizations to (re)locate. 
For each category a summated scale was designed to measure the attitude of decision makers of recently relocated creative organizations. Statements referred to the specific location factors selected for each category as if these were highly important in choosing the current location. The summated scales were implemented in a questionnaire, in which the respondents were asked to reflect their opinion on the statements. The measured attitude indicates the importance of the various categories of location factors in the recent relocation decisions. 
Most respondents completed the questionnaire in a telephone interview. The sample of 35 organizations was based on a quota sample and particularly included micro and small sized organizations in Rotterdam active in the fields of architecture and advertising. The results of this thesis and the insights and conclusions derived from it, are, based on the quality of the sample and the research, regarded to be indicative for the population of these particular creative organizations in Rotterdam. They must however be cautiously used for interpretations concerning other organizations, other industries and other cities. 
The research as executed has quantitatively indicated the importance of the three categories of location factors that play a role in relocation decision making of creative organizations. 
The results for each category of location factors show an average attitude that is neutral inclining to somewhat negative. Differences in means are small and not significant. So non of the categories of location factors can be regarded as more important compared to the other scales in the recent relocation decision of the creative organizations in the sample. This indicates that the three scales as constructed and used in the research represent location factors that are generally perceived as equally important for the recent relocation decisions.

The research question was the following:

· What is the relative importance of quality of place as location factor compared to more conventional factors and clustering externalities in the relocation decisions of creative organizations?
The hypothesis was:  
· Quality of place as location factor is more important for the relocation decisions of creative organizations than more conventional location factors and clustering externalities. 

The hypothesis is rejected based on the research results as explained above: quality of place is not more important for the relocation decisions of creative organizations. This means this research gives no reason to assume that creative organizations in general, are more occupied with quality of place when seeking a possible new location than they are with possible clustering effects and more conventional factors. 

Based on the research results some interesting issues arise while answering the research question. Although the reflected attitude for each category of location factors is not very positive, they indicate an equal importance. This gives reason to believe that quality of place indeed, as Richard Florida (2002; 2005) stresses, plays a role in the location of creative economic activity. However, it must be put next to other important issues that matter for creative organizations. Therefore it can be questioned whether the concept of quality of place needs to be articulated so enthusiastically and overwhelmingly as sometimes happens. The creative organizations included in this research show that they display a rather entrepreneurial attitude in their relocation decision making. A possible location must not only display a certain level of quality of place, or a strong creative energy, issues like location costs, infrastructural position, and proximity of complementary services are also taken into account. As it seems in general to an equal extent.
It seems that the location of creativity is determined by a diverse and interrelated set of factors in which the sum probably is more than its’ parts. This might explain why the average attitude measured for each category is somewhat modest. However, the design of the questionnaire maybe also played a role in this. More simple statements, or less answer categories might trigger a respondent to express a stronger attitude. Results might get more explicit that way. Some entrepreneurs nevertheless showed to be very positively motivated by very specific characteristics in choosing their current location. Further, maybe more qualitative research could gain insight in what kind of creative organizations or entrepreneurs are so typically motivated in their relocation decisions. For now it seems that there is in general not really one type of location factors that plays a decisive role for the location of creativity. 

As said, these findings are indicative for specific creative organizations, active in specific industries in a specific city. Further comparative research could indicate whether the insights derived from this thesis hold in other social settings, like other cities than Rotterdam or other creative organizations than those active in architecture and advertising. And what about other, so to speak non-creative organizations? Maybe some of them display similar relocation behaviour and are creative organizations not that special at all in this respect. 
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Appendices




Appendix I: Location Factors for Business Service Organizations

Market

· Closeness to market

· Proximity to important customers

Sector climate

· economic tradition and reputation
· proximity of organizations with the same activity

· proximity of financial service organizations (banks, stock-exchange, etc)

· proximity of other professional services

· proximity of high-market facilities (hotels, conference centers, accommodation, etc)

· proximity of knowledge centers

· proximity of urban agglomerations

· proximity of economic and political decision making centers

· proximity of informal circuits

Labor market

· quality and supply of clerical employees

· quality and supply of highly educated employees
· quality and supply of professionals
· mentality and attitude of the inhabitants
· tradition

· steadiness of labor market

Regulator’s incentives
· investment incentives

· tax policies

Living area

· image of region / location

· quality of the living area
· well functioning infrastructural connections with ‘middle-class’ residential areas

· availability of social and cultural amenities
· availability high-quality accommodation facilities for staff
Infrastructure
· position towards high ways

· position towards rail ways

· position towards airports

· information and communication infrastructure

Office location
· supply of office space

· costs of office space

· accessibility of high ways

· accessibility of public transport

· natural (green) office area

· image of ‘neighbor’ organizations

· parking space

* = these location factors are based on a literature study executed by Leus in 1990. The literature study aimed at three sectors. For each sector Leus presents an extensive list of location factors. This list only concerns the location factors that Leus finds for the business service sector. (Leus, 1990)
Appendix II: Location Factors as Push and Pull Factors

Push factors

· Lack of physical expansion possibilities

· Costs for expansion current location too high 

· Bad condition possible expansion possibilities

· Enforced move-out (huuropzeging/onteigening)

· Lack of representativeness location.

· Lack of parking space

· Bad position in respect to infrastructure

· Organizational reasons

· Other motives (can also be destruction by fire) 

· Difficult parking possibilities

· Not a central position in the Netherlands

· Too large distance suppliers

· Too large distance customers

· Bad (geographic) situation for head location

· Absence other organizations

· Restricted energy use

· Difficulties waste disposal

· Lack of qualified / educated personnel

· Not a suiting working climate

· No accommodation possibilities personnel

· Regulations local government

· Bad relation local institutions / government

· No subsidies

· Uncomfortable living environment

· Personal motives

Pull factors²⁰
· Physical expansion possibilities

· Low price of ground / building

· Availability of location, direct move-in possibility

· Representative environment  /area / location

· More parking space

· Positive local infrastructural situation

· Positive infrastructural position new location

· Central position in the Netherlands

· Easy to reach for suppliers

· Easy to reach for customers

· Availability of not educated personnel

· Availability of qualified /educated personnel

· Suitable working climate

· Good relations with official institutions and government

· Organizational reasons

· Comfortable living environment

· Other

· Better situation for head location

· Proximity other organizations

· More possibilities energy use

· More possibilities waste disposal

· Accommodation possibilities personnel

· Possibility of subsidies

· Personal motives

* = These pull and push factors are derived by Pellenbarg in 1985 in a study concerning the relocation motives of entrepreneurs in the Netherlands. The sample size was 50 organizations. The decision makers in these organizations participated in individual open interviews and were asked about the most important reasons or arguments for their relocation decision. The factors in italic were mentioned often, which is by 10 or more (> 20%) of the interviewees. (Pellenbarg, 1985)
Appendix III: Location Factors According to External and Internal Environment* 

Organizational external factors:

Commercial environment

· Customer market

· Labor market

· Competitors

· Related organizations / complementary activities

· Real estate

· Competing municipalities

Physical environment

· Geographical situation

· Availability of (building) ground / land / space

· Image municipality

· Living environment/milieu

· Infrastructure

· City management / maintenance / renewal / policy

Institutional environment

· Information available / advice

· Subsidies / legal and governmental permissions 

· Proximity relevant public organizations

· Political climate

· Fiscal climate

· Regional networks

· Public and private cooperation

· Municipality 

Organizational internal factors:

Organizations internal environment

· Strategy

· Size

· Sector

· HRM

· Productions means

· Financial means

· Communication / ICT structure

Personal environment

· Individual ambitions / aspirations

· Culturally determined values and norms

· Mental maps

* These factors are based on an exploratory study concerning the locations of small and medium sized organizations in the Netherlands. (Van Rijt-Veldman et al, 2002)
Appendix IV: Selected Location Factors for Empirical Research

Conventional location factors: 

10) Supplier costs

11) Expansion possibilities

12) Infrastructural position

13) Price or rent

14) Parking space

15) Legal and tax advantages

16) Subsidies

17) Labor costs

Clustering location factors: 

11) Sharing facilities

12) Many face to face contacts; easy access to knowledge and information

13) Attractive labor market; potential employees (due to proximity competitors)

14) Proximity relevant public organizations (due to proximity competitors)

15) Proximity to customers / market

16) Strengthening own creative and innovative character

17) Proximity of complementary services

18) Network of creative organizations

Quality of place factors:
11) Diversity of lifestyles

12) Emigrants

13) Open minded people in area

14) Availability of cultural activities

15) Availability of large events

16) Many young, active people in area

17) Exciting, popular music scene

18) Availability of a vibrant nightlife

Appendix V: Creative Economy Section of the BRZ

	SBI93
	Description (long)
	Val. code
	Description

	92311
	Practice of performing arts
	1
	Arts

	92312
	Producers of performing arts
	1
	Arts

	92313
	Practice of visual arts
	1
	Arts

	92321
	Theatres and concert halls
	1
	Arts

	92323
	Services concerning arts practice and the organization of cultural events
	1
	Arts

	92521
	Art galeries and exhibition facilities 
	1
	Arts

	92522
	Museums
	1
	Arts

	2211
	Publishers of books e.d.
	2
	Media and Entertainment

	2212
	Publishers of daily papers
	2
	Media and Entertainment

	2213
	Publishers of magazines
	2
	Media and Entertainment

	2214
	Publishers of audio recordings 
	2
	Media and Entertainment

	2215
	Other publishers
	2
	Media and Entertainment

	74811
	Photography
	2
	Media and Entertainment

	92111
	Producers of (video) films (excl. Television producers) 
	2
	Media and Entertainment

	92112
	Supportive activities for the production of (video) films
	2
	Media and Entertainment

	9213
	Displayment of films
	2
	Media and Entertainment

	92201
	Broadcasting organizations (omroepen)
	2
	Media and Entertainment

	92202
	Producers of radio and television prodcutions
	2
	Media and Entertainment

	92203
	Supportive activities for radio and television
	2
	Media and Entertainment

	92343
	Other entertainment n.e.g.
	2
	Media and Entertainment

	9240
	Press and news agencies; journalists 
	2
	Media and Entertainment

	74201
	Architecture and engineering design and consulting agencies 
	3
	Creative Business Services

	74202
	Engeneering design and consulting for city, traffic and landscape
	3
	Creative Business Services

	74401
	Advertising -design and consultancy agencies
	3
	Creative Business Services

	74402
	Other advertising services
	3
	Creative Business Services

	74875
	Interior and fashion design
	3
	Creative Business Services


Appendix VI: Request to BRZ for Database Selection*

To:


Mr. R. Jhanjan

Cc:  


Mrs. D. Zoeteman

Send on: 

11-12-2008

Subject:

‘Branches in de creative economie’
Dear Mr. Jhanjan,

Thank you very much for your kind e-mail. I really hope you can help me in this matter.  
From the sub-section creative business services I choose:
· 74201 (architecture-, engineering-, design- and technical consultancy agencies)

· 74401 (advertising –design and consultancy agencies)

· 74875 (interior- and fashion designers)  
For a clear understanding I specify the criteria for the selection below: 

Addresses + telephinenumber of organizations form the SBI93 categories as mentioned above, that: 

· have their current address in the municipality of Rotterdam

· employ a minimum of 2 and a maximum of 25 employees. 

· have recently relocated, which is between 01-01-2005 and 31-12-2008 (This can be from outside Rotterdam to Rotterdam, but also within Rotterdam itself)
I hope it is possible to make a slection base don these criteria. In case any adjustments are necessary, please contact me so we can discuss this. In case it is appreciated or necessary, I can visit the BRZ to discuss certain issues or assist with the database selection. 

You would greatly support me with this database selection. As stressed before, I am a student and my research project only serves the purpose of my master thesis and the scientific interests involved. Therefore I kindly request to come a suitable agreement concerning he costs involved. Of course I will send you one or more copies of my master thesis. when finished. 

Tomorrow I will contact you by telephone to as whether, and possibly within what time period, my request can be fulfilled. 
Yours sincerely,

Joost Kappers

PS. In case you might wish a confirmation of my supervisors dr. C. Handke and prof.dr. A. Klamer regarding my request, please let me know.  

* = the original e-mail was written in Dutch, the appendix concerns a translation by the author.
Appendix VII: Quota Sample as Received from the BRZ

	Loc.nr
	Name
	Address
	Postal code
	Place
	Telephone
	SBI93
	Status

	640663615
	PGA Architecture BV
	Ged Zalmhaven 117
	3011BT
	Rotterdam
	**************
	74201
	

	225265376
	75B Rotterdam
	Ketelaarsstraat 9 C
	3011CM
	Rotterdam
	**************
	74401
	done!

	590058415
	Van Bergen Kolpa Architecten
	Botersloot 27 A
	3011HE
	Rotterdam
	**************
	74201
	done!

	120662564
	Mas Architectuur BV
	Goudsesingel 10
	3011KA
	Rotterdam
	**************
	74201
	done!

	676460215
	Massa Bureau voor Architectuur BV
	Goudsesingel 200
	3011KD
	Rotterdam
	**************
	74201
	done!

	701098615
	Vers International
	Pannekoekstraat 10 B
	3011LE
	Rotterdam
	**************
	74401
	

	731645818
	Bos-Timmermans-Van der Ree BV
	Kipstraat 3 C-5C
	3011RR
	Rotterdam
	**************
	74201
	

	120794045
	Bouwtechn Adv Buro ING B Versteeg BV
	Groenendaal 25 E
	3011SK
	Rotterdam
	**************
	74201
	

	218530165
	Wave Communications BV
	Haringvliet 76
	3011TG
	Rotterdam
	**************
	74401
	done!

	225433137
	Maquet & Macom Bur voor Marktcomm BV
	Haringvliet 90
	3011TG
	Rotterdam
	**************
	74401
	done!

	696569815
	Garritzmann Architecten
	Wijnstraat 96 F
	3011TR
	Rotterdam
	**************
	74201
	done!

	684626815
	Spotz Media
	Bierstraat 12 A
	3011XA
	Rotterdam
	**************
	74401
	

	695887018
	Ela Office
	W Boothlaan 15 A
	3012VH
	Rotterdam
	**************
	74875
	

	668271418
	Scale To Fit
	Delftseplein 36 C
	3013AA
	Rotterdam
	**************
	74401
	done!

	225377787
	Lutjens en de Groot Architecten
	Delftsestraat 17 E
	3013AC
	Rotterdam
	**************
	74201
	done!

	121176014
	Villanova Architecten
	Delftsestraat 29 A
	3013AE
	Rotterdam
	**************
	74201
	done!

	654851812
	Origins Architecten
	Delftsestraat 33
	3013AE
	Rotterdam
	**************
	74201
	done!

	121327171
	Neutelings Riedijk Architecten BV
	Weena 723
	3013AM
	Rotterdam
	**************
	74201
	

	225262426
	De Nijl Architecten
	Weena 723 C-8E-ET
	3013AM
	Rotterdam
	**************
	74201
	

	707792218
	Rendement Uitgeverij BV
	Conradstraat 38 UNIT01-109
	3013AP
	Rotterdam
	**************
	74401
	

	628876618
	Zones Urbaines Sensibles
	Schiekade 189 III
	3013BR
	Rotterdam
	**************
	74201
	done!

	645646612
	Bureau Franz Ziegler
	Westersingel 22
	3014GP
	Rotterdam
	**************
	74201
	

	225274145
	Crimson Architectuurhistorisch Bureau
	Mathenesserlaan 179 -181
	3014HA
	Rotterdam
	**************
	74201
	done!

	120828732
	AM+D Creative Communications
	Westersingel 87
	3015LC
	Rotterdam
	**************
	74401
	

	682517215
	Onderhanden Stijl & Sfeer
	Scheepstimmermanslaan 19
	3016AD
	Rotterdam
	**************
	74875
	

	120956407
	NN Architecten BNA BV
	Westzeedijk 104
	3016AH
	Rotterdam
	**************
	74201
	done!

	684608218
	BW Communicatie & PR
	Parkstraat 6
	3016BD
	Rotterdam
	**************
	74401
	

	225267747
	Animaux Kunst & Vormgeving
	Van Vollenhovenstraat 15 PAKHUIS 35&36
	3016BE
	Rotterdam
	**************
	74401
	

	Loc.nr
	Name
	Address
	Postal code
	Place
	Telephone
	SBI93
	Status

	122012303
	Kontrast Kommunikatie BV
	Veerhaven 7
	3016CJ
	Rotterdam
	**************
	74401
	

	643977415
	Xenia Promotions BV
	Willemskade 18 C
	3016DL
	Rotterdam
	**************
	74401
	done!

	217127659
	Identity Design BV
	Heemraadssingel 180
	3021DL
	Rotterdam
	**************
	74401
	

	218296868
	The Dairy BV
	Heemraadssingel 219
	3023CD
	Rotterdam
	**************
	74401
	

	225601847
	Trilobiet
	Duyststraat 117
	3023EC
	Rotterdam
	**************
	74401
	done!

	120981356
	Bouw Atelier H G M Peters
	S Mullerplein 4 B
	3023SJ
	Rotterdam
	**************
	74201
	

	676732015
	Opus Design
	Coolhaven 238
	3024AP
	Rotterdam
	**************
	74401
	

	696168415
	Ketner Olsen Architecten
	Pieter de Hoochweg 2 D
	3024BH
	Rotterdam
	**************
	74201
	done!

	673968418
	Urrebuk
	Lloydstraat 15 B
	3024EA
	Rotterdam
	**************
	74401
	done!

	219078111
	Atelier Z Zavrel Architekten BV
	Sint-Jobsweg 30 -1E-ET
	3024EJ
	Rotterdam
	**************
	74201
	done!

	646627612
	De Beeldenfabriek Communicatie BV
	Schiehavenkade 104 -110
	3024EZ
	Rotterdam
	**************
	74401
	done!

	225569287
	Shop Around bv
	Voorhaven 19
	3025HC
	Rotterdam
	**************
	74401
	

	628882018
	Design Center
	Voorhaven 19
	3025HC
	Rotterdam
	**************
	74401
	

	224517591
	Fast Forward Media Produkties
	Van Helmontstraat 23
	3029AA
	Rotterdam
	**************
	74401
	

	219076786
	UNO Architecten en Ingenieurs BV
	Marconistraat 38
	3029AK
	Rotterdam
	**************
	74201
	done!

	224511605
	Biq Stadsontwerp BV
	B Wiltonkade 161
	3029CN
	Rotterdam
	**************
	74201
	done!

	121014491
	Arlan Architecten BV
	Hofplein 20
	3032AC
	Rotterdam
	**************
	74201
	

	630296212
	JagerJanssen
	Vijverhofstraat 90
	3032SN
	Rotterdam
	**************
	74201
	done!

	224376692
	VOF Korteknie Stuhlmacher Architecten
	Tamboerstraat 9
	3034PT
	Rotterdam
	**************
	74201
	done!

	629999818
	budelinc
	Kerkhoflaan 55 A
	3034TA
	Rotterdam
	**************
	74401
	done!

	225400478
	Putter Partners
	Zaagmolenkade 117
	3035KD
	Rotterdam
	**************
	74201
	done!

	692961412
	Venour
	Hoyledestraat 44 B
	3036LS
	Rotterdam
	**************
	74875
	done!

	120754798
	Elzevier & Mauve Architekten
	Voorburgstraat 9
	3037GV
	Rotterdam
	**************
	74201
	done!

	225232417
	MCW Studio's BV
	Willebrordusstraat 126
	3037TX
	Rotterdam
	**************
	74401
	done!

	676467415
	De Inrichting
	Stadhoudersweg 90 A
	3039CJ
	Rotterdam
	**************
	74875
	done!

	683255812
	Bremen Bouwadviseurs BV
	Van Nelleweg 1
	3044BC
	Rotterdam
	**************
	74201
	done!

	612011215
	Abacus Architecten BV
	Van Nelleweg 1 -1104
	3044BC
	Rotterdam
	**************
	74201
	done!

	701487415
	Versterre Van Vijfeyken Advies & Ontwerp
	Van Nelleweg 1 UNIT 1.G 6
	3044BC
	Rotterdam
	**************
	74201
	done!

	715256818
	Studio Makkink & Bey BV
	Overschieseweg 52 A
	3044EG
	Rotterdam
	**************
	74875
	done!

	676573615
	Netwerk VSP BV
	Detroitstraat 21 -23
	3047BD
	Rotterdam
	**************
	74401
	

	669696412
	Jaya Creation
	Pittsburghstraat 31
	3047BL
	Rotterdam
	**************
	74401
	done!

	218308778
	Bosman Letters & Reklame
	Hongkongstraat 86 -88
	3047BS
	Rotterdam
	**************
	74401
	

	Loc.nr
	Name
	Address
	Postal code
	Place
	Telephone
	SBI93
	Status

	653201212
	Hollands Handelen BV
	Rozenlaan 115
	3051LP
	Rotterdam
	**************
	74401
	done!

	224617033
	Papafume
	Lindesingel 40
	3053JJ
	Rotterdam
	**************
	74401
	

	608720815
	Bais Advies BV
	C Willinksingel 298
	3059WD
	Rotterdam
	**************
	74201
	

	625690618
	Twenty-Four Hours BV
	Hoflaan 132
	3062JM
	Rotterdam
	**************
	74201
	

	721960018
	Bouwkennis BV
	M Euwelaan 51
	3062MA
	Rotterdam
	**************
	74201
	

	300029793
	Nieuwland & de Jongh BV
	Struisenburgstraat 44
	3063BR
	Rotterdam
	**************
	74401
	done!

	221265459
	Markland Productions BV
	K Callostraat 17
	3067CZ
	Rotterdam
	**************
	74401
	

	224932778
	Woest Branding & Advertising BV
	Prins Hendrikkade 12 A
	3071KB
	Rotterdam
	**************
	74401
	

	569699212
	Keesie Nederland BV
	Van Der Takstraat 31
	3071LK
	Rotterdam
	**************
	74401
	done!

	715550815
	PSD Beton BV
	Oostdijk 29 HAL C
	3077CP
	Rotterdam
	**************
	74201
	

	120948748
	Echte Helden
	Beverwaardseweg 73
	3077GK
	Rotterdam
	**************
	74401
	

	120778584
	HDK Architecten BV
	Strevelsweg 700 K-209
	3083AS
	Rotterdam
	**************
	74201
	

	224734589
	Maat Architecten BNA BV
	Strevelsweg 700 K-212
	3083AS
	Rotterdam
	**************
	74201
	done!

	699469615
	wUrck
	Sluisjesdijk 46
	3087AH
	Rotterdam
	**************
	74201
	done!

	300302280
	RVK Technisch Ontwerp
	Pernisser Molenweg 41
	3195GG
	Pernis Rt
	**************
	74201
	


Appendix VIII: Three Summated Scales of Statements for Questionnaire

Conventional, economic relocation factors (8):

We have chosen this location since we expected…

1…to minimize our supplier costs 

(for example due to lower transport costs)

2…it to offer us affordable expansion possibilities
3…it to give us a good infrastructural position

(in terms of its position towards high-ways and /or public transport)

4…it to have a low price or rent compared to other locations

5…there would be enough parking spaces here

6…it to gain important legal and tax advantages
7…to get higher subsidies here than elsewhere

8…to minimize our labor costs

Clustering relocation factors (8):

We have chosen this location since we expected…

9…to increase our efficiency by sharing production facilities with other organizations

10…to gain knowledge and information easy and fast due to many face-to-face contacts with related organizations

(related organizations are for example competitors and suppliers)

11…to benefit from being close to competitors by being close to the right labor market(s)
12…to benefit from being close to official institutions that are important for our sector

13…to benefit from being close to competitors by gaining access to customer markets

14… to increase our creativity and innovation due to being close to other creative organizations

15…to benefit from being close to complementary activities

(complementary activities are those your organization needs to function properly, examples are: banking, accounting, legal services, production facilities, consulting, transport services)

16…to benefit from becoming part of a network of other creative organizations

Quality of place factors(8):

Tolerance:

We have chosen this location since we expected…

17…this area to visibly show a diversity in lifestyles

(like people having piercings, tattoos, alternative fashion styles and varied hair styles)

18…this area to be open minded towards alternative lifestyles


(like those of artists, gays, and bohemians)

19…this area to be open towards immigrants and ethnic minorities

(like for example Moroccan, Turkish, Antillean, and East-European people)

Cultural or ‘big ticket’ amenities:

We have chosen this location since we expected…

20…this area to offer a variety in prestigious cultural activities

(like performing arts, opera, museums, and classical music concerts)

21…this area to offer a variety of large-scale events


(like sports games, sports tournaments, stadium concerts, or city events)

Coolness amenities:

We have chosen this location since we expected…

22…a lot of people in the age of 20 – 35 being visibly active around in this area 

(for example by skateboarding, exercising outside, hanging around, participating in street culture, or having coffee)

23…this area to offer a vibrant popular music scene
 
(with for example performances of bands, groups, DJs, and singers)

24…this area to offer an exciting nightlife

(by displaying a variety of bars, restaurants, and clubs)

Additional statement (1):

We have chosen this location since we expected…

25…to experience a strong creative energy in this area

Appendix IX: Questionnaire Version 1 in English and Dutch


English p1

English p2
English p.3

Dutch p.1

Dutch p2

Dutch p3
Appendix X: Results Pilot Questionnaire Version 1

Positive aspects about the content of the questionnaire:

· The questionnaire takes no more then 10 – 15 minutes, which is not perceived as too long.

· The subject is clear.

· The explanation that this questionnaire concerns a past decision making process is also clear.

Less positive aspects about the content and layout of the questionnaire:

· The pilot respondents seem however to have difficulties with certain words referring to specific concepts, for example ‘location decision making’. It seems that such a concept does not refer automatically to their own mindset. It therefore seems wise to critically look at all essential concepts in this questionnaire and to make sure these are easy to understand for everyone. 

· The method of valuing by circling one of the numbers 1 to 5 seems clear. However, which number represents which opinion is not clear straight away. Respondents have to look back at the explanation several times. A suggestion is to use some graphics like + + , + , ±, -, and - - . Another suggestion was to repeat the precise meaning of the numbers on each page. 

· The introduction is experienced as quite extensive. The sentences are wordy and the used words are too long and sometimes perceived as slightly vague. The same is mentioned in respect to some of the statements.

· The explanation that this questionnaire concerns a past decision is now the last paragraph on the first page. This is however perceived as the most important part of the introduction so maybe it should be the first thing to read. 

· The explanation of certain items below the statements in the questionnaire is argued to be unnecessary. A suggestion is to make this just one sentence.

· The lay out gives the impression of a multiple choice questionnaire. One respondent circled only one statement per set of four or five statements. This multiple choice impression must be prevented. 

· Respondents seem to look for themes. The question is whether these should be ‘in disguise’ like now. It is argued to be better because more clear to show a certain logic in the themes. 

· A few spelling mistakes were noticed.

· Statement 15 (see appendix VIII) has too many examples of complementary activities, this can be narrowed down.  

· Statement 10 (see appendix VIII) might be vague. It is not clear whether this statement concerns contacts which are face-to-face or contacts which are spontaneous. An appointment is not spontaneous, though is face-to-face. 

· Statement 9 (see appendix VIII) mentions the sharing of production facilities. It is argued that for a location decision the possible sharing of other kinds of facilities is important as well, like a lobby, office manager, cleaning service (this however concerns the sharing of a building, which is not necessarily the issue at stake here).

· Statement 2 (see appendix VIII) expansion possibilities can be perceived in many ways. ‘Physical’ could be added to be more clear.
Appendix XI: Questionnaire Version 2 in English and Dutch

english p1

English p2


English p. 3
dutch p1

dutch p2


dutch p3
Appendix XII: Filter Interview First Contact

IN ENGLISH

1. Introduction

Good afternoon, my name is Joost Kappers and I am a student from the Erasmus University Rotterdam. I am doing a research project for my thesis about the locations of creative organizations. I would like to ask some question to the person who has decided for the current location of your organization.

Or am I speaking to that person perhaps?

Yes:


Go to 2.

No:


Can you please put me through to him / her? 

Yes:


Start again with 1.

No: 
Is it possible to make an appointment so I can call back at another moment in time? 

Yes:


Write on response list, try again later and start with 1. 

No:


What a pity, thanks anyway for your help.

2. Questionnaire by phone of e-mail

I would like to complete a questionnaire with you. It will take less than 10 minutes. I can send the questionnaire to you by e-mail, but we can also do this now directly on the phone. Whatever suits you best. You would really help me with this. Do you agree to complete the questionnaire right away? 

Yes, telephone:

Go to 3 and 4.

Yes, e-mail:
Send e-mail directly, emphasize the importance of personal completion of the questionnaire, agree when the questionnaire can be expected to be returned, write down in response list, contact if necessary.

No:
What a pitty, you would really help me with your participation. And it does not take longer than 10 minutes. You really  do not want to cooperate? 

No:
Thanks anyway.
Okay, yes:
Thank you very much fort that. Go to 3 and 4.

3. Explanation questionnaire

The questionnaire concerns the choice for your current location

You have quite recently relocated. Please think about the choice for your current location. What were the expectations you had at that moment in respect to this place? Please note: I do not ask you for your satisfaction you experience now. So please focus on the arguments you had back then to choose this location and not another one.

What is meant with location?

With location I mean the physical place where your organizations is located. U can see this as the city or an area within the city in which your building/office/production facility/working space is situated. 

Statements

I present you a couple of statements, which each might represent an argument for the choice of  your current location. Please listen carefully to each statement I present to you and tell me which answer reflects your opinion the best. The categories are:

1 = I totally disagree

2 = I more disagree than agree

3 = I agree nor disagree

4 = I more agree than disagree

5 = I totally agree

If you do not understand a certain statement, please let me know imidiately. 

4. Start the questionnaire 

Read the statements out loud and easy 

Write down answers

Thank for the cooperation 

IN DUTCH

1. Introductie

Goedemiddag, u spreekt met Joost Kappers, ik ben student aan de Erasmus Universiteit en ik doe een afstudeeronderzoek naar de locaties van creatieve bedrijven. Ik zou graag een paar vragen stellen aan diegene die in uw bedrijf de beslissing heeft genomen voor de huidige locatie.

Bent u dat toevallig? 

Ja:


Zie 2.

Nee:


Kunt u mij met hem / haar doorverbinden?

Ja:


Weer starten bij 1.

Nee: 


Kan ik wellicht en tijdstip afspreken waarop ik nog eens terugbel?
Ja:


Noteren in response lijst, later weer proberen en starten bij 1.

Nee:


Dankuwel voor uw medewerking.

2. Enquête per telefoon of e-mail

Nu zou ik heel graag met u hiervoor een enquête invullen. Dat duurt minder dan 10 minuten. Ik kan de enquête naar u toesturen, maar het kan ook telefonisch als u dat beter uitkomt. U zou mij hier enorm mee helpen. Vindt u dat goed? 

Ja, telefonisch:

Zie 3 en 4.

Ja, e-mail:
Direct e-mail sturen, benadrukken persoonlijk invullen, afspreken wanneer retour, noteren in response lijst, nabellen

Nee:
Wat jammer, u zou mij er enorm mee helpen en het duurt nog geen 10 minuten. U wilt echt niet meewerken? 

Nee:
In ieder geval bedankt.
Okay, ja:
Zeer bedankt alvast. Zie 3 en 4.

3. Uitleg enquête

De enquête gaat over de keuze voor uw huidige locatie

U bent nog niet zo lang geleden verhuisd. Denkt u a.u.b. aan de keuze voor uw huidige locatie. Wat waren de verwachtingen die u destijds had van deze plek? Let op: ik vraag u niet naar uw tevredenheid met de huidige situatie. Dus focus a.u.b. op de argumenten die u destijds had om juist deze locatie te kiezen en niet een andere.

Wat is nu een locatie?

Met locatie wordt hier bedoeld: de fysieke plek waar uw organisatie is gevestigd. U kunt dit zien als de stad of een gebied binnen de stad waar uw gebouw, kantoor, productiefaciliteit en/of werkplek is gesitueerd. Dit kunt u vrij interpreteren naar aanleiding van de stellingen die ik u voorlees.

Stellingen

Ik presenteer u een aantal stellingen die elk een argument kunnen zijn geweest in de keuze voor uw huidige locatie. Luistert u a.u.b. goed naar elke stelling en geef bij elke stelling aan welk antwoord het meest op u van toepassing is. De categorieën zijn als volgt:

1 = totaal oneens

2 = meer oneens dan eens

3 = oneens noch eens

4 = meer eens dan oneens

5 = totaal eens

Mocht u een stelling niet begrijpen, geeft u dat dan gerust aan. 

4. Start enquête 

Stellingen duidelijk en rustig voorlezen

Antwoorden noteren

Bedanken voor medewerking
Appendix XIII: Frequencies Position in Organization and Number of Relocations       (n=40)
	Statistics

	
	
	position in organization
	number of relocation decisions

	N
	Valid
	40
	40

	
	Missing
	0
	0


	Position in organization

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	managing director and owner
	25
	62,5
	62,5
	62,5

	
	managing director
	10
	25,0
	25,0
	87,5

	
	partner
	3
	7,5
	7,5
	95,0

	
	other
	2
	5,0
	5,0
	100,0

	
	Total
	40
	100,0
	100,0
	


	Number of relocation decisions

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	4
	10,0
	10,0
	10,0

	
	1
	16
	40,0
	40,0
	50,0

	
	2
	7
	17,5
	17,5
	67,5

	
	3
	6
	15,0
	15,0
	82,5

	
	4
	3
	7,5
	7,5
	90,0

	
	5
	1
	2,5
	2,5
	92,5

	
	6
	1
	2,5
	2,5
	95,0

	
	7
	1
	2,5
	2,5
	97,5

	
	11
	1
	2,5
	2,5
	100,0

	
	Total
	40
	100,0
	100,0
	


Appendix XIV: Reliability Analysis Conventional Scale

	B. Reliability Statistics

	Cronbach's Alpha
	N of Items

	,274
	8


1. All variables (number of items = 8)

	A. Case Processing Summary

	
	
	N
	%

	Cases
	Valid
	35
	100,0

	
	Excludeda
	0
	,0

	
	Total
	35
	100,0

	a. Listwise deletion based on all variables in the procedure.


	C. Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	minimize supplier costs
	18,26
	11,373
	,198
	,207

	physical expansion possibilities
	16,37
	9,770
	,215
	,168

	good infrastructural position
	15,89
	10,222
	,246
	,159

	low price or rent
	16,09
	16,669
	-,495
	,550

	more parking space
	17,26
	10,491
	,090
	,264

	legal and tax advantages
	18,34
	10,997
	,246
	,180

	higher subsidies
	18,29
	10,445
	,287
	,148

	minimize labour costs
	18,11
	10,222
	,317
	,129


2. Item concerning low price or rent deleted (number of items = 7)

	A. Case Processing Summary

	
	
	N
	%

	Cases
	Valid
	35
	100,0

	
	Excludeda
	0
	,0

	
	Total
	35
	100,0

	a. Listwise deletion based on all variables in the procedure.

	B. Reliability Statistics

	Cronbach's Alpha
	N of Items

	,550
	7


	C. Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	minimize supplier costs
	14,54
	13,844
	,309
	,504

	physical expansion possibilities
	12,66
	11,761
	,341
	,483

	good infrastructural position
	12,17
	12,970
	,288
	,506

	more parking space
	13,54
	13,903
	,070
	,614

	legal and tax advantages
	14,63
	13,299
	,377
	,481

	higher subsidies
	14,57
	13,429
	,299
	,504

	minimize labour costs
	14,40
	12,953
	,363
	,480


3. Items concerning low price or rent and parking space deleted (number of items = 6)

	A. Case Processing Summary

	
	
	N
	%

	Cases
	Valid
	35
	100,0

	
	Excludeda
	0
	,0

	
	Total
	35
	100,0

	a. Listwise deletion based on all variables in the procedure.

	B. Reliability Statistics

	Cronbach's Alpha
	N of Items

	,614
	6


	C. Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	minimize supplier costs
	12,00
	11,118
	,339
	,574

	physical expansion possibilities
	10,11
	9,398
	,333
	,583

	good infrastructural position
	9,63
	10,593
	,267
	,604

	legal and tax advantages
	12,09
	10,669
	,398
	,553

	higher subsidies
	12,03
	10,676
	,334
	,574

	minimize labour costs
	11,86
	9,950
	,451
	,528


Appendix XV: Reliability Analysis Clustering Scale

1. All variables (number of items = 8)

	A. Case Processing Summary

	
	
	N
	%

	Cases
	Valid
	35
	100,0

	
	Excludeda
	0
	,0

	
	Total
	35
	100,0

	a. Listwise deletion based on all variables in the procedure.

	B. Reliability Statistics

	Cronbach's Alpha
	N of Items

	,870
	8


	C. Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	increase efficiency by sharing facilities
	17,69
	52,634
	,375
	,882

	gain knowledge and information by face-to-face contacts
	17,71
	46,798
	,698
	,846

	proximity potential employees due to proximity competitors
	17,69
	49,457
	,581
	,859

	proximity public organizations
	18,03
	48,793
	,645
	,852

	more customers due to proximity competitors
	17,97
	50,676
	,526
	,865

	increase creativity and innovation due to proximity creative organizations
	17,26
	46,903
	,756
	,840

	proximity of complementary services 
	17,43
	47,840
	,667
	,850

	become part of network creative organizations
	17,63
	46,182
	,780
	,837


Appendix XVI: Reliability Analysis Quality of Place Scale

1. All variables (number of items = 8)

	A. Case Processing Summary

	
	
	N
	%

	Cases
	Valid
	35
	100,0

	
	Excludeda
	0
	,0

	
	Total
	35
	100,0

	a. Listwise deletion based on all variables in the procedure.

	B. Reliability Statistics

	Cronbach's Alpha
	N of Items

	,911
	8


	C. Item-Total Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Corrected Item-Total Correlation
	Cronbach's Alpha if Item Deleted

	presence of diversity in lifestyles
	16,14
	55,950
	,771
	,895

	open minded towards alternative lifestyles
	16,49
	58,551
	,776
	,894

	open towards immigrants and ethnic minorities
	16,74
	60,667
	,700
	,901

	variety in prestigious cultural activities
	16,06
	58,408
	,754
	,896

	variety in large-scale events
	17,03
	63,734
	,646
	,905

	presence young and active people
	15,86
	59,891
	,650
	,906

	presence vibrant popular music scene
	17,11
	60,222
	,804
	,893

	presence exciting nightlife
	16,37
	60,358
	,629
	,907


Appendix XVII: Independent-Samples T Test for Order Bias

	A. Group Statistics

	
	order of presenting statements
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Total conventional (6 items)
	conventional, clustering, quality of place
	19
	2,149
	,6756
	,1550

	
	quality of place, clustering, conventional
	16
	2,385
	,5434
	,1358

	Total clustering
	conventional, clustering, quality of place
	19
	2,461
	,9931
	,2278

	
	quality of place, clustering, conventional
	16
	2,602
	1,0075
	,2519

	Total quality of place
	conventional, clustering, quality of place
	19
	2,3355
	1,14871
	,26353

	
	quality of place, clustering, conventional
	16
	2,3750
	1,06946
	,26737


	B. Independent Samples Test

	
	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	
	F
	Sig.
	t
	df
	Sig. 

(2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	
	
	
	Lower
	Upper

	Total conventional (6 items)
	Equal variances assumed
	,678
	,416
	-1,125
	33
	,269
	-,2363
	,2100
	-,6636
	,1910

	
	Equal variances not assumed
	
	
	-1,146
	32,946
	,260
	-,2363
	,2061
	-,6556
	,1830

	Total clustering
	Equal variances assumed
	,120
	,731
	-,416
	33
	,680
	-,1410
	,3392
	-,8311
	,5491

	
	Equal variances not assumed
	
	
	-,415
	31,830
	,681
	-,1410
	,3396
	-,8330
	,5509

	Total quality of place
	Equal variances assumed
	,010
	,920
	-,104
	33
	,917
	-,03947
	,37778
	-,80808
	,72913

	
	Equal variances not assumed
	
	
	-,105
	32,635
	,917
	-,03947
	,37541
	-,80358
	,72463


Appendix XVIII: Frequencies Position in Organization and Number of Relocations (n=35)

	Statistics

	
	
	position in organization
	number of relocationdecisions

	N
	Valid
	35
	35

	
	Missing
	0
	0


	Position in organization

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	managing director and owner
	22
	62,9
	62,9
	62,9

	
	managing director
	9
	25,7
	25,7
	88,6

	
	partner
	3
	8,6
	8,6
	97,1

	
	other
	1
	2,9
	2,9
	100,0

	
	Total
	35
	100,0
	100,0
	


	Number of relocation decisions

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	15
	42,9
	42,9
	42,9

	
	2
	7
	20,0
	20,0
	62,9

	
	3
	6
	17,1
	17,1
	80,0

	
	4
	3
	8,6
	8,6
	88,6

	
	5
	1
	2,9
	2,9
	91,4

	
	6
	1
	2,9
	2,9
	94,3

	
	7
	1
	2,9
	2,9
	97,1

	
	11
	1
	2,9
	2,9
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XIX: Statistics, Frequencies and Box plot Age of the Respondents

1. Statistics and Frequencies

	
Statistics

	age of respondent
	

	N
	Valid
	35,0000

	
	Missing
	,0000

	
	Mean
	42,7714

	
	Median
	43,0000

	
	Mode
	34,0000

	
	Std. Deviation
	10,0968


	Age of respondent

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	26,00
	1
	2,9
	2,9
	2,9

	
	27,00
	1
	2,9
	2,9
	5,7

	
	31,00
	2
	5,7
	5,7
	11,4

	
	32,00
	3
	8,6
	8,6
	20,0

	
	34,00
	5
	14,3
	14,3
	34,3

	
	36,00
	1
	2,9
	2,9
	37,1

	
	37,00
	2
	5,7
	5,7
	42,9

	
	42,00
	1
	2,9
	2,9
	45,7

	
	43,00
	3
	8,6
	8,6
	54,3

	
	44,00
	2
	5,7
	5,7
	60,0

	
	47,00
	1
	2,9
	2,9
	62,9

	
	48,00
	1
	2,9
	2,9
	65,7

	
	49,00
	1
	2,9
	2,9
	68,6

	
	50,00
	1
	2,9
	2,9
	71,4

	
	51,00
	2
	5,7
	5,7
	77,1

	
	53,00
	2
	5,7
	5,7
	82,9

	
	54,00
	1
	2,9
	2,9
	85,7

	
	56,00
	1
	2,9
	2,9
	88,6

	
	57,00
	1
	2,9
	2,9
	91,4

	
	58,00
	1
	2,9
	2,9
	94,3

	
	60,00
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


2. Box plot for the age of the respondents (n=35)

Appendix XX: Statistics and Frequencies Size of the Organizations

	Statistics

	total number of employees in organization

	N
	Valid
	35,0000

	
	Missing
	,0000

	
	Mean
	8,4286

	
	Median
	6,0000

	
	Mode
	4,0000a

	
	Std. Deviation
	5,9916

	a. Multiple modes exist. The smallest value is shown


	Total number of employees in organization

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2,00
	4
	11,4
	11,4
	11,4

	
	3,00
	2
	5,7
	5,7
	17,1

	
	4,00
	5
	14,3
	14,3
	31,4

	
	5,00
	4
	11,4
	11,4
	42,9

	
	6,00
	4
	11,4
	11,4
	54,3

	
	8,00
	5
	14,3
	14,3
	68,6

	
	10,00
	2
	5,7
	5,7
	74,3

	
	14,00
	2
	5,7
	5,7
	80,0

	
	15,00
	2
	5,7
	5,7
	85,7

	
	17,00
	2
	5,7
	5,7
	91,4

	
	21,00
	1
	2,9
	2,9
	94,3

	
	22,00
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XXI: Statistics and Frequencies Years Organization is Active

	Statistics

	number of years organization is active

	N
	Valid
	35

	
	Missing
	0

	
	Mean
	12

	
	Median
	10

	
	Mode
	4

	
	Std. Deviation
	9


	Frequencies number of years organization is active

	
	Years

Active
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	2
	1
	2,9
	2,9
	2,9

	
	3
	1
	2,9
	2,9
	5,7

	
	4
	5
	14,3
	14,3
	20,0

	
	5
	2
	5,7
	5,7
	25,7

	
	6
	2
	5,7
	5,7
	31,4

	
	7
	2
	5,7
	5,7
	37,1

	
	8
	1
	2,9
	2,9
	40,0

	
	9
	3
	8,6
	8,6
	48,6

	
	10
	4
	11,4
	11,4
	60,0

	
	11
	1
	2,9
	2,9
	62,9

	
	14
	3
	8,6
	8,6
	71,4

	
	15
	2
	5,7
	5,7
	77,1

	
	17
	1
	2,9
	2,9
	80,0

	
	19
	1
	2,9
	2,9
	82,9

	
	20
	2
	5,7
	5,7
	88,6

	
	25
	1
	2,9
	2,9
	91,4

	
	29
	1
	2,9
	2,9
	94,3

	
	35
	1
	2,9
	2,9
	97,1

	
	44
	1
	2,9
	2,9
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XXII: Frequencies Main Activity Organizations

	Statistics

	main activity organization SBI93

	N
	Valid
	35

	
	Missing
	0


	Main activity organization SBI93

	
	Main Activity (SBI93)
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Architecture (74201)
	20
	57,1
	57,1
	57,1

	
	advertising -design and consultancy (74401)
	12
	34,3
	34,3
	91,4

	
	interior and fashion –design (74875)
	3
	8,6
	8,6
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XXIII: Statistics and Frequencies Conventional Factors

	Statistics

	
	
	minimize supplier costs
	physical expansion possibilities
	good infrastructural position
	low price or rent
	more parking space
	legal and tax advantages
	higher subsidies
	minimize labour costs

	N
	Valid
	35
	35
	35
	35
	35
	35
	35
	35

	
	Missing
	0
	0
	0
	0
	0
	0
	0
	0

	
	Mean
	1,54
	3,43
	3,91
	3,71
	2,54
	1,46
	1,51
	1,69

	
	Mode
	1
	4
	5
	4
	1a
	1
	1
	1

	
	Std. Deviation
	,886
	1,335
	1,147
	1,152
	1,421
	,919
	1,011
	1,022

	a. Multiple modes exist. The smallest value is shown
	
	
	
	
	


	Minimize supplier costs

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	24
	68,6
	68,6
	68,6

	
	I more disagree than agree
	4
	11,4
	11,4
	80,0

	
	I disagree nor agree
	6
	17,1
	17,1
	97,1

	
	I more agree than disagree
	1
	2,9
	2,9
	100,0

	
	Total
	35
	100,0
	100,0
	


	Physical expansion possibilities

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	5
	14,3
	14,3
	14,3

	
	I more disagree than agree
	3
	8,6
	8,6
	22,9

	
	I disagree nor agree
	7
	20,0
	20,0
	42,9

	
	I more agree than disagree
	12
	34,3
	34,3
	77,1

	
	I totally agree
	8
	22,9
	22,9
	100,0

	
	Total
	35
	100,0
	100,0
	


	Good infrastructural position

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	2
	5,7
	5,7
	5,7

	
	I more disagree than agree
	2
	5,7
	5,7
	11,4

	
	I disagree nor agree
	6
	17,1
	17,1
	28,6

	
	I more agree than disagree
	12
	34,3
	34,3
	62,9

	
	I totally agree
	13
	37,1
	37,1
	100,0

	
	Total
	35
	100,0
	100,0
	


	Low price or rent*

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	2
	5,7
	5,7
	5,7

	
	I more disagree than agree
	3
	8,6
	8,6
	14,3

	
	I disagree nor agree
	8
	22,9
	22,9
	37,1

	
	I more agree than disagree
	12
	34,3
	34,3
	71,4

	
	I totally agree
	10
	28,6
	28,6
	100,0

	
	Total
	35
	100,0
	100,0
	


	More parking space*

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	10
	28,6
	28,6
	28,6

	
	I more disagree than agree
	10
	28,6
	28,6
	57,1

	
	I disagree nor agree
	7
	20,0
	20,0
	77,1

	
	I more agree than disagree
	2
	5,7
	5,7
	82,9

	
	I totally agree
	6
	17,1
	17,1
	100,0

	
	Total
	35
	100,0
	100,0
	


	Legal and tax advantages

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	26
	74,3
	74,3
	74,3

	
	I more disagree than agree
	4
	11,4
	11,4
	85,7

	
	I disagree nor agree
	4
	11,4
	11,4
	97,1

	
	I totally agree
	1
	2,9
	2,9
	100,0

	
	Total
	35
	100,0
	100,0
	


	Higher subsidies

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	26
	74,3
	74,3
	74,3

	
	I more disagree than agree
	3
	8,6
	8,6
	82,9

	
	I disagree nor agree
	4
	11,4
	11,4
	94,3

	
	I more agree than disagree
	1
	2,9
	2,9
	97,1

	
	I totally agree
	1
	2,9
	2,9
	100,0

	
	Total
	35
	100,0
	100,0
	


	Minimize labour costs

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	23
	65,7
	65,7
	65,7

	
	I more disagree than agree
	2
	5,7
	5,7
	71,4

	
	I disagree nor agree
	8
	22,9
	22,9
	94,3

	
	I more agree than disagree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


* = these variables are excluded in the scale used for further analysis due to their negative influence on the consistency of the summated scale.
Appendix XXIV: Statistics and Frequencies Clustering Factors

	Statistics

	
	
	increase efficiency by sharing facilities
	gain knowledge and information by face-to-face contacts
	proximity potential employees due to proximity competitors
	proximity public organizations
	more customers due to proximity competitors
	increase creativity and innovation due to proximity creative organizations
	proximity of comple-mentary services 
	become part of network creative organizations

	N
	Valid
	35
	35
	35
	35
	35
	35
	35
	35

	
	Missing
	0
	0
	0
	0
	0
	0
	0
	0

	
	Mean
	2,51
	2,49
	2,51
	2,17
	2,23
	2,94
	2,77
	2,57

	
	Mode
	1
	1
	1
	1
	1
	3
	3
	1

	
	Std. Deviation
	1,422
	1,422
	1,358
	1,317
	1,330
	1,327
	1,374
	1,357


	Increase efficiency by sharing facilities

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	14
	40,0
	40,0
	40,0

	
	I more disagree than agree
	3
	8,6
	8,6
	48,6

	
	I disagree nor agree
	6
	17,1
	17,1
	65,7

	
	I more agree than disagree
	10
	28,6
	28,6
	94,3

	
	I totally agree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


	Gain knowledge and information by face-to-face contacts

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	13
	37,1
	37,1
	37,1

	
	I more disagree than agree
	5
	14,3
	14,3
	51,4

	
	I disagree nor agree
	8
	22,9
	22,9
	74,3

	
	I more agree than disagree
	5
	14,3
	14,3
	88,6

	
	I totally agree
	4
	11,4
	11,4
	100,0

	
	Total
	35
	100,0
	100,0
	


	Proximity potential employees due to proximity competitors

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	13
	37,1
	37,1
	37,1

	
	I more disagree than agree
	3
	8,6
	8,6
	45,7

	
	I disagree nor agree
	9
	25,7
	25,7
	71,4

	
	I more agree than disagree
	8
	22,9
	22,9
	94,3

	
	I totally agree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


	Proximity public organizations

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	15
	42,9
	42,9
	42,9

	
	I more disagree than agree
	8
	22,9
	22,9
	65,7

	
	I disagree nor agree
	6
	17,1
	17,1
	82,9

	
	I more agree than disagree
	3
	8,6
	8,6
	91,4

	
	I totally agree
	3
	8,6
	8,6
	100,0

	
	Total
	35
	100,0
	100,0
	


	More customers due to proximity competitors

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	15
	42,9
	42,9
	42,9

	
	I more disagree than agree
	6
	17,1
	17,1
	60,0

	
	I disagree nor agree
	8
	22,9
	22,9
	82,9

	
	I more agree than disagree
	3
	8,6
	8,6
	91,4

	
	I totally agree
	3
	8,6
	8,6
	100,0

	
	Total
	35
	100,0
	100,0
	


	Increase creativity and innovation due to proximity creative organizations

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	8
	22,9
	22,9
	22,9

	
	I more disagree than agree
	3
	8,6
	8,6
	31,4

	
	I disagree nor agree
	11
	31,4
	31,4
	62,9

	
	I more agree than disagree
	9
	25,7
	25,7
	88,6

	
	I totally agree
	4
	11,4
	11,4
	100,0

	
	Total
	35
	100,0
	100,0
	


	Proximity of complementary services 

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	10
	28,6
	28,6
	28,6

	
	I more disagree than agree
	3
	8,6
	8,6
	37,1

	
	I disagree nor agree
	11
	31,4
	31,4
	68,6

	
	I more agree than disagree
	7
	20,0
	20,0
	88,6

	
	I totally agree
	4
	11,4
	11,4
	100,0

	
	Total
	35
	100,0
	100,0
	


	Become part of network creative organizations

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	11
	31,4
	31,4
	31,4

	
	I more disagree than agree
	6
	17,1
	17,1
	48,6

	
	I disagree nor agree
	8
	22,9
	22,9
	71,4

	
	I more agree than disagree
	7
	20,0
	20,0
	91,4

	
	I totally agree
	3
	8,6
	8,6
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XXV: Statistics and Frequencies Quality of Place Factors

	Statistics

	
	
	presence of diversity in lifestyles
	open minded towards alternative lifestyles
	open towards immigrants and ethnic minorities
	variety in prestigious cultural activities
	variety in large-scale events
	presence young and active people
	presence vibrant popular music scene
	presence exciting nightlife

	N
	Valid
	35
	35
	35
	35
	35
	35
	35
	35

	
	Missing
	0
	0
	0
	0
	0
	0
	0
	0

	
	Mean
	2,69
	2,34
	2,09
	2,77
	1,80
	2,97
	1,71
	2,46

	
	Mode
	1
	1
	1
	1
	1
	1
	1
	1

	
	Std. Deviation
	1,605
	1,392
	1,337
	1,437
	1,158
	1,485
	1,226
	1,482


	Presence of diversity in lifestyles

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	13
	37,1
	37,1
	37,1

	
	I more disagree than agree
	6
	17,1
	17,1
	54,3

	
	I disagree nor agree
	1
	2,9
	2,9
	57,1

	
	I more agree than disagree
	9
	25,7
	25,7
	82,9

	
	I totally agree
	6
	17,1
	17,1
	100,0

	
	Total
	35
	100,0
	100,0
	


	Open minded towards alternative lifestyles

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	15
	42,9
	42,9
	42,9

	
	I more disagree than agree
	5
	14,3
	14,3
	57,1

	
	I disagree nor agree
	5
	14,3
	14,3
	71,4

	
	I more agree than disagree
	8
	22,9
	22,9
	94,3

	
	I totally agree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


	Open towards immigrants and ethnic minorities

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	18
	51,4
	51,4
	51,4

	
	I more disagree than agree
	5
	14,3
	14,3
	65,7

	
	I disagree nor agree
	5
	14,3
	14,3
	80,0

	
	I more agree than disagree
	5
	14,3
	14,3
	94,3

	
	I totally agree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


	Variety in prestigious cultural activities

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	9
	25,7
	25,7
	25,7

	
	I more disagree than agree
	8
	22,9
	22,9
	48,6

	
	I disagree nor agree
	5
	14,3
	14,3
	62,9

	
	I more agree than disagree
	8
	22,9
	22,9
	85,7

	
	I totally agree
	5
	14,3
	14,3
	100,0

	
	Total
	35
	100,0
	100,0
	


	Variety in large-scale events

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	20
	57,1
	57,1
	57,1

	
	I more disagree than agree
	7
	20,0
	20,0
	77,1

	
	I disagree nor agree
	5
	14,3
	14,3
	91,4

	
	I more agree than disagree
	1
	2,9
	2,9
	94,3

	
	I totally agree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


	Presence young and active people

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	10
	28,6
	28,6
	28,6

	
	I more disagree than agree
	2
	5,7
	5,7
	34,3

	
	I disagree nor agree
	8
	22,9
	22,9
	57,1

	
	I more agree than disagree
	9
	25,7
	25,7
	82,9

	
	I totally agree
	6
	17,1
	17,1
	100,0

	
	Total
	35
	100,0
	100,0
	


	Presence vibrant popular music scene

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	24
	68,6
	68,6
	68,6

	
	I more disagree than agree
	3
	8,6
	8,6
	77,1

	
	I disagree nor agree
	4
	11,4
	11,4
	88,6

	
	I more agree than disagree
	2
	5,7
	5,7
	94,3

	
	I totally agree
	2
	5,7
	5,7
	100,0

	
	Total
	35
	100,0
	100,0
	


	Presence exciting nightlife

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	15
	42,9
	42,9
	42,9

	
	I more disagree than agree
	4
	11,4
	11,4
	54,3

	
	I disagree nor agree
	4
	11,4
	11,4
	65,7

	
	I more agree than disagree
	9
	25,7
	25,7
	91,4

	
	I totally agree
	3
	8,6
	8,6
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XXVI: Statistics and Frequencies Experiencing Strong Creative Energy

	Statistics

	experience strong creative energy

	N
	Valid
	35

	
	Missing
	0

	
	Mean
	4

	
	Mode
	4

	
	Std. Deviation
	1


	Experience a strong creative energy

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	I totally disagree
	2
	5,7
	5,7
	5,7

	
	I more disagree than agree
	5
	14,3
	14,3
	20,0

	
	I disagree nor agree
	5
	14,3
	14,3
	34,3

	
	I more agree than disagree
	15
	42,9
	42,9
	77,1

	
	I totally agree
	8
	22,9
	22,9
	100,0

	
	Total
	35
	100,0
	100,0
	


Appendix XXVII: Normality Plots and Tests of Normality for all Scales

The tests of normality show that, although the normality plots do not indicate the highest degree of normality, there is no significance for the assumption that the total conventional-, total clustering- and total quality of place variable are not normal distributed (p > 0,010). Only when accepting a minimum reliability of 95% (instead of 99%) it can be said with a reliability of 96,6% (p = 0,034) that the total quality of place variable is not normal distributed. However, since the sample is bigger than 30, the T Test can be executed.

1. Test of normality for all scales

	Case Processing Summary

	
	Cases

	
	Valid
	Missing
	Total

	
	N
	Percent
	N
	Percent
	N
	Percent

	Total conventional (6 items)
	35
	100,0%
	0
	,0%
	35
	100,0%

	Total clustering
	35
	100,0%
	0
	,0%
	35
	100,0%

	Total quality of place
	35
	100,0%
	0
	,0%
	35
	100,0%

	Tests of Normality

	
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	Total conventional (6 items)
	,137
	35
	,095
	,970
	35
	,448

	Total clustering
	,108
	35
	,200*
	,960
	35
	,221

	Total quality of place
	,154
	35
	,034
	,921
	35
	,015

	a. Lilliefors Significance Correction
	
	
	
	

	*. This is a lower bound of the true significance.
	
	
	


2. Normality plots total conventional scale (6 items)


3. Normality plots total clustering scale


4. Normality plots total quality of place scale


Appendix XXVIII: Paired-Samples T Test all Scales

	A. Paired Samples Statistics

	
	
	Mean
	N
	Std. Deviation
	Std. Error Mean

	Pair 1
	Total conventional (6 items)
	2,257
	35
	,6214
	,1050

	
	Total clustering
	2,525
	35
	,9874
	,1669

	Pair 2
	Total conventional (6 items)
	2,257
	35
	,6214
	,1050

	
	Total quality of place
	2,3536
	35
	1,09707
	,18544

	Pair 3
	Total clustering
	2,525
	35
	,9874
	,1669

	
	Total quality of place
	2,3536
	35
	1,09707
	,18544


	B. Paired Samples Correlations

	
	
	N
	Correlation
	Sig.

	Pair 1
	Total conventional (6 items) & Total clustering
	35
	,128
	,464

	Pair 2
	Total conventional (6 items) & Total quality of place
	35
	,322
	,059

	Pair 3
	Total clustering & Total quality of place
	35
	,582
	,000

	C. Paired Samples Test

	
	
	Paired Differences

	
	
	Mean
	Std. Deviation
	Std. Error Mean
	95% Confidence Interval of the Difference
	t
	df
	Sig. 

(2-tailed)

	
	
	
	
	
	Lower
	Upper
	
	
	

	Pair 1
	Total conventional (6 items) - Total clustering
	-,2679
	1,0973
	,1855
	-,6448
	,1091
	-1,444
	34
	,158

	Pair 2
	Total conventional (6 items) - Total quality of place
	-,09643
	1,07271
	,18132
	-,46492
	,27206
	-,532
	34
	,598

	Pair 3
	Total clustering - Total quality of place
	,17143
	,95779
	,16190
	-,15758
	,50044
	1,059
	34
	,297


Appendix XXIX: Paired-Samples T Test Creative Energy and Quality of Place

	A. Paired Samples Statistics

	
	
	Mean
	N
	Std. Deviation
	Std. Error Mean

	Pair 1
	Total quality of place factor
	2,495
	35
	1,0473
	,1770

	
	experience strong creative energy
	3,63
	35
	1,165
	,197


	B. Paired Samples Correlations

	
	
	N
	Correlation
	Sig.

	Pair 1
	Total quality of place factor & experience strong creative energy
	35
	,600
	,000


	C. Paired Samples Test

	
	
	Paired Differences

	
	
	Mean
	Std. Deviation
	Std. Error Mean
	95% Confidence Interval of the Difference
	t
	df
	Sig. 

(2-tailed)

	
	
	
	
	
	Lower
	Upper
	
	
	

	Pair 1
	Total quality of place factor - experience strong creative energy
	-1,1333
	,9956
	,1683
	-1,4753
	-,7913
	-6,735
	34
	,000


Appendix XXX: Correlation Quality of Place and Experience of Creative Energy

	Correlations

	
	
	Total quality of place
	experience strong creative energy

	Total quality of place
	Pearson Correlation (r)
	1,000
	,511**

	
	Sig. (2-tailed)
	
	,002

	
	N
	35,000
	35

	experience strong creative energy
	Pearson Correlation (r) 
	,511**
	1,000

	
	Sig. (2-tailed)
	,002
	

	
	N
	35
	35,000

	**. Correlation is significant at the 0.01 level (2-tailed).
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�See also � HYPERLINK "http://www.creativitystartshere.nl/#pagina=849" ��www.creativitystartshere.nl/#pagina=849� (06-01-2009) and the ‘nieuwsbrief’ on: � HYPERLINK "http://www.creativitystartshere.nl/Content/www.creativitystartshere.nl/Documenten/nieuwsbrief_1.pdf" ��www.creativitystartshere.nl/Content/www.creativitystartshere.nl/Documenten/nieuwsbrief_1.pdf� (06-01-2009) for examples of recent policy interventions.


� No specific year is mentioned.


� The CBS uses since 1-1-2008 the SBI 2008, which is, as well as the SBI 93 based on the categorization used by the European Union (Nomenclature statistique des activités économiques dans la Communauté Européenne, for short: � HYPERLINK "http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/links/nace-rev-2-link.htm" \o "NACE Rev 2" ��NACE Rev 2�) and on the one used by the United Nations (International Standard Industrial Classification of All Economic Activities, for short: � HYPERLINK "http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/links/isic-rev-4-link.htm" \o "ISIC Rev 4" ��ISIC Rev 4�). These categorizations are updated more or less every 15 years. The structure of the SBI 2008 is similar to the structure of the SBI 93. The dissimilarities are published on: � HYPERLINK "http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/sbi-2008/default.htm" ��http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/sbi-2008/default.htm� (3-2-2008). Although the CBS now uses the SBI 2008, at the time the sample frame was constructed the used database was still organized according to the SBI 93. For the research executed in this thesis this should not be a problem.


� In Florida’s (2002, 2005) research Talent is defined as those people with a bachelor degree or higher; Technology is defined as a function of both innovation and high-technology concentration; Tolerance is defined as an attitude of people referring to openness, inclusiveness, and diversity to all ethnicities, races, and walks of life. (See for example Florida, 2005, pp. 37)


� No specific year is mentioned.


� Florida uses the term ‘quality of cool’ referring to the POV magazine’s Coolness Index, a specific year is however not mentioned. (See Florida, 2005, pp. 74)


� BRZ stands for ‘Bedrijven Register Zuid-Holland’ ≈ Industry Register South-Holland, source: � HYPERLINK "http://www.lisa.nl/" ��http://www.lisa.nl/� (visited 20-11-2008) and was very helpful in constructing a sample frame from their database. 


� Own elaboration based on Florida (2002; 2005) and Daft (2001).


� Source: � HYPERLINK "http://europa.eu/scadplus/leg/nl/lvb/n26026.ht" ��http://europa.eu/scadplus/leg/nl/lvb/n26026.ht�, visited 9-12-2008.


� Source: European Union policy letter IP/03/652, Brussels, the 8th of May 2003, available on: � HYPERLINK "http://www.europa.eu/rapid/pressReleasesAction.do?reference=IP/03/652&format=PDF&aged=1&language=NL&guiLanguage=en" ��http://www.europa.eu/rapid/pressReleasesAction.do?reference=IP/03/652&format=PDF&aged=1&language=NL&guiLanguage=en�, visited 9-12-2008.


� LISA is a Dutch organization, it stands for ‘Landelijk Informatie Systeem Arbeid’ ≈ National Information System Labour, source: � HYPERLINK "http://www.lisa.nl/" ��http://www.lisa.nl/�, visited 18-06-2008, 14-06-2008.


� BRZ stands for ‘Bedrijven Register Zuid-Holland’ ≈ Industry Register South-Holland, source: � HYPERLINK "http://www.lisa.nl/" ��http://www.lisa.nl/�, visited 20-11-2008. 


� The contact person at the BRZ was Mr. R. Jhanjan, several telephone conversations took place between 8-12-2008 and 19-12-2008.


� The SBI93 stands for ‘Standaard Bedrijfs Indeling 1993 ≈ Standard Industry Classification 1993. 


� The CBS uses since 1-1-2008 the SBI2008, which is, as well as the SBI93 based on the categorization used by the European Union (Nomenclature statistique des activités économiques dans la Communauté Européenne, for short: � HYPERLINK "http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/links/nace-rev-2-link.htm" \o "NACE Rev 2" ��NACE Rev 2�) and on the one used by the United Nations (International Standard Industrial Classification of All Economic Activities, for short: � HYPERLINK "http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/links/isic-rev-4-link.htm" \o "ISIC Rev 4" ��ISIC Rev 4�). These categorizations are updated more or less every 15 years. The structure of the SBI2008 is similar to the structure of the SBI93. The dissimilarities are published on: � HYPERLINK "http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/sbi-2008/default.htm" ��http://www.cbs.nl/nl-NL/menu/methoden/classificaties/overzicht/sbi/sbi-2008/default.htm� (3-2-2008). Although the CBS now uses the SBI2008, at the time the contact with the BRZ took place, the BRZ still used the SBI93. For the research executed in this thesis this should not be a problem.





� The pilot was executed on the 28th of November 2008 among creative entrepreneurs participating in The Creative Cube in Rotterdam (� HYPERLINK "http://www.creativecube.nl" ��www.creativecube.nl�). Representatives of Origins (� HYPERLINK "http://www.origins-architecten.nl" ��www.origins-architecten.nl�), 2Twintig (� HYPERLINK "http://www.2twintig.nl" ��www.2twintig.nl�) and Bureau Bergweg Architectuur (� HYPERLINK "http://www.bureaubergweg.nl" ��www.bureaubergweg.nl�) participated in the pilot. 


� Telephone interview central Chamber of Commerce in the Netherlands, 3-12-2008.


� Source: � HYPERLINK "http://www.kvk.nl/handelsregister/zoekenframeset.asp?zk=0&url=https://server.db.kvk.nl/ia" ��http://www.kvk.nl/handelsregister/zoekenframeset.asp?zk=0&url=https://server.db.kvk.nl/ia�, visited 19-2-2008.


� Source: � HYPERLINK "http://www.kvk.nl/handelsregister/zoekenframeset.asp?zk=0&url=https://server.db.kvk.nl/ia" ��http://www.kvk.nl/handelsregister/zoekenframeset.asp?zk=0&url=https://server.db.kvk.nl/ia�, visited 19-2-2008.





� The factors in italic are mentioned by 20% or more of the respondents included in the study of Pellenbarg (1985)









