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EXECUTIVE SUMMARY 

This report forms part of a wider European study exploring the impact of creative and 
knowledge-intensive industries on the competitiveness of 13 European metropolitan regions. 
Through a comparative approach, the project seeks to understand the extent to which 
creativity, innovation and knowledge are central to successful long-term economic 
development.  

The objective of this particular part of the project is to understand the drivers behind the 
decisions of higher educated graduates and workers in creative and knowledge-intensive 
industries to find a job and live their lives in a particular city, in this case, Birmingham. A 
second and interrelated objective is to explore the role and relative importance that both 
‘hard’ and ‘soft’ factors play in this decisions-making process.  

The report brings together the results of a questionnaire survey of 196 people working and 
living in Birmingham or the West Midlands region: 132 workers employed in creative and 
knowledge-intensive occupations (53 from creative industries and 79 from knowledge-
intensive industries) and 64 graduate workers who had qualified from University of 
Birmingham and Birmingham City University between 1998 and 2006.  

Specific sub-sectors of the creative knowledge economy were selected by the ACRE co-
ordination team. The candidates chosen were either employed in these sectors or, in case of 
the graduates, had qualifications in subjects allied to these sectors. In either case, respondents 
had to be qualified to degree level or above, or hold an equivalent level vocational 
qualification. The following creative-knowledge sub-sectors were chosen: 

 

Creative Industries: 

1) 72.2: Computer games, Software, Electronic publishing; Software consultancy  
2) 92.1 and 92.2: Motion pictures & Video activities; Radio& TV activities 
3) 74.4: Advertising 
4) 74.8 Speciality Design  
 

Knowledge Industries: 

1) 74.1: Law; Legal, Accounting, Book keeping, Auditing, etc. 
2) 65: Financial intermediation; 67: Activities auxiliary to Financial intermediation 
3) 73.1 & 73.2: R & D, and 80.3: Higher Education 
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In the last decade Birmingham has undergone a dramatic physical transformation as well as 
economic restructuring from a predominantly manufacturing city into one based more on 
services and the so called ‘creative-knowledge economy’. Although manufacturing is still an 
important aspect of the economy in both the city and the region, employment in some of the 
creative and knowledge-intensive sectors is now strong in the city, particularly Financial 
Intermediation and Insurance Activities; Professional Services Activities such as Labour 
Recruitment; Higher Education; Radio and TV; Architecture; and Advertising, and creative 
and knowledge intensive industries are a dynamic and growing part of the Birmingham and 
West Midlands economy. The City is now young, ethnically diverse, improving in terms of 
skills and educational attainment, and is a more physically attractive and appealing place for 
visitors, those seeking to move here, as well as to those who already live in the city. 
Birmingham’s key factors of attraction are the quality of its higher education institutions; its 
good transport links and the centrality of location within the UK; the social diversity (and 
tolerant attitude) of the people living there; and the diversity of the city’s cultural, leisure and 
entertainment facilities.  

Despite these factors, the city and the region still face significant challenges in terms of 
attracting a talented and creative workforce. Two of the main problems are: the negative 
image of the city created by recent industrial decline and high levels of deprivation, social 
problems (including high crime levels) and unemployment and the lack of affordable and 
good quality housing and neighbourhoods that ‘people with talent’ want to live in.  

In the ACRE survey, the attractiveness of Birmingham was investigated through three 
perspectives: satisfaction with job and working environment, satisfaction with the 
neighbourhood and living environment, and satisfaction with aspects of city life. 

What is clear from the analysis of the survey results, is that the decision-making process of 
people employed in creative and knowledge-intensive occupations to choose to live and work 
in a certain location is complex - it includes many different ‘hard’ and ‘soft’ factors and 
considerations which can often be uniquely personal, and so it is difficult to reduce them to 
individual component parts or generalisations. Nevertheless, the results seem to suggest that 
both ‘hard’ and ‘soft’ factors have an impact on the attractiveness of Birmingham and the 
city-region.  

Although ‘hard’ factors associated with labour market opportunities and including quality and 
cost of housing provision and good transportation links appear to dominate in the decision-
making process of skilled creative-knowledge workers to move to Birmingham, certain ‘soft’ 
factors are also important., such as the diversity of cultural, leisure and entertainment 
facilities, as well as certain ‘social’ aspects such as having family or friends living in the city 
or having connections in the city through studying or living in Birmingham in the past, have 
proved to be important in attracting people to the city in certain cases.  

The decision to live in a particular neighbourhood also appears to depend predominantly, but 
not exclusively, on ‘hard’ location factors, but with ‘soft’ factors playing an important 
secondary role. Housing affordability and dwelling size were the most important factors for 
respondents choosing a residential location, followed by ‘hard’ factors related to the 
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‘connectivity’ of the neighbourhood with the rest of the city and beyond and ‘soft’ factors 
relating to the social and environmental quality of the neighbourhood environment. 

Interestingly, the results reveal that differences in residential locational preferences between 
creative and knowledge workers were far less pronounced than anticipated. There was not 
much in the way of evidence from our sample to suggest that creative workers preferred city 
centre or ‘core city’ residential locations more than knowledge workers, and there was no 
evidence to suggest that, when compared to knowledge workers, the residential choice of 
creative workers was more influenced by ‘bohemian diversity’, the proximity to cultural or 
leisure facilities, the attractiveness of the urban environment or a welcoming and tolerant 
atmosphere. For both groups, ‘hard’ factors rank top when choosing a residential location. 
‘Soft’ factors, although important, seemed to be more easily sacrificed in order to ensure the 
conditions for ‘hard’ factors were met.  

It seems likely, therefore, that the ‘soft’ considerations are not the key driver in city location 
or neighbourhood selection per se but can impact on the decision after the ‘hard’ factors have 
been addressed. Arts, leisure and other cultural factors or the ‘look and feel’ of a 
neighbourhood may be used as a ‘tie-breaker’ where there is little to choose between several 
city locations and when quality of life/quality of place becomes an issue. What is certain is 
that attempts to improve the attractiveness of the city region should not focus on individual 
‘soft’ or ‘hard’ factors or on ‘soft’ factors at the expense of ‘hard’ factors. Both have an 
impact on the future attractiveness of the city region. 

Furthermore, while it is acknowledged in the literature that both attraction and retention of 
high-skilled people is important, it is also worth considering in more detail the nature of each 
of these two aspects. It is apparent from the Birmingham case study that factors of attraction 
may be very different from factors of retention. Further research is required in order to 
determine whether this is, indeed, the case, and whether ‘hard’ economic factors that 
dominate the decision of whether to locate in a city region are then superceded by ‘soft’ 
factors relating to the quality of the urban and neighbourhood environments and the social and 
cultural aspects of the city once people have settled there.  

The research indicates that the majority of respondents were satisfied with their life in 
Birmingham, with their jobs, and the quality of life in their residential neighbourhood. 
Nevertheless, in terms of providing the living and working environment required to attract 
Florida’s ‘creative class’ of workers, it is clear that while some aspects of Birmingham are 
appealing and the cultural and leisure facilities offered are good, more effort is required to 
improve some of the ‘social’ and ‘environmental’ conditions of the city. The results indicate 
that provision of good quality, affordable housing; reduction in levels of crime and anti-social 
behaviour and improvements in the environmental quality of neighbourhoods particularly 
around litter, vandalism and appearance as well as improving the level of social interaction 
among neighbourhood communities should be top priorities. These are all necessary if 
Birmingham is to attract and retain a talented and creative workforce and to compete with 
other cities seeking to attract these same individuals. Fortunately, many of these issues are 
recognised in the City’s recently published community strategy - Birmingham 2026 
(Birmingham City Council, 2008). 
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On the work side, it is important that creative talent arriving in Birmingham is retained within 
the city, at least until a critical mass is achieved. Policy initiatives ensuring more stability for 
creative workers (those on temporary or short term contracts) would be worth exploring, as 
well as increased access to sector-specific training and up-skilling and career development 
opportunities. Furthermore, as highlighted in the regional cultural strategy (CWM, 2007), 
innovation-led economies will be increasingly dependent on immigration, and regions which 
work hard to foster intercultural cohesion stand to benefit most. One of the factors that will 
differentiate Birmingham and the West Midlands from other regions will be the youth and the 
ethnic diversity of people living in the urban areas. This will give the city region competitive 
advantage in terms of developing products for new markets - the region needs to prioritise 
actions that support this, as well as encouraging non-traditional entrants who replenish the 
talent pool (e.g. ethnic minorities and women). 
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1 INTRODUCTION 

1.1 Introduction to report 

The objective of this particular part of the ACRE project and, more specifically, of the 
questionnaire, was to understand the drivers behind the decisions of higher educated 
graduates and workers in creative and knowledge-intensive industries to find a job in a 
particular city, in this case, Birmingham. A second and interrelated objective was to explore 
the role that both ‘hard’ and ‘soft’ factors play in graduate and worker decisions to live in a 
particular location in the city or wider region.  

Outline of report: 

Chapter 1 of the report provides a short introduction to Birmingham and the West Midlands 
Region and the existing regional and city-level policy framework for supporting the growth of 
the creative and knowledge intensive industries. Next, the composition of the target groups is 
briefly discussed. These are graduates from two of Birmingham’s five Higher Education 
Institutions (HEIs): University of Birmingham and Birmingham City University (formerly 
University of Central England, Birmingham) and workers in creative and knowledge-
intensive sectors. Further details can also be found in the ACRE report; ‘The Creative 
Knowledge Sector in Birmingham and the West Midlands. A preparatory analysis for 
surveying selected target groups’. 

Chapter 2 describes the research methodology, including the development of the 
questionnaire, the methods used for the selection and sampling of the target groups, and the 
survey implementation procedure. There is a short discussion of issues confronting the 
implementation of the questionnaire and data collection.  

Chapter 3 presents the initial findings from the survey. First, an overall analysis of the socio-
economic and demographic composition of the sample is presented; secondly, an analysis of 
specific aspects relating to: satisfaction with city, mobility, satisfaction job and work 
environment, and satisfaction with neighbourhood and living arrangements.  

Chapter 4 discusses the preliminary findings and what they may mean in terms of 
understanding the drivers behind decision of highly educated graduates and creative 
knowledge workers to find work and live their lives in Birmingham.  

Chapter 5 provides a short discussion of findings, and some thoughts on initial conclusions. 
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1.2 West Midlands Metropolitan Region and creative industry policy 

1.2.1 Introduction to the West Midlands Metropolitan Region 

The West Midlands, situated at the heart of England, is one of the UK’s most diverse regions 
in terms of population, geography, industry, culture and ethnicity. It includes densely 
populated areas in the urban metropolitan core (Birmingham, Coventry, Solihull, Sandwell, 
Dudley, Wolverhampton and Walsall as well as relatively sparsely populated rural areas.  

The region has a total population of 5.36 million people (10.7 per cent of the population of 
England and Wales) (ONS, 2001) of which nearly two thirds (65 per cent) live in urban areas, 
with nearly half (48 per cent) living in the core metropolitan area and over 1 million 
inhabitants living in Birmingham itself.  

The region is further characterised by sharp differences in prosperity, ranging from affluence 
in some towns and suburbs (for example, Solihull) to urban areas experiencing pockets of 
severe economic deprivation (for example, Sandwell). 

Manufacturing comprises 15 per cent of total employment in the region, making it the most 
industrialised region in the UK. Automotive production, aeronautics, engineering, metal 
processing and manufacture, plastics and rubber, electronics and telecommunications, 
ceramics, brewing and carpet manufacturing are among its major industries. 

However, tourism and a growing services sector are also key attractors for the region. The 
West Midlands now has the largest business and professional service sector outside London, 
although a significant share of this is concentrated in and around central Birmingham. 

The West Midlands have undergone a protracted period of deindustrialization over the last 
three decades, which has seen the loss of almost 300,000 manufacturing jobs with the 
concomitant investment cutbacks, plant closures and diminishing performance. The Region’s 
production/productivity indicator, GVA per head, is below EU and national averages, and 
while the unemployment situation has now improved, pockets of significant joblessness 
remain particularly within the older conurbation towns, with relatively high levels of youth 
and long-term unemployment. Analysis by type of deprivation reveals the worst score is in 
skills, followed by living environment, income and employment. 

People living within the older urban areas tend to be low skilled and work in lower paid jobs 
(there are also high concentrations of ethnic minorities in these areas). This has created a 
more unequal region than in the past with disparities between the work-rich areas where well 
paid households live and other parts of the region.  

Although the population of the region overall is stable at 10.6 per cent of the England and 
Wales total, the rural population has been growing at the expense of the urban population, 
which has seen a decline. In comparison with the UK average, the population of the West 
Midlands has a high representation of 60-70 and under 15 age groups.  
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The region has the highest concentration of black and minority ethnic communities outside 
London and the South East, with the majority of the region’s ethnic minority population live 
in the older core urban areas of Birmingham, Coventry, Sandwell, Walsall and 
Wolverhampton.  

Birmingham itself is now a young, ethnically diverse city and growing economically. Its 
economy has diversified and although manufacturing is still important, employment in some 
of the creative knowledge sectors is strong in the city, particularly Financial Intermediation 
and Insurance Activities; Professional Services Activities such as Labour Recruitment; Higher 
Education; Radio and TV; Architecture; Advertising. But the city still faces challenges in 
terms of social deprivation, and suffers from extreme pockets of income and employment 
deprivation and lower levels of educational attainment. In summary, although creative and 
knowledge intensive industries are a dynamic and growing part of the Birmingham and West 
Midlands economy, employing highly skilled workers and entrepreneurial people, the city and 
the region face significant challenges with current restructuring of the economy around more 
knowledge based activity: 

• Low educational aspirations and achievement of younger people in the City. 
• The negative image of the city created by recent industrial decline and high levels of 

deprivation, social problems and unemployment. 
• Whether the City offers sufficient quality housing and neighbourhoods that ‘people 

with talent’ want to live in. 

1.2.2 Introduction to West Midlands Regional and Birmingham City Level Creative 
Knowledge Policy  

The cultural and creative industries together with the knowledge intensive industries are seen 
by the key public agencies in Birmingham as a critical component in the renaissance of the 
City, in terms of urban regeneration, economic development and social welfare. In recent 
strategies and policy interventions, attention has focused on ‘culture’ and ‘creativity’ as a 
means of enhancing the urban appeal of the city to residents, business companies and visitors 
as well as providing the characteristics and ‘soft’ location factors necessary to attract the 
required talent pool of entrepreneurs to catalyse Birmingham’s re-imaging from 
manufacturing city to post-industrial ‘creative knowledge city’. Both creative and knowledge 
intensive industries have become central in attempts to stimulate the growth of Birmingham’s 
economy and to promote the city at an international level, attracting high levels of inwards 
investment.  

There has been a major growth in the attention given to creative and knowledge intensive 
industries in the policy literature generally (for example in the Regional Economic Strategy) 
and there have also been considerable number of innovative strategies, projects and 
programmes including specific strategies to support creative industries at a regional and local 
level. The large number of agencies involved and problems of coordination and alignment of 
regional and city-level strategies has affected the operation of policy. The Regional 
Development Agency has also developed a high profile cluster policy, but does not recognize 
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creative industries as a designated priority cluster, which has implications for funding of the 
sector and long term planning at city level.  

However, there are important initiatives at a city level involving different stakeholders and in 
many cases formally constituted partnerships. These include the Creative Birmingham 
Partnership Board (CBPB) which brings together all the key public agencies investing in the 
creative and cultural sector in Birmingham and provides strategic direction to the Council’s 
Creative City initiative, a package of projects to support business, encourage start-up activity 
and entry into creative industries occupations. Evidence suggests that CBPB has achieved 
greater co-ordination of effort to support creative industries in Birmingham; Business support 
schemes, skills development and start up incubation have been given clearer direction and the 
partnership has provided the ‘joined-up’ approach the city previously lacked but needed. 
BCPB has also had some success in raising the profile of the creative industries in 
Birmingham, and addressing one of the city’s greatest challenges - that of connecting the city. 
One success story is Film Birmingham the new Birmingham Film Office, which was 
proposed by CBPB and backed by the City Council, and is responsible for supporting and 
developing the screen media industry in Birmingham.  

It is clear, therefore, that the creative knowledge economy demands cooperation between key 
institutions and a greater level of joint planning in order to maximise their economic and 
cultural impact in both the City and Region. This thinking has been expressed in a variety of 
regional and local documents and research and also in the recent City Centre Masterplan. 
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1.3 Understanding target groups: University graduates and workers in 
creative and knowledge intensive industries in Birmingham 

The target groups for our survey are graduates from Birmingham’s Higher education 
institutions and employees of firms in creative knowledge sectors. This section presents a 
profile of these targets groups in Birmingham. The first section looks at the make up of the 
creative and knowledge intensive sectors in Birmingham whereas section two details its 
higher education programs and graduates. This information will form the basis for the 
selection process of our targets groups as presented in the chapter 2.  

1.3.1 Creative and knowledge intensive sectors in Birmingham  

Definition of the creative knowledge sectors 

The Creative Knowledge sectors consist of following five sub-sectors as defined by the 
ACRE project team:  

Creative Industries 

1. Creative Industries which includes advertising, architecture, crafts, design, designer 
fashion, video, film, music and photography as well as publishing, computer games 
and software design and radio and television. 

 
Knowledge Industries 

2. Information and Communication Technology which comprises ICT manufacturing 
and ICT services including telecommunication, 

3. Finances, 
4. Law and Other Business Services, and 
5. Research and Development and Higher Education. 

 

Creative industries employment 

The following statistical analysis regarding the number of employees of Birmingham’s 
Creative Knowledge sector is based on data from the Annual Business Inquiry (ABI). Local 
data from a survey carried out with 350 creative firms in Birmingham is also referred to 
(Burfitt et al., 2006). 

There were 25,925 Creative Industries jobs in Birmingham in 2005, representing 5.2 per cent 
of the Birmingham economy (ABI, 2005) – Table 1.1 If employment alone is used to 
determine the importance of the sub-sectors, Arts/Antiques (25.8 per cent) and Architecture 
(24.5 per cent) dominate, followed by Computer Software (19.3 per cent of CIs jobs). 

However statistics for Arts/Antiques and Architecture sub-sectors need to be interpreted with 
caution, as these two categories contain branches which can neither be regarded as creative 
nor as knowledge intensive. For example, the SIC codes covering architecture include many 
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activities related to machinery and industrial plan design. It is difficult to extract from the SIC 
codes covering Arts/Antiques the creative parts of this sector, but it is likely that much of it 
refers to sales activities. 

Of the other CIs sub-sectors in Birmingham, Screen Media and Radio, when taken together, 
accounting for 9.6 per cent of jobs; Music and Visual and Performing Arts (9.5 per cent) and 
Advertising (5.9 per cent) are less important in terms of pure job numbers.  

 
Table 1.1 - Employment in creative industries - Birmingham and Great Britain (2005) 

 Birmingham Great Britain 

 number % number % 
Advertising 1,522 5.9 79,363 5.0 
Architecture 6,346 24.5 314,590 19.8 
Arts and Antiques 6,680 25.8 397,307 24.9 
Designer Fashion 627 2.4 46,905 2.9 
Video, film & photography 992 3.8 71,712 4.5 
Music and the visual & performing arts 2,457 9.5 141,266 8.9 
Publishing 809 3.1 158,188 9.9 
Software 4,995 19.3 314,783 19.8 
Radio and television 1,497 5.8 68,591 4.3 
Total CIs employment 25,925 100.0 1,592,705 100.0 
Total employment 495,329  26,503,143  
      
CI's employment as proportion of total employment  5.2  6.0 
CI's employment as proportion of GB CIs employment  1.6  100.0 
Employment as proportion of GB employment  1.9  100.0 
Source: ABI, 2005 

 
Self-employed creative professionals 

ABI data underestimate the numbers of freelancers and small firms working in the CIs due to 
the database only accounting for firms registered for VAT (which is set at a threshold of 
£58,000). To get a sense of the importance of self-employment among creative professionals, 
we look at the Census occupational data for Birmingham and England.  

According to Census statistics (ONS, 2001), 21.7 per cent of creative professionals were self-
employed in Birmingham in 2001, which was less than the figure for England (27.2 per cent). 
Self-employment was very high in Video, Film & Photography (41.7 per cent) and Music, 
Visual and Performing Arts (55.2 per cent). These figures are, again, lower to national trends 
(Table 1.2). 
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Table 1.2 - Proportion of Self-employed by Creative Occupations (SOC codes)  
in Birmingham and England, 2001 

 Birmingham (%) England (%) 

Advertising 11.8 15.1 
Architecture 23.3 30.1 
Crafts 22.7 24.6 
Design and designer fashion 25.4 32.0 
Video, film & photography 41.7 50.2 
Music, visual and performing arts 55.2 65.6 
Publishing 11.5 16.0 
Software 11.3 16.9 
Radio & TV 28.4 32.0 
Total creative industries 21.7 27.2 
Whole economy 10.3 13.2 
Source: ONS Census, 2001 

 
These figures are also confirmed when we look at some indicators for Birmingham’s Creative 
industries. Around 21.3 per cent of creative firms were individual freelancers in Birmingham 
in 2004. This figure rises up to 35 per cent in Music and Performing Arts. Around one third of 
businesses were not registered for VAT in 2004; 58.7 per cent in Music and Performing Arts 
(Burfitt et al., 2006). 

 
Creative firm base, size and turnover 

In 2005, there were 3,239 Creative firms in Birmingham according to the Annual Business 
Inquiry (ABI, 2005). This number represented around one tenth of all firms in Birmingham. 
Around 89 per cent of these firms in Birmingham had less than 10 employees. This is a higher 
proportion than found in the local economy as a whole (80.3 per cent) but lower than 
nationally for creative firms (92.1 per cent). Firms in Screen Media and Radio, Publishing and 
Music, Visual and Performing Arts were more likely to have medium and large firms. 
Overall, 0.4 per cent of CI firms had more than 200 employees in 2004 - above the national 
average of 0.2 per cent - Table 1.3. 

Arts and Antiques (1,187 firms), Architecture (788 firms) and Software (633 firms) are the 
sectors with most firms in Birmingham. In comparison, there are only 102 Publishing firms 
and 159 Advertising firms in Birmingham. However, on average, around a third of Creative 
firms (31 per cent) were not registered for VAT in Birmingham in 2004 and there were 
approximately 21 per cent freelancers in the CIs sub-sectors (Burfitt et al, 2006). Not only 
does this indicate the importance of freelancers and self-employed people in the CIs sectors in 
Birmingham, it indicates that official figures underestimate, by nearly a third, the number of 
CI firms in the City.  

The Creative industries are a dynamic sector in Birmingham: The majority of firms are less 
than 15 years old, except in Crafts and Jewellery, and 48 per cent of firms were created in the 
last 10 years (Burfitt et al, 2006). Furthermore, more than 5 per cent of firms were created in 
the last three years in Publishing, Software, Screen Media and Radio and up to 8.2 per cent in 
Music and Performing Arts.  
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Table 1.3 - Creative firms by size and sub-sector - Birmingham (2005) 
 1-10 

employees 
11-49 

employees 
50-199 

employees 
200 or 
more 

employees 

Total 

Advertising 81.1% 15.7% 1.9% 1.3% 159 
Architecture  86.7% 10.4% 2.5% 0.4% 788 
Arts and antiques 89.9% 9.0% 1.0% 0.1% 1,187 
Designer /fashion 89.7% 10.3% 0.0% 0.0% 126 
Video, film & photography 92.6% 2.9% 4.6% 0.0% 175 
Music and the visual & performing arts 92.0% 4.0% 3.4% 0.6% 323 
Publishing 88.2% 6.9% 3.9% 1.0% 102 
Software, computer games & electronic publishing 94.2% 3.9% 0.9% 0.9% 633 
Radio and television activities 81.2% 11.6% 5.8% 1.4% 69 
TOTAL CREATIVE INDUSTRIES 89.4% 8.4% 1.8% 0.4% 3,239 
TOTAL ECONOMY 80.3% 14.4% 4.2% 1.0% 33,103 
Source: ABI, 2005.  

 
Qualification levels of creative industry workers 

The CIs sector in Birmingham is highly skilled. In 2004, 45 per cent of the CIs workforce had 
a first degree or higher. High levels of qualifications are particularly found in Screen Media 
and Radio (nearly 48 per cent of workers hold a first degree or higher) and Software (60 per 
cent of workers hold a first degree or higher). However, the pattern of qualification 
requirements varies among CIs sub-sectors. For example, nearly a third (32.4 per cent) of 
workers in Craft and Jewellery have no formal academic qualifications and just over a third 
(36.6 per cent) of workers in Advertising hold a first degree or higher – Table 1.4.  

 
Table 1.4 - Highest qualifications in creative industry sub-sectors - Birmingham (2004) (%) 
Average highest 
qualification  

Visual 
arts 

Screen, 
media & 

radio 

Music & 
performing 

arts 

Craft & 
jewellery 

Software Advertising Average 

No qualifications 10.4 7.7 6.7 32.4 3.2 10.0 13.4 

GCSE/O Level 8.1 16.2 7.3 11.9 8.6 14.6 11.8 

A Level 7.0 16.0 28.4 11.1 13.0 15.7 13.5 

Technical vocation-
nal qualification 

10.3 12.2 1.3 11.2 7.1 7.1 8.5 

Degree 38.9 43.8 34.8 29.4 50.4 25.8 37.1 

Postgraduate 
qualification 

7.3 4.0 18.0 2.3 10.2 10.8 8.2 

Professional 
qualification  

18.2 0.0 3.5 1.7 7.5 16.0 7.5 

Source: Burfitt et al., 2006 
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Knowledge industry employment  

Finance, Law and Other Business Services together with R&D and Higher Education are 
important sectors in Birmingham’s economy. These sectors have been part of the regeneration 
strategy pursued by the City and are sectors with a higher concentration of jobs in the City 
than the national average.  

 
Table 1.5 - Employment in knowledge sectors in 2005; Birmingham and Great Britain 

 Birmingham Great Britain 

 number % of all jobs number % of all jobs 

Finance 24,331 4.9 1,051,647 4.0 
Law and other business services 39,085 7.9 1,731,427 6.5 
R&D and higher education 13,646 2.8 648,666 2.4 
     

Finance employment as proportion of national 
total for sector 

2.3    

Law and Other Business Services employment 
as proportion of national total for sector 

2.3    

R&D and HE jobs as proportion of national 
total for sector 

2.1    

Source: ABI (2005) 

 
The Finance sector accounted for 2.9 per cent of Birmingham’s firms and 4.9 per cent of the 
city’s employment (24,331 employees) in 2005 – Table 1.5. This is higher than the national 
average of firms (2.3 per cent) and employment (4.0 per cent) in this sector. Law and Other 
Business Services accounted for 8.9 per cent of firms and 7.9 per cent of employment (39,085 
employees) in Birmingham in 2005. Again, this proportion is higher than the national average 
(8.4 per cent of firms and 6.5 per cent of employment). Finally, there were 13,646 jobs in 
Higher Education and R & D in Birmingham in 2005 corresponding to 2.8 per cent of the 
city’s employment. This represented 3 per cent of Birmingham’s firms, and again this is 
higher than the national average (2 per cent). 

 
Knowledge industry firm base 

There were 4,042 firms in our three studied knowledge industry sectors in 2005, with the bulk 
being in Law and other Business Services (Table 1.6). Distribution of firm size varied across 
sub-sectors. 7 per cent to 9 per cent of firms in Finance, Law and other Business Services 
have more than 50 employees which is higher than the rest of the economy (5.2 per cent). On 
the contrary, firms in R&D and Higher Education are proportionally smaller: 90.2 per cent of 
firms in that sector have less than 10 employees compared to 80.3 per cent for the rest of the 
economy. 
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Table 1.6 - Knowledge sector firms by size and sub-sectors; Birmingham, 2005 
  1-10 

employees 
11-49 

employees 
50-199 

employees 
over 200 

employees 
all firms (N) 

Finance 68.1% 25.0% 4.8% 2.2% 968 
Law and other business services 52.0% 38.9% 6.0% 3.0% 2,954 
R&D and higher education 90.2% 7.4% 1.8% 0.6% 120 
TOTAL KNOWLEDGE SECTORS 81.2% 12.8% 4.2% 1.8% 4,042 
WHOLE ECONOMY 80.3% 14.4% 4.2% 1.0% 33,103 

Source: ABI (2005) 

 
Creative knowledge industry firms: Employment and location 

Table 1 in the Appendix presents the distribution of employment and firms for the different 
Creative Knowledge sectors according to different housing market areas in Birmingham in 
2005. Overall, firms are located in two major areas in Birmingham: the City Centre (35.8 per 
cent of all firms) and the Suburban Ring South (21.2 per cent of all firms).  

Creative Knowledge firms are distributed unevenly across Birmingham. Although there is a 
spatial concentration of firms in the central area, there is a differentiated pattern of land use 
with firms favouring particular locations, for example Software firms are highly dispersed 
within the South part of the City. Publishing firms are also dispersed with some clusters in the 
City Centre, East Birmingham and the Suburban Ring South. Creative and Knowledge larger 
firms tend to locate in the City Centre. For example, around 45 per cent of firms in Finance 
and Law and other Business Services are located in the City Centre but they account for 70 
per cent of employment in both sectors.  

1.3.2 Higher educated graduates in Birmingham  

In this section we look at the current situation for higher educated university and art college 
graduates in Birmingham. Firstly we describe the Higher Education Institutions (HEIs), their 
areas of specialism and students and graduate numbers. Then, qualifications obtained in 2004-
05 by broad subject area and finally, qualifications of Birmingham graduates in Creative 
Knowledge category subjects related to sectors under investigation in the ACRE project are 
discussed. 

 
Higher education institutions in Birmingham and the West Midlands 

There are 12 HEIs in the West Midlands: nine universities and three higher education colleges 
with a HE student population of nearly 177,000 students or 124,000 full-time equivalent 
(FTE) students (HEFCE, 2005)1. Most of the higher education provision is located in the East 
of the region, with the largest concentration in Birmingham (38 per cent) which has three 
universities (University of Birmingham, Birmingham City University, and Aston University) 
and two higher education colleges. In 2004-05, the five HEIs in Birmingham together had a 

                                                 
1 Excluding students in Further Education Colleges  
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total student population at all levels of nearly 68,000, with the three universities accounting 
for 91 per cent of this student population. Each institution has a different academic profile: 

• University of Birmingham (UoB) (30,520 students), is the largest HEI in the West 
Midlands region and has a ‘traditional’ academic profile. It is one of the major centres 
of academic research in the UK. The University is also a significant local employer, 
contributing 1.2 per cent of the total in the City (CURS, 2007). The University 
therefore acts as a talent attractor for the City and the region. In addition the 
University is a key provider of skilled graduates to the city and the region. Of those 
graduates that are employed 33 per cent find their first job in the city and 44 per cent 
in the region (figures for 2004/05) (CURS, 2007). 

• Birmingham City University (BCU) (23,070 students), formerly University of 
Central England (UCE), is the fourth largest HEI in the Region and was formed from 
11 colleges of art, education, music, acting and PE. The Birmingham Institute of Art 
and Design (BIAD) at the University is one of the largest faculties of art, design and 
media education in the UK. It includes the renowned School of Jewellery and the 
Jewellery Innovation Centre. Birmingham Conservatoire, also a faculty, is recognised 
as one of the most prestigious national colleges of music centring on performance and 
composition. The Birmingham School of Acting2 provides performance related 
education courses.  

• Aston University (8,475 students) is the eighth largest HEI in the region and is 
research-led with a focus on business science, but it also has a research cluster related 
to application of leading-edge technology.  

 
HEI student numbers in Birmingham  

Of the total student population in the five Birmingham HEIs in 2004-05, 55 per cent (37,530 
students), were studying for a first degree and 27 per cent (18,450) were studying for a higher 
degree or other postgraduate qualification. This figure includes both full-time and part-time 
students. This represented 3.0 per cent of the UK and 3.7 per cent of the English 
undergraduate first degree student population and 3.5 per cent of the UK and 4.1 per cent of 
the English postgraduate student population. 

BCU (39.0 per cent) had the highest proportion of undergraduate students of the five HEIs 
followed by University of Birmingham (37.9 per cent); Aston University (12.4 per cent); 
Birmingham College (6.4 per cent); and Newman College (4.2 per cent). Two thirds (63.6 per 
cent) of postgraduate students were studying at Birmingham University; 20.3 per cent at 
BCU; 12.6 per cent at Aston University; 1.8 per cent at Birmingham College; and 1.7 per cent 
at Newman College – Table 1.7.  

 

                                                 
2 Formerly known as Birmingham School of Speech and Drama 
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Table 1.7 - Undergraduate and postgraduate university students 2004-05 

HE students 2004/5 

University All UG students All PG students All HE students 

Aston 6,160 2,315 8,475 
Birmingham 18,785 11,735 30,520 
Birmingham City University 19,325 3,745 23,070 
Birmingham College 3,190 340 3,530 
Newman College 2,070 315 2,385 
Sub Total 49,530 18,450 67,980 
Total UK  1,754,910 532,630 2,287,540 
Total England 1,448,385 447,440 1,895,825 

Source: HESA, Students in Higher Education Institutions 2004/05 

 
Higher educated graduates in Birmingham  

There were a total of 14,000 graduates3 for the academic year 2004-05 from the five HEIs in 
Birmingham. Of these, University of Birmingham and BCU combined accounted for 80 per 
cent of graduates. Just under half (49 per cent) of first degrees were awarded by University of 
Birmingham with a further 30 per cent by BCU, and two thirds (67 per cent) of Higher 
degrees were awarded by Birmingham University, with 26 per cent awarded by BCU - Table 
1.8. 

More than two thirds (69.8 per cent) of the qualifications awarded by Birmingham HEIs in 
2004-05, were first degrees and just under a third (30.2 per cent) were higher degree 
qualifications. This represented 3.3 per cent of the UK and 4.0 per cent of English first degree 
and higher degree qualifications in 2004-05 – Table 1.8. 

 
Table 1.8 - First and higher degree qualifications awarded; 2004-05 

Qualifications obtained  

University First degrees1 Higher degrees2 Total 

Aston University 1,245 575 1,820 
University of Birmingham  4,790 2,885 7,675 
Birmingham City University 2,955 725 3,680 
Birmingham College  490 40 530 
Newman College 310 10 320 
Sub Total 9,780 4,235 14,015 
Total UK  341,470 191,820 533,290 
Total England 279,985 160,585 440,570 
Notes: 
1 Batchelor degrees and ‘other’ first degree qualifications including HND and DipHE but does not include foundation 
degrees 
2 Higher degrees (Masters and Doctorates) and ‘other’ postgraduate qualifications including PGCE 
Source: HESA, Students in Higher Education Institutions 2004/05 

                                                 
3 Batchelor degrees and ‘other’ first degrees including HND and DipHE and Higher degrees including Master 
and Doctorates and ‘other’ postgraduate qualifications including PGCE. 
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Level of qualification by broad subject category 

When grouped into discipline, there was a nearly equal split between first degrees awarded in 
Social Sciences (30 per cent) and in Natural Sciences (28 per cent). Humanities (19 per cent) 
and Creative Arts and Design (15 per cent) were next, with only 8 per cent of first degrees 
awarded in Engineering and Technology – Table 1.9. 

Nearly half (44 per cent) of higher degrees were awarded in Social Science disciplines, but 
less than 20 per cent in Natural Sciences and 16 per cent in Humanities – Table 1.10. There 
were proportionately more higher degrees awarded in Engineering and Technology (12 per 
cent). Notably, only 9 per cent of higher degrees were awarded in Creative Arts and Design.  

 
Table 1.9 - First degree awards in Birmingham HEIs according to discipline, 2004-05 
 Total first degree qualifications obtained 

 JACS code Aston UoB BCU B’ham 
College 

Newman TOTAL

Natural sciences  A;B;C;D1/2;D0/3/4/5/6/
7/9;F;G0/1/2/3/90/91/99 

395 1735 540 30 60 2,760 

Creative arts and design G4/5/6/7/92; K;W 145 240 1015 0 25 1,425 
Engineering & technology H, J 130 360 335 0 0 825 
Social sciences  L;M;N 505 1255 745 415 10 2,930 
Humanities P;Q;R;T;V;X 70 1200 320 45 215 1,850 
TOTAL  1,245 4,790 2,955 490 310 9,790 
Notes: In this table 0, 1, 2 are rounded to 0. All other numbers are rounded up or down to the nearest 5. 
Source: HESA, Students in Higher Education Institutions 2004/05 

 
Table 1.10 - Higher degree awards in Birmingham HEIs according to discipline, 2004-05  
 Total higher degree qualifications obtained 

 JACS code Aston UoB BCU B’ham 
College 

Newman TOTAL 

Natural sciences  A;B;C;D1/2;D0/3/4/5/6/
7/9;F;G0/1/2/3/90/91/99 

70 730 15 0 0 815 

Creative arts and design G4/5/6/7/92; K;W 45 145 200 0 0 390 
Engineering & technology H, J 35 390 80 0 0 505 
Social sciences  L;M;N 405 1090 320 40 0 1,855 
Humanities P;Q;R;T;V;X 20 530 110 0 10 670 
TOTAL  575 2,885 725 40 10 4,235 
Notes: In this table 0, 1, 2 are rounded to 0. All other numbers are rounded up or down to the nearest 5. 
Source: HESA, Students in Higher Education Institutions 2004/05 
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Birmingham graduates in creative knowledge category subjects 

This section provides breakdown of qualifications awarded to 2004-05 Birmingham HEI 
graduates in subjects directly related to creative knowledge sectors under investigation in the 
ACRE project. More detailed tables of all qualification awarded by subject can be found in 
ACRE Report No 4; The Creative Knowledge Sector in Birmingham and the West Midlands. 
A preparatory analysis for surveying selected target groups for detailed breakdown of 
statistics. 

 
Creative industries  

In 2004-05, 1,180 first degrees and 320 higher degrees were awarded by the 5 HEIs in 
Birmingham in subjects directly related to the Creative Industries (CIs) sector. This figure 
excludes Computing and Software related degrees.  

More than four fifths (83.3 per cent) of CIs related first degrees were awarded in five subjects:  

• Design studies (37.2 per cent),  
• Music (12.8 per cent),  
• Architecture and related studies (11.5 per cent);  
• Media Studies (11.1 per cent),  
• Drama (10.7 per cent).  

 
Of higher degrees awarded in CIs related subjects, the majority (73.4 per cent) were in three 
subject areas:  

• Design studies ( 32.8 per cent) 
• Marketing (25 per cent) 
• Architecture and related subjects (5.6 per cent) 

 
The majority of first degrees (84.2 per cent) and higher degrees (68.8 per cent) were awarded 
by BCU, with University of Birmingham awarding the greater part of the remainder (14.0 per 
cent of first degree and 31.3 per cent of higher degree awards).  

 
ICT and software engineering  

Birmingham HEIs have a small proportion of ICT and Software Engineering graduates, with 
just 450 first degrees and 160 higher degrees awarded in these subjects in 2004-05. This 
represents 2.2 per cent of UK and 2.6 per cent of England total first degree qualifications in 
these subjects, and the same proportion of higher degree qualifications.  

Of relevance to the ACRE project is that Software Engineering is poorly representing with 
only 4.4 per cent of first degree qualifications in Birmingham HEIs in this category and no 
higher degree qualifications in this subject awarded in 2004-05. The majority of qualifications 
are in Computing Science (93.3 per cent of first degree and 81.2 of higher degree 
qualifications awarded). 
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Finance, law, accounting and other business studies 

In 2004-05, 1,640 first degrees and 1,240 higher degrees were awarded in Birmingham in 
subjects directly related to Finance, Law, Accounting and Other Business Studies. There were 
a significant number of Business studies graduates, representing 5.1 per cent of the England 
total of first degree graduates in this subject area and 6.7 per cent of higher degree graduates. 
Aston university is particularly strong in this area, accounting for more than half (53.6 per 
cent) of all business studies first degree and higher degree graduates (57.0 per cent) in 
Birmingham. Whereas the majority of Finance qualifications were awarded at higher degree 
level, Law qualifications were mainly awarded at first degree level.  

The vast majority (90.1 per cent) of first degrees were awarded in three subject areas: 

• Business studies (51.2 per cent) 
• Law (21.6 per cent) 
• Management studies (17.7 per cent) 

 
More than four fifths (83.1 per cent) of higher degrees were awarded in three subject areas:  

• Business studies (57.3 per cent) 
• Management studies (15.7 per cent) 
• Finance (10.1 per cent) 

 

R & D and higher education 

This category includes research and development on natural sciences and engineering 
(mathematics, physics, astronomy, chemistry, life sciences, medical sciences, earth sciences, 
agriculture, etc.) and social sciences and humanities (economics, psychology, sociology, legal 
sciences, linguistics and languages, arts, etc.).  

Higher education includes first, second and third stages of higher education. This category is 
excluded from data calculations as university graduates in any discipline or subject area 
would be eligible to be included in this broadly defined category. However, included are 
degrees in research & study skills in education and academic studies in education.  

The ‘top-five’ first degree subjects in terms of number of qualifications awarded in 2004-05 
were:  

• Medicine, Dentistry and allied subjects4 (17.4 per cent); 
• Languages (12. 3 per cent)  
• Electronic and Electrical Engineering (7.4 per cent)  
• History (5.7 per cent) 
• Psychology (5.4 per cent) 

 

                                                 
4 This figure excludes nursing. 
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The pattern is broadly similar for higher degree awards. The ‘top five’ according to 
qualifications awarded in 2004-05 were:  

• Medicine, Dentistry and allied subjects5 (15.6 per cent);  
• Social policy (10.1 per cent) 
• Languages (9.5 per cent) 
• Electronic and Electrical (6.6 per cent) 
• Politics (6.1 per cent) 

 

 

                                                 
5 This figure excludes nursing. 
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2 METHODOLOGY 

2.1 Questionnaire development 

The questionnaire was developed by the ACRE Dublin team. The development of the 
questionnaire involved a number of different steps, including formulation of questions 
(drawing current research on, for example, life satisfaction and quality of life issues); local 
piloting of draft questionnaire; incorporation of adjustments from pilot analysis; incorporation 
of feedback from other ACRE partners and ACRE co-ordination team; and revision and 
rewording of final questions. The process was, therefore, highly iterative.  

The final questionnaire consisted of four sections:  

Section A: Satisfaction with the city: One of the key arguments in the debate on knowledge 
and creative cities is that ‘soft’ location factors are becoming increasingly important in both 
the location decisions of firms/organisations as well as individual workers (Florida, 2002). In 
particular, it is argued that workers in the creative sector place a high value on ‘soft’ factors, 
such as the atmosphere and ‘feel’ of a city, cultural ‘offer’ and leisure facilities, prevalence of 
public (meeting) spaces, and tolerance and diversity of population (social ‘mix’). As well as 
an overall evaluation of the city, this section of the questionnaire aimed to find out how 
satisfied creative workers and graduates were with specific aspects of the city.  

Section B: Satisfaction with job and work environment: In the knowledge economy, and in 
particular in the creative economy, there is a suggestion that the work-life of the knowledge 
worker is more flexible, creative and interesting than other types of jobs. This section sought 
to address issues of satisfaction with respect to the respondent’s jobs and general work 
environment. 

Section C: Satisfaction with neighbourhood/area and dwelling: Although an individual may 
be generally satisfied with the city in which they live, this satisfaction does not necessarily 
translate into other spheres of their life. Given that neighbourhood in which people live is a 
central element to people’s satisfaction, issues of neighbourhood and, more concretely, 
dwelling satisfaction are addressed. 

Section D Social Economic and Demographic data: In common with best practice standard 
questions relating to age, gender, income, level of education etc were included.  
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2.2 Selection and sampling of target groups 

This section describes the methods used for the selection and sampling of the target groups 
chosen by the ACRE project co-ordination team, namely: 1) Higher Education Institution 
(HEI) graduates in creative and knowledge-intensive disciplines and; 2) creative and 
knowledge-intensive workers.  

Specific sub-sectors of the creative knowledge economy were selected by the ACRE co-
ordination team. The candidates chosen for survey were either employed in these sectors or, 
in case of the graduates, had qualifications in subjects allied to these sectors. The following 
sub-sectors were selected: 

 
Creative Industries: 

1) 72.2: Computer games, Software, Electronic publishing; Software consultancy & supply. 
2) 92.1 and 92.2: Motion pictures & Video activities; Radio& TV activities 
3) 74.4: Advertising 
4) 74.8 Speciality Design  
 
Knowledge Industries: 

1) 74.1: Law; Legal, Accounting, Book keeping, Auditing, etc. 
2) 65: Financial intermediation; 67: Activities auxiliary to Financial intermediation 
3) 73.1 & 73.2: R & D, and 80.3: Higher Education1 

2.2.1 Selection and sampling of graduates 

Two of Birmingham’s five HEIs were selected: University of Birmingham (UoB) and 
Birmingham City University (BCU) as they are the largest institutions in the city both by 
student population and by number of first degree and higher degree qualifications awarded 
per academic year. BCU’s focus on Creative Arts and Design also complements UoB’s more 
traditional academic focus on Engineering and Technology, Natural Sciences, Social Sciences 
and Humanities, so we were able to cover all recognised disciplines of interest. 

Graduates were chosen in disciplines to parallel the creative and knowledge-intensive 
industry sectors we are most interested in, with half ‘creative’ graduates and half ‘knowledge’ 
graduates. Furthermore, two thirds of surveys were first degree or equivalent graduates, and a 
third were higher degree graduates, corresponding to the proportion of degrees awarded at 
these levels – Table 2.1. 

Graduates from UoB and BCU were identified using Alumni databases, which provide 
information on year of graduation, subject of study, and contact details including last known 
area of residence. The UoB database holds details of over 40,000 alumni, including 400 

                                                 
1 Here the selection of type of institutes should be aimed to connect with the sectors selected above. 
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graduates from 1998 – 2006 for whom there is a current postal address listed as being in 
Birmingham, an email address, and business information listed as Birmingham. BCU has 
details of approximately 250 alumni currently living and working in Birmingham. Emails 
were sent via the university HR department to each of these Alumni with details of the ACRE 
survey and a URL to the on-line version of the questionnaire. Furthermore, individual 
departments in BCU were contacted and hard-copy versions of the survey distributed to post-
graduate students.  

 
Table 2.1 - Sampling framework for selection of graduates 

Disciplines Subjects Higher education institution Total  

  BCU UoB  
Design  50% 25 
New media  50% 25 

Creative arts & design 

IT/Comp software 20%  10 
Physical and mathematical sciences Medicine 10%  5 
Engineering & technology Electrical & electronic engineering 10%  5 

Law 20%  10 
Finance 20%  10 

Social sciences 

Business studies 20%  10 

TOTAL  50 50 100 

2.2.2 Selection and sampling of creative and knowledge-intensive workers 

Two methods were used to select creative and knowledge firms, which was our point of entry 
for identification of workers in the chosen sub-sectors. Firstly, a local registry database: the 
Birmingham Company Information System (BCIS) was used to identify creative and 
knowledge intensive firms in Birmingham. BCIS is a database of firms compiled and 
maintained by Birmingham Chamber of Commerce. It represents the largest database of 
Birmingham firms, providing data on firm contact details, address, employment size and firm 
activity classified by SIC codes. The 2006 version of BCIS contained over 32,0002 records for 
Birmingham. As estimated 10.7 per cent of all firms in Birmingham are creative industry 
firms (see Burfitt et al, 2006 and ACRE WP2 report: Brown et al, 2007 for further details), 
this indicates that there are more than 3,400 creative industry firms in Birmingham, and it was 
anticipated that the database would capture a sufficient proportion of these firms.  

The second method for selecting firms was through our local partner and other industry 
contacts. For example, questionnaires were distributed to our target groups at Creative 
Network events, a link to the on-line questionnaire was placed on various creative-industries 
websites, including Film Birmingham (the Council sponsored Birmingham Film Office for 
Film, TV, Video professionals), West Midlands Regional Observatory Creative Industries 
News Letter, and ‘Created in Birmingham’, a creative-industries web-log site. 

                                                 
2 This includes duplicate entries and entries for firms no longer trading.  
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Firms were sampled according to our target creative knowledge sub-sectors, firm size and 
geographical location. The aim was for a mix of firm sizes with at least 30 per cent of the 
sample from small firms. In the creative industries, this has been defined by ACRE as firms 
with 5 or fewer employees and in the case of knowledge firms, 10 of fewer employees. The 
geographical sampling included firms located in the city centre (identified by post-codes) and 
those located in the rest of the city.  

For the final creative knowledge worker sample of 132 respondents, there were a number of 
shortcomings: Firstly, only limited information was available for geographical location of 
firms and firm size. Although all worker respondents were asked to provide a complete, 6 
character referenced postcode for their place of work, many of the returns contained only a 
partial postcode, (e.g. B16) or no postcode at all, therefore, firms could not be accurately 
placed in terms of a city centre or peripheral location. This aside, for the 78 creative and 
knowledge intensive firms (59 per cent of total) where the exact firm location is known, 42 
per cent of firms were located within the city centre and 58 per cent on the periphery. 
However, while nearly two thirds (64 per cent) of creative industry firms were located within 
the city centre, only 26 per cent of knowledge-intensive firms were located there.  

Secondly, due to problems encountered with low survey response rate (see section 2.3 below), 
the sectors for inclusion in the survey had to be widened and included 4 respondents in 221 – 
publishing; 3 respondents in SIC 9232 - operation of arts facilities (company directors and 
development managers of arts and theatre companies); and 7 respondents in SIC 9231 - 
Artistic and literary creation (visual artist, writer, photographer). – Table 2.2 

 
Table 2.2 - NACE/SIC for creative knowledge respondents  
SIC/NACE Code Sector  Number of 

respondents  

Creative  
722 Computer games, software, electronic publishing, software consultancy 7 
921 Motion picture and video 10 
922 Radio & TV 9 

Advertising  1 744 
Speciality Design 14 

221 Publishing  4 
9231 (Other creative) Artistic and literary creation 7 
9232 Operation of arts facilities 3 

Knowledge  
73 R&D 4 
803 Education  33 

Law, legal  13 
Accounting, book keeping, auditing, tax 2 
Market research and public opinion polling 8 

741 

Business and management consultancy activities 4 
65  Financial intermediation 13 

TOTAL  132 
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Finally, in terms of firm size, 37 per cent of the creative worker respondents were employed 
in firms with 1 to5 employees while 18 per cent were employed in firms with 5 – 10 
employees. For knowledge workers, 27 per cent were employed in firms of 10 or fewer 
employees. Although these proportions were requested by the ACRE project, they are fairly 
non-representative for creative firms in Birmingham, or indeed nationally, where 89 per cent 
and 81 per cent of firms respectively have 10 or fewer employees, according to ABI statistics 
(ABI, 2006). Results from the ACRE survey were elevated by the proportion of respondents 
working in R&D capacity in HEIs, where employee numbers were very large.  

2.3 Survey implementation 

A local survey company was employed to handle survey implementation. The procedure 
adopted was for the survey company to contact managers of suitable firms, identified using 
the BCIS database, by telephone and obtain permission to survey UK employees (educated to 
degree level and equivalent or higher). Telephonists were fully briefed and provided with a 
standard message and a set of basic eligibility questions (i.e. qualification level, origin) to 
identify suitable UK employees to be surveyed. Once manager agreement had been secured, 
hard-copy versions of the questionnaire were sent either to the manager for distribute to 
suitable employees, or to the employee directly, together with a letter explaining to the 
employee why they had been selected and what the survey was about. A postage paid reply 
return envelope was included with each questionnaire. Additionally, employees were given 
the option of completing the on-line version of the questionnaire.  

The survey company aimed to identify (where possible) up to ten suitable employees in each 
large firm, and forward them a questionnaire (up to four for small firms in Creative Industry 
small firms and up to nine for Knowledge Intensive Industry small firms). Experience of 
response rates to long questionnaires can typically be around 15 to 20 per cent. Thus, if five 
employees were sent a questionnaire, this would be likely to result in at least one 
questionnaire being returned. Large firms were forwarded five questionnaires initially, and 
then another five if no response had been returned, to improve response rates. Further, follow-
up phone calls (after two weeks) were made by the survey company to remind employees 
who had agreed to complete the questionnaire to complete and return it, and additional 
questionnaires were posted out to ensure return. Due to the length of the questionnaire, it was 
not considered feasible to offer employees the opportunity to complete the questionnaire over 
the phone to ensure its completion. 
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2.4 Limitations  

A number of limitations were encountered. To summarise:  

• The questionnaire was extensive (20-25 minute self-completion time) and did not lend 
itself to telephone completion; reliance on postal returns was problematic  

• The time of year involved higher absence rates in firms (summer holiday periods for f 
many); and led to lower rates of participation 

• The benefits of participating in the survey were perceived as minimal by some firms/ 
employees resulting in low return rates in some sectors  

• The BCIS database was inaccurate, many firms had moved address, ceased operating 
or changed contact details and this made it difficult to contact appropriate firms. 

• General feeling of ‘survey fatigue’ in Birmingham. Firms and employees have been 
targeted frequently by other organisations in recent years to complete surveys and this 
created a general feeling of apathy towards the ACRE survey.  

 
Combined, these limitations meant that it took far longer than anticipated to gather data and it 
was extremely difficult to gather data for some of the sub-sectors, especially those in the 
creative sub-sectors. 

2.5 Presentation and interpretation of data 

It should be remembered that a sample and not the entire population of Birmingham creative 
knowledge workers and graduates has been interviewed.  

Throughout the report, particular attention is given to differences in results that emerge 
between the different sub-samples of the survey. Where differences exist, the results are 
reported for ‘All respondents’; ‘Other (graduate) workers’; ‘All creative and knowledge-
intensive workers’; and for ‘creative workers’ and ‘knowledge workers’ separately. Where no 
significant difference appears among sub-samples, data are reported for ‘All respondents’. 

Tables report both frequencies and percentages of valid responses. The tables exclude missing 
values and ‘don’t know’ responses, i.e. they have been taken out of the percentage. 
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3 RESULTS 

3.1 Socio-economic and demographic profile of the sample 

In this section, the main features of the sample in terms of socio-economic and demographic 
composition are presented. Firstly, an outline of basic demographic features; age and gender 
composition and education of the sample. Secondly, elements regarding occupation, income 
and household composition. Thirdly, the nationality and ethnicity profile of respondents is 
considered. 

The sample for analysis was graduates and workers in creative and knowledge-intensive 
occupations, therefore we would expect them to confirm to a certain demographic and socio-
economic profile, and indeed, they do: Our respondents are young, they are highly educated, 
they have personal income levels at or above both the city and the regional average and they 
work in predominantly skilled occupations.  
 
Gender  

While the working age population in Birmingham is evenly split between males and females 
(50.6 male; 50.4 per cent female) (ONS, 2001), in the respondent sample, 52.6 per cent were 
female while 47.4 per cent were male, therefore the sample overestimates the proportion of 
females. For those working in creative and knowledge intensive industries, these figures were 
reversed – 52.3 per cent were male while 47.7 per cent of the sample were female. Further 
examination revealed that, while creative workers were very evenly split (50.9 per cent male, 
49.1 per cent female) knowledge workers had a greater proportion of male workers (53.2 per 
cent male, 46.8 per cent female). This may indicate a slight gender bias in the knowledge 
industries towards male workers.  
 
Age profile 

Our respondent sample was young, with half in the 24 -35 year age group and 85 per cent of 
the sample below 45 years of age. Only 4 per cent of the sample was aged 55 or above – 
Figure 3.1. Although Birmingham has a relatively young population - in 2001, 44 per cent of 
residents were under 30, compared with 38 per cent nationally1 - this is still a much younger 
age profile than the population of Birmingham as a whole. However, given that the sample 
consisted of recent graduates (graduating between 1998 and 2006) as well as working creative 
knowledge professionals, a younger respondent age profile was to be expected. 

                                                 
1 16 per cent are in the 24 – 35 age group; 45 per cent are below 45 years of age, while 10 per cent are 55 – 65 
age group (ONS, 2001) 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 28

The age profile of females was slightly younger than that of males. More than two thirds (69 
per cent) of those aged 15 – 24 were female and 54 per cent of those in the 25-34 age group 
were female with 46 per cent male. This is significantly different from the profile of the 
Birmingham population, where roughly 50 per cent of both males and females are in both 
these age categories.  
 

Figure 3.1 - Age profile by gender 
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Education 

The majority of respondents (83 per cent) held at least a first degree or equivalent, with 21 per 
cent holding a higher degree (Masters, MPhil or Doctorate) – Table 3.1. Therefore the sample, 
overall, was very highly qualified.  
 

Table 3.1 - Level of education 
Level of education Total 

sample 
Other 

workers 
ALL 

CI/KI 
CI KI 

Secondary (O levels/ CSEs/ GCSE/ A levels/ 
AS levels or equivalent) 

3* 
1.5%** 

0.0 
0.0% 

3.0 
2.3% 

1 
1.9% 

2 
2.5% 

NVQ Level 1, foundation GNVQ 1 
0.5% 

0.0 
0.0% 

1.0 
0.8% 

1 
1.9% 

0 
0.0% 

NVQ Level 2, Intermediate GNVQ 1 
0.5% 

0 
0.0% 

1 
0.8% 

0 
0.0% 

1 
1.3% 

NVQ level 4-5. HNC, HND 4 
2.0% 

1 
1.6% 

3 
2.3% 

2 
3.8% 

1 
1.3% 

Other qualifications (e.g. City and Guilds, 
RSA/OCR, BTEC) 

8 
4.1% 

1 
1.6% 

7 
5.3% 

2 
3.8% 

5 
6.3% 

First degree (Batchelor degree, B.ED, MBA) 99 
50.5% 

40 
62.5% 

59 
44.7% 

33 
62.3% 

26 
32.9% 

Postgraduate certificates/diplomas (e.g. PGCE) 19 
9.7% 

6 
9.4% 

13 
9.8% 

3 
5.7% 

10 
12.7% 

Higher Degree (Masters, MPhil, Doctorate) 42 
21.4% 

15 
23.4% 

27 
20.5% 

9 
17.0% 

18 
22.8% 

Other  19 
9.7% 

1 
1.6% 

18 
13.6% 

2 
3.8% 

16 
20.3% 

Total  196 
100.0% 

64 
100.0% 

132 
100.0% 

53 
100.0% 

79 
100.0% 

Notes: * Count; ** % total for sample 
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In 2004, according to most recent OECD statistics, 29 per cent of the UK population aged 24 
– 64 had obtained a similar level of education (OECD, 2006). However, the figures for 
Birmingham are much lower. According to LFS statistics (2005), just less than 25 per cent of 
Birmingham residents were qualified to degree level or higher.  

Analysis of creative and knowledge workers showed a similar profile - 77 per cent held at 
least a first degree, or equivalent, and 21 per cent held a higher degree. Interestingly, while 89 
per cent of creative workers held a first degree, or equivalent, only 69 per cent of knowledge 
workers were qualified to this level. However, there is some evidence to indicate that a further 
5 to 10 per cent of knowledge workers held industry related professional qualifications.  
 
Income  

Latest figures (ASHE, 2007) indicate a median annual gross income for Birmingham 
employees (full-time and part time) of £20,375 and a mean annual gross income of £23,754. 
This equates to a median net monthly income of approximately £1,303 and a mean monthly 
income of approximately £1,4922 (represented in the ACRE survey by the £1,000 - £1,500 
income category).  

Of the total respondent sample who revealed their income (88 per cent), over a third (36 per 
cent) had a net monthly income of between £1,000 and £1,499 while nearly a quarter (23 per 
cent) had a net income of between £1,500 and £2,000 a month. A further 28 per cent had an 
income £2000 or more a month. These figures indicate that over half (51 per cent) of the total 
sample earned more than the mean monthly income (more than £1,500) for workers in 
Birmingham. As such, respondents were, overall, well remunerated.  
 

Figure 3.2 - Individual monthly net income (£); creative knowledge workers 
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2 This figure has been calculated using a Single person’s tax allowance, and less PAYE tax and national 
insurance contributions for the fiscal year 2007/08. 
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Analysis of creative knowledge worker incomes indicated that knowledge workers were more 
highly paid than creative workers, with more than a third (37 per cent) of knowledge workers 
earning in excess of £2000 a month net compared with only 13 per cent of creative workers 
earning this amount -Figure 3.2. 

 
Gender and income 

There is a significant gender bias in terms of respondent income. Of those who revealed their 
monthly net income, nearly two thirds (63 per cent) of males earned more than £1,500 net a 
month compared with just 40 per cent of females - Figure 3.3.  

 
Figure 3.3 - Gender and monthly individual net income (£) 
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Given that income of both males and females working in knowledge intensive industries was 
higher than those working in creative industries, within this sector there is still a gender bias 
in terms of income: while 68 per cent of males working in knowledge intensive industries had 
a monthly net income of more than £1,500, only 58 per cent of females earned the same 
amount. In the creative industries, the gap is more pronounced within the creative industries 
sector 48 per cent of males earned £1,500 net a month or more, while only 23 per cent of 
females earned this amount  

 
Household composition 

Information on household composition is important in terms of understand dwelling and 
residential needs and preferences, and therefore residential satisfaction.  

The most common household structure for respondents was ‘married/cohabiting couple’ (37 
per cent) followed by ‘married /cohabiting couple with children’ (21 per cent), which together 
accounted for the majority (57 per cent) of households - Figure 3.4. However, when compared 
with available statistics, 10 per cent of the residential population in Birmingham lived as a 
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‘married /cohabiting couple’, while 33 per cent lived as a ‘married/cohabiting couple with 
dependant children (aged 0-15)’, and a further 7.5 per cent were living as a 
‘married/cohabiting couple with non dependant children (aged 16 or more)’ (ONS, 2001). 
Therefore our sample has a lower than average proportion of households with children.  

 
Figure 3.4 - Household composition 
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However, one person households accounted for 19 per cent of respondents in the ACRE 
sample, which was significantly higher than for the Birmingham population as a whole. 
According to 2001 Census statistics, the proportion of non pensioner residents living in one 
person households in Birmingham was 7.6 per cent. This compared with 6 per cent for the 
West Midlands and 6.7 percent nationally (ONS 2001). Nonetheless, the proportion of one 
person households is higher in Birmingham than nationally, and these numbers continue to 
grow (BCC, 2006). Meeting the housing requirements for single, young, professional people 
is a major concern for the city.  

The only household composition under-represented in the ACRE sample was ‘lone 
fathers/mothers with children’. In Birmingham, 15 per cent of residents live in this type of 
household, compared with only 4 per cent of ACRE respondents.  

 
Nationality and ethnicity 

The majority of respondents were born in the UK (91.8 per cent) and 97 per cent hold UK 
nationality. In terms of ethnicity, 86.7 regard themselves as ‘White British’, ‘White Irish’ or 
from ‘any other White background’; 4.6 per cent as Asian Indian or Pakistani; 6.2 per cent as 
Black African or Black Caribbean with 0.5 per cent mixed Black Caribbean and White; and 2 
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per cent Chinese or any other ethnic background. Although this corresponds with the West 
Midlands region, where 11.33 per cent of the population classify themselves as non-White 
compared with the national average of 8.7 per cent, it does not correspond well with the 
ethnic composition of the Birmingham population as a whole, where 70.4 per cent regard 
themselves as ‘White British’, ‘White Irish’ or from ‘any other White background’; 19.5 per 
cent ‘Asian Indian’ and ‘Asian Pakistani’; 6.1 per cent Black African or Black Caribbean’;2.9 
per cent from a ‘mixed ethnic background; and 1.1 per cent Chinese or any other ethnic 
background (ONS, 2001).  

3.2 Basic employment features  

This section describes the basic employment features of respondents, including occupation; 
employment status and contract type; typical weekly hours worked; and aspects relating to 
travel to work (time, distance and mode of transport). Particular attention is given to 
differences that emerge in the results between creative, knowledge and other (graduate) 
workers. 

In order to get a better idea of how closely or not the respondent sample matches the general 
employment structure in Birmingham, results are compared with available national and city 
level statistics, including 2001 Population Census, and Annual Business Inquiry (ABI) 2006 
workplace statistics. 

 
Section summary 

The respondent sample was highly skilled in terms of occupation, with the overwhelming 
majority in SOC1 (Managerial), SOC2 (Professional) and SOC3 (Associate professional) 
occupations. Although the majority respondents were employed by a firm, a significant 
proportion regarded themselves as ‘self employed/freelance’. Self employed/ freelance 
working was also more common among creative workers than knowledge workers or other 
(graduate) workers in the sample.  

While nearly two thirds of all respondents had permanent work contracts, less then half of 
creative workers were on permanent contracts. Overall, employment in creative occupations 
was characterised by far greater levels of job insecurity in terms of contract type than those 
working in knowledge industries. Furthermore, those working on shorter term contracts or 
self employed individuals also tended to work longer hours per week than those on permanent 
work contracts. 

Finally, in terms of travel to work, only 5 per cent of respondents ‘work from home’ and 
therefore incur no ‘travel to work’ time. However, well over half of those who commuted, 
travelled for less than 30 minutes to their normal place of work. Results indicate that the 
ACRE sample has a lower than average usage of private car and a greater overall reliance on 
public transport as a mode of transport to work. 

                                                 
3 Non-White ethnic group includes all minority ethnic groups but not White Irish or Other White groups. 
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Occupation 

The sampling structure was designed to ensure that highly skilled individuals were surveyed, 
and analysis of occupation using UK Standard Occupational Code (SOC) reveals that the 
majority of respondents were, indeed, working in highly skilled occupations: 19 per cent of 
the whole sample were SOC 1 (Managers, and Senior officials); 36 per cent SOC 2 
(Professional occupations) and a further 31 per cent SOC 3 (Associated Professional and 
Technical Occupations)4 - Table 3.2. Those in SOC 4 were mainly administrative (e.g. 
arts/media administrator or finance/pensions administrator), but were all educated to degree 
level. The four graduates in SOC7 were working in customer service or sales positions. 

Statistics from the 2001 Census (ONS, 2001) indicated that 12 per cent of Birmingham 
residents (aged 16-74) had occupations classed as SOC 1 - this percentage for managers and 
senior officials in Birmingham was 3 points below the national average (15 per cent), and 2 
points below the regional average (14 per cent); 12 per cent were classed as SOC2 
(professional) which was 1 per cent higher than the national average; and SOC 3 (associate 
professional) accounted for a further 12 per cent, compared with 14 per cent nationally. 

In terms of occupations of Birmingham residents, the largest groups are SOC4 
(Administrative/Secretarial) (14 per cent) and SOC 9 (Elementary occupations) (14 per cent) 
(BCC, 2006). These figures demonstrate that ACRE respondents more highly skilled in terms 
of occupational class than both the Birmingham population and the national population as a 
whole.  

 
Table 3.2 - Occupation by SOC  

SOC All 
respondents 

Other 
workers 

All 
CI/KI CI KI 

38* 11 27 14 13 SOC1 (Managerial) 

19.4%** 17.2% 20.5% 26.5% 16.5% 
71 21 50 5 45 SOC2 (Professional) 

36.2% 32.8% 37.9% 9.4% 57.0% 
61 16 45 31 14 SOC3 (Associate professional) 

31.1% 25.0% 34.1% 58.4% 17.8% 
20 11 9 2 7 SOC4 (Administrative) 

10.2% 17.2% 6.8% 3.8% 8.9% 
4 4 0 0 0 SOC7 (Sales and customer service) 

2.0% 6.3% 0.0% 0.0% 0.0% 
2 1 1 0 0 Unknown 

1.0% 1.6% 0.1% 0.0% 0.0% 
196 64 132 53 79 TOTAL 

100% 100% 100% 100% 100% 
Notes: * count; ** % total  

 
                                                 
4 The decision to use UK SOC rather than international ISCO was that a high proportion of respondents fell into 
the ‘other professional worker’ category in the ISCO classification, whereas with SOC, we could classify the 
occupation of these individuals. 
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Looking at occupations of creative knowledge workers and comparing them with graduates 
working in other sectors, creative knowledge workers appear to be more highly skilled in 
terms of SOC: 21 per cent are SOC 1 compared with only 18 per cent of other workers. 
Similarly 38 per cent of creative knowledge workers are SOC2, compared with 33 per cent of 
other workers, and 34 per cent of creative knowledge workers are SOC3 compared with 25 
per cent of other workers.  

Analysis of creative vs knowledge sector workers indicated that a higher proportion of 
creative workers were in SOC 1 occupations (27 per cent compared with 17 per cent of 
knowledge workers). The majority of knowledge workers were in SOC 2 occupations (57 per 
cent compared with 9 per cent creative workers), whereas the majority of creative workers 
were in SOC3 occupations (60 per cent compared with 17 per cent knowledge workers) - 
Figure 3.5. This pattern was expected, given the generally more artistic and technically-based 
nature of creative jobs and the more professional/business related nature of knowledge jobs. 

 
Figure 3.5 - SOC of creative and knowledge-intensive workers 
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Firm size by number of employees  

Firm size was one of the key components of the sample design. As already discussed in 
section 2.2, the aim was for a mix of firm sizes with at least 30 per cent of the sample from 
small firms. In the ACRE project, small firms in creative industries were defined as those 
with 5 or fewer and in the case of knowledge firms, 10 of fewer employees.  

More than a third (39 per cent) of the creative and knowledge-intensive workers surveyed 
were employed in firms with 10 or fewer employees: 37 per cent of all creative workers 
surveyed were employed in ‘small’ firms of 5 employees or less, while 27 per cent of 
knowledge-intensive workers were employed in firms of 10 employees or less, so between a 
quarter to a third of all creative knowledge respondents were employed in small or micro 
firms (or else were self-employed/ freelance).  

In comparison, of the skilled graduates sample employed in non creative knowledge 
industries, only 14 per cent were employed in firms with 10 or fewer employees and less than 
10 per cent were employed in firms of 5 employees or fewer – Table 3.3. 

 
Table 3.3 - Firm size (employee numbers) 

Notes: * count; ** % respondent group 

 

Firm size  All respondents Other workers All CI/KI CI KI 

1-5 39* 
20.1%** 

6 
9.4% 

33 
25.4% 

19 
37.3% 

14 
17.7% 

5-10 19 
9.8% 

3 
4.7% 

16 
12.3% 

9 
17.6% 

7 
8.9% 

10-49 40 
20.6% 

12 
18.8% 

28 
21.5% 

10 
19.6% 

18 
22.8% 

50-99 12 
6.2% 

4 
6.3% 

8 
6.2% 

4 
7.8% 

4 
5.1% 

100-249 12 
6.2% 

7 
10.9% 

5 
3.8% 

3 
5.9% 

2 
2.5% 

250-499 11 
5.7% 

7 
10.9% 

4 
3.1% 

1 
2.0% 

3 
3.8% 

500-999 7 
3.6% 

4 
6.3% 

3 
2.3% 

3 
5.9% 

0 
0.0% 

1000-1999 8 
4.1% 

3 
4.7% 

5 
3.8% 

0 
0.0% 

5 
6.3% 

2000 or more 40 
20.6% 

17 
26.6% 

23 
17.7% 

1 
2.0% 

22 
27.8% 

Don’t know 6 
3.1% 

1 
1.6% 

5 
3.8% 

1 
2.0% 

4 
5.1% 

TOTAL  194 
100% 

64 
100.0% 

130 
100% 

51 
100% 

79 
100% 
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Employment status 

For the sample taken as a whole, 87 per cent were employed by a firm while 13 per cent 
regarded themselves as ‘self employed/freelance’. The majority of those self 
employed/freelance were creative knowledge workers, with only 3 per cent of ‘other workers’ 
falling into this category. Within the creative knowledge sample, self employed/freelance 
working was more common among the creative workers (26 per cent of creative workers 
sample) than knowledge workers (7 per cent of knowledge workers sample). According to the 
2001 Census, in Birmingham, the rate of self employment for those aged 16 – 64 is about 6 
compared to 9.2% in the UK (ONS, 2001).  

 

Type of employment contract  

Nearly two thirds of the total respondent sample (64 per cent) were employed on an 
‘unlimited permanent contract’. The highest proportion of permanent contract workers was 
for ‘other workers’ at 78 per cent, with knowledge workers at 63 per cent. However, for 
creative workers, the number on permanent contract was lowest at just under half (49 per 
cent) - Table 3.4. 

For creative workers not on permanent contracts, 15 per cent were employed on a fixed term 
contract of less than 12 months and 8 per cent had no written contract of employment, with 
another 15 per cent either freelancing or on ‘other’ types of miscellaneous contract.  

 
Table 3.4 - Type of employment contract  

Contract type All respondents Other workers All CI/KI All CI All KI 

Unlimited permanent contract 126 
64.0% 

50 
78.1% 

76* 
57.6%** 

26 
49.1% 

50 
63.3% 

Contract for a specific project 9 
5.0% 

0 
0.0% 

8 
6.1% 

1 
1.9% 

7 
8.9% 

Fixed term contract, < 12 months 13 
6.6% 

3 
4.7% 

10 
7.6% 

8 
15.1% 

2 
2.5% 

Fixed term contract > 12 months  23 
11.7% 

7 
10.9% 

16 
12.1% 

6 
11.3% 

10 
12.7% 

Temporary agency contract 2 
1.0% 

1 
1.6% 

1 
0.8% 

0 
0.0% 

1 
1.3% 

Without written contract 5 
2.5% 

0 
0.0% 

5 
3.8% 

4 
7.5% 

1 
1.3% 

Other 15 
7.7% 

1 
1.6% 

15 
11.4% 

8 
15.1% 

7 
8.9% 

Don’t know 3 
1.5% 

2 
3.1% 

1 
0.8% 

0 
0.0% 

1 
1.3% 

TOTAL 196 
100% 

64 
100.0% 

132 
100.0% 

53 
100.0% 

79 
100.0% 

Notes: * count; ** % respondent group 
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Typical weekly hours worked 

Figure 3.6 shows the distribution of typical weekly hours worked for each of the sample 
groups in the analysis. The results show that 84 per cent of the total sample work between 31 
and 55 hours each week. In the West Midlands, average full time equivalent working hours 
taken across all occupations is 42.9 hours per week (LFS, 2002). When broken down by 
worker subgroup, the results show that the majority of respondents in all groups work less 
than 42 hours per week - Figure 3.6. 

 
Figure 3.6 - Typical weekly hours worked 
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Hours worked by contract type  

Nearly half (47 per cent) those on ‘other contracts’, which included unspecified types of 
contract but mainly self employed/freelance workers, were working more than the West 
Midlands weekly average of 42.9 hours per week, while 30 per cent of respondents working 
on ‘fixed term contracts of more than 12 months’ and those on ‘fixed term contracts of less 
than 12 months’ worked more than 42.9 hours per week - Figure 3.7. This compares with only 
20 per cent of those employed on ‘fixed term contracts of more than 12 months’ working 
more than 42.9 hours a week.  
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Figure 3.7 - Hours worked by contract type  
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Travel to work time, distance to work and mode of transport 

Only 5 per cent of the total sample ‘work from home’ and therefore incur no ‘travel to work’ 
time. This figure is 6.3 per cent for knowledge workers and rises to 7.5 per cent for creative 
workers, but is only 1.6 per cent for ‘other graduate workers’. According to 2001 census data, 
7.5 per cent of those in employment in Birmingham ‘worked mainly at or from home’ (this 
figure was 9.2 per cent for England and Wales) (ONS, 2001). Given the entrepreneurial nature 
of creative work, we would expect at or above average figures for the creative workers in the 
sample.  

Well over half (60 per cent) of those who commuted, travelled for less than 30 minutes to 
their normal place of work, 83 per cent commuted for less than 45 mins and 96 per cent for 
less than 1 hour. Those commuting for more than 1 hour were in the minority at 4 per cent of 
the sample – Fix 3.8.  

While two thirds of creative (67 per cent) workers and just under two thirds of knowledge (64 
per cent) workers travelled less than 30mins to work, only half (52 per cent) of ‘other 
graduate workers’ travelled for less than 30 mins.  

Figures for the UK show that the average duration of a commuting trip was 26 minutes in 
2006 (DfT, National Travel Survey: 2006). For the West Midlands Metropolitan region, this 
figure was 27 minutes. Therefore the ACRE results are close to both the regional and national 
average.  

Looking at distance to usual place of work, two thirds (67 per cent) of all those who 
commuted, travelled less than 10km to their normal places of work, while 31 per cent 
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travelled less than 5km – Figure 3.9. A further 20 per cent travelled between 10 and 15 miles 
and less than 10 per cent travelled more than 15 km.  

Statistics reported by WMRA in the RSS indicated that in 2003/4, the average commuting 
distance in the West Midlands Metropolitan Region was 11.7km. The 2001 population census 
reported that 42 per cent of workers commuting in Birmingham travelled for less than 5km 
while 29 per cent travelled between 5 and less than 10km (ONS, 2001), giving 71 per cent 
travelling less than 10km compared with 64 per cent for ACRE respondents.  

 
Figure 3.8 - Respondent travel to work time  
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Figure 3.9 - Distance travelled to usual place of work 
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A recent study (Owen and Green, 2005) looked at average commuting distance by occupation 
for England and Wales, and found that those in SOC 1 (Managerial), SOC 2 (Professional) 
and SOC 3 (Associate professional) were more likely to travel further to their place of work 
than those in lower skilled occupations. Broadly, highly qualified people and those working 
long hours were more likely to have long journeys to work. We might therefore expect our 
respondents, who are predominantly in these occupational categories, to travel longer than 
average distances to their place of work.  

Interestingly, knowledge workers were more likely to travel very short distances to their place 
of work than creative workers: 37 per cent of knowledge workers who commuted travelled 
less than 5km compared with 29 per cent of creative workers. For ‘Other graduate workers’ 
this figure was only 18 per cent.  

The growth in car ownership and the resulting capability to travel further to work is a big 
factor in the increase of travel to work distance. When respondents were asked about their 
mode of transport to their normal place of work, not surprisingly, travel in a ‘private car or 
van’ was the most popular, with nearly half (49 per cent) indicating a ‘private car or van’, or a 
‘passenger in a private car or van’) as their main mode of transport. Public transport (‘rail’, 
‘bus or coach’, and ‘tram’) was used by 28 per cent of respondents, while just under 10 per 
cent of respondents indicated ‘walk’ as their main mode of transport and 6 per cent stated 
‘cycle’ – Figure 3.11. Creative workers were, on the whole, slightly more likely to walk, cycle 
and to use the train and slightly less likely to use a private car or van or bus than the 
knowledge worker or ‘other graduate worker’ samples.  

 
Figure 3.11 - Mode of transport to normal place of work 
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Figures from the 2006 Regional Transport Statistics (DoT, 2007) reveal that in the West 
Midlands Metropolitan Region, ‘cars, vans and minibus’ were the main mode of transport for 
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71 per cent of those travelling to work, while public transport (‘buses and coaches’ and ‘rail’) 
was the main mode of transport for 16 per cent of those travelling to work. 2 per cent ‘cycle’ 
while 10 per cent ‘walk’. These results indicate that the ACRE sample has a lower than 
average usage of private car and a greater overall reliance on public transport.  

3.3 Satisfaction with job and work environment 

This section looks in more detail at how respondents feel about certain aspects relating to 
their job and working environment. By examining factors that respondents feel either 
‘satisfied’ or ‘dissatisfied’ with, we hope to gain some insight into working conditions that are 
attractive to creative and knowledge-intensive workers. An understanding of these issues is 
important both for attracting and retaining creative individuals in a particular location. 

 
Section summary 

Results show that the overwhelming majority of creative and knowledge-intensive workers in 
the sample were satisfied with their job and working environments overall. Aspects which 
respondents found particularly satisfying were the scope for using their skills and own 
initiative and the sense of achievement they gained from their work. This suggests that 
respondents are content with ‘soft’ factors relating to the intrinsic nature of the job itself.  

Interestingly, although all respondents groups were dissatisfied with the amount of basic pay 
they received and pay received in bonuses and overtime, the other aspects which caused 
dissatisfaction differed between respondents groups. While knowledge workers were 
dissatisfied with the amount of training they received and prospects for career advancement, 
creative workers were dissatisfied with their job security.  

Despite overall very high levels of satisfaction with job and work environment, there was a 
high level of projected future mobility, with half of respondents currently working for a firm 
intent on leaving their current employment in the next 3 years. 

The main reasons given for leaving current employment were: to look for a better paid job; 
better career development opportunities and to look for a more interesting job. In addition, 
creative workers intended to leave their current firm to become ‘self employed/freelance’.  

Analysis of the contract type of workers who were ‘very satisfied/satisfied’ with their job and 
work environment but were still intending to leave their present company, revealed that the 
majority of were employed on permanent contracts. This suggests that other factors are 
coming into play in the decision of respondents to change companies. The issue of mobility 
and satisfaction with other aspects of job is discussed more detail in section 4.1. 

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 42

Overall satisfaction with job 

The sense of satisfaction that respondents have with their jobs is influenced by a wide range 
of factors and working conditions. However, a substantial majority (81 per cent) of all 
respondents were ‘very satisfied’ or ‘satisfied’ with their job overall - Table 3.5. 

Creative workers were considerably more satisfied with their jobs overall than knowledge 
workers - 90 per cent of all creative respondents were ‘very satisfied/satisfied’ compared with 
just 77 per cent of knowledge workers. In addition, while more than half (51 per cent) of 
creative workers were ‘very satisfied, this figure was just 22 per cent for knowledge workers. 
Finally, only 2 per cent of creative workers were ‘dissatisfied/very-dissatisfied’ with their 
jobs overall, compared with 18 per cent of knowledge workers.  

 
Table 3.5 - Overall job satisfaction 
 

Very 
satisfied Satisfied 

Very 
satisfied/ 
satisfied Neither 

Dis-
satisfied 

Very 
dis-

satisfied 

Dis-
satisfied/ 

v dis-
satisfied Total 

49* 108 157 16 17 4 21 194 All respondents  
25.3%** 55.7% 80.9% 8.2% 8.8% 2.1% 10.8% 100% 

6 44 50 8 5 1 6 64 Other workers  
9.4% 68.8% 78.1% 12.5% 7.8% 1.6% 9.4% 100% 

26 20 46 4 1 0 1 51 All CI  
51.0% 39.2% 90.2% 7.8% 2.0% 0.0% 2.0% 100% 

17 44 61 4 11 3 14 79 All KI  
21.5% 55.7% 77.2% 5.1% 13.9% 3.8% 17.7% 100% 

Notes: *count; ** percent total 

 
Satisfaction with specific aspects of job 

This section looks in more detail at the specific aspects of job and work environment that 
respondents were either satisfied or dissatisfied with. Table 2 in the Appendix provides 
detailed figures.  

The vast majority of respondents were ‘very satisfied/satisfied’with the following aspects of 
their job or work environment: 

• The scope for using your own initiative (86 per cent ‘very satisfied/satisfied’) 
• The friendliness of the working environment (83 per cent) 
• The sense of achievement you get from your work (80 per cent) 
• The opportunity to use your skills and abilities (79 per cent) 
• The intellectually stimulating aspect of your job (79 per cent) 
• The amount of influence you have over your job (73 per cent) 
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Aspects that respondents were most dissatisfied with were: 

• The amount you receive in bonuses and overtime (33 per cent ‘dissatisfied/very 
dissatisfied’) 

• The amount of basic pay you receive (27 per cent) 
• Prospects for career advancement (22 per cent) 

 

Again, creative workers showed consistently higher levels of satisfaction than knowledge 
workers. For example, 94 per cent of creative workers were ‘very satisfied/satisfied’ with ‘the 
scope for using your own initiative’ compared with 81 per cent of knowledge workers; 96 per 
cent of creative workers were ‘very satisfied/satisfied’ with the ‘sense of achievement you get 
from your work’ compared with only 73 per cent of knowledge workers while and 94 per cent 
of creative workers were ‘very satisfied/satisfied’ with ‘the intellectually stimulating aspect of 
your job’ compared with 77 per cent of knowledge workers. 

Although both creative and knowledge workers were dissatisfied with ‘the amount of basic 
pay you receive’ and ‘the amount received in bonuses and overtime’, the two groups of 
workers were dissatisfied with different aspects of their jobs. A relatively high proportion of 
knowledge workers were dissatisfied with their ability to balance professional and family life 
(21 per cent). Furthermore, knowledge workers were also dissatisfied with ‘prospects for 
career advancement’ (33 per cent), whereas a quarter (26 per cent) of creative workers were 
dissatisfied with ‘your job security’. 

 
Expectation of remaining with firm  

Looking at respondents currently employed by a firm (i.e. excluding those who were ‘self 
employed/freelance’), 19 per cent expected to remain with their current company for less than 
1 year, while half (50 per cent) expected to leave within 3 year – Table 3.6. For graduate 
workers employed by a firm, 20 per cent expected to leave their company within a year, while 
49 per cent expected to leave within 3 years. A slightly lower proportion of creative workers 
(18 per cent) and knowledge workers (17 per cent) were likely to leave their current company 
within the year, and knowledge workers were less likely to leave with in 3 years (46 per cent). 
However, the majority (59 per cent) of creative workers intended to leave their current 
company.  

Taken together, these results indicate a high level of projected future mobility. This is 
consistent with responses about intention to leave the city, where more than a third (40 per 
cent) of respondents stated they were likely to move from Birmingham within the next 3 years 
(Mobility will be discussed more fully in section 4.1). This implies that skilled individuals as 
well as those working in creative and knowledge-intensive occupations are highly mobile and 
seek new challenges and new job opportunities on a fairly regular basis. Given that our 
sample are young professionals, this may also be linked to career development (see section 
below). For creative workers, job insecurity or wanting to become self-employed/freelance 
may be a factor. 
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Table 3.6 - Time expected to remain with current company  

Time expected to remain 
in current company 

All 
respondents 

Other 
workers All CI/KI CI KI 

< 6 months 18* 
9.8%** 

7 
11.1% 

11 
9.2% 

4 
9.1% 

7 
9.2% 

< 1 year 16 
8.7% 

6 
9.5% 

10 
8.3% 

4 
9.1% 

6 
7.9% 

1 to < 3 years 58 
31.7% 

18 
28.6% 

40 
33.3% 

18 
40.9% 

22 
28.9% 

3 to < 5 years 18 
9.8% 

8 
12.7% 

10 
8.3% 

3 
6.8% 

7 
9.2% 

5 to < 10 years 21 
11.5% 

8 
12.7% 

13 
10.8% 

6 
13.6% 

7 
9.2% 

> 10 years 25 
13.7% 

9 
14.3% 

16 
13.3% 

5 
11.4% 

11 
14.5% 

Don't Know 27 
14.8% 

7 
11.1% 

20 
16.7% 

4 
9.1% 

16 
21.1% 

Total  183 
100.0% 

63 
100.0% 

120 
100.0% 

44 
100.0% 

76 
100.0% 

Notes: * count; **% per cent respondent group 

 
Reason for leaving current firm  

Respondents intending to leave their current company within the next 12 months were asked 
to choose the two most important reasons for doing so - Table 3.7. For the sample as a whole, 
‘to look for a better paid job’ (28 per cent); ‘better career development opportunities’ (19 per 
cent) and ‘to look for a more interesting job’ (19 per cent) were the three most important 
reasons. These reasons were important for all respondents groups. However, there were some 
interesting differences between groups. 

A far higher proportion of creative workers (38 per cent) intended to leave their current job 
‘to look for a better paid job’. This compared with 23 per cent for knowledge workers and 26 
per cent for other (graduate) who said they would be leaving for this reason. Also, while 
nearly a quarter (23 per cent) of knowledge workers and 18 per cent of other (graduate) 
workers stated they would leave their current employment ‘to find a more interesting job’, 
only 12 per cent of creative workers stated they would leave their present company for this 
reason.  

Significantly, 14 per cent of creative workers intended to leave their current employment to 
become self employed/freelance, compared with only 1 per cent of knowledge workers, 
indicating that this is a conscious career decision for creative workers but not necessarily for 
knowledge workers.  

Finally, graduate workers were the group most likely to leave their current company because 
they were ‘moving out of Birmingham’ (13 per cent). Only 4 per cent of knowledge workers 
and 3 per cent of creative workers stated this as their reason for leaving.  
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Table 3.7 - Reason for leaving current company  
Reason for leaving current company within next 
12 months – Rank 1+2 

All 
respondents 

(n=181) 

Other 
workers 

(n=61) 

All CI/KI 
(n=130)  

CI 
(n=42) 

KI 
(n=78) 

34* 11 23 5 18 Look for a more interesting job  
18.8%** 18.0% 19.2% 11.9% 23.1% 

50 16 34 16 18 Look for a better paid job  
27.6% 26.2% 28.3% 38.1% 23.1% 

35 8 27 9 18 Better career development opportunities  
19.3% 13.1% 22.5% 21.4% 23.1% 

12 5 7 6 1 To work for myself/freelance  
6.6% 8.2% 5.8% 14.3% 1.3% 

11 3 8 2 6 Look for a less stressful job  
6.1% 4.9% 6.7% 4.8% 7.7% 

11 8 3 0 3 I am moving out of Birmingham  
6.1% 13.1% 2.5% 0.0% 3.8% 

10 3 7 3 4 My work contract will be over  
5.5% 4.9% 5.8% 7.1% 5.1% 

10 5 5 2 3 To look for work in a different occupation/ industry 
5.5% 8.2% 4.2% 4.8% 3.8% 

10 7 3 3 4 My contract will be over  
5.5% 5.8% 4.9% 7.1% 5.1% 

8 8 2 2 Better working conditions 
4.4% 

0 
0.0% 6.6% 4.8% 2.5% 

Notes: * count; ** % per cent respondent group 

 
Contract type and time expected to remain with current company  

Contract type is an obvious factor to consider when looking at the length of time respondents 
expected to remain with their current employer, to see if this, rather than level of satisfaction 
with job, has any bearing on whether respondents intended to leave their current company or 
not.  

Of the total sample who were ‘very satisfied/satisfied’ with their jobs but still intending to 
leave their present company within the next 3 years (about a third of the total sample), 22 per 
cent were on a ‘fixed term contract’ of either less than 12 or more than 12 months, and 9 per 
cent were contracted for ‘a specific project’ – Table 3.8. These individuals could be assumed 
to be leaving their current company for reasons other than satisfaction with their job, i.e. 
because their contracts were ending.  

However, six out of ten (62 per cent) of respondents were on an ‘unlimited permanent 
contract’. This figure was highest for graduates (80 per cent), but more than half of creative 
(55 per cent) and knowledge workers (52 per cent) who were satisfied with their jobs and on 
unlimited permanent contracts still intended to leave their current company. This suggests that 
other factors are coming into play in the decision of respondents to change companies. The 
issue of mobility and satisfaction with other aspects of job will be discussed more fully in 
section 4.1. 
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Table 3.8 - Contract type of respondents satisfied with job but leaving company  
Contract type  All 

respondents 
Other 

workers 
All 

CI/KI 
CI KI 

Unlimited permanent contract 40* 
61.5%** 

16 
80.0% 

24 
53.3% 

12 
54.5% 

12 
52.2% 

Contract for a specific project 6 
9.2% 

0 
0.0% 

6 
13.3% 

1 
4.5% 

5 
21.7% 

Fixed term contract for less than 12 months 5 
7.7% 

1 
5.0% 

4 
8.9% 

4 
18.2% 

0 
0.0% 

Fixed term contract of 12 months or more 9 
13.8% 

2 
10.0% 

7 
15.6% 

4 
18.2% 

3 
13.0% 

Without a written contract 1 
1.5% 

0 
0.0% 

1 
2.2% 

0 
0.0% 

1 
4.3% 

Other 4 
6.2% 

1 
5.0% 

3 
6.7% 

1 
4.5% 

2 
8.7% 

Total 65 
100% 

20 
100% 

45 
100% 

22 
100% 

23 
100% 

Notes: * count; ** % total 

 

3.4 Main residential characteristics  

This section looks at responses of our sample to questions about their choice of residential 
location. Particular attention is given to the choice of past and current neighbourhood 
location; choice of dwelling type; and the type of housing tenure.  

 
Section summary 

Respondents generally favoured residential locations beyond Birmingham city centre, with 
nearly half living in the ‘outskirts’ of the city while a third lived in the ‘core city’ beyond the 
city centre. There was no evidence from the ACRE sample to suggest that creative workers 
preferred city centre locations any more than other respondents groups. There was, however, a 
link between household type and residential location. Analysis of Birmingham’s current 
housing stock emphasises the lack of family accommodation in the city, and certainly, in the 
ACRE study, respondents living in ‘one person’ households preferred city centre locations 
while married/cohabiting couples with children chose residential locations further from the 
city centre. Housing type was also closely related to neighbourhood location: two thirds of 
respondents located within the city centre lived in ‘flats’, while respondents located in the 
‘rest of the core city’ lived predominantly in ‘mid or end terraced’ houses and ‘semi-
detached’ houses. Half of all those living in ‘detached houses’ were located in the ‘outskirts’ 
of the city’.  

A key aspect that emerged from the survey results was that levels of residential mobility were 
fairly low. A quarter of respondents had lived in the same neighbourhood for over ten years 
and many had moved to their current home from the ‘same neighbourhood but a different 
address’ or from a different neighbourhood but still in Birmingham. 

Finally, the majority of respondents were also either purchasing or owned their properties 
outright, again, implying a low level of mobility, although a significantly higher proportion of 
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knowledge workers were ‘owner occupiers’ compared with creative workers. Nonetheless, of 
those renting, the majority were in private landlord rented accommodation, not social or 
municipal housing, indicating low levels of deprivation among respondents. Overall, the 
majority of respondents found their mortgage and rental payments to be ‘easily affordable’, 
with those repaying mortgages finding their payments generally more affordable than those in 
rented accommodation.  

 
Neighbourhood location 

In order to comply with the ACRE project requirements, the respondent sample was selected 
according to place of work, rather than place of residence. This resulted in the following 
residential territorial distribution: Respondents generally favoured residential locations 
beyond the city centre, with nearly half (47 per cent) of the total sample living in the 
‘outskirts’ of the city – Table 3.9. Just under a third of respondents (31 per cent) lived in ‘the 
core city’ (just beyond the city centre) and only 6 per cent lived in the city centre itself. The 
remaining respondents either lived in the West Midlands metropolitan region (6 per cent); in 
the wider region, beyond the metropolitan area (a predominantly rural area of small towns and 
villages) (5 per cent), while only 5 per cent lived outside the region.  

 
Table 3.9 - Neighbourhood location of creative and knowledge-intensive workers 
Neighbourhood location All 

respondents 
Other 

workers 
All CI/KI CI KI 

City Centre 12* 
6.1%** 

3 
4.7% 

9 
6.8% 

4 
7.5% 

5 
6.3% 

Rest of the core city 61 
31.1% 

21 
32.8% 

40 
30.3% 

17 
32.1% 

23 
29.1% 

Rest of city, including the outskirts 93 
47.4% 

33 
51.6% 

60 
45.5% 

25 
47.2% 

35 
44.3% 

Village or small town in metropolitan region 7 
3.6% 

3 
4.7% 

4 
3.0% 

0 
0.0% 

4 
5.1% 

Medium or large town in metropolitan region 5 
2.6% 

0 
0.0% 

5 
3.8% 

1 
1.9% 

4 
5.1% 

In the wider region 9 
4.6% 

1 
1.6% 

8 
6.1% 

3 
5.7% 

5 
6.3% 

Outside the region 9 
4.6% 

3 
4.7% 

6 
4.5% 

3 
5.7% 

3 
3.8% 

TOTAL  196 
100% 

64 
100% 

132 
100% 

53 
100% 

79 
100% 

Notes: * count; ** % respondent group 

 
Analysis of neighbourhood locations of creative and knowledge-intensive workers showed 
very similar preferences to the sample as a whole - Table 3.8 There did not appear to be any 
strong evidence from our sample for the theory that creative workers preferred city centre or 
‘core city’ residential locations.  

A recent report on residential choice; ‘Family friendly Cities – reality or myth’ (Frank Knight, 
2006) found that city centres in the UK are frequently unsuited to families and family life 
because the high land values and government planning policy drive developers towards 
providing only high density small units with limited public space. Local authorities also tend 
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to locate schools and family services in the family dominated suburb. This is certainly the 
case in Birmingham, where new, high quality residences in the city centre have 
predominantly been 1-2 bed flats suited to young single or professional couples without 
children (currently, only 5.6 per cent of new homes in Birmingham city centre (under 
construction and planned) are houses), forcing those with families or planning to start 
families, to look beyond the core city. Analysis of Birmingham’s current housing stock by 
district emphasises the lack of family accommodation in the city. There are only three 
districts (Edgbaston, Hall Green and Sutton Coldfield) where houses with four or more 
bedrooms account for 12 per cent or more of current housing stock (Frank Knight, 2006). 

 
Type of household and neighbourhood location 

Looking at the respondent sample, there is a link between neighbourhood location and 
household type – Figure 3. 11. Half (50 per cent) of respondents living in the ‘core city’ were 
in ‘one person’ households, while less than 10 per cent of respondents living in this location 
were ‘married/cohabiting couples with children’. Locations further out from the city centre 
had higher proportions of ‘married/cohabiting couples with children’. A quarter (25 per cent) 
of respondents living in the ‘outskirts of the city’ were in this household category as were 55 
per cent of those living in the ‘metropolitan region’.  

 
Figure 3.11 - Choice of residential location by main household type 
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Length of time in current neighbourhood  

Only 19 per cent of all respondents had lived in their current neighbourhood for less than one 
year, while nearly a quarter had lived in their neighbourhood for more than 10 years - Table 
3.10. This pattern is similar for creative knowledge professionals and indicates that 
respondents are not highly mobile in residential terms and tend to remain in their 
neighbourhoods for significant lengths of time. As will be highlighted later in the report, 22 
per cent of respondents were born in Birmingham and have lived all their lives in the city, and 
this has resulted in limited mobility patterns. Moreover, 49 per cent of the sample had lived in 
the city (but not necessarily the same neighbourhood) for 10 or more years.  

Table 3.10 - Time in current neighbourhood 

Time in neighbourhood All respondents Other workers All CI/KI CI KI 

Less than 1 year 37* 
18.9%** 

13 
20.3% 

24 
18.2% 

14 
26.4% 

10 
12.7% 

Between 1 and 5 years 50 
25.5% 

11 
17.2% 

39 
29.5% 

15 
28.3% 

24 
30.4% 

Between 6 and 10 years 46 
23.5% 

15 
23.4% 

31 
23.5% 

12 
22.6% 

19 
24.1% 

More than 10 years 46 
23.5% 

10 
15.6% 

36 
27.3% 

12 
22.6% 

24 
30.4% 

Don’t know 17 
8.7% 

15 
23.4% 

2 
1.5% 

0 
0.0% 

2 
2.5% 

Total 196 
100% 

64 
100% 

132 
100% 

53 
100% 

79 
100% 

Notes: * count; ** % sample total 

 
Length of time in current neighbourhood was, perhaps not surprisingly, also related to age. 
Respondents in younger age groups had lived in their respective neighbourhoods on average 
less time than those in older age groups – Figure 3.12. For the sample as a whole, half (50 per 
cent) of those in the 15 – 24 age group had lived in their current neighbourhood for less than 1 
year compared with 22 per cent of those in the 25 – 34 age group, and only 6 per cent in the 
35 – 44 age group. Conversely, all respondents in the 55-64 age group and 70 per cent of 
those in the 45 – 54 age groups had lived in their current neighbourhood for more than 10 
years. These findings were true when other workers and creative and knowledge-intensive 
worker samples were analysed.  
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Figure 3.12 - Respondent age and time lived in current neighbourhood 
All respondents
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Previous residential location 

Analysis of ‘previous neighbourhood location’ indicated that two thirds (66 per cent) of 
residential moves had taken place within Birmingham itself: 20 per cent of respondents 
moving from the ‘same neighbourhood but different address’ while 46 per cent had moved 
from ‘a different neighbourhood but still in Birmingham’ - Table 3.11.  

Of those who had moved to their current neighbourhood from a residential location outside 
Birmingham, 26 per cent had moved from elsewhere in the region: 13 per cent from other 
parts of the metropolitan region and 10 per cent from the wider West Midlands region. Only 7 
per cent had moved from locations outside the region, and of these, only 1 per cent moved 
from non-UK residencies.  

Compared with the sample as a whole, there does not appear to be much difference in pattern 
of previous residential location of creative workers, with 63 per cent having moved from 
other residential locations in Birmingham, whether within the same neighbourhood or from a 
different neighbourhood, to their current neighbourhood address. However, for knowledge 
workers, only 57 per cent had moved from another residential address in Birmingham, with 
34 per cent moving from other parts of the region: 18 per cent from the rest of the 
metropolitan region and 16 per cent from the wider region. 

 



RESULTS 
 

 51

Table 3.11 - Location of previous neighbourhood 

Location of previous neighbourhood All respondents Other workers All KI/CI CI KI 

Same neighbourhood but different 
address 

39* 
20.2%** 

15 
23.4% 

24 
18.6% 

9 
17.3% 

15 
19.5% 

A different neighbourhood but still in 
Birmingham 

89 
46.1% 

35 
54.7% 

54 
41.9% 

25 
48.1% 

29 
37.7% 

Another medium or large town in the 
metropolitan region 

15 
7.8% 

1 
1.6% 

14 
10.9% 

5 
9.6% 

9 
11.7% 

A village or small town in the 
metropolitan region 

10 
5.2% 

1 
1.6% 

9 
7.0% 

4 
7.7% 

5 
6.5% 

Another town/city in the wider region 18 
9.3% 

9 
14.1% 

9 
7.0% 

2 
3.8% 

7 
9.1% 

A village or rural location in the wider 
region 

8 
4.1% 

2 
3.1% 

6 
4.7% 

1 
1.9% 

5 
6.5% 

Another town/city outside the region 
but in the UK 

12 
6.2% 

1 
1.6% 

11 
8.5% 

5 
9.6% 

6 
7.8% 

A village rural location outside the 
region but within the UK 

0 
0.0% 

0 
0.0% 

0 
0.0% 

0 
0.0% 

0 
0.0% 

Outside the UK and in the EU 1 
0.5% 

0 
0.0% 

1 
0.8% 

1 
1.9% 

0 
0.0% 

Outside the UK and outside the EU 1 
0.5% 

0 
0.0% 

1 
0.8% 

0 
0.0% 

1 
1.3% 

TOTAL 193 
100% 

64 
100% 

129 
100% 

52 
100% 

77 
100% 

Notes: * count; ** % sample total 

 
Housing type 

The most common dwelling type in Birmingham and are semi-detached properties (35 per 
cent) and terraced properties (31 per cent), with flats making up 23 per cent of the housing 
stock and detached properties only 11 per cent of the total. In the West Midlands region, flats 
account for the lowest percentage of properties (14 per cent) while detached houses represent 
nearly a quarter (24 per cent) of properties - Table 3.12. 

 
Table 3.12 - Housing type in Birmingham and the West Midlands  

% of Households in Area Area All 
households Detached Semi-detached Terraced Flat Other  

Birmingham 404,302 11.0 34.9 31.3 22.8 0.0 
West Midlands 2,227,840 23.8 37.7 23.9 14.3 0.4 
England 21,262,825 22.5 31.6 25.8 19.7 0.4 

Source: ONS (2001) Census of Population  

 
Housing type for the respondent sample matches well that of the region: the most popular 
type of housing choice was ‘semi detached house’ (30 per cent). Taking ‘mid terraced’ and 
‘end terraced’ house together, this category accounted for 31 per cent of all housing types, and 
20 per cent of respondents lived in a ‘flat’ – Table 3.13. This can be accounted for by the 
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higher level of income of creative knowledge workers when compared to the Birmingham 
population as a whole.  

 
Table 3.13 - Housing type 

Housing type All respondents Other workers All CI/KI CI KI 

Detached House 31* 
15.8%** 

5 
7.8% 

26 
19.8% 

11 
21.2% 

15 
19.0% 

Semi-detached house 59 
30.1% 

22 
34.4% 

37 
28.2% 

15 
28.8% 

22 
27.8% 

Mid-terrace house 40 
20.4% 

11 
17.2% 

29 
22.1% 

11 
21.2% 

18 
22.8% 

End terrace house 21 
10.7% 

6 
9.4% 

15 
11.5% 

4 
7.7% 

11 
13.9% 

Bungalow 1 
0.5% 

0 
0.0% 

1 
0.8% 

0 
0.0% 

1 
1.3% 

Flat 39 
19.9% 

19 
29.7% 

20 
15.3% 

9 
17.3% 

11 
13.9% 

Other  5 
2.6% 

1 
1.6% 

3 
2.3% 

2 
3.8% 

1 
1.3% 

Total 196 
100% 

64 
100% 

131 
100% 

52 
100% 

79 
100% 

Notes: * frequency; ** % sample total 
 
Housing type was closely related to neighbourhood location: two thirds of respondents (67 
per cent) located within the city centre lived in ‘flats’, while only 21 per cent of those located 
in the ‘rest of the core city’ and 14 per cent in the ‘outskirts of the city’ lived in this type of 
accommodation – Figure 3.13. Conversely, 67 per cent of respondents living outside 
Birmingham but still located within the region lived in a ‘detached’ or ‘semi-detached house.  

 
Figure 3.13 - Housing type and residential location 

All respondents

0% 20% 40% 60% 80% 100%

City Centre

Rest of the core city

Outskirts of city 

Metropolitan region 

In the wider region

Outside the region

R
es

id
en

tia
l l

oc
at

io
n 

Percent

Flat

Terraced house

Semi-detached house

Detached House

 



RESULTS 
 

 53

Housing tenure 

The number of respondents in the ACRE survey who were owner occupiers was significantly 
higher than those who rented: the majority (65 per cent) of all respondents were purchasing 
their homes, with 56 per cent currently ‘paying off a mortgage’ on their property, while 8 per 
cent owned their property outright and 1 per cent had shared ownership (part mortgage part 
rent) - Table 3.14.  

This compares well with the level house ownership in the population as a whole: at national 
level, the majority (71 per cent) of the population are ‘owner occupiers’. This is also true for 
the West Midlands population (73 per cent), and although owner occupation rate is lower in 
Birmingham (64 per cent), this is still the dominant housing tenure in the city.  

The national trend for disadvantaged households to gravitate towards the social rented sector 
generally applies at regional and local level, with 19 per cent of the West Midlands population 
and 25 per cent of Birmingham population living in ‘social rented’ housing and less than 10 
per cent living in ‘private rented’ accommodation. However, while a quarter (26 per cent) of 
ACRE respondents were ‘paying rent to a private landlord’, less than 3 per cent of 
respondents were tenants in ‘social, voluntary or municipal’ housing. This implies very low 
levels of housing deprivation for our respondent sample.  

 
Table 3.14 - Housing tenure 
Housing tenure All 

respondents 
Other 

workers 
All CI/KI CI KI 

Own outright 16* 
8.2%** 

6 
9.4% 

10 
7.6% 

5 
9.4% 

5 
6.3% 

Paying off a mortgage 109 
55.6% 

31 
48.4% 

78 
59.1% 

24 
45.3% 

54 
68.4% 

Pay part rent and part mortgage (shared 
ownership) 

2 
1.0% 

1 
1.6% 

1 
0.8% 

1 
1.9% 

0 
0.0% 

Tenant, paying rent to a private 
landlord 

50 
25.5% 

18 
28.1% 

32 
24.2% 

17 
32.1% 

15 
19.0% 

Tenant, paying rent in 
social/voluntary/municipal housing 

5 
2.6% 

2 
3.1% 

3 
2.3% 

1 
1.9% 

2 
2.5% 

Accommodation is provided rent free 5 
2.6% 

2 
3.1% 

3 
2.3% 

2 
3.8% 

1 
1.3% 

Don’t know 7 
3.6% 

3 
4.7% 

4 
3.0% 

2 
3.8% 

2 
2.5% 

Other 2 
1.0% 

1 
1.6% 

1 
0.8% 

1 
1.9% 

0 
0.0% 

Total 196 
100% 

64 
100% 

132 
100% 

53 
100% 

79 
100% 

Notes: * count; ** % sample total 

 
Analysis of respondent sub-groups indicated that a very high proportion of knowledge 
workers (75 per cent) were ‘owner occupiers’, either purchasing their homes or already 
owning their homes outright. This compared with only 55 per cent of creative workers and 58 
per cent of other (graduate) workers. Conversely, nearly a third (32 per cent) of creative 
workers and 28 per cent of other (graduate) workers were tenants ‘paying rent to a private 
landlord’, while only 19 per cent for knowledge workers were in this category. This may be 
explained by several factors; 1) younger age group of graduate sample; 2) higher degree of 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 54

job insecurity for creative workers; 3) knowledge workers have higher income levels, on 
average, than creative workers and other (graduate) workers in the sample.  

 
Level and affordability of monthly rent/mortgage payments 

Results from the ACRE survey indicated that just under two thirds (65 per cent) of 
respondents paid less than 30 per cent of their gross monthly income towards their mortgage 
or rent. This figure rose to 81 per cent for those paying off a mortgage, while for those living 
in rental accommodation, this figure was 68 per cent.  

Analysis of the creative vs knowledge workers samples, revealed very similar figures. 
Knowledge workers spent proportionately less of their monthly income on rent and mortgage 
payments than creative workers: 66 per cent of knowledge workers paid less than 30 per cent 
of their income on their mortgage or rent compared only 60 per cent of creative workers, 
although these differences were not significant.  

When asked about how affordable their monthly rent/mortgage payments were, more than 
half (53 per cent) of all respondents considered their payments to be ‘very easy to afford’ or 
‘easy to afford’; 40 per cent felt they were ‘just about affordable’, while 7 per cent said their 
monthly rental or mortgage payments were ‘not easy to afford’ or ‘very difficult to afford’. 
Creative workers had the highest proportion of respondents who said their rent/mortgage was 
‘very difficult/not easy to afford (10 per cent), and fewer than half (47 per cent) of this sample 
group regarded their monthly rent/mortgage payments to be ‘very easy/easy to afford’, 
compared with 57 per cent of knowledge workers.  

 
Figure 3.14 - Rent/mortgage affordability by worker group 
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3.5 Satisfaction with neighbourhood and living environment  

An attractive residential environment and good quality housing are two ‘soft’ factors which 
are regarded as key to attracting creative knowledge workers to particular locations. This 
section looks at the level of satisfaction respondents have with their residential living 
environment by considering responses to questions that refer to various ‘quality of life’ 
aspects of dwelling and neighbourhood. The levels of satisfaction indicate the role played by 
‘soft’ and/or ‘hard’ factors in the choice of place of residence. The aim is to determine to what 
extent aspects such as the existence of certain services or infrastructures in the 
neighbourhood, nearness to place of work, good or bad environmental aspects of the 
neighbourhood, the social relationships, or the quality of housing provision are taken into 
consideration when deciding where to live. 

 
Section summary 

The main factors respondents considered when deciding to move to a residential location 
were ‘hard factors’ relating to housing affordability and size of dwelling, followed by ‘hard’ 
factors related to the ‘connectivity’ of the neighbourhood with the rest of the city and beyond 
(distance to work, proximity to public transport, nearness to highways and roads, proximity to 
family and friends), and ‘soft’ factors relating to the quality of neighbourhood environment as 
well as the ‘look and feel of the neighbourhood (availability of private open space (gardens 
etc); neighbourhood atmosphere; closeness to public open space (parks, playgrounds etc)  

However, ‘soft’ factors to do with tolerance and diversity seemed altogether less important 
when considering where to live. Proximity to good quality schools and availability childcare 
facilities featured as important in the choice of neighbourhood because the majority of 
respondents did not have children. Interestingly, living ‘close to the city centre’ was not 
considered an important factor in choosing a residential area, suggesting that the needs of 
respondents for their neighbourhood environment are somewhat different than what is offered 
by ‘city centre living’.  

The majority of respondents were satisfied with the quality of life in their neighbourhood. For 
respondents living within Birmingham city boundaries, the ‘rest of the core city’ scored most 
highly followed by ‘the outskirts of the city’. However, a quarter of those living in the city 
centre were dissatisfied with their quality of life.  

Nearness to place of work was the aspect that all respondent groups appeared most satisfied 
with, followed by personal safety; access to public open spaces (parks, public gardens etc); 
access to facilities (grocers, bank, chemist, petrol station etc) and access to public transport. 
However, at least a quarter of respondents in all groups were dissatisfied with the general 
appearance of the neighbourhood; the amount of vandalism, graffiti and damage to buildings 
or property and the amount of rubbish and litter lying around.  

Satisfaction with the level of social interaction between neighbours was also low, and creative 
workers were more ‘dissatisfied’ with this aspect than the other respondent groups. This is 
surprising, given that ‘neighbourhood atmosphere’ was an important factor for moving to a 
residential area for more than half of respondents. Respondents may be willing to sacrifice a 
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certain amount of ‘soft’ neighbourhood factors to ensure that their demands for ‘hard’ factors 
- particularly housing affordability, housing availability, nearness to place of work and 
nearness to essential services and facilities - are met.  

Finally, levels of satisfaction with dwelling were extremely high overall, with more that two 
thirds or more of respondents in all groups satisfied with all but one aspect of their property 
(internal storage space). Size of dwelling was the aspect respondents were most satisfied with, 
which is not surprising given that this aspect of respondents as important when deciding on 
whether to move to a certain neighbourhood location.  

 
Factors in decision to move to current neighbourhood 

Respondents were asked how important certain ‘soft’ and ‘hard’ location factors were in their 
decision to move to their current neighbourhood. Table 3 in the Appendix provides detailed 
statistics. As shown in Figure 3.15 below, the following were key influential factors when 
choosing a place to live:  

1) Housing and economic activity: 

• ‘cost of dwelling’ 
• ‘distance to work’  
• ‘size of dwelling’  
• ‘closeness to services/facilities’ 

2) Connectivity:  

• ‘proximity to public transport’  
• ‘proximity to family and friends’  
• ‘proximity to major roads and highways’  

3) Environment 

• quality of the surrounding neighbourhood’  
• ‘availability pf private open space (gardens etc)’ 
• ‘neighbourhood atmosphere’ 
• closeness to public open space (parks, playgrounds etc)’ 

 
‘Cost of dwelling’ was considered by 84 per cent of respondents to be ‘very important’ or 
‘quite important’ in deciding on a residential location and was ranked as the most important 
reason by the highest proportion of respondents (54 per cent). Related to this was ‘size of 
dwelling’, which 75 per cent of respondents regarded as ‘very important’ or ‘quite important’.  

‘Distance to work’ was also an important location factor, with a third (36 per cent) of 
respondents choosing this as their most important reason for moving to their neighbourhood, 
and 76 per cent overall considering if to be ‘very/quite important. Next in terms of importance 
were ‘quality of the surrounding neighbourhood’ (69 per cent) and ‘closeness to 



RESULTS 
 

 57

services/facilities’ (i.e. essential food/grocery shopping, petrol, chemists, doctors, schools 
etc)’ (68 per cent). 

Two groups of factors can be distinguished next in terms of importance. Firstly, a range of 
‘hard’ aspects relating to the ‘connectivity’ of the neighbourhood: ‘proximity to public 
transport’ (59 per cent), ‘proximity to family and friends’ (52 per cent) ‘proximity to major 
roads and highways’ (47 per cent). Secondly, ‘soft’ aspects related to the physicality of the 
neighbourhood environment as well as its ‘look and feel’: ‘quality of the surrounding 
neighbourhood’ (69 per cent); ‘availability pf private open space (gardens etc)’ (58 per cent); 
‘neighbourhood atmosphere’ (56 per cent), closeness to public open space (parks, 
playgrounds etc)’ (55 per cent). 

Creative and knowledge intensive workers showed the same preferences for ‘soft’ and ‘hard’ 
location factors as the sample as a whole. Again, ‘cost of dwelling’, ‘size of dwelling’ and 
‘distance from home to work’ were the key important factors in deciding where to live for all 
both respondent groups; followed by ‘quality of the surrounding neighbourhood’ and 
‘closeness to services/facilities’.  

As with the sample as a whole, next in terms of importance were factors related to 
‘connectivity’ of the neighbourhood and ‘soft’ aspects related to the environmental quality of 
the neighbourhood. Interestingly, while only 40 per cent of creative workers considered 
‘neighbourhood atmosphere to be ‘very/quite’ important, 62 per cent of knowledge workers 
considered this factor to be important in their choice of residential location.  
 

Figure 3.15 - Importance of ‘soft’ and ‘hard’ location factors in choice of neighbourhood 
All respondents

0 10 20 30 40 50 60

Distance from home to work

Cost of dwelling 

Size of dwelling

Availability of private open space 

Proximity to family/friends

Close to services/facilities

Proximity to public transport

Proximity to major roads/highways

Nearness to pubs/bars/nightclubs

Close to city centre

Proximity to good quality schools

Availability of child care facilities

Availability of Leisure facilities 

The quality of the surrounding neighbourhood

Close to public open space 

The neighbourhood atmosphere

Tolerence 

Gay/lesbian friendly neighbourhood

Percent

Very important

Not important

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 58

We can conclude, then, that the most influential aspects that have led respondents to choose 
their current place of residence are, firstly; ‘hard’ factors which are related and housing 
affordability and type of housing provision; and secondly, ‘hard’ factors related to 
connectivity of the neighbourhood with the rest of the city and beyond (distance to works, 
proximity to public transport, highways and roads), and ‘soft’ factors, such as quality of 
neighbourhood environment and the ‘look and feel of the neighbourhood.  

As far as the aspects which were regarded as less influential in the choice of residence, the 
following factors were considered to be ‘unimportant’ in the decision to move to their current 
neighbourhood by at least a quarter of respondents: 

• Gay/lesbian friendly neighbourhood  
• Tolerance of people from other ethnic or religious backgrounds  
• Nearness to pubs/ bars/ nightclubs 
• ‘Availability of childcare facilities’ 
• ‘proximity to good quality schools’ 
• ‘Closeness to the city centre’ 
• ‘Availability of leisure facilities’ 

 
The two aspects regarding tolerance and diversity were added to the questionnaire by the 
Birmingham ACRE team as it was felt that this dimension was important to consider, 
especially given the Florida theory that creative individuals are attracted to areas with more 
inclusive and diverse societies. However, neither of these aspects were considered important 
in terms of choosing a residential location (32 per cent regarded ‘tolerance to people from 
other ethnic or religious backgrounds’ and 43 per cent regarded ‘gay/lesbian friendly 
neighbourhood’ as ‘unimportant’). 

‘Availability of childcare facilities’ and ‘proximity to good quality schools’ were regarded as 
unimportant by 26 per cent and 28 per cent of respondents respectively and ‘not applicable’ to 
just under 40 per cent of respondents. This is a feature of the demographic profile of our 
respondents, where more than 70 per cent live in households without children, therefore 
issues relating to childcare and school provision do not influence residential choice.  

Results for creative and knowledge intensive workers sample were very similar to those of the 
sample as a whole. ‘gay/lesbian friendly neighbourhood’ was regarded as ‘unimportant’ by 
nearly half (46 per cent) of creative workers and by a third (37 per cent) of knowledge 
workers; while tolerance’ was regarded as ‘unimportant’ by a quarter (25 per cent) of creative 
workers and more than a third (37 per cent) of knowledge workers. Furthermore, 
‘neighbourhood atmosphere’ was regarded as ‘unimportant by a quarter (25 per cent) of 
creative workers.  

Finally, it is interesting that ‘closeness to city centre’ was only ranked as important by 40 per 
cent of respondents and ranked as unimportant by a quarter (25 per cent). Suggesting that the 
needs of respondents for their neighbourhood environment are somewhat different than what 
is offered by ‘city centre living’.  
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In summary, as far as aspects considered ‘unimportant’ in choice of residential location, some 
are ‘soft’ factors, related to tolerance, diversity and leisure activities, but some of them are 
‘hard’ factors classed as public social infrastructure.  

 
Quality of life and neighbourhood location 

The overwhelming majority (83 per cent) of respondents were ‘very satisfied/satisfied’ with 
the ‘overall quality of life’ in their neighbourhood, while only 10 per cent were 
‘dissatisfied/very dissatisfied’ – Table 3.15. Creative workers were the most satisfied of all 
respondent groups: 91 per cent were ‘very satisfied/satisfied’ compared with 82 per cent of 
knowledge workers and 77 per cent of other (graduate) workers. 

 
Table 3.15 - Overall satisfaction with life in neighbourhood 

Satisfaction with life in neighbourhood Respondent group 

V satisfied/ 
satisfied 

Neither Dissatisfied/ v 
dissatisfied 

Total 

162* 15 19 196 All respondents 
82.6%** 7.7% 9.7% 100% 

49 7 8 64 Other workers 
76.6% 10.9% 12.5% 100% 

113 8 11 132 All CI/KI 
85.6% 6.1% 8.3% 100% 

48 2 3 53 CI 
90.6% 3.8% 5.7% 100% 

65 6 8 79 KI 
82.3% 7.6% 10.1% 100% 

Notes: * count; **percent total 

 
Further analysis of ‘quality of life’ and ‘location of neighbourhood’ indicated that for 
respondents living within Birmingham city boundaries, the ‘rest of the core city’ scored most 
highly (89 per cent ‘very satisfied/satisfied’), followed by ‘the outskirts of the city’ (79 per 
cent ‘very satisfied/satisfied’). Although 75 per cent of those living in the city centre were 
‘very satisfied/satisfied’ with the quality of life in their neighbourhood, this location scored 
highest in terms of ‘dissatisfaction’, with 25 per cent of respondents living in this area stating 
they were ‘dissatisfied/ very dissatisfied’ with their overall quality of life (Note: those living 
in the city centre only accounted for 6 per cent of the total sample, so this finding may not be 
particularly representative). Conversely, respondents living outside Birmingham in the West 
Midlands region also appeared very satisfied with the quality of life in their neighbourhoods 
with only 14 per cent ‘dissatisfied/very dissatisfied’.  
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Table 3.16 - Location and satisfaction with quality of life in neighbourhood 
Satisfaction with quality of life in neighbourhood Neighbourhood location  

Very satisfied/ 
satisfied 

Neither Dissatisfied/ 
very dissatisfied 

Total 

9* 0 3 12 City Centre  
75.0%** 0.0% 25.0% 100.0% 

54 4 3 61 Rest of the core city  
88.5% 6.6% 4.9% 100.0% 

73 10 10 93 Outskirts of the city 
78.5% 10.8% 10.8% 100.0% 

18 0 3 21 West Midlands region  
85.7% 0.0% 14.3% 100% 

8 1 0 9 Outside the region  
88.9% 11.1% 0.0% 100.0% 

162 15 19 196 TOTAL 
82.6% 7.6% 9.7% 100% 

Notes: * count; **% within neighbourhood location  

 
Satisfaction with aspects of neighbourhood contributing to ‘quality of life’ 

Table 4 in the Appendix provides details of results for levels of satisfaction with various 
neighbourhood aspects for each of the worker subgroups. Again, as shown in Figure 3.16 
below, results for respondent sub-groups were very similar to the sample as a whole.  

More than two thirds of all respondents stated they were ‘very satisfied’ or ‘satisfied’ with the 
following aspects of their neighbourhood:  

• ‘Nearness to place of work’ 
• ‘Personal safety’ 
• ‘Access to public open spaces (parks, public gardens etc)’ 
• ‘Access to facilities (grocers, bank, chemist, petrol station etc)’  
• ‘Access to public transport’ 
• ‘Level of traffic noise’ 

 
At least half of respondents in all groups were ‘very satisfied/satisfied’ with the following: 

• ‘Appearance of neighbourhood’ 
• ‘Levels of pollution’ 
• ‘Provision of health care facilities’ 

 
‘Nearness to place of work’ was the aspect that all respondent groups appeared most satisfied 
with: 40 per cent of all respondents were ‘very satisfied’ with this aspect as were 46 per cent 
of knowledge workers, 40 per cent of creative workers and 31 per cent of other (graduate) 
workers. Overall, 85 per cent of all respondents were ‘very satisfied/satisfied’ with this aspect 
of their neighbourhood (90 per cent of creative workers; 86 per cent knowledge workers; 80 
pr cent other (graduate) workers). This correlates well with factors respondents choose when 
considering whether or not to move to a particular neighbourhood/residential area, as 
‘distance to work’ was regarded as a ‘very important/quite important’ consideration by 76 per 
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cent of respondents (see section above on Factors in decision to move to current 
neighbourhood).  

Personal safety (84 per cent ‘very satisfied/satisfied’) was the aspect that respondents were 
most satisfied with after ‘nearness to work’ (Note: this aspect was not included as an option in 
the question relating to factors in decision to move to current neighbourhood). Again, all 
respondent groups were very satisfied with this aspect of their neighbourhood (81 per cent of 
creative workers ‘very satisfied/satisfied’; 89 per cent knowledge workers and 80 per cent 
other (graduate) workers).  

‘Access to public open spaces (parks, public gardens etc) (84 per cent of all respondents ‘very 
satisfied/satisfied’); ‘access to facilities’ (82 per cent) and ‘access to public transport’ (77 per 
cent) scored highly both in terms of levels of satisfaction with neighbourhood and for factors 
respondents considered when choosing a residential location for all respondent groups (see 
section ‘Factors in decision to move to current neighbourhood’).  

Respondents were relatively less satisfied with other environmental indicators, such as ‘levels 
of traffic noise’ (68 per cent) and ‘levels of pollution’ (62 per cent). Other (graduate) workers 
were least satisfied with these indicators: 55 per cent were ‘satisfied/very satisfied’ with 
‘levels of traffic noise’ and less than half (48 per cent) were ‘very satisfied/satisfied’ with 
‘levels of pollution’ (48 per cent ‘very satisfied/satisfied’. However, the majority of creative 
knowledge workers respondents were still satisfied with these aspects of their neighbourhood: 
81 per cent of creative workers and 69 per cent of knowledge workers were ‘very 
satisfied/satisfied’ with levels of traffic noise and 72 per cent of creative workers and 68 per 
cent of knowledge workers were ‘very satisfied/satisfied’ with ‘levels of pollution’.  
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Figure 3.16 - Satisfaction with aspects contributing to quality of life in neighbourhood 
All respondents
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Moving onto less satisfactory aspects, at least a quarter of respondents in all groups were 
either ‘dissatisfied’ or ‘very dissatisfied’ with the following in their neighbourhood: 

• ‘Amount of vandalism, graffiti and damage to buildings or property’ 
• ‘Amount of rubbish and litter lying around’ 
• ‘General appearance of the neighbourhood’ 
• ‘Level of social interaction between neighbours’ 

 
The environmental aspects; ‘amount of vandalism, graffiti and damage to buildings or 
property’ and ‘amount of rubbish and litter lying around’, were added by the CURS team to 
more fully explore aspects about ‘general appearance of the neighbourhood’ that respondents 
may be satisfied or dissatisfied with, and it would appear that both these aspects are a 
considerable source of dissatisfaction to all respondent groups, with 41 per cent of all 
respondents ‘dissatisfied/very dissatisfied’ about the ‘amount of rubbish lying around’ (40 per 
cent of creative workers; 43 per cent of knowledge workers and 47 per cent of other 
(graduate) workers ‘dissatisfied/very dissatisfied’); and 33 per cent ‘dissatisfied/very 
dissatisfied’ about the ‘amount of vandalism etc’ in the neighbourhood (44 per cent of 
creative workers; 46 per cent of knowledge workers; and 38 per cent of other (graduate) 
workers ‘dissatisfied/very dissatisfied’).  

This finding is substantiated by levels of dissatisfaction with the ‘general appearance of the 
neighbourhood’, as 28 per cent of all respondents were ‘dissatisfied’ with this aspect (25 per 
cent creative workers; 29 per cent knowledge workers; and 30 per cent other (graduate) 
workers ‘dissatisfied/very dissatisfied’).  
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Besides these findings, the satisfaction for ‘level of social interaction between neighbours’ 
was also low, with 28 per cent of all respondents ‘dissatisfied/very dissatisfied’ with this 
aspect of their neighbourhood. Creative workers were more ‘dissatisfied’ with this aspect than 
the other respondent groups: A third (34 per cent) of creative workers were ‘dissatisfied/very 
dissatisfied’ with this aspect of their neighbourhood, compared with 23 per cent of knowledge 
workers and 28 per cent of other (graduate) workers.  

This is quite surprising, given that ‘neighbourhood atmosphere’ was an important factor for 
moving to a residential area for 55 per cent of respondents. An explanation for this may be 
that respondents are willing to sacrifice a certain amount of ‘soft’ neighbourhood factors to 
ensure that their demands for ‘hard’ factors - particularly housing affordability, housing 
availability, nearness to place of work and nearness to essential services and facilities - are 
met.  

 
Satisfaction with aspects of dwelling 

Table 5 in the Appendix provides detailed results of respondent’s levels of satisfaction with 
various aspects of their dwelling. 

Levels of satisfaction with dwelling were extremely high overall, with more that two thirds or 
more of respondents in all groups ‘very satisfied’ or ‘satisfied’ with all but one aspect of their 
property – Figure 3.17. Results for respondent groups were very similar to the sample as a 
whole, therefore the following discussion focuses on the entire sample.  

Overall size scored most highly, with 88 per cent of respondents ‘very satisfied/satisfied’ with 
this aspect of their home. As discussed in the section above (see section ‘Factors in decision 
to move to current neighbourhood’), ‘size of dwelling’ was regarded as ‘very/quite important’ 
by 75 per cent of respondents when deciding on whether to move to a certain neighbourhood 
location.  

‘Size of the bedrooms’ scored next highest, with 87 per cent of respondents ‘satisfied/very 
satisfied’ and the same proportion considered themselves to be satisfied with the ‘physical 
quality of the dwelling’. ‘Security of dwelling’ was ranked next in terms of overall 
satisfaction, with 79 per cent ‘very satisfied/satisfied’. Again, ‘personal safety’ was positioned 
highly in terms of neighbourhood satisfaction and quality of life in the neighbourhood (see 
section ‘Satisfaction with neighbourhood aspects contributing to ‘quality of life’).  

Finally, the aspects respondents were least satisfied with were ‘storage inside dwelling (30 per 
cent ‘dissatisfied/very dissatisfied’) and ‘parking provision’ (20 per cent ‘dissatisfied/very 
dissatisfied’). The analysis of housing type (see section ‘Housing type’) provides some further 
insight as to why ‘parking provision’ might be an issue. Nearly a third (31 per cent) of 
respondents lived in ‘mid’ or ‘end’ terraced housing, mainly in the rest of the core city and the 
city outskirts. The type of terraced housing in these areas of Birmingham is predominantly 
Victorian era housing, which only has provision for limited ‘on street’ parking.  

Although, for this section, we do not have information on the degree of satisfaction with the 
cost of housing, and therefore the relationship between quality and cost of housing, we can 
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conclude that the level of satisfaction with dwelling overall is considerably high. There is a 
strong connection between ‘size of dwelling’ as one of the main motivations when choosing a 
residence, and the considerable degree of satisfaction with the current dwelling. 

 
Figure 3.17 - Satisfaction with aspects of dwelling  
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3.6 Living in Birmingham and satisfaction with the city 

This section aims to identify reasons respondents live in Birmingham and their attitudes to 
‘hard’ and ‘soft’ aspects of the city in which they live and work, such as the quality of cultural 
and leisure facilities, public services provision, the environmental quality of the city and the 
level of tolerance within the city. All of these factors are important in determining how 
satisfied or otherwise respondents are with regard to ‘hard’ and ‘soft’ factors in Birmingham. 

 
Section summary  

Two issues are significant in understanding the results of this section. Firstly, 22 per cent of 
all respondents had lived in Birmingham all their lives. Secondly, 49 per cent of the sample 
had lived in the city for 10 or more years. This indicates a low level of past mobility. Of those 
who had moved to Birmingham from elsewhere, the majority came from other parts of the 
region or the UK and moved from town or city.  
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Respondents gave two main reasons for living and working in Birmingham. Firstly, ‘soft’ 
factors related to personal connection with the city (‘studied in Birmingham’; ‘proximity to 
friends’; ‘family lives here’) and secondly, ‘hard’ factors relating to employment (‘moved 
here because of my job’, ‘good employment opportunities’) were considered to be the most 
important as reasons for living and working in Birmingham. Notably other ‘soft’ factors, such 
as ‘open minded and tolerant’, ‘gay and lesbian friendly’, ‘diversity of the built environment’ 
and ‘housing quality’ were ranked lowest in terms of importance. 

With regards to living in Birmingham, the overwhelming majority of respondents were 
‘satisfied’ with the quality of life in the city. Looking more closely at specific aspects of life 
in the city, the responses were quite mixed. In terms of the quality of cultural and leisure 
facilities Birmingham has to offer, the majority of respondents were satisfied. However, the 
environmental quality was rated poorly for the city and respondents were, on the whole, not 
very satisfied with the public services provision. This suggests that respondents are relatively 
more satisfied with the ‘soft’ aspects of the city and relatively more dissatisfied with the 
‘hard’ aspects. 

Respondents were regularly involved in a range of cultural and leisure and social activities in 
the city and participation rates were higher than the Birmingham average for going to theatres 
concert halls and visiting museums and art galleries. Participation levels in certain cultural 
activities were also much higher for creative workers than for knowledge workers. However, 
there was a very low participation rate in traditional social, political, religious activities and 
community activities. 

Respondents main concerns about living in the city were; ‘aggressive/anti-social behaviour’, 
the ‘amount of crime in the city’ and ‘drug problems’ and ‘personal safety’. However, 
respondents appeared least worried about being ‘harassed because of your skin colour, ethnic 
origin, religion or sexual orientation’ and the overwhelming majority perceived Birmingham 
to be a welcoming and tolerant place to live.  

The majority of respondents did not consider Birmingham to be an expensive city in which to 
live. However, essential facilities and services, such as ‘public transport costs’; ‘housing costs 
(rent, mortgage)’; cost of local taxes’ were regarded by respondents as the most expensive 
aspects of living in Birmingham, and more expensive than non-essential services and facilities 
mainly related to leisure, such as ‘cost of attending festivals and events’; ‘cost of eating out’; 
‘cost of going to see a film/cinema’.  

Two thirds of respondents felt that the quality of life had improved in Birmingham over the 
last 5 years, mainly because of the ongoing redevelopment of the city centre and the amount 
of inward investment in the city. However, the increase in social problems and crime and lack 
of affordable housing were also perceived to be aspects that had worsened.  

Finally, although the majority of respondents considered Birmingham to be at least as good as 
other places they had previously lived, and more than a third of creative workers surveyed 
thought it was the best place to live, around 40 per cent were ‘likely to move’ or ‘almost 
definitely planning to move’ from the city within the next 3 years. 

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 66

Previous location  

Nearly 22 per cent of all respondents had lived in Birmingham all their lives. Of respondents 
who had migrated to the city from other locations, 17 per cent per cent moved from other 
parts of the region (rural or urban). The majority (53 per cent) had moved from other parts of 
the UK: 35 per cent from another town/city and 21 per cent from a rural or village location. 
Only 8 per cent had moved to Birmingham from abroad: 2 per cent from other EU countries 
and 6 per cent from other non-EU countries - Figure 3.18.  

For creative knowledge intensive workers, there was a very similar pattern: 19 per cent had 
moved from another part of the region, while just under half (49 per cent) had moved from 
other parts of the UK, and only 9 per cent had moved from outside the UK. However, for 
other (graduate) workers, a lower proportion had moved from elsewhere in the region (11 per 
cent) and a higher proportion had moved from outside the region (62 per cent), and only 5 per 
cent from outside the UK.  

 
Figure 3.18 - Previous location of respondents  
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Nearly to thirds (64 per cent) of respondents who had migrated to Birmingham from other 
parts of the region or the UK had moved from ‘another town or city’, with only 34 per cent 
moving from ‘a village or rural location’ – Table 3.17. This pattern was also true of creative 
knowledge workers and other (graduate) workers. 
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Table 3.17 - Location of respondents prior to moving to Birmingham 

Location  All respondents Other workers All CI/KI CI  KI 

Another town/city in region 24* 
16.0%** 

7 
14.2% 

17 
16.8% 

7 
17.5% 

10 
16.4% 

Village/rural location in 
region 

8 
5.3% 

0 
0.0% 

8 
7.9% 

3 
7.5% 

5 
8.2% 

Another town/city outside 
region but in UK 

63 
42.0% 

21 
42.9% 

42 
41.6% 

17 
42.5% 

25 
41.0% 

Village/rural location outside 
region but in UK 

40 
26.7% 

18 
36.7% 

22 
21.8% 

9 
22.5% 

13 
21.3% 

Outside UK but in rest of EU 4 
2.7% 

2 
4.1% 

2 
2.0% 

0 
0.0% 

2 
3.3% 

Outside EU 11 
7.3% 

1 
2.0% 

10 
9.9% 

4 
10% 

6 
9.8% 

Total (moved to 
Birmingham) 

150 
100% 

49 
100% 

101 
100% 

40 
100% 

61 
100% 

Notes: * count; ** % valid sample moved from another location 

 
Time lived in Birmingham 

Nearly half (49 per cent) of the total respondent sample had lived in Birmingham for more 
than 10 years - Table 3.18. Only 7 per cent of respondents had moved to the city within the 
last 2 years. This indicates that levels of past mobility are, on the whole, fairly low.  

 
Table 3.18 - Time lived in Birmingham 

Time lived in Birmingham All KI/CI All CI All KI Other workers All respondents 

Less than one year 5* 
3.8%** 

1 
1.9% 

4 
5.1% 

2 
3.1% 

7 
3.6% 

Between one and 2 years 5 
3.8% 

1 
1.9% 

4 
5.1% 

1 
1.6% 

6 
3.1% 

Between 2 and 5 years 24 
18.2% 

12 
22.6% 

12 
15.2% 

11 
17.2% 

35 
17.9% 

Between 5 and 10 years 27 
20.5% 

12 
22.6% 

15 
19.0% 

21 
32.8% 

48 
24.5% 

More than 10 years 68 
51.5% 

25 
47.2% 

43 
54.4% 

28 
43.8% 

96 
49.0% 

Not applicable 3 
2.3% 

2 
3.8% 

1 
1.3% 

1 
1.6% 

4 
2.0% 

TOTAL 132 
100.0% 

53 
100% 

79 
100% 

64 
100.0% 

196 
100.0% 

Notes: * count; ** % total  

 
More than half (54 per cent) of knowledge workers and just under half (47 per cent) of 
creative workers had lived in Birmingham for more than 10 years, while just under a quarter 
(23 per cent and 22 per cent respectively) had lived in Birmingham all their lives. While 10 
per cent of knowledge workers had moved to the city within the last 2 years, only 4 per cent 
of creative workers surveyed had moved to Birmingham within the same time period. On the 
basis of ‘past mobility’, this would suggests that those respondents equating to the ‘Creative 
Class’ are not highly mobile. 
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Reason for living in the city  

Respondents were asked to rank, in order of importance from 1 to 4, their reasons for living 
and working in Birmingham: ‘Moved here because of my job’ (ranked first by 21 per cent of 
respondents) and ‘Studied in Birmingham’ (ranked first by 20 per cent of respondents) were 
the most important reasons for living in the city.  

When looking at location factors selected by respondents overall, personal connection 
(‘studied in Birmingham’; ‘proximity to friends’; ‘family lives here’) and employment 
(‘moved here because of my job’, ‘good employment opportunities’) were considered to be 
the most important as reasons for living and working in Birmingham. Notably ‘soft’ factors, 
such as ‘open minded and tolerant’, ‘gay and lesbian friendly’, ‘diversity of the built 
environment’ were selected by the fewest number of respondents. 

 
Figure 3.19 - Reasons for living in Birmingham; creative knowledge workers  
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A very similar pattern emerges when only responses of creative and knowledge workers are 
analysed - Figure 3.19. Again, factors related to ‘personal connection’ and ‘job’ were chosen 
most often, with ‘geographical factors’ (‘good transport links’ and ‘size of city’) and ‘housing 
affordability’ next in terms of importance. This coincides with the results obtained on 
residential preferences and satisfaction, where ‘good transport links’ and ‘affordability of 
housing’ were important residential attributes (see section 3.4 of report for further details). 
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Similar to the sample as a whole, of least importance to creative knowledge workers were 
social aspects of the city, including ‘tolerance’; ‘gay/lesbian friendly’, ‘openness to different 
types of people’; ‘cultural diversity’. Only ‘diversity of leisure and entertainment activities’ 
(distinct from ‘cultural activities’) was selected to any significant extent – 25 per cent of 
respondents chose this factor as a reason for moving to the city. 

As a final comment, it is interesting to note that while ‘moved here because of job’ was 
chosen most frequently by knowledge workers, moved here because of ‘good employment 
opportunities’ was chosen most frequently by creative workers. This may suggest that 
knowledge workers are more likely to move to Birmingham because they have already found 
employment in the city, whereas creative workers are more likely to move to Birmingham to 
look for employment opportunities (further analysis may reveal if those jobs are ‘just in time’ 
contracted out/project-based).  

 
Overall satisfaction with city  

Respondents were asked to rate, on a scale of 1 – 10 (where 1 = very satisfied and 10 = very 
dissatisfied), their overall satisfaction with their life in Birmingham.  

The majority of respondents (77 per cent) were satisfied with their life in the city overall 
(satisfaction level 1-5). Results for the creative and knowledge-intensive workers also indicate 
a high degree of satisfaction, with 82 per cent of knowledge workers and 78 per cent of 
creative workers satisfied with life in the city - Figure 3.20. Hoverer, creative workers appear 
to be more highly satisfied than knowledge workers: two thirds (67 per cent) of creative 
workers rated their level of satisfaction as 1-3, compared with only 51 per cent of knowledge 
workers. 

 
Figure 3.20 - Satisfaction with life in the city 
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Satisfaction with cultural and leisure facilities in Birmingham 

In order to more closely understand satisfaction and dissatisfaction with aspects of living in 
Birmingham, respondents were asked about the quality of certain cultural and leisure facilities 
in the city. The majority of respondents were seemingly ‘very satisfied’ or ‘satisfied’ with the 
quality of cultural and leisure facilities Birmingham has to offer. Analysis of creative 
knowledge workers only, revealed very similar preferences, therefore the following 
discussion refers to the sample as a whole. Table 6 in the Appendix provides detailed 
statistics. 

More than two thirds of respondents were either ‘very satisfied/satisfied’ with the range and 
quality of ‘restaurants’ (89 per cent); ‘shopping areas ’ (86 per cent); ‘cinemas’ (82 per cent); 
‘public spaces’ (77 per cent); ‘pubs and Bars’ (74 per cent); ‘cafes’ (71 per cent); ‘concerts 
and dance productions (classical or contemporary)’ (71 per cent); theatres 69 per cent); and 
‘art galleries and museums’ (66 per cent) – Figure 3.21.  

Respondents appeared to be least satisfied with ‘sports facilities’ (15 per cent dissatisfied or 
very dissatisfied); ‘places of architectural interest/ number of monuments’ (13 per cent), and 
‘public art (sculpture, fountains etc) (11 per cent). ‘Associations/organisations for social 
activities’ did not provoke a strong reaction either way, with more than half (53 per cent) of 
respondents choosing ‘neither satisfied nor dissatisfied’ or ‘don’t know/not applicable’ option 
to describe these facilities.  

 
Figure 3.21 - Level of satisfaction with cultural and leisure facilities  
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Participation in cultural, leisure and social activities 

Respondents were asked about how frequently they were involved in a range of range of 
cultural, leisure and social activities. More than three quarters participated in the following 
activities at least once a month: ‘visiting friends and/or family’ (88 per cent); ‘eating out’ (86 
per cent); ‘walking around the city centre’ (81 per cent); ‘going to pubs/bars’ (77 per cent); 
while nearly half were involved in ‘going to cinemas/to see films’ (47 per cent) and 
‘excursions to peripheral green areas’ (46 per cent) – Figure 3.22.  

In contrast, fewer than one in ten of respondents participated in the following activities at 
least once a month: ‘political activities’ (5 per cent); ‘residents’ associations’ (4 per cent); 
‘theatre’ (9 per cent); while fewer than one in five participated in ‘sporting events’ (12 per 
cent); ‘religious activities’ (14 per cent); or went to ‘nightclubs’ (15 per cent). 

Activities in which the highest proportion of respondents were ‘never involved in’ were; 
‘political activities’ (82 per cent); ‘residents’ associations’ (76 per cent); ‘religious activities’ 
(65 per cent); ‘community work’ (55 per cent). This shows a low participation rate in 
traditional social, political and religious activities and organisations 

 
Figure 3.22 - Participation in cultural, leisure and social activities 
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Comparison of ACRE results with those from the Birmingham Annual Opinion Survey 
(AOS) (MORI, 2004), indicates that participation in cultural and leisure activities is higher for 
ACRE respondents than for Birmingham residents as a whole. However, the AOS findings 
also indicate that residents of socio-economic class AB (Managerial and Professional) were 
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more likely to have used ‘theatres and concert halls’ (70 per cent); ‘museums and galleries’ 
(63 per cent) and ‘sports and leisure facilities’ (62 per cent) in the last 12 months when 
compared with lower socio-economic groups. These figures correspond far more closely to 
the ACRE results, as we would perhaps expect, given that ACRE respondents are highly 
skilled graduates predominantly in the AB (Managerial and Professional) and C1 
(Supervisory and clerical) socio-economic classes.  

 
Figure 3.23 - Participation in cultural, leisure and social activities; creative workers 
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Further analysis of the creative vs knowledge-intensive workers sample revealed some 
interesting findings - Figure 3.23. Participation levels in certain cultural activities were much 
higher for creative workers than for knowledge workers: 32 per cent of creative workers went 
to ‘festivals or events’ at least once a month compared with only 14 per cent of knowledge-
intensive workers; and ‘concerts and dance productions (classical and contemporary)’ were 
attended by 36 per cent of creative workers at least once a month compared with only 15 per 
cent of knowledge-intensive workers. Furthermore, 15 per cent of creative workers attended 
‘theatre’ at least once a month compared with only 7 per cent of knowledge workers and 55 
per cent of creative workers went to ‘cinema/to see films, compared with only 48 per cent of 
knowledge workers. This is some indication that the cultural facilities Birmingham has to 
offer are more important for creative workers than for knowledge-intensive workers.  
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Satisfaction with public services  

This question provided an overview of attitudes towards key public services delivered in 
Birmingham (public transportation; health care; environmental management; police services; 
social security services (council tax benefit, income support, disability allowance, child 
support etc); education (primary/secondary). Satisfaction with these public services was rated 
by respondents from ‘very satisfied’ through to ‘very dissatisfied’.  

On the whole, respondents do not appear to be highly satisfied with the majority of these 
services. Although more than half of all respondents indicated they were ‘very satisfied’ or 
‘satisfied’ with ‘public transportation’ (57 per cent) and police services (51 per cent), less 
than half of respondents were satisfied with ‘health care services’ (48 per cent) and 
environmental services such as ‘street cleaning’ (40 per cent); and only 10 per cent of 
respondents were ‘satisfied/very satisfied’ with ‘provision of bicycle lanes’. 

 
Figure 3.24 - Satisfaction with public services 
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Levels of dissatisfaction were high, with a third of respondents ‘dissatisfied/very dissatisfied’ 
with ‘public transport’ (33 per cent) and ‘street cleaning’ (35 per cent); while 40 per cent were 
‘dos-satisfied/very dissatisfied’ with the ‘provision of bicycle lanes’.  

While only a quarter (25 per cent) were ‘satisfied/very satisfied’ with ‘education/schools 
(primary/secondary)’ and only 16 per cent were ‘satisfied/very satisfied’ with ‘social security 
services’, this is mainly because more than 40 per cent of the sample chose the ‘don’t know’ 
option for these services. Level of dissatisfaction for these services were low, with only 7 per 
cent of respondents ‘dissatisfied/very dissatisfied’ with ‘education/schools 
(primary/secondary)’ and 10 per cent dissatisfied/very dissatisfied’ with ‘social security 
services’. 
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Analysis of creative knowledge workers sample only, revealed a very similar pattern of 
satisfaction when compared with the entire sample as a whole – Figure 3.24. The only 
significant difference was for satisfaction with ‘health care services’. (Chi-square tests 
revealed the level of satisfaction for this service was significantly different at 0.05): 56 per 
cent of creative knowledge workers were ‘very satisfied/satisfied’ and 15 per cent were 
‘dissatisfied/very dissatisfied’ with service, compared with 48 per cent and 23 per cent 
‘dissatisfied/very dissatisfied’.  

 
Quality of the environment  

Respondents were asked to rate the quality of certain environmental aspects of Birmingham. 
Responses for creative knowledge workers were very similar to the sample as a whole, with 
Chi-square tests revealing no significant differences. Results reported in Figure 3.25 below 
are for creative knowledge workers only. 

 
Figure 3.25 - Environmental aspects of the city 
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Apart from ‘quality of drinking water’ (73 per cent ‘good/very good’), environmental quality 
was rated rather poorly for the city: ‘Traffic congestion’ was considering to be ‘poor’ or ‘very 
poor’ by 62 per cent of respondents. Other environmental aspects related to transportation 
were also rated negatively: ‘availability of parking space’ (48 per cent) and the ‘availability of 
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bicycle lanes’ (44 per cent). ‘Air pollution’ (33 per cent) and noise pollution (28 per cent) 
were also criticised.  

According to the Annual Opinion Survey (AOS) carried out for Birmingham City Council 
(MORI, 2004), the most important services for Birmingham residents are ‘street cleaning’, 
‘household waste collection’ and ‘maintenance of roads and footpaths’. As we have already 
seen in the section above, more than a third (35 per cent) of respondents to the ACRE survey 
were ‘dissatisfied/very dissatisfied’ with ‘street cleaning’ in Birmingham. Furthermore, only 
37 per cent of respondents regarded ‘condition of pavements and footpaths’ and 26 per cent 
regarded ‘condition of roads’ as ‘very good/good’; while half (50 per cent) regarded 
‘waste/refuse collection’ as ‘very good/good’.  

Finally, ‘recycling collection’ was regarded as ‘poor/very poor’ by 38 per cent of respondents. 
Although the AOS report (MORI, 2004) indicated that doorstep collection of items for 
recycling and local recycling facilities had improved most over the last few years, the report 
also indicated that levels of dissatisfaction for recycling services was increasing. Interestingly, 
the AOS report found that older residents were more satisfied with recycling facilities (e.g. 75 
per cent of those aged 65+ are satisfied compared to 58 per cent of those aged 25 to 34).  

 
Concerns about city issues  

Respondents were asked how worried they were about certain social and environmental 
aspects in Birmingham. Somewhat worryingly, respondents’ main concerns were about: 

• ‘Aggressive/anti-social behaviour’ (70 per cent ‘worried or extremely worried) 
• ‘Amount of crime in the city’ (58 per cent) 
• ‘Drug problems’ (56 per cent) 
• ‘Personal safety’ (53 per cent) 

 
Other social problems such as ‘levels of homelessness’ (59 per cent) and ‘lack of affordable 
housing’ (58 per cent) were also of concern to respondents. The main environmental issues 
which worried respondents were ‘amount of vehicular traffic on roads’ (65 per cent) and 
‘levels of air pollution’ (52 per cent). 

Respondents appeared least worried about being ‘harassed because of your skin colour, ethnic 
origin, religion or sexual orientation’ with more than half (54 per cent) of respondents ‘not 
worried’ ‘not at all worried’ about this issue, revealing Birmingham as a tolerant city (see also 
next section below). This is backed up by evidence from the 2004/5 AOS (MORI, 2004), 
where only 15 per cent of respondents regarded this as ‘a fairly big’ or ‘a big problem’ in 
Birmingham. Respondents were also unconcerned about ‘demonstrations on public spaces (47 
per cent ‘not worried’ not at all worried’). 

More than a quarter of respondents were ‘not worried’ or ‘not at all worried’ about 
‘availability of public transport’ (30 per cent); ‘availability of jobs’; (29 per cent); ‘levels of 
prostitution on the streets’ (27 per cent); and ‘amount of graffiti’ (25 per cent). However, 
cross tabulations with income reveal, perhaps not surprisingly, that respondents with lower 
incomes tend to be more worried about issues such as availability of jobs and affordable 
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housing than those with higher incomes: 64 per cent of respondents with a net income of 
£1,499 a month or lower were worried or very worried about ‘availability of affordable 
housing’ and 43 per cent were worried or very worried about ‘availability of jobs’.  

 
Tolerance  

Birmingham has a long history of openness to migrants and, as a result, the population is very 
mixed in terms of religious and ethnic diversity (refer to ACRE WP2 report: Brown et al, 
2007 for further details). The issue of tolerance is therefore a significant one for the city. 

Analysis of results on specific aspects relating to tolerance (Table 3.19 below), revealed that 
the majority of respondents either ‘agree’ or ‘strongly agree’ that Birmingham is ‘welcoming 
to people from other countries’ and ‘welcoming to ethnic minorities’ and ‘people of other 
religions’. However, only just over half (53 per cent and 56 per cent respectively) agreed that 
the city is both lesbian and gay friendly - which, according to Richard Florida, is an important 
indicator in the attractiveness of cities to the ‘creative class’ (Florida, 2002). The issue of 
whether or not there are ‘tensions between people of high and low income levels’ and 
between ‘people with different social backgrounds’ seems more divisive, with a similar 
number of respondents both agreeing and disagreeing to these statements.  

 
Table 3.19 - Perception of tolerance of the city  

Notes: * count; ** % category 

 
Cost of living  

Respondents were asked about their perception of the ‘cost of living’ in Birmingham and how 
expensive they felt basic facilities and other services were in the City. Overall, the ‘cost of 
living’ was regarded as ‘very expensive/expensive’ by a quarter (25 per cent) of all 
respondents; ‘average’ by 70 per cent of respondents and ‘cheap/very cheap’ by only 3 per 
cent of respondents – Figure 3.26. By way of comparison, a recent study (Mercer Human 
Resource Consulting, 2007) compiled lists of the most expensive cities to live in (including 
housing), measured by ‘cost of living’. This study places Birmingham 41 out of the 50 most 

Tolerance of city Strongly 
agree 

Agree Neither Disagree Strongly 
disagree 

Don’t 
know 

Total 

30* 131 21 6 2 6 196 Welcoming to people from 
other countries  15.3%** 66.8% 10.7% 3.1% 1.0% 3.1% 100% 

37 121 23 4 2 9 196 Welcoming to ethnic 
minorities  18.9% 61.7% 11.7% 2.0% 1.0% 4.6% 100% 

20 121 30 7 1 17 196 Welcoming to people of other 
religions  10.2% 61.7% 15.3% 3.6% 0.5% 8.7% 100% 

19 85 21 4 1 66 196 Lesbian friendly  
9.7% 43.4% 10.7% 2.0% 0.5% 33.7% 100% 

21 90 20 4 1 60 196 Gay friendly  
10.7% 45.9% 10.2% 2.0% 0.5% 30.6% 100% 

3 50 60 55 3 25 196 Tensions between people of 
high and low income levels  1.5% 25.5% 30.6% 28.1% 1.5% 12.8% 100% 

9 53 63 44 5 22 196 Tensions between people with 
different social backgrounds  4.6% 27.0% 32.1% 22.4% 2.6% 11.2% 100% 
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expensive global cities, well behind London (2) and behind six other ACRE cities: Milan 
(11); Dublin (16); Helsinki (22); Amsterdam (25); Barcelona (31), Munich (39). 

Further analysis revealed that essential facilities and services were regarded by respondents as 
the most expensive aspects of living in Birmingham: ‘public transport costs’ the aspect most 
regarded as ‘very expensive/expensive’ (41 per cent), followed by ‘housing costs (rent, 
mortgage)’ (39 per cent);‘cost of local taxes’ (37 per cent); ‘costs of basic services related to 
the house (gas, electricity, water)’ (34 per cent); and ‘cost of running a car (petrol/diesel) (28 
per cent).  

The cost of non-essential services and facilities, mainly related to leisure, such as ‘cost of 
attending festivals and events’ (13 per cent ‘very expensive/expensive’); ‘cost of eating out’ 
(18 per cent); ‘cost of going to see a film/cinema’ ( 19 per cent); ‘cost of going to concerts or 
dance productions (classical and/or contemporary) (20 per cent) and ‘cost of going to the 
theatre (25 per cent) were perceived to be the least expensive.  

 
Figure 3.26 - Cost of living; all respondents 
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Analysis of results from creative vs knowledge workers indicated a broadly similar pattern, 
and essential facilities and services were, again, regarded as more expensive than non-
essential services and facilities. However, of more interest, was that each ‘cost of living’ 
indicator was regarded as ‘very expensive/ expensive’ by a higher percentage of knowledge 
workers than creative workers. For example, 26 per cent of knowledge workers felt ‘housing 
costs (rent, mortgage) were ‘very expensive/expensive’ compared with 11 per cent of creative 
workers, while 26 per cent of knowledge workers felt ‘public transport costs’ were ‘very 
expensive/expensive’ compared with 17 per cent of creative workers. This was also the case 
for ‘general cost of living, which was regarded as ‘very expensive/expensive’ by 17 per cent 
of knowledge workers compared with only 7 per cent of creative workers  
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Quality of life  

The ‘quality of life’ in Birmingham has ‘improved’ or ‘greatly improved’ in the last 5 years 
according to two thirds (69 per cent) of all respondents – Figure 3.27. Whereas 59 per cent of 
‘other workers’ perceived quality of life to have improved, 65 per cent of knowledge workers 
and 85 per cent for creative workers thought the city had ‘improved/greatly improved’  

When asked to state why this was, a number of reasons were stated, but the most frequently 
mentioned were:  

• City centre redevelopment/regeneration;  
• Better shopping facilities, cafes/bars, restaurants;  
• Increase in public spending/investment’;  
• Housing improvements  

 
The main reasons given by those who felt the city had ‘got worse/much worse’ (10 per cent of 
all respondents) were: 

• Increase in social problems/crime 
• Increase in house prices/lack of affordable accommodation 
• Poor local policy 
• Concentration on city centre at expense of peripheral areas 

 
Figure 3.27 - Perception of improvement in quality of life in Birmingham 
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Rating Birmingham as a place to live 

When asked to compare Birmingham as a place to live with other places they had lived in 
previously, 4 per cent of all respondents thought Birmingham was ‘the best place’ in which to 
live; 23 per cent thought Birmingham was ‘a much better place’ in which to live while 28 per 
cent thought Birmingham was ‘a slightly better place’ in which to live - Figure 3.28. 
However, 25 per cent thought Birmingham was a ‘worse place/much worse place’ in which to 
live, although none of the respondents considered Birmingham to be ‘the worst place in which 
to live’.5  

Interestingly, while 38 per cent of creative workers thought Birmingham was ‘the best place/a 
much better place’ in which to live, this compared with only 23 per cent of knowledge 
workers. Furthermore, while 19 per cent of creative workers thought Birmingham was ‘a 
worse place/much worse place’ in which to live, this figure was 30 per cent for knowledge 
workers.  

 
Figure 3.28 - Rating Birmingham as a place to live  
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Likelihood of moving from the city 

Nearly a third (30 per cent) of all respondents stated they were ‘likely to move’ from 
Birmingham in the next 3 years, with a further 10 per cent stating they would ‘almost 
definitely’ leave the city in this time period – Figure 3.29. Knowledge workers were the least 
likely to have definite plans to leave the city, 6 per cent stating they would ‘definitely leave’ 
within 3 years compared with 8 per cent of creative workers and 16 per cent of ‘other 
workers’.  

                                                 
5 The ‘not applicable’ category referred to respondents who had lived in Birmingham all their lives and therefore 
could not make a comparison with other cities. 
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Of those ‘almost definitely’ moving from Birmingham in the next 3 years, only 15 per cent 
stated they would be remaining within the region: 2 per cent stated they would move to 
‘another town/city within the region’ and 12 per cent stated they would be moving to a 
‘village or rural location within the region’. Over half (56 per cent) stated they were moving 
to ‘another city outside the region but within the UK’. Nearly a quarter (24 per cent) stated 
they would be leaving the UK altogether. Of those moving abroad, 86 per cent were aged 35 
or less. 

 
Figure 3.29 - Likelihood of leaving the city  
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4 BIVARIATE ANALYSIS 

The final section presents and discusses some of the results obtained from bivariate analyses 
aimed at providing insights about the mobility of creative knowledge workers, and other 
factors that may influence satisfaction with job, residential environment and with the city that 
have not been discussed in the preceding sections. 

Throughout this section, the sample for analysis is the creative knowledge workers only (132 
respondents). The other (graduate) workers have been excluded from the analysis.  

4.1 Mobility 

One of Florida’s underlying theories is that individuals within the ‘Creative Class’ who are 
more highly educate are more geographically mobile than those in other sections of society 
(Florida, 2002). Past mobility of respondents has already been is dealt with in section 3.6 
(Living in Birmingham and satisfaction with the city). The following section therefore 
explores some of the results concerning potential future mobility of respondents and the 
reasons that determine them.  

 
Section summary  

Future mobility appears to be closely related to age. Those intending to leave the city were 
mainly young (under 35), and the majority were in ‘pre family formation stage’, therefore 
their mobility was unhindered by family/partner obligations or children.  

Respondents working in managerial (SOC1) and professional (SOC2) occupations were 
marginally less likely to move from Birmingham in the next 3 years than those in associate 
professional occupations (SOC3). This is in line with findings from recent surveys looking at 
staff turnover where those working in managerial and professional occupations had lower 
levels of turnover compared with those in administrative, customer service or 
technical/manual occupations (CIPD, 2007) 

They type of job contract also appears to influence mobility. Respondents on a fixed term 
contract of 12 months or less were more likely to move from Birmingham within the next 3 
years, compared with those on permanent contracts. Uncertainty about moving was, not 
surprisingly, highest for project workers. 

Finally, satisfaction with neighbourhood was found to affect future mobility patterns. 
Respondents who were ‘very satisfied/satisfied’ with the quality of life in their neighbourhood 
were less likely to be considering moving from the city. However, more than half of those 
who were dissatisfied with their neighbourhood were ‘almost definitely’ or ‘very likely’ to 
move from Birmingham within the next 3 years.  
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Age and future mobility  

Future mobility appears to be related to age. Of those respondents who said they would 
‘almost definitely’ or ‘very likely’ move from Birmingham in the next 3 years (14 per cent of 
the sample), nearly a quarter (24 per cent) were in the 15-24 age group and half (52 per cent) 
in the 25 – 34 age group, while none of the 45-54 age group and only 4.8 per cent of 
respondent in the 55 to 64 age group were ‘almost definitely/very likely’ to leave – Figure 
4.1. 

 
Figure 4.1 - Future mobility of respondents by age 
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Future mobility and household composition  

Household composition is an important factor when considering mobility, in terms of those 
who are at ‘pre family formation stage’; at ‘family formation stage’ or at ‘post family 
formation stage’.  

Of those ‘almost definitely’, ‘very likely’ or ‘somewhat likely’ to move from Birmingham 
within the next 3 years (37 per cent of the sample), more than a quarter (27 per cent) were 
living in households with ‘other non related persons (e.g. flatmate, friends)’; and a third (35 
per cent) were living as a ‘married/cohabiting couple without children.  

Those living in ‘one person’ households accounted for 14 per cent of those moving from the 
city, but 25 per cent of all respondents living in this type of household; while households 
comprising ‘married/cohabiting couple with children’ also accounted for 14 per cent of those 
leaving, but only 17 per cent of all those living in this type of household. 

In summary, those intending to leave the city were young (under 35), tended to be childless, 
and the majority were in ‘pre family formation stage’, therefore their mobility is unhindered 
by family/partner obligations or children.  
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Occupation and future mobility  

Respondents working in managerial (SOC1) and professional (SOC2) occupations were 
marginally less likely to move from Birmingham in the next 3 years than those in associate 
professional occupations (SOC3) - Figure 4.2. Only 15 per cent of SOC1 and 17 per cent of 
SOC2 were ‘almost definitely’ or ‘very likely’ to move from Birmingham, while of those 
working in SOC3 occupations, 23 per cent were ‘almost definitely’ or ‘very likely’ to move 
from Birmingham.  

Conversely, while more than two thirds (69 per cent) of SOC1 were ‘not very likely’ or ‘not 
likely at all’ to move within 3 years; 60 per cent of those working in SOC 2 and only just over 
half (53 per cent)of those working in SOC 3 were ‘not very likely’ or ‘not likely at all’ to 
move.  

These results correspond with latest research on staff turnover levels in UK firms, where 
those in senior managerial and professional occupations had lower levels of staff turnover 
than those in more junior level professional occupations and also those working in 
administrative and technical/manual occupations (CIPD, 2007). 

 
Figure 4.2 - Occupation and future mobility  
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Note: SOC 1(Managerial); SOC 2 (Professional); SOC 3 (Associate Professional); SOC 4 (Administrative) 

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 84

Type of employment contract and likelihood of moving from Birmingham  

They type of job contract does appear to influence mobility of creative knowledge workers in 
the sample. A third (33 per cent) of those on a fixed term contract of 12 months or less were 
‘almost definitely’ or ‘very likely’ to move from Birmingham within the next 3 years, 
whereas only 17 per cent of those on a permanent contract stated they would ‘almost 
definitely’ or ‘very likely’ move - Figure 4.3.  

 
Future mobility and overall satisfaction with neighbourhood  

Neighbourhood quality of life does appear to affect future mobility – Table 4.1. Of 
respondents who stated they were ‘very satisfied/satisfied’ with the quality of life in their 
neighbourhood (85 per cent of the creative knowledge worker sample), only 14 per cent said 
they would ‘almost definitely/very likely’ move from Birmingham in the next 3 years, 
whereas over half (55 per cent) said they were ‘not very likely/not likely at all’ to move from 
the city. However, of those respondents who were ‘dissatisfied/very dissatisfied’ with the 
quality of life in their neighbourhood, 46 per cent stated they would almost definitely/very 
likely’ move from Birmingham during this time period while only 27 per cent said they were 
‘not very likely/ not likely at all’ to move from the city. 

 
Figure 4.3 - Contract type and future mobility 
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Table 4.1 - Satisfaction with neighbourhood and likelihood of moving from Birmingham 
Satisfaction with overall quality of life in neighbourhood Likelihood of 

leaving city 
Very 

satisfied 
Satisfied V satisfied/ 

satisfied 
Neither Dis-

satisfied 
Very dis-
satisfied 

Dissatisfied/ 
v dissatisfied 

Total 

2 13 15 1 4 1 5 21 Almost definitely/ 
very likely  7.4% 15.7% 13.6% 12.5% 44.4% 50.0% 45.5% 16.3% 

5 18 23 2 2 0 2 27 Somewhat likely 
18.5% 21.7% 20.9% 25.0% 22.2% 0.0% 18.2% 20.9% 

19 41 60 5 2 1 3 68 Not very likely/ 
not likely at all  70.4% 49.4% 54.5% 62.5% 22.2% 50.0% 27.3% 52.7% 

1 11 12 0 1 0 1 13 Not sure/ don’t 
know 3.7% 13.3% 10.9% 0.05 11.1% 0.0% 9.1% 10.1% 

27 83 110 8 9 2 11 129 Total  
100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0

% 
Notes: * count; ** % total  

 

4.2 Satisfaction with employment 

Satisfaction with job and working environment is one of the key influencing factors in 
retaining creative knowledge workers. This section looks at how factors such as income; 
contract type and weekly hours worked affect job satisfaction and may influence future 
mobility of creative knowledge workers.  

 
Section summary 

The relationship between ‘overall satisfaction with job’ and ‘income level’ is not 
straightforward. Creative workers on very low incomes (less than £1,000 net a month) were 
found to be as satisfied with their jobs as those on very high incomes (£2000 or more a month 
net income). Respondents on middle incomes (£1,000 - £2000 net a month) were least 
satisfied with their jobs overall. One possibility is that these individuals may feel 
underutilised in terms of the opportunity to use their skills in their current occupations. 

Although the figures already reported in section 3.2 demonstrate a fairly high level of job 
insecurity in terms of contract type, this job insecurity does not appear to translate over into 
‘job dissatisfaction’. Creative workers had the highest levels of job insecurity in terms of 
contract type, however, respondents in this sector display equally high levels of job 
satisfaction compared with those working in knowledge industries. In fact, respondents on 
‘permanent contracts’ were found to be less satisfied overall than those on less permanent 
contract types.  

There was no significant variation between job satisfaction and the number of hours worked 
each week. Respondents who worked longer than average weekly hours were as satisfied as 
those who worked fewer hours. This suggests that as far as creative and knowledge workers 
are concerned, the number of weekly working hours appears to have little bearing on overall 
job satisfaction. 
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There was, perhaps not surprisingly, a strong relationship between ‘overall satisfaction with 
job’ and ‘time intended to remain with present company’. Respondents who were highly 
satisfied with their job expected to remain with their current company for longer periods of 
time, whereas respondents who expected to remain with their current company for a shorter 
period of time (less than 3 years) were generally dissatisfied with their job. Thus, it appears 
that overall job satisfaction is an important factor for the retention of creative knowledge 
workers within workplaces.  

Finally, there was very little difference between gender groups in terms of job satisfaction. 
Although males were slightly more satisfied with their job compared with females, these 
differences were not significant. 

 
Income level and job satisfaction  

The relationship between ‘overall satisfaction with job’ and ‘income level’ is not 
straightforward, and the generalisation that higher incomes equate to increased job 
satisfaction is not an obvious, or necessarily correct one, for our sample.  

There are two key points to remember in this analysis. Firstly, the overwhelming majority (82 
per cent) of creative knowledge workers in the sample were either ‘satisfied’ or ‘very 
satisfied’ with their job overall. Secondly, the respondent sample was, overall, well 
remunerated: more than half (52 per cent) of creative knowledge workers in the sample had 
monthly net incomes above the average for Birmingham (£1,500 or more per month), and 
only 10 per cent were classed as ‘low earners’ with incomes of less than £1,000 net a month. 

Table 4.2 provides details of the analysis. Those who were ‘very satisfied/ satisfied’ with their 
job overall, could be classed as follows: 

• 83 per cent of those earning ‘high’ and ‘very high’ incomes (>£2,000) 
• 79 per cent earning ‘medium’ incomes (£1,000 - £2000) 
• 82 per cent of those earning ‘low’ or ‘very low’ incomes (< £1000 net a month)  

 
Respondents who were ‘dissatisfied/very dissatisfied’ with their job overall (12 per cent of the 
total sample) could be classed as follows:  

• 8 per cent of those earning ‘high’ and ‘very high’ incomes (>£2,000) 
• 15 per cent earning ‘medium’ incomes (£1,000 - £2000) 
• 9 per cent of those earning ‘low’ or ‘very low’ incomes (< £1000 net a month)  

 
Therefore, it would appear that those with average or just above average incomes were least 
satisfied with their jobs overall. Surprisingly few respondents with ‘low’ or ‘very low’ 
incomes were dissatisfied with their job overall. However, a closer look at these individuals 
revealed that they were mainly creative professionals, working as self employed/freelance. It 
would appear that income alone is not a strong motivating factor for these individuals.  
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Table 4.2 - Satisfaction with job and monthly income 
Overall satisfaction with job Net 

monthly 
income (£) 

Very 
satisfied Satisfied 

Very 
satisfied/ 
satisfied Neither 

Dis-
satisfied 

Very dis-
satisfied 

Dissatisfied/ v 
dissatisfied 

Total 

0* 2 2 1 0 0 0 3 < 500 
0.0%** 66.7% 66.7% 33.3% 0.0% 0.0% 0.0% 100% 

5 2 7 0 1 0 1 8 500-999 
62.5% 25.0% 87.5% 0.0% 12.5% 0.0% 12.5% 100% 

15 18 33 2 6 2 8 43 1000-1499 
34.9% 41.9% 76.7% 4.7% 14.0% 4.7% 18.6% 100% 

8 15 23 2 3 0 3 28 1500-1999 
28.6% 53.6% 82.1% 7.1% 10.7% 0.0% 10.7% 100% 

4 11 15 1 1 0 1 17 2000-2499 
23.5% 64.7% 88.2% 5.9% 5.9% 0.0% 5.9% 100% 

5 5 10 2 1 0 1 13 > 2500  
38.5% 38.5% 76.9% 15.4% 7.7% 0.0% 7.7% 100% 

37 53 90 8 12 2 14 112 Total  
33.1% 49.2% 80.4% 6.2% 9.2% 2.3% 12.5% 100% 

Notes: * Count; * % total 

 
Income level and satisfaction with other aspects of job and work environment  

More detailed analysis of ‘income’ and ‘satisfaction’ with specific aspects related to job and 
work environment are required to make sense of this relationship. However, as table 7 in the 
Appendix shows, analysis of satisfaction levels of creative and knowledge worker income 
levels reveals that income (in terms of ‘low’ versus ‘high’) does not appear to be the dominant 
factor determining ‘satisfaction’ for respondents. For example, all knowledge workers on 
‘low’ or ‘very low’ incomes (below £1,000 net a month) were ‘satisfied’ with ‘the sense of 
achievement you get from your work’, whereas 33 per cent of those earning between £1,000-
£1,499 and nearly a quarter (24 per cent) of those £1,500 - £2,000 were ‘dissatisfied’ with this 
aspect of their work. A similar finding presents itself when other aspects of work are 
examined, for example, those in ‘medium’ (£1,000 - £2000 net a month) were least satisfied 
with ‘opportunity to use your skills and abilities’; ‘amount of training received’, and for 
knowledge respondents, ‘job security (all income categories of creative respondents were 
‘dissatisfied about this aspect) 

In summary, those in ‘medium’ income categories (£1,000 - £2,000) appeared to be the least 
satisfied out of all income categories with aspects of their job. One possibility is that these 
individuals may feel underutilised in terms of the opportunity to use their skills in their 
current occupations. 

 
Type of employment contract and job satisfaction  

Although the figures already reported in section 3.2 demonstrate a fairly high level of job 
insecurity in terms of contract type, with 42 per cent of creative knowledge respondents on 
non-permanent contracts/project work or freelancing/self employed, this job insecurity does 
not appear to translate over into ‘job dissatisfaction’ – Figure 4.4  



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 88

Figure 4.4 - Contract type and overall satisfaction with job  
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Respondents on ‘permanent contracts’ were no more satisfied with their jobs overall than 
those on less permanent contract types. In fact, 77 per cent of those on permanent contracts 
were ‘very satisfied/satisfied’ with their jobs, compared with 80 per cent for those on ‘fixed 
term contracts of 12 months or less’; 88 per cent for those on ‘fixed term contracts of 12 
months or more’, and 94 per cent of those on ‘other’ types of contract (this category included 
those who were self employed /freelance). For respondents working on ‘specific projects’, 
100 per cent were ‘very satisfied/satisfied’ with their jobs. 

Creative workers had the highest levels of job insecurity in terms of employment contract 
(only 51 per cent employed on a ‘permanent contract’ compared with 36 per cent of 
knowledge workers in the sample). However respondents in this sector display equally high 
levels of job satisfaction overall, with those on less secure contracts also having high levels of 
job satisfaction. Satisfaction levels for creative workers on ‘fixed term contract of less than 12 
months was 87 per cent and 100 per cent for those on ‘fixed term contract of more than 12 
months’.  

 
Satisfaction with job and time expected to remain in company 

Overall job satisfaction is a key factor to examine in relation to future mobility of 
respondents. Results for the creative knowledge worker sample revealed that respondents who 
were ‘very satisfied/ satisfied’ with their jobs overall, were likely to remain with their present 
company for longer than those who were ‘dissatisfied/very dissatisfied’ with their jobs – 
Figure 4.5. 
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Figure 4.5 - Satisfaction with job time expected to remain with company 
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More than a third (38 per cent) of those ‘very satisfied/satisfied’ with their jobs expected to 
remain in their company for longer that 3 years: 9 per cent for 3 to 5 years; 12 per cent for 5 
to10 years; and 17 per cent expected to remain with their present company for more than 10 
years. Only 11 per cent of those ‘very satisfied/satisfied’ with their jobs intended to leave 
their current company within 1 year.  

In contrast, none of the creative knowledge workers in the sample who were ‘dissatisfied/very 
dissatisfied’ with their jobs expected to remain with their current company for more than 3 
years; and only 20 per cent expected to remain in the company for 1 to 3 years. A third (33 
per cent) of those who were ‘dissatisfied/very dissatisfied’ intended to leave their company 
within 6 months, and more than half (53 per cent) intended to leave their current company 
within 1 year. Respondents who were ‘dissatisfied/very dissatisfied’ were also more likely to 
be unsure about leaving their current company (27 per cent were ‘unsure’ compared with 14 
per cent of respondents who were ‘very satisfied/satisfied’ with their jobs)  

 
Hours worked and satisfaction with job 

Table 4.3 shows the number of working hours per week and overall level of job satisfaction. 
The results show that there was no significant variation between job satisfaction and the 
number of hours worked each week. Respondents who worked longer than average weekly 
hours were as satisfied as those who worked fewer hours. In fact, the proportion of 
respondents that were ‘very satisfied/satisfied’ was remarkably consistent for all categories. 
This suggests that as far as creative and knowledge workers are concerned, the number of 
weekly working hours appears to have little bearing on overall job satisfaction. 
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Table 4.3 - Satisfaction with job and weekly hours worked 
Satisfaction with job and work environment Hours worked per 

week 

Very 
satisfied Satisfied 

V 
satisfied/ 
satisfied Neither 

Dis-
satisfied 

Very dis-
satisfied 

Dis-
satisfied/ v 
dissatisfied 

Total  

1* 1 2 0 0 0 0 2 < 20 hours 
50.0%** 50.0% 100% 0.0% 0.0% 0.0% 0.0% 100% 

1 1 2 1 0 0 0 3 21 to 30 hours 
33.3% 33.3% 66.7% 33.3% 0.0% 0.0% 0.0% 100% 

24 40 64 1 11 3 14 79 31 to 42 hours 
30.4% 50.6% 81.0% 1.3% 13.9% 3.8% 17.7% 100% 

13 15 28 4 1 0 1 33 43 to 55 hours 
39.4% 45.5% 84.8% 12.1% 3.0% 0.0% 3.0% 100% 

3 6 9 2 0 0 0 11 > 55 hours 
27.3% 54.5% 81.8% 18.2% 0.0% 0.0% 0.0% 100% 

1 1 2 0 0 0 0 2 Varies each week 
50.0% 50.0% 100% 0.0% 0.0% 0.0% 0.0% 100% 

43 64 107 8 12 3 15 130 Total  
33.1% 49.2% 82.3% 6.2% 9.2% 2.3% 11.5% 100% 

Notes: *Count; **% total  

 
Gender and satisfaction with job  

The results for gender and overall level of job satisfaction indicated that there was very little 
difference in satisfaction levels for the two groups – Figure 4.6: males were slightly more 
satisfied with their job (84 per cent ‘very satisfied/satisfied’) compared with females (81 per 
cent ‘very satisfied/satisfied’), and females were more dissatisfied (13 per cent 
‘dissatisfied/very dissatisfied’) than males (10 per cent ‘dissatisfied/ very dissatisfied’). 
However, these differences were not significant in statistical terms. 

 
Figure 4.6 - Gender and overall satisfaction with job 
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4.3 Satisfaction with neighbourhood and residential environment  

Section summary 

Overall satisfaction with neighbourhood was consistently high for both male and female 
creative worker respondents. Although male respondents were more satisfied with life in their 
neighbourhood than female respondents, who showed higher levels of dissatisfaction overall, 
the differences were not significant. 

Satisfaction levels with neighbourhood were also high for all age groups. Respondents in the 
older, 45 to 55 and 55 to 64 age groups were most satisfied with life in their neighbourhood, 
while respondents in the 25 to 34 age group appeared least ‘satisfied’. 

More than half of respondents who were ‘very satisfied/satisfied’ with the overall quality of 
life in their neighbourhood typically spent their weekends ‘at home’. However, the majority 
of those who were ‘dissatisfied/very dissatisfied’ with their neighbourhood, spent their 
weekends; ‘outside of Birmingham’. 

Finally, respondents who were ‘very satisfied/satisfied’ with their neighbourhood were less 
likely to move from the city. Nearly half of those who were; ‘dissatisfied/very dissatisfied’ 
with their neighbourhood planned on leaving the city within the next 3 years.  

In summary, satisfaction with neighbourhood appears to be a highly influencing factor in 
creative knowledge worker’s decisions to remain within the City or to move elsewhere. 

 
Gender and satisfaction with neighbourhood 

Table 4.7 shows the results for the relationship between gender and overall satisfaction with 
the neighbourhood. Satisfaction with the neighbourhood was consistently high for both male 
and female creative knowledge worker respondents, with 86 per cent of the sample 
‘satisfied/very satisfied’ and only 8 per cent ‘dissatisfied/very dissatisfied’.  
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Figure 4.7 - Gender and overall satisfaction with neighbourhood 
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Although there was no statistical difference between the male and female samples, male 
respondents did appear to be more satisfied with life in their neighbourhood: 25 per cent of 
males were ‘very satisfied’ compared with 18 per cent of females; while 87 per cent of males 
were ‘very satisfied/satisfied’ compared with 84 per cent of females.  

In terms of dissatisfaction with neighbourhood, females were more dissatisfied than males in 
the sample: 13 per cent of females were ‘dissatisfied/very dissatisfied’ compared with only 4 
per cent of males. 

 
Age and overall satisfaction with quality of life in the neighbourhood 

Figure 4.8 shows the relationship between age and overall satisfaction with the quality of life 
in the neighbourhood/area.  

Although satisfaction levels for all age groups were very high, those in the 45 - 55 and 55-64 
age groups were most satisfied with life in their neighbourhood. All respondents in these age 
categories were ‘very satisfied/satisfied’ with the quality life in their neighbourhood.  

Respondents in the 25 – 34 age group were least ‘satisfied’ (81 per cent ‘very 
satisfied/satisfied’) and most ‘dissatisfied’ with life in their neighbourhood: 12 per cent 
stating they were ‘dissatisfied/very dissatisfied’ compared with 8 per cent of those in the 35 – 
44 age group; and 6 per cent of respondents in the 15 – 24 age group.  
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Figure 4.8 - Age and satisfaction with neighbourhood 
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Satisfaction with neighbourhood and typical weekend location  

Figure 4.9 shows results for satisfaction with neighbourhood and the place respondents 
typically spent their weekends. Although not significantly different in statistical terms, there 
were some differences in typical weekend location for those ‘satisfied’ and ‘dissatisfied’ with 
their neighbourhood environment.  

More than half (58 per cent) of respondents who were ‘very satisfied/satisfied’ with the 
overall quality of life in their neighbourhood, typically spent their weekends ‘at home’ while 
a further 21 per cent spent their weekends ‘in Birmingham but not at home’. Only 16 per cent 
spent of those satisfied with their neighbourhood spent their weekends outside Birmingham.  

By contrast, only 46 per cent of respondents who were ‘dissatisfied/very dissatisfied’ with the 
quality of life in their neighbourhood typically spent their weekends ‘at home’. The majority 
(54 per cent) spent their weekends out of Birmingham altogether: 27 per cent spent their 
weekends ‘in the rest of the West Midlands region’, 18 per cent ‘outside the region in the rest 
of the UK.  
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Figure 4.9 - Satisfaction with neighbourhood and typical weekend location  
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Satisfaction with neighbourhood and likelihood of moving from city  

Figure 4.10 show results for satisfaction with neighbourhood and likelihood of respondents 
moving from Birmingham in the next 3 years. Those who were ‘very satisfied/satisfied’ with 
the quality of life in their neighbourhood were less likely to want to move from the city than 
those ‘dissatisfied/very dissatisfied’: 14 per cent of creative knowledge workers who were 
‘very satisfied/satisfied’ with the quality of life in their neighbourhood were ‘almost 
definitely/very likely’ to move from Birmingham within the next 3 years, while more than 
half (55 per cent) were ‘not very likely/definitely not’ moving from the city.  

This contrast with respondents who were ‘dissatisfied/very dissatisfied’ with the quality of 
life in their neighbourhood: 46 per cent were ‘almost definitely/very likely’ to move from 
Birmingham within this time period and only 27 per cent were ‘not very likely/definitely not’ 
moving from the city.  
 

Figure 4.10 - Satisfaction with neighbourhood and likelihood of moving from Birmingham 
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4.4 Satisfaction with the city 

Section summary 

Overall, levels of satisfaction with the city were very high. However, length of time lived in 
the city also had some bearing on this, with satisfaction levels generally increasing with 
length of time lived in the city. Furthermore, respondents in the older age groups were most 
satisfied with their life in Birmingham. Respondents in the 25 to 34 and 35 to 44 age groups 
were least satisfied with life in the city overall. 

Although differences between genders were not significant in statistical terms, results indicate 
that female respondents were more satisfied with the city than male respondents. Female 
respondents were also more satisfied than males with the majority of leisure and cultural 
facilities in the city. There were significant differences for satisfaction with quality and range 
of ‘theatres’; ‘concerts and dance productions’; ‘festivals and events’; and ‘galleries and 
museums’. Differences were also significant for satisfaction with ‘quality and range of cafes’, 
where males were more satisfied than females. This is an interesting finding, given that cafes 
represent informal meeting places in the city where creative knowledge workers can 
potentially meet and network.  

Cost of living does not appear to adversely affect overall satisfaction with the city. More than 
two thirds of respondents who considered the cost of living in Birmingham to be ‘very 
expensive/ expensive’ were satisfied with life in the city. 

Finally, the relationship between ‘satisfaction with the city’ and ‘satisfaction with job and 
work environment’ was not straightforward. While the overwhelming majority of creative 
knowledge workers in the sample who were ‘very satisfied/satisfied’ with their jobs and work 
environment were also satisfied with their quality of life in Birmingham, two thirds of 
respondents who were ‘dissatisfied/very dissatisfied’ with their job and work environment 
were still ‘satisfied’ with life in the city.  

 
Figure 4.11 - Satisfaction with Birmingham and time lived in city  
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Time lived in Birmingham and overall satisfaction with city  

Results indicate that ‘length of time lived in the city’ also has some bearing on levels of 
satisfaction - Figure 4.11. As already discussed in section 3.6 (Living in Birmingham and 
Satisfaction with the city), overall, levels of satisfaction with the city were very high: 81 per 
cent of creative knowledge workers were ‘satisfied’ with the quality of life in Birmingham. 
However, levels of satisfaction generally increased with length of time lived in the city: 93 
per cent per cent of respondents who had lived in Birmingham for 5 to 10 years and 82 per 
cent of those who had lived in Birmingham for more than 10 years were ‘satisfied’ with living 
in Birmingham compared with only 60 per cent of those who had lived in the city for 2 years 
or less. 

 
Age and satisfaction with city 

Analysis of satisfaction with city and age of respondents revealed that creative knowledge 
workers in the older age groups were most satisfied with their life in Birmingham – Table 4.4. 
None of those in the 45to 54 or 55 to 64 age groups were ‘dissatisfied’ with their life in the 
city. Respondents in the 25 to 34 and 35 to 44 age groups were least satisfied with life in the 
city: 77 per cent and 72 per cent respectively were ‘satisfied’ while 23 per cent and 28 per 
cent were ‘dissatisfied’. The 15 to 24 age group showed higher levels of satisfaction: 86 per 
cent were ‘satisfied’ and only 13 per cent were ‘dissatisfied’ with living in Birmingham.  

 
Table 4.4 - Age and satisfaction with city 

Age group Satisfaction with city 

15-24 25-34 35-44 45-54 55-64 

Total  

Satisfied (1-5) 13* 
86.7%** 

53 
76.8% 

18 
72.0% 

15 
100.% 

5 
100% 

104 
80.6% 

Dissatisfied (6-10) 2 
13.3% 

16 
23.2% 

7 
28.0% 

0 
0.0% 

0 
0.0% 

25 
19.4% 

Total  15 
100% 

69 
100% 

25 
100% 

15 
100% 

5 
100% 

129 
100% 

Notes: * count; ** % total 

 
Gender and overall satisfaction with the city 

Figure 4.12 shows the relationship between gender and overall level of satisfaction with 
Birmingham. Results indicate that a female respondents were more satisfied with the city: 84 
per cent were ‘satisfied’ (1 to 5 on 10 point ‘satisfaction’ scale) compared with 78 per cent of 
male respondents, while 22 per cent of males and 16 per cent of females were ‘dissatisfied’ 
(score 6 to 10) with the city. Again, differences between gender groups were not significant.  

 
Gender and satisfaction cultural and leisure facilities in the city 

Analysis of gender and satisfaction with the ‘quality and range’ certain cultural and leisure 
facilities and services in Birmingham revealed that females were more satisfied than males 
with the majority of facilities and services.  
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Analysis of Chi-square statistics revealed differences at the 0.05 level for certain of the 
cultural facilities the city had to offer: 84 per cent of females were ‘very satisfied/satisfied’ 
with ‘theatres’, compared with 64 per cent of males; 90 per cent of females were ‘very 
satisfied/satisfied’ with ‘concerts and dance productions’ compared with only 66 per cent 
males; 75 per cent of females were ‘very satisfied/satisfied’ with ‘festivals and events’ 
compared with 52 per cent of males and 82 per cent of females were ‘very satisfied/satisfied’ 
with ‘galleries and museums’ compared with only 52 per cent of males.  

Differences at the 0.05 level were also found for satisfaction with ‘quality and range of cafes’. 
This time, males (75 per cent ‘very satisfied/satisfied’) were more satisfied than females (62 
per cent ‘very satisfied/satisfied’). This is an interesting finding, given that cafes represent 
informal meeting places in the city where creative knowledge workers can potentially meet 
and network.  

 
Figure 4.12 - Gender and overall satisfaction with Birmingham  
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Cost of living and satisfaction with city  

More than a quarter (28per cent) of creative knowledge workers regarded the ‘cost of living in 
Birmingham as ‘very expensive’, while the majority (67 per cent) considered the cost of 
living in the city to be ‘average’. Only 4 per cent of creative knowledge workers in the sample 
considered the cost of living in the city to be ‘cheap’ and none thought it was ‘very cheap’. 

Nonetheless, analysis of satisfaction with the city and cost of living showed that 71 per cent 
of those who thought the cost of living in city to be ‘very expensive/ expensive’ were satisfied 
with life in the city – Table 4.5. 
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Table 4.5 - Cost of living and satisfaction with city 
Cost of living in Birmingham Satisfaction with city 

Very expensive Expensive Average Cheap Very cheap 

Total  

1* 24 72 5 0 102 Satisfied (1-5) 
25.0%** 77.4% 82.8% 100.0% 0.0% 80.3% 

3 7 15 0 0 25 Dissatisfied (6-10) 
75.0% 22.6% 17.2% 0.0% 0.0% 19.7% 

4 31 87 5 0 127 Total  
100% 100% 100% 100% 0.0% 100% 

Notes: %Count; % total 

 

Satisfaction with job and work environment and satisfaction with city 

The relationship between ‘satisfaction with life in the city’ and ‘satisfaction with job and 
work environment’ is not straightforward. While the overwhelming majority (84 per cent) of 
creative knowledge workers in the sample who were ‘very satisfied/satisfied’ with their jobs 
and work environment were also satisfied with their quality of life in Birmingham, two thirds 
(67 per cent) of respondents who were ‘dissatisfied/very dissatisfied’ with their job and work 
environment were still ‘satisfied’ with life in the city – Table 4.6 

 
Table 4.6 - Satisfaction with job and work environment and overall satisfaction with city 

Notes: *Count; ** % total 
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Very 
satisfied Satisfied 
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satisfied Neither
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Total 

33* 54 87 6 8 2 10 103 Satisfied (1-5) 
80.5%** 85.7% 83.7% 75.0% 66.7% 66.7% 66.7% 81.1% 

8 9 17 2 4 1 5 24 Dissatisfied (6-
10) 19.5% 14.3% 16.3% 25.0% 33.3% 33.3% 33.3% 18.9% 

41 63 104 8 12 3 15 127 TOTAL  
100% 100% 100% 100% 100% 100% 100% 100% 
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5 DISCUSSION AND INITIAL CONCLUSIONS 

5.1 Discussion 

Birmingham has put a significant emphasis on the development of creative and knowledge-
intensive industries in the city over the last 10 years. This has been part of a wider economic 
restructuring and physical regeneration of the city since the 1990s, following a lengthy period 
of severe manufacturing decline in the 1970s and 1980s. The City has ‘turned itself about’, 
and is now young, ethnically diverse, improving in terms of skills and educational attainment, 
and is growing and diversifying economically. Birmingham is a more physically attractive 
and appealing place to visitors, those seeking to move here, as well as to the indigenous 
population.  

Employment in some knowledge and creative sectors is now a key and growing component of 
the City’s economy. In addition, some of the higher education institutions in Birmingham 
(especially Birmingham City University) have developed particular programmes designed to 
provide training for those wishing to establish careers in creative and knowledge-intensive 
industries and some have close links with these sectors. The city’s key factors of attraction are 
its higher education institutions; its good transport links; the centrality of location within the 
UK; the social diversity (and tolerant attitude) of the people living there; and the diversity of 
its cultural, leisure and entertainment facilities.  

Does this mean, therefore, that Birmingham has achieved its objective and has now all the 
characteristics and ‘soft’ factors which, according to Florida (2002, 2005a, 2005b) are pre-
requisites for the emergent creative economy and are essential in order to attract and retain a 
more mobile, highly educated ‘creative class’ of workers in the city? The following 
discussion draws on results from the main body of the report in an attempt to answer this 
question.  

 
Factors of attraction 

One of the key objectives of the current research is to determine the role of so-called ‘soft’ 
factors in creating and stimulating creative knowledge regions (see Musterd et al, 2007), 
particularly in terms of how they affect the flow of the ‘creative class’. It has been argued that 
role of ‘soft’ factors such as an attractive residential environment, tolerance of different 
lifestyles and ethnic and religious diversity, a lively (sub) cultural scene, the ‘look and feel’ 
and creative ‘buzz’ of a city as well as the existence of public meeting places and a high 
quality and attractive urban environment for business and leisure purposes, are becoming 
increasingly relevant in the decision-making of those who work in creative knowledge 
industries to move to particular locations (Florida, 2002, 2005a, 2005b). 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 100

Results from the ACRE survey revealed that the main factors influencing both creative and 
knowledge worker to move to Birmingham were a mix of ‘soft’ factors related to ‘personal 
connection’ with the city (‘friends and family live here’, ‘I studied here’, ‘I was born here’); 
and ‘hard’ market related (‘moved because of my job’; ‘good employment opportunities’). 
Housing affordability was an important factor as was ‘diversity of leisure and entertainment 
facilities, this latter indicating that the experience (and ‘consumption’) of the city does matter. 
Nonetheless, contrary to Florida’s thesis, the ‘social aspects’ of the city, such as ‘tolerance’; 
‘gay/lesbian friendly’, ‘openness to different types of people’; ‘cultural diversity’, were least 
important in terms of attractors to the city. Although questions related to tolerance revealed 
that most respondents agreed Birmingham is a tolerant diverse and welcoming city, this was 
not an important reason for respondents to move to the city. Interestingly, our results also 
argue against the idea that those in the ‘creative class’ favour quasi-anonymity based on weak 
ties rather then strong ones (Grabher, 1993) as our results indicate the importance of strong 
family and friendship ties.  

 
‘Hard’ and ‘soft’ factors and satisfaction with the city  

One of Florida’s key arguments is that the urban environment and attractiveness of a city is a 
key factor in attracting and retaining talent. Respondents were therefore asked a series of 
questions to determine how satisfied they were with various aspects and attributes of the city. 
The results indicated that while the majority of respondents were happy with the ‘materiality’ 
of the city, some of the social aspects were less favourable. 

The majority of respondents were satisfied with the provision of cultural and leisure facilities 
Birmingham, especially the range and quality of restaurants; shopping areas; cinemas; public 
spaces; pubs and bars; cafes; concerts and dance productions (classical or contemporary); 
theatres and art galleries and museums. As mentioned above, the city is also perceived by 
most as being tolerant in terms of ethnic and religious diversity and sexual orientation, and 
respondents were least worried about being ‘harassed because of your skin colour, ethnic 
origin, religion or sexual orientation’. In the case of tolerance, this is one of Florida’s 3 T’s 
for attracting the ‘creative class’, and Birmingham has a long tradition as a welcoming and 
pluralistic city. 

However, some other social issues were not so well regarded. Respondents felt there were 
tensions between people of different economic and social backgrounds, and other ‘social’ 
issues such as the ‘amount of crime’ ‘aggressive/anti-social behaviour’, ‘drug problems’ 
‘personal safety’, ‘levels of homelessness’ and ‘lack of affordable housing’ were of concern 
to the majority of respondents. Furthermore, the environmental quality of the city was rated 
poorly and respondents were, on the whole, not highly satisfied with ‘hard’ factors related to 
public services provision.  

While the majority of respondents did not consider Birmingham to be an overly expensive 
city in which to live, essential facilities and services, such as ‘public transport costs’; ‘housing 
costs (rent, mortgage)’; cost of local taxes’ were considered to be the most expensive aspects 
of living in Birmingham, and more expensive than non-essential services and facilities mainly 
related to leisure, such as ‘cost of attending festivals and events’; ‘cost of eating out’; or ‘cost 
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of going to see a film/cinema’. However, cost of living did not appear to adversely affect 
overall satisfaction with the city. More than two thirds of respondents who considered the cost 
of living in Birmingham to be ‘very expensive/ expensive’ were still ‘very satisfied/satisfied’ 
with life in the city. 

Despite these worries and concerns, two thirds of respondents had seen an increase in the 
quality of life in Birmingham over the last 5 years, mainly due to the increase in public 
spending/investment in the important regeneration in the city centre, with the new Bullring 
development and better quality shopping facilities, and improved provision of cafes/bars and 
restaurants, as well as improved housing although some felt the attention placed on the city 
centre had been at the expense, and to the detriment, to investment of more peripheral areas in 
the city.  

This analysis leads to the conclusion that Birmingham’s creative knowledge workers are 
generally more dissatisfied with ‘hard’ factors associated with living in the city. Levels of 
satisfaction with ‘soft’ factors are generally high with the exception of many of the 
environmental aspects of the city. 

 
Job and work environment 

The sense of satisfaction that respondents have with their jobs is influenced by a wide range 
of factors and working conditions. However, in general, creative knowledge workers were 
highly satisfied with both the majority of ‘hard’ and ‘soft’ factors associated with their job 
and work environment. Particular components which added to a sense of satisfaction were the 
opportunity for respondents to use their skills and abilities and their own initiative, getting a 
sense of achievement from their work and being intellectually stimulated in addition to 
working in a friendly environment. This suggests that respondents were content with ‘soft’ 
factors relating to the intrinsic nature of the job itself. Respondents were, however, less 
satisfied with certain ‘hard’ factors related to the amount of basic pay and pay received in 
bonuses and overtime. Knowledge workers were also dissatisfied with the amount of training 
they received and prospects for career advancement, while creative workers were dissatisfied 
with their job security.  

Nonetheless, while aspects related to pay were main causes of dissatisfaction, the relationship 
between ‘overall satisfaction with job’ and ‘income level’ was not straightforward, and the 
generalisation that higher incomes equate to increased job satisfaction was not an obvious, or 
necessarily correct one, for the sample. Surprisingly few respondents with ‘low’ or ‘very low’ 
incomes were dissatisfied with their job overall. However, a closer look at these individuals 
has revealed that a high proportion were creative professionals, working as self 
employed/freelance. It would appear, then, that income alone is not a strong motivating factor 
for these individuals. Indeed, more detailed analysis of the relationship between income and 
job satisfaction levels revealed that those with ‘medium’ incomes (£1000, - £2 000 net a 
month) were least satisfied both with their jobs overall and with specific aspects related to 
their job.  

Although the figures reported demonstrate a fairly high level of job insecurity in terms of 
contract type, with more than a third of respondents on non-permanent contracts/project work 
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or freelancing/self employed, this job insecurity did not translate over into ‘job 
dissatisfaction’. Respondents on ‘permanent contracts’ were no more satisfied with their jobs 
overall than those on less permanent contract types. Creative workers had the highest levels of 
job insecurity in terms of employment contract (only half were employed on a ‘permanent 
contract’). However respondents in this sector display equally high levels of job satisfaction 
with those on less secure contracts also having high levels of job satisfaction. This is an 
important finding as it confronts the traditional employment model. 

 
Neighbourhood and Residential environment 

By considering responses to questions about various aspects of quality of life in their 
neighbourhood and satisfaction with their dwelling, we were able to gain insight into the 
relative importance of ‘hard’ and ‘soft’ factors relating to choice of residential living 
environment for the creative knowledge workers in the sample.  

The major conclusion to emerge from the analysis was that classic ‘hard’ factors dominate 
residential choice and locational decision-making. Housing affordability and dwelling size 
were the most important factors for respondents choosing a residential location, followed by 
‘hard’ factors related to the ‘connectivity’ of the neighbourhood with the rest of the city and 
beyond (‘distance to work’, ‘proximity to public transport’, ‘nearness to highways and roads’, 
‘proximity to family and friends’), and ‘soft’ factors relating to the quality of neighbourhood 
environment as well as the ‘look and feel of the neighbourhood (‘availability of private open 
space (gardens etc)’; ‘neighbourhood atmosphere’; ‘closeness to public open space (parks, 
playgrounds etc)’). Aspects which were regarded as least important in the choice of 
neighbourhood included a mix of ‘soft’ factors, related to tolerance, diversity and leisure 
activities, but also some of the ‘hard’ factors classified as public social infrastructure (leisure 
facilities, schools, childcare facilities, pubs/bars). The decision to live in a particular 
neighbourhood thus would appear to depend predominantly, but not exclusively, on ‘hard’ 
location factors with ‘soft’ factors playing an important secondary role. 

For aspects contributing to ‘quality of life’ in the neighbourhood, again, ‘hard’ factors 
dominated. ‘Nearness to place of work’ was the aspect that respondents were most satisfied 
with, followed by ‘personal safety’; ‘access to public open spaces (parks, public gardens etc)’; 
‘access to commercial facilities’ and ‘access to public transport’. Aspects respondents were 
most dissatisfied with related to ‘hard’ factors associated with the neighbourhood 
environment; ‘the general appearance’; ‘the amount of vandalism, graffiti and damage to 
buildings or property’; ‘the amount of litter and rubbish lying around’. Given that more than 
two thirds of respondents regarded the ‘quality of the surrounding neighbourhood’ as an 
important aspect when deciding to move to a residential area, this finding was somewhat 
surprising.  

An important finding from the ACRE study was that respondents were dissatisfied with ‘soft’ 
factors relating to the ‘the level of social interaction between neighbours’. This is surprising, 
given that ‘neighbourhood atmosphere’ was an important factor for moving to a residential 
area for more than half of respondents. The reason may be that respondents may well be 
willing to sacrifice a certain amount of ‘soft’ neighbourhood factors to ensure that their 
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demands for ‘hard’ factors - particularly housing affordability, housing availability, nearness 
to place of work and nearness to essential services and facilities - are met. Nonetheless, the 
importance of interaction with neighbours on levels of satisfaction seems to contradict Florida 
(2002) who argues that people in the ‘creative class’ do not want close interaction with their 
neighbours. 

Finally, while more re than half of respondents who were ‘very satisfied/satisfied’ with the 
overall quality of life in their neighbourhood typically spent their weekends ‘at home’, the 
majority of those who were ‘dissatisfied/very dissatisfied’ with their neighbourhood, spent 
their weekends ‘outside of Birmingham’. In addition, respondents who were ‘very 
satisfied/satisfied’ with their neighbourhood were less likely to move from the city, only 14 
per cent of those ‘very satisfied/satisfied’ with their neighbourhoods were likely to move from 
the city while nearly half of those who were ‘dissatisfied/very dissatisfied’ with their 
neighbourhood planned on leaving the city within the next 3 years. 

In summary, the quality of the residential neighbourhood environment appears to contribute 
significantly to the satisfaction levels of creative knowledge workers in Birmingham, and is a 
highly influencing factor in their decisions to remain within the city or to move elsewhere. 

 
The gender dimension  

Although much has been written about women and entrepreneurship in general, there is little 
research on the specific role that women play in the creative industries sector. In the UK, 
some previous research suggests that there are very few companies run by woman across the 
sector and that women are less likely to start or develop businesses in the sector (Carey, 2006, 
2007). Furthermore, there is some evidence that women in the creative sector are lower paid 
and that lower status jobs are occupied by women and that fewer business start ups are driven 
by women (Carey, 2007). 

Certainly, in the ACRE respondent sample, there was a significant gender bias in terms of 
income: while 68 per cent of males working in knowledge intensive industries had a monthly 
net income of more than £1,500, only 58 per cent of females earned the same amount. In the 
creative industries, the gap is more pronounced within the creative industries sector 48 per 
cent of males earned £1,500 net a month or more, while only 23 per cent of females earned 
this amount.  

Interestingly, more than a third (36 per cent) of female creative workers in the sample were 
employed in SOC 1 (Managers and senior officials) compared with only 19 per cent of males, 
but for knowledge sector workers, a quarter (24 per cent) of males were employed in SOC 1 
(Managers and senior officials) occupations compared with only 8 per cent of female 
respondents – Table 5.1. 
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Table 5.1 - Occupation and gender 
Gender Occupation  Sector 

Male Female 
Total  

SOC 1: Managers and senior officials Creative 5 
18.5% 

9 
36.0% 

14 
26.9% 

 Knowledge 10 
23.8% 

3 
8.1% 

13 
16.5% 

 Graduate 6 
25.0% 

5 
12.8% 

11 
17.5% 

 
SOC 2: Professional occupations Creative 3 

11.1% 
2 

8.0% 
5 

9.6% 
 Knowledge 23 

54.8% 
22 

59.5% 
45 

57.0% 
 Graduate 12 

50.0% 
9 

23.1% 
21 

33.3% 
 

SOC 3: Associate professional and 
technical occupations 

Creative 18 
66.7% 

13 
52.0% 

31 
59.6% 

 Knowledge 7 
16.7% 

7 
18.9% 

14 
17.7% 

 Graduate 4 
16.7% 

12 
30.8% 

16 
25.4% 

 
Despite these important economic and employment differences, the ACRE survey revealed 
that there was very little difference in level of overall job satisfaction between male and 
females: males were slightly more satisfied with their job (84 per cent ‘very 
satisfied/satisfied’) compared with females (81 per cent ‘very satisfied/satisfied’), and females 
were slightly more dissatisfied (13 per cent ‘dissatisfied/very dissatisfied’) than males (10 per 
cent ‘dissatisfied/ very dissatisfied’), but these differences were not significant in statistical 
terms. Interestingly, there was a marked difference between males and females with 
satisfaction levels for ‘the ability to meet and network with professionals in your field’. 
Contrary to expectations, females were significantly more satisfied (82 per cent ‘very 
satisfied/satisfied’) with this aspect of their work than males (65 per cent ‘very 
satisfied/satisfied’). However, women were less satisfied with their prospects for career 
advancement - while 60 per cent of males were ‘very satisfied/satisfied’ with this aspect, only 
44 per cent of females felt this way.  

In terms of satisfaction with life in the city analysis of the ACRE results indicated that female 
respondents were more satisfied than males: 84 per cent of females were ‘satisfied’ compared 
with 78 per cent of male respondents, while 22 per cent of males and 16 per cent of females 
were ‘dissatisfied’ with the city. Analysis of gender and satisfaction with the ‘quality and 
range’ certain cultural and leisure facilities and services in Birmingham revealed that females 
were more satisfied than males with the majority of facilities and services. A notable 
exception was satisfaction with ‘quality and range of cafes’. This time, males (75 per cent 
‘very satisfied/satisfied’) were more satisfied than females (62 per cent ‘very 
satisfied/satisfied’). This is interesting, given that cafes represent informal meeting places in 
the city where creative knowledge workers can potentially meet and network. Furthermore, 
there were no significant differences in the level usage of cultural and leisure facilities in the 
city for males and females.  
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There were, however, some significant differences between gender and environmental aspects 
as well as those aspects that worried respondents. For example, only a third (33 per cent) of 
women thought the ‘cleanliness of facilities in city parks’ was very good/good compared with 
half (50 per cent) of males. Overall, males were also far less concerned than women with city 
problems: while two thirds (65 per cent) of females were worried about the ‘amount of crime 
in the city’, less that half (47 per cent) of males were worried about this issue. Similarly, 60 
per cent of females were worried about ‘personal safety’ while only 41 per cent of males 
worried about this. A staggering three quarters (75 per cent) of women were worried about 
‘aggressive/anti-social behaviour’ compared with just under two thirds (63 per cent) of males. 
The ‘level of air pollution’ and the ‘amount of vehicular traffic on roads’ also concerned 
women more than men, with two thirds of women worried about both these issues compared 
with less than half (48 per cent) of males who were concerned with pollution levels and just 
over half (57 per cent) who were worried about vehicular traffic.  

Although overall satisfaction with the neighbourhood was consistently high for both male and 
female creative worker respondents, male respondents did appear to be more satisfied with 
life in their neighbourhood than females: 25 per cent of males were ‘very satisfied’ compared 
with 18 per cent of females; while 87 per cent of males were ‘very satisfied/satisfied’ 
compared with 84 per cent of females. Females were also more dissatisfied than males in the 
sample: 13 per cent of females were ‘dissatisfied/very dissatisfied’ compared with only 4 per 
cent of males. 

Again, satisfaction with ‘personal safety’ was significantly different for males and females: 
81 per cent of female respondents were ‘very satisfied/satisfied’ with ‘personal safety’ in their 
neighbourhood, compared with 90 per cent of males. Females were also less satisfied with 
many of the environmental aspects of the neighbourhood such as ‘amount of litter and rubbish 
lying around’; and ‘amount of vandalism and graffiti’ in the neighbourhood. Significant 
differences were found with ‘levels of pollution’: 80 per cent of males were ‘very 
satisfied/satisfied’ compared with only 59 per cent of females. Finally, 57 per cent of males 
were ‘very satisfied/satisfied’ with the ‘level of interaction between neighbours’, whereas 46 
per cent of females were ‘very satisfied/satisfied’ with this aspect of life in their 
neighbourhood.  

Overall, these findings provide some indication that there are specific aspects related to 
income and occupation levels, career development, and issues around satisfaction with the 
quality and safety of the urban and neighbourhood environment that are less attractive to 
women and may act as inhibitors to their participation in the in creative knowledge economy 
Improvements in levels of crime, safety, cleanliness, reduction in levels of pollution and 
overall improvement in environmental quality and in the attractiveness of neighbourhoods, 
may well encourage more women to seek employment in the city region.  

 
Mobility 

This section discusses some of the findings regarding the mobility of creative knowledge 
workers. As has already been discussed (see section 4.1), one of Florida’s underlying theories 
is that individuals within the ‘Creative Class’ who are more highly educate are more 
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geographically mobile than those in other sections of society (Florida, 2002). The following 
analysis looks at aspects regarding locational mobility of workers between cities, and mobility 
between different workplaces. 

Results from the ACRE survey showed that while a relatively high proportion (19 per cent) of 
respondents working in creative and knowledge-intensive occupations had lived in 
Birmingham all their lives, the majority had migrated to the city from elsewhere in the UK, 
mainly from outside the West Midlands region. This demonstrates that Birmingham is an 
attractor for highly educated and skilled workers. Furthermore, more than half of all creative 
knowledge workers in the sample had lived in the city for more than 10 years, indicating a 
high degree of worker retention and a relatively low level of past mobility. Although positive 
in an economic sense, this finding provides some indication that sections of Florida’s 
‘creative class’ may not as mobile as they are believed to be. 

Nonetheless, despite extremely high satisfaction levels with life in the city, nearly a third of 
creative knowledge workers stated they were ‘likely to move’ from Birmingham in the next 3 
years, with a further 10 per cent stating they would ‘almost definitely’ leave the city in this 
time period - ‘for a better quality of life’ and ‘better job opportunities’ were cited as the main 
reasons.  

Further analysis revealed that future mobility was found to be closely related to age (section 
4. 1). Those intending to leave the city were mainly young (under 35), and the majority were 
in ‘pre family formation stage’, therefore their mobility was unhindered by family/partner 
obligations or children. The departure of these individuals has significant implications for 
Birmingham in terms of the development of the creative knowledge economy in the city, as 
many considering moving are at the beginning of their careers and it is exactly these sorts of 
people Birmingham needs to hold onto to secure its creative future.  

Respondents working in managerial (SOC1) and professional (SOC2) occupations were found 
to be marginally less likely to move from Birmingham in the next 3 years than those in 
associate professional occupations (SOC3). This is in line with findings from recent surveys 
looking at staff turnover where those working in managerial and professional occupations had 
lower levels of turnover compared with those in administrative, customer service or 
technical/manual occupations (CIPD, 2007). This also relates to the young age group of those 
intending to leave the city, many of whom will occupy less senior positions.  

They type of job contract also appears to influence mobility. Respondents on a fixed term 
contract of 12 months or less were more likely to move from Birmingham within the next 3 
years, compared with those on permanent contracts. Uncertainty about moving was, not 
surprisingly, highest for project workers. 

Satisfaction with neighbourhood also appears to affect future mobility patterns. Respondents 
who were ‘very satisfied/satisfied’ with the quality of life in their neighbourhood were less 
likely to be considering moving from the city. However, more than half of those who were 
dissatisfied with their neighbourhood were ‘almost definitely’ or ‘very likely’ to move from 
Birmingham within the next 3 years.  
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Results for workplace mobility (see section 3.3) showed that despite very high levels of 
satisfaction with job and work environment overall, there was a high level of projected future 
mobility, with half of respondents currently working for a firm intent on leaving their current 
employment in the next 3 years. This trend was despite the fact that the majority of workers 
intending to leave their present company were employed on permanent contracts. This 
suggests that other factors are coming into play in the decision of respondents to change 
companies, and that frequent job turnover of creative knowledge workers is not motivated by 
their contract status. 

The main reasons given for leaving current employment were: to look for a better paid job; 
better career development opportunities and to look for a more interesting job. In addition, 
creative workers intended to leave their current firm to become ‘self employed/freelance’, 
signifying that this was a ‘career’ choice for these individuals.  

Generally, overall job satisfaction was a significant influence on the mobility of creative 
knowledge workers (see section 4.2.). Respondents who were highly satisfied with their job 
expected to remain with their current company for longer periods of time, whereas 
respondents who expected to remain with their current company for a shorter period of time 
(less than 3 years) were generally dissatisfied with their job. Thus, it appears that overall job 
satisfaction is an important factor for the retention of creative knowledge workers within 
workplaces.  

Taken together, the results from the survey indicate that individuals working in creative and 
knowledge-intensive occupations are highly mobile and seek new challenges and new job 
opportunities on a fairly regular basis. Given that the sample were young professionals, this 
may also be linked to career development. For creative workers, job insecurity or wanting to 
become self-employed/freelance may be a factor. 

5.2 Conclusions 

What is clear from the preceding analysis of the ACRE survey results presented in this report, 
is that the decision making process of people working in creative and knowledge-intensive 
occupations to choose to live and work in a certain location is complex - it includes many 
different ‘hard’ and ‘soft’ factors and considerations which can often be uniquely personal, 
and so it is difficult to reduce them to individual component parts or generalisations. 
Nevertheless, the results presented so far seem to suggest that both ‘hard’ and ‘soft’ factors 
have an impact on the attractiveness of Birmingham and the city region. Although ‘hard’ 
factors associated with labour market opportunities; rates of pay; and quality of housing 
provision continue to dominate in the decision making of creative and knowledge-intensive 
workers to move to Birmingham, certain ‘soft’ factors related to the perceived quality of life 
in the city and neighbourhood environment as well as certain ‘social’ aspects such as having 
family or friends living in the city or having connections in the city through studying or living 
in Birmingham in the past, have proved to be important in attracting people to the city in 
certain cases. Although it is difficult to comment at this stage on the relative significance of 
these inter-related ‘soft’ and ‘hard’ factors, it seems likely that the ‘soft’ considerations are 
not the key driver in location selection per se but can impact on the decision after the ‘hard’ 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 108

factors have been addressed. Arts, leisure and other cultural factors may be used as a ‘tie-
breaker’ where there is little to choose between several locations and when quality of 
life/quality of place becomes an issue. However, further work is necessary for us to make 
more sense of the relative importance of these ‘hard’ and ‘soft’ factors in the decision-making 
process of creative knowledge workers. What is certain is that attempts to improve the 
attractiveness of the city region should not focus on individual ‘soft’ or ‘hard’ factors or on 
‘soft’ factors at the expense of ‘hard’ factors. Both have an impact on the future attractiveness 
of the city region. 

While it is acknowledged in the literature that both attraction and retention of high-skilled 
people is important, it is also worth considering in more detail the nature of each of these two 
aspects. It is clear from the Birmingham case study that factors of attraction may be very 
different from factors of retention. Further research is required in order to determine whether 
this is, indeed, the case, and whether ‘hard’ factors (job availability, cost of living, housing 
cost, proximity to good transportation links etc) that dominate the decision on whether to 
locate in a city region are then superceded by ‘soft’ factors relating to the quality of the urban 
and neighbourhood environments and the social and cultural aspects of the city once people 
have settled there.  

Also of consideration is that there needs to be a constant and continual turnover or ‘churn’ of 
people, networks and knowledge in order for knowledge production, creativity and innovation 
to be sustained. This relates to the idea of ‘local buzz and global pipelines’ (Bathelt, 
Malmberg and Maskell 2004) whereby new knowledge is accesses non-locally and circulated 
locally. The notion that inflows as well as outflows of people are important may somewhat 
contradict the more common economic development argument that stresses not only human 
capital attraction but also retention. While attraction is certainly of vital importance, perhaps 
retention is less so. This is an important consideration in terms of future policy.  

Finally, while the research findings from the ACRE survey indicate that the majority of 
respondents, both male and female, are satisfied with their life in Birmingham, with their jobs, 
and the quality of life in their residential neighbourhood, in terms of providing the living and 
working environment required to attract Florida’s ‘creative class’ of workers, it is clear that 
while some aspects of Birmingham are appealing and the cultural and leisure facilities offered 
are good, more effort is required to improve some of the ‘social’ and ‘environmental’ 
conditions of the city – provision of good quality, affordable housing; reduction in levels of 
crime and anti-social behaviour and improvements in the environmental quality of 
neighbourhoods particularly around litter, vandalism and appearance as well as improving the 
level of social interaction among neighbourhood communities are all necessary if the city is to 
attract and retain a talented and creative workforce and to compete with other cities seeking to 
attract these same individuals. These issues are already recognised at the city level. The local 
strategic partnership for the city (be Birmingham) has just launched the city’s second 
community strategy - Birmingham 2026. This is a long-term strategy, reflecting what local 
people and organisations say are the big issues for the city over the next two decades. Part of 
this vision is of Birmingham as a safe, clean and friendly city where people enjoy living 
together in communities that people want to belong to. Among other things, the strategy aims 
to make people more satisfied with their neighbourhood as a place to live, ‘enjoying a better 
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quality of life in thriving, clean and attractive local centres’; improve the quality, choice and 
affordability of housing; strengthen community cohesion; encourage people to get more 
involved in community life, local institutions and the voluntary sector; reduce serious 
violence and theft, robbery and burglary; and create cleaner greener and safer neighbourhoods 
and public places (Birmingham City Council, 2008). 

On the work side, it is important that creative talent arriving in Birmingham is retained within 
the city, at least until a critical mass is achieved. Policy initiatives ensuring more stability for 
creative workers (those on temporary or short term contracts) would be worth exploring, as 
well as increased access to sector-specific training and up-skilling and career development 
opportunities. Furthermore, as highlighted in the regional cultural strategy (CWM, 2007), 
innovation-led economies will be increasingly dependent on immigration, and regions which 
work hard to foster intercultural cohesion stand to benefit most. One of the factors that will 
differentiate Birmingham and the West Midlands from other regions will be the youth and the 
ethnic diversity of people living in the urban areas. This will give the city region competitive 
advantage in terms of developing products for new markets - the region needs to prioritise 
actions that support this, as well as encouraging non-traditional entrants who replenish the 
talent pool (e.g. ethnic minorities and women). 

The final comments are framed around some of the questions arising from the ACRE report; 
comparing pathways of creative knowledge regions (Musterd et al, 2007): 

Creative knowledge workers are attracted to specific locations because of the ‘soft’ factors 
such as tolerance, and diversity of social structure, atmosphere and creative ‘feel’ of the city, 
rather than as a result of the quality and availability of its ‘hard’ infrastructure. 

In the Birmingham case, creative knowledge workers are attracted to the city for both the 
quality of the ‘hard’ offer – mainly related to job and employment opportunities, housing 
quality and affordability – but they also benefit from the rich network of social relations (from 
family, friends etc in the city or region). However, those issues related to the ‘social 
atmosphere’ of the city, such as tolerance and diversity, do not register highly in the initial 
‘pull’ to the City. It may be that once people have moved to Birmingham, then these factors 
contribute to ‘quality of life’ and as such, become important features in ‘retention’ of creative 
knowledge workers.  

 

Creative workers have different residential preferences when compared to knowledge worker 

Our results indicate that both creative and knowledge-intensive workers have similar 
locational preferences within the city. There is not much in the way of evidence from our 
sample to suggest that creative workers prefer city centre or ‘core city’ residential locations 
more than knowledge workers. Although there is some evidence to suggest that knowledge 
workers are prepared to live outside the city in the wider region and commute further to the 
city for work.  
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When compared to knowledge workers, the residential choice of creative workers are more 
influenced by the offer of cultural leisure and consumption activities, an attractive urban 
architecture and a welcoming and tolerant atmosphere. 

Our results indicate that this is not the case. ‘Hard’ factors such as affordability of housing, 
size of dwelling, distance to work and closeness to services and facilities rank top for both 
creative and knowledge workers when choosing a residential location. ‘Soft’ factors, although 
important, seem to be more easily sacrificed in order to ensure the conditions for ‘hard’ 
factors are met. 

 

When compared to knowledge workers, creative workers are more satisfied with their 
working conditions 

There is some evidence to suggest that creative workers are generally more highly satisfied 
with their jobs overall and that knowledge workers, although satisfaction from both sectors is 
extremely high. Creative workers also have concerns about different aspects of their jobs than 
knowledge workers. For example, ‘lack of career progression’ is a source of dissatisfaction 
for knowledge workers; whereas ‘job security’ is a source of dissatisfaction for creative 
workers). 

 

When compared to knowledge workers, creative workers more often employed or on 
temporary contracts or self employed/freelancers 

This was true of the ACRE sample. Only half of the creative workers in the sample were 
employed on a ‘permanent’ contract compared with nearly two thirds of knowledge workers. 
Also, while approximately 15 per cent of creative workers were either freelancing, self 
employed or on ‘other’ types of miscellaneous contract, compared with only 3 per cent of 
knowledge workers. This is still lower than for Birmingham, where it is estimated that up to a 
third of employment in creative industries may be freelancers/self employed (Note: the ACRE 
survey demanded that respondents were employees of companies, so freelancers were not 
generally selected). 
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APPENDICES 

Table 1 - Distribution of creative knowledge employment and firms according to different housing market areas in Birmingham – 2005 
Firms City 

Centre 
East 
Birmingham 

Eastern 
Periphery 

North West 
Birmingham 

Northern 
Periphery 

Northern 
Suburbs 

Northern 
Suburbs 

South West 
Birmingham 

Suburban 
Ring North 

Suburban 
Ring South 

Grand 
Total 

Advertising 35.8% 7.5% 1.3% 3.1% 0.6% 8.8% 3.8% 7.5% 8.8% 22.6% 159 
Architecture 26.9% 6.3% 4.2% 4.2% 0.3% 14.1% 3.8% 10.2% 6.1% 24.0% 788 
Arts and Antiques 27.0% 12.8% 5.6% 5.6% 1.1% 6.1% 4.7% 8.5% 8.8% 19.8% 1187 
Designer Fashion 19.8% 9.5% 0.8% 52.4% 0.0% 2.4% 0.0% 0.8% 2.4% 11.9% 126 
Video, Film & Photography 37.1% 9.1% 1.1% 6.3% 0.6% 7.4% 2.3% 10.3% 4.6% 21.1% 175 
Music and the visual & performing arts 28.2% 6.8% 1.5% 8.0% 0.3% 9.9% 4.6% 8.4% 5.3% 26.9% 323 
Publishing 32.4% 10.8% 4.9% 2.9% 0.0% 2.9% 2.9% 8.8% 3.9% 30.4% 102 
Software 16.1% 7.4% 5.7% 6.6% 0.8% 12.6% 3.0% 13.0% 6.3% 28.4% 633 
Radio and Television 44.9% 4.3% 2.9% 2.9% 0.0% 1.4% 2.9% 7.2% 4.3% 29.0% 69 
Finance 44.9% 6.2% 4.0% 3.2% 1.1% 5.7% 2.9% 5.8% 6.1% 20.0% 968 
Law and Other Business Services 44.9% 4.7% 2.7% 4.0% 0.4% 11.5% 3.2% 5.5% 4.4% 18.7% 2954 
R&D and Higher Education 22.5% 5.0% 9.2% 8.3% 0.8% 5.0% 3.3% 12.5% 5.0% 28.3% 120 
TOTAL 35.8% 7.0% 3.7% 5.4% 0.6% 9.6% 3.4% 7.5% 5.8% 21.2% 15208 
Employment City 

Centre 
East 
Birmingham 

Eastern 
Periphery 

North West 
Birmingham 

Northern 
Periphery 

Northern 
Suburbs 

Northern 
Suburbs 

South West 
Birmingham 

Suburban 
Ring North 

Suburban 
Ring South 

Grand 
Total 

Advertising 46.3% 2.0% 0.3% 1.9% 0.1% 2.3% 3.8% 6.8% 6.3% 30.2% 1528 
Architecture 59.8% 2.8% 1.5% 4.0% 0.0% 3.9% 1.5% 5.4% 1.9% 19.2% 6375 
Arts and Antiques 47.9% 6.4% 3.6% 2.1% 0.8% 3.1% 6.0% 5.5% 11.3% 13.3% 6704 
Designer Fashion 19.3% 13.0% 0.5% 45.7% 0.0% 3.3% 0.0% 0.9% 2.5% 14.8% 637 
Video, Film & Photography 37.9% 12.4% 0.2% 1.9% 0.5% 2.9% 3.3% 24.2% 7.6% 9.0% 999 
Music and the visual & performing arts 46.3% 11.0% 0.3% 5.4% 0.0% 3.6% 1.1% 8.0% 2.5% 21.7% 2473 
Publishing 37.2% 31.0% 1.2% 0.5% 0.0% 0.5% 1.5% 3.3% 1.5% 23.3% 815 
Software 19.2% 9.8% 1.6% 23.6% 0.2% 3.2% 0.7% 7.7% 5.2% 28.8% 5030 
Radio and Television 44.0% 0.6% 0.1% 0.2% 0.0% 0.1% 0.2% 0.4% 3.1% 51.2% 1501 
Finance 69.4% 1.4% 3.2% 1.1% 0.4% 1.7% 1.8% 2.8% 2.1% 16.0% 24338 
Law and other business services 69.4% 6.0% 2.0% 1.8% 0.2% 3.2% 1.1% 1.5% 5.0% 9.8% 39132 
R&D and Higher Education 27.0% 0.9% 0.4% 0.9% 0.0% 0.3% 1.2% 5.8% 12.2% 51.3% 13648 
TOTAL 32.8% 9.5% 4.6% 7.4% 0.6% 4.9% 2.5% 9.5% 10.3% 18.0% 495496 
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Table 2 - Satisfaction with aspects of job and work environment  
Level of satisfaction  Respondent group  

  Very 
satisfied 

Satisfied V satisfied/ 
satisfied 

Neither Dissatisfied Very 
dissatisfied 

dissatisfied/ 
v dissatisfied 

Total 

53* 104 157 17 13 7 20 194 All respondents  
27.3%** 53.6% 80.9% 8.8% 6.7% 3.6% 10.3% 100% 

12 38 50 9 4 1 5 64 Other workers  
18.8% 59.4% 78.1% 14.1% 6.3% 1.6% 7.8% 100% 

41 66 107 8 9 6 15 130 All CI/KI  
31.5% 50.8% 82.3% 6.2% 6.9% 4.6% 11.5% 100% 

24 25 49 2 0 0 0 51 CI  
47.1% 49.0% 96.1% 3.9% 0.0% 0.0% 0.0% 100% 

17 41 58 6 9 6 15 79 

Sense of achievement you get from 
your work  

KI  
21.5% 51.9% 73.4% 7.6% 11.4% 7.6% 19.0% 100% 

89 79 168 12 11 3 14 194 All respondents  
45.9% 40.7% 86.6% 6.2% 5.7% 1.5% 7.2% 100% 

22 34 56 3 4 1 5 64 Other workers  
34.4% 53.1% 87.5% 4.7% 6.3% 1.6% 7.8% 100% 

67 45 112 9 7 2 9 130 All CI/KI  
51.5% 34.6% 86.2% 6.9% 5.4% 1.5% 6.9% 100% 

35 13 48 3 0 0 0 51 CI  
68.6% 25.5% 94.1% 5.9% 0.0% 0.0% 0.0% 100% 

32 32 64 6 7 2 9 79 

Scope for using your own initiative 

KI  
40.5% 40.5% 81.0% 7.6% 8.9% 2.5% 11.4% 100% 

55 88 143 24 21 6 27 194 All respondents  
28.4% 45.4% 73.7% 12.4% 10.8% 3.1% 13.9% 100% 

9 40 49 7 7 1 8 64 Other workers  
14.1% 62.5% 76.6% 10.9% 10.9% 1.6% 12.5% 100% 

46 48 94 17 14 5 19 130 All CI/KI  
35.4% 36.9% 72.3% 13.1% 10.8% 3.8% 14.6% 100% 

19 23 42 6 3 0 3 51 CI  
37.3% 45.1% 82.4% 11.8% 5.9% 0.0% 5.9% 100% 

27 25 52 11 11 5 16 79 

Amount of influence you have over 
your job 

KI  
34.2% 31.6% 65.8% 13.9% 13.9% 6.3% 20.3% 100% 
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31 103 134 30 25 4 29 193 All respondents  
16.1% 53.4% 69.4% 15.5% 13.0% 2.1% 15.0% 100% 

9 33 42 10 11 1 12 64 Other workers  
14.1% 51.6% 65.6% 15.6% 17.2% 1.6% 18.8% 100% 

22 70 92 20 14 3 17 129 All CI/KI  
17.1% 54.3% 71.3% 15.5% 10.9% 2.3% 13.2% 100% 

6 29 35 9 6 0 6 50 CI  
12.0% 58.0% 70.0% 18.0% 12.0% 0.0% 12.0% 100% 

16 41 57 11 8 3 11 79 

Facilities in the workplace 

KI  
20.3% 51.9% 72.2% 13.9% 10.1% 3.8% 13.9% 100% 

69 85 154 19 14 6 20 193 All respondents  
35.8% 44.0% 79.8% 9.8% 7.3% 3.1% 10.4% 100% 

16 29 45 9 7 2 9 63 Other workers  
25.4% 46.0% 71.4% 14.3% 11.1% 3.2% 14.3% 100% 

53 56 109 10 7 4 11 130 All CI/KI  
40.8% 43.1% 83.8% 7.7% 5.4% 3.1% 8.5% 100% 

26 22 48 2 1 0 1 51 CI  
51.0% 43.1% 94.1% 3.9% 2.0% 0.0% 2.0% 100% 

27 34 61 8 6 4 10 79 

Intellectually stimulating aspect of 
your job  

KI  
34.2% 43.0% 77.2% 10.1% 7.6% 5.1% 12.7% 100% 

83 80 163 18 7 3 10 191 All respondents  
43.5% 41.9% 85.3% 9.4% 3.7% 1.6% 5.2% 100% 

20 31 51 10 1 1 2 63 Other workers  
31.7% 49.2% 81.0% 15.9% 1.6% 1.6% 3.2% 100% 

63 49 112 8 6 2 8 128 All CI/KI  
49.2% 38.3% 87.5% 6.3% 4.7% 1.6% 6.3% 100% 

32 12 44 3 2 0 2 49 CI  
65.3% 24.5% 89.8% 6.1% 4.1% 0.0% 4.1% 100% 

31 37 68 5 4 2 6 79 

Friendliness of the working 
environment  

KI  
39.2% 46.8% 86.1% 6.3% 5.1% 2.5% 7.6% 100% 
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39 80 119 38 24 9 33 190 All respondents  
20.5% 42.1% 62.6% 20.0% 12.6% 4.7% 17.4% 100% 

12 30 42 12 6 3 9 63 Other workers  
19.0% 47.6% 66.7% 19.0% 9.5% 4.8% 14.3% 100% 

27 50 77 26 18 6 24 127 All CI/KI  
21.3% 39.4% 60.6% 20.5% 14.2% 4.7% 18.9% 100% 

11 18 29 14 6 0 6 49 CI  
22.4% 36.7% 59.2% 28.6% 12.2% 0.0% 12.2% 100% 

16 32 48 12 12 6 18 78 

Training you receive 

KI  
20.5% 41.0% 61.5% 15.4% 15.4% 7.7% 23.1% 100% 

23 90 113 26 45 8 53 192 All respondents  
12.0% 46.9% 58.9% 13.5% 23.4% 4.2% 27.6% 100% 

10 30 40 7 14 3 17 64 Other workers  
15.6% 46.9% 62.5% 10.9% 21.9% 4.7% 26.6% 100% 

13 60 73 19 31 5 36 128 All CI/KI  
10.2% 46.9% 57.0% 14.8% 24.2% 3.9% 28.1% 100% 

5 19 24 10 15 1 16 50 CI  
10.0% 38.0% 48.0% 20.0% 30.0% 2.0% 32.0% 100% 

8 41 49 9 16 4 20 78 

Amount of basic pay you receive  

KI  
10.3% 52.6% 62.8% 11.5% 20.5% 5.1% 25.6% 100% 

8 35 43 60 44 21 65 168 All respondents  
4.8% 20.8% 25.6% 35.7% 26.2% 12.5% 38.7% 100% 

2 11 13 19 17 7 24 56 Other workers  
3.6% 19.6% 23.2% 33.9% 30.4% 12.5% 42.9% 100% 

6 24 30 41 27 14 41 112 All CI/KI  
5.4% 21.4% 26.8% 36.6% 24.1% 12.5% 36.6% 100% 

2 8 10 20 12 3 15 45 CI  
4.4% 17.8% 22.2% 44.4% 26.7% 6.7% 33.3% 100% 

4 16 20 21 15 11 26 67 

Amount you receive in bonuses and 
overtime  

KI  
6.0% 23.9% 29.9% 31.3% 22.4% 16.4% 38.8% 100% 
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33 95 128 31 20 7 27 186 All respondents  
17.7% 51.1% 68.8% 16.7% 10.8% 3.8% 14.5% 100% 

9 35 44 12 7 1 8 64 Other workers  
14.1% 54.7% 68.8% 18.8% 10.9% 1.6% 12.5% 100% 

24 60 84 19 13 6 19 122 All CI/KI  
19.7% 49.2% 68.9% 15.6% 10.7% 4.9% 15.6% 100% 

7 22 29 9 7 1 8 46 CI  
15.2% 47.8% 63.0% 19.6% 15.2% 2.2% 17.4% 100% 

17 38 55 10 6 5 11 76 

Amount of holiday time/paid leave you 
receive 

KI  
22.4% 50.0% 72.4% 13.2% 7.9% 6.6% 14.5% 100% 

34 89 123 33 27 7 34 190 All respondents  
17.9% 46.8% 64.7% 17.4% 14.2% 3.7% 17.9% 100% 

13 30 43 12 8 1 9 64 Other workers  
20.3% 46.9% 67.2% 18.8% 12.5% 1.6% 14.1% 100% 

21 59 80 21 19 6 25 126 All CI/KI  
16.7% 46.8% 63.5% 16.7% 15.1% 4.8% 19.8% 100% 

6 19 25 12 11 2 13 50 CI  
12.0% 38.0% 50.0% 24.0% 22.0% 4.0% 26.0% 100% 

15 40 55 9 8 4 12 76 

Your job security  

KI  
19.7% 52.6% 72.4% 11.8% 10.5% 5.3% 15.8% 100% 

39 70 109 36 35 9 44 189 All respondents  
20.6% 37.0% 57.7% 19.0% 18.5% 4.8% 23.3% 100% 

10 32 42 11 9 1 10 63 Other workers  
15.9% 50.8% 66.7% 17.5% 14.3% 1.6% 15.9% 100% 

29 38 67 25 26 8 34 126 All CI/KI  
23.0% 30.2% 53.2% 19.8% 20.6% 6.3% 27.0% 100% 

15 12 27 13 8 1 9 49 CI  
30.6% 24.5% 55.1% 26.5% 16.3% 2.0% 18.4% 100% 

14 26 40 12 18 7 25 77 

Prospects for career advancement  

KI  
18.2% 33.8% 51.9% 15.6% 23.4% 9.1% 32.5% 100% 
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41 96 137 23 28 6 34 194 All respondents  
21.1% 49.5% 70.6% 11.9% 14.4% 3.1% 17.5% 100% 

7 35 42 10 9 3 12 64 Other workers  
10.9% 54.7% 65.6% 15.6% 14.1% 4.7% 18.8% 100% 

34 61 95 13 19 3 22 130 All CI/KI  
26.2% 46.9% 73.1% 10.0% 14.6% 2.3% 16.9% 100% 

16 22 38 8 4 1 5 51 CI  
31.4% 43.1% 74.5% 15.7% 7.8% 2.0% 9.8% 100% 

18 39 57 5 15 2 17 79 

Ability to balance your professional 
and personal (family, friends) life  

KI  
22.8% 49.4% 72.2% 6.3% 19.0% 2.5% 21.5% 100% 

45 91 136 34 20 3 23 193 All respondents  
23.3% 47.2% 70.5% 17.6% 10.4% 1.6% 11.9% 100% 

9 32 41 11 9 2 11 63 Other workers  
14.3% 50.8% 65.1% 17.5% 14.3% 3.2% 17.5% 100% 

36 59 95 23 11 1 12 130 All CI/KI  
27.7% 45.4% 73.1% 17.7% 8.5% 0.8% 9.2% 100% 

19 18 37 10 4 0 4 51 CI  
37.3% 35.3% 72.5% 19.6% 7.8% 0.0% 7.8% 100% 

17 41 58 13 7 1 8 79 

Opportunity to meet and network with 
professionals from your same field 

KI  
21.5% 51.9% 73.4% 16.5% 8.9% 1.3% 10.1% 100% 

61 94 155 11 22 6 28 61 All respondents  
31.4% 48.5% 79.9% 5.7% 11.3% 3.1% 14.4% 100% 

10 39 49 4 8 3 11 64 Other workers  
15.6% 60.9% 76.6% 6.3% 12.5% 4.7% 17.2% 100% 

51 55 106 7 14 3 17 130 All CI/KI  
39.2% 42.3% 81.5% 5.4% 10.8% 2.3% 13.1% 100% 

28 15 43 6 2 0 2 51 CI  
54.9% 29.4% 84.3% 11.8% 3.9% 0.0% 3.9% 100% 

23 40 63 1 12 3 15 79 

Opportunity to use your skills and 
abilities  

KI  
29.1% 50.6% 79.7% 1.3% 15.2% 3.8% 19.0% 100% 

Notes: *Count; ** % total 
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Table 3 - Importance of location factors in neighbourhood choice 
Neighbourhood location factors  Very 

important 
Quite 
important 

Somewhat 
important 

Not 
important 

Not 
applicable 

Total  

106* 57 20 5 6 194 Cost of dwelling  
53.8%** 28.9% 10.2% 2.5% 3.0% 98.5% 

71 75 26 10 9 191 Distance from home to work  
36.0% 38.1% 13.2% 5.1% 4.6% 97.0% 

66 80 30 13 6 195 Size of dwelling  
33.5% 40.6% 15.2% 6.6% 3.0% 99.0% 

59 54 33 40 8 194 Availability of private open space (e.g. balcony, gardens)  
29.9% 27.4% 16.8% 20.3% 4.1% 98.5% 

53 80 37 18 6 194 The quality of the surrounding neighbourhood  
26.9% 40.6% 18.8% 9.1% 3.0% 98.5% 

42 60 46 37 10 195 Proximity to family/friends  
21.3% 30.5% 23.4% 18.8% 5.1% 99.0% 

42 72 41 30 8 193 Proximity to public transport  
21.3% 36.5% 20.8% 15.2% 4.1% 98.0% 

42 66 41 32 13 194 The neighbourhood atmosphere  
21.3% 33.5% 20.8% 16.2% 6.6% 98.5% 

41 90 37 18 6 192 Close to services/facilities  
20.8% 45.7% 18.8% 9.1% 3.0% 97.5% 

38 69 52 24 10 193 Close to public open space (e.g. parks, playgrounds)  
19.3% 35.0% 26.4% 12.2% 5.1% 98.0% 

28 51 51 49 15 194 Close to city centre  
14.2% 25.9% 25.9% 24.9% 7.6% 98.5% 

27 24 16 51 75 193 Proximity to good quality schools  
13.7% 12.2% 8.1% 25.9% 38.1% 98.0% 

21 50 58 47 18 194 Availability of Leisure facilities  
10.7% 25.4% 29.4% 23.9% 9.1% 98.5% 

21 38 47 62 26 194 Tolerance of people from other ethnic or religious backgrounds 
10.7% 19.3% 23.9% 31.5% 13.2% 98.5% 
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Notes: *Count; ** % total 

 

Neighbourhood location factors  Very 
important 

Quite 
important 

Somewhat 
important 

Not 
important 

Not 
applicable 

Total  

16 75 54 42 7 194 Proximity to major roads/highways 
  8.1% 38.1% 27.4% 21.3% 3.6% 98.5% 

14 60 52 59 9 194 Nearness to pubs/bars/nightclubs 
  7.1% 30.5% 26.4% 29.9% 4.6% 98.5% 

12 16 33 56 77 194 Availability of child care facilities 
  6.1% 8.1% 16.8% 28.4% 39.1% 98.5% 

4 25 31 85 48 193 Gay/lesbian friendly neighbourhood 
  2.0% 12.7% 15.7% 43.1% 24.4% 98.05 
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Table 4 - Satisfaction with aspects of neighbourhood 
Total sample (n=196): 
Aspects of neighbourhood  

Very 
satisfied 

Quite 
satisfied  

Total 
Satisfied/ v 
satisfied  

Neither  Dissatisfied  Very dis-
satisfied  

Total Dis-
satisfied/ 
very dis-
satisfied  

Don’t know 

77* 89 166 12 14 3 17 0 Nearness to place of work  
39.1%** 45.2% 85.1% 6.1% 7.1% 1.5% 8.7% 0.0% 

34 130 164 14 17 1 18 0 Personal safety  
17.3% 66.0% 83.7% 7.1% 8.6% 0.5% 9.2% 0.0% 

57 107 164 10 21 1 22 0 Access to public spaces (parks, public gardens etc  
28.9% 54.3% 83.7% 5.1% 10.7% 0.5% 11.2% 0.0% 

56 104 160 10 23 2 25 0 Access to commercial facilities (grocers, bank, chemist, 
petrol station etc  28.4% 52.8% 82.1% 5.1% 11.7% 1.0% 12.8% 0.0% 

56 95 151 10 21 10 31 4 Access to public transport  
28.4% 48.2% 77.0% 5.1% 10.7% 5.1% 15.8% 2.0% 

35 99 134 23 37 2 39 0 The level of traffic noise  
17.8% 50.3% 68.4% 11.7% 18.8% 1.0% 19.9% 0.0% 

21 107 128 13 48 7 55 0 Appearance of the neighbourhood  
10.7% 54.3% 65.3% 6.6% 24.4% 3.6% 28.1% 0.0% 

27 96 123 33 33 2 35 5 The levels of pollution  
13.7% 48.7% 62.8% 16.8% 16.8% 1.0% 17.9% 2.5% 

20 100 120 24 21 6 27 24 The provision of healthcare facilities  
10.2% 50.8% 61.5% 12.2% 10.7% 3.0% 13.8% 12.2% 

21 76 97 38 49 5 54 6 The level of social interaction between neighbours  
10.7% 38.6% 49.7% 19.3% 24.9% 2.5% 27.7% 3.0% 

12 81 93 20 59 22 81 2 The amount of rubbish and litter lying around  
6.1% 41.1% 47.4% 10.2% 29.9% 11.2% 41.3% 1.0% 

16 67 83 41 55 10 65 6 The amount of vandalism, graffiti and damage to 
buildings or property  8.1% 34.0% 42.6% 20.8% 27.9% 5.1% 33.3% 3.0% 

12 56 68 40 45 5 50 35 Sports facilities  
6.1% 28.4% 35.2% 20.3% 22.8% 2.5% 25.9% 17.8% 

11 33 44 22 6 1 7 123 The provision of childcare facilities  
5.6% 16.8% 22.4% 11.2% 3.0% 0.5% 3.6% 62.4% 

Notes: * Frequency; ** % total  
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Table 5 - Satisfaction with aspects of dwelling  
Level of satisfaction Aspects of dwelling  Respondent 

group 

Very 
satisfied 

Satisfied V satisfied/ 
satisfied 

Neither Dissatisfied Very 
dissatisfied 

Dissatisfied/ 
v dissatisfied  

Total  

All respondents  65* 108 173 6 15 2 17 196 
  33.2** 55.1 88.3 3.1 7.7 1.0 8.7 100.0 
Other workers 20 38 58 2 3 1 4 64 
  31.3 59.4 90.6 3.1 4.7 1.6 6.3 100.0 
All CI/KI 45 70 115 4 12 1 13 132 
  34.1 53.0 87.1 3.0 9.1 0.8 9.8 100.0 
CI  19 29 48 1 4 0 4 53 
  35.8 54.7 90.6 1.9 7.5 0.0 7.5 100.0 
KI 26.0 41.0 67 3.0 8.0 1.0 9 79 

Overall size of dwelling  

  32.9 51.9 84.8 3.8 10.1 1.3 11.4 100.0 
All respondents  43 81 124 13 51 8 59 196 
  21.9 41.3 63.3 6.6 26.0 4.1 30.1 100.0 
Other workers 11.0 28.0 39 6.0 16.0 3.0 19 64 
  17.2 43.8 60.9 9.4 25.0 4.7 29.7 100.0 
All CI/KI 32 53 85 7 35 5 40 132 
  24.2 40.2 64.4 5.3 26.5 3.8 30.3 100.0 
CI 13 19 32 2 15 4 19 53 
  24.5 35.8 60.4 3.8 28.3 7.5 35.8 100.0 
KI 19.0 34.0 53 5.0 20.0 1.0 21 79 

Storage space inside  

  24.1 43.0 67.1 6.3 25.3 1.3 26.6 100.0 
All respondents  56 94 150 10 30 6 36 196 
  28.6 48.0 76.5 5.1 15.3 3.1 18.4 100.0 
Other workers 20.0 33.0 53 4.0 6.0 1.0 7 64 
  31.3 51.6 82.8 6.3 9.4 1.6 10.9 100.0 
All CI/KI 36 61 97 6 24 5 29 132 
  27.3 46.2 73.5 4.5 18.2 3.8 22.0 100.0 
CI 16 21 37 2 11 3 14 53 
  30.2 39.6 69.8 3.8 20.8 5.7 26.4 100.0 
KI 20.0 40.0 60 4.0 13.0 2.0 15 79 

Size of kitchen 

  25.3 50.6 75.9 5.1 16.5 2.5 19.0 100.0 
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All respondents  54 117 171 9 15 1 16 196 
  27.6 59.7 87.2 4.6 7.7 0.5 8.2 100.0 
Other workers 17.0 38.0 55 3.0 5.0 1.0 6 64 
  26.6 59.4 85.9 4.7 7.8 1.6 9.4 100.0 
All CI/KI 37 79 116 6 10 0 10 132 
  28.0 59.8 87.9 4.5 7.6 0.0 7.6 100.0 
CI 18 26 44 3 6 0 6 53 
  34.0 49.1 83.0 5.7 11.3 0.0 11.3 100.0 
KI 19.0 53.0 72 3.0 4.0 0.0 4 79 

Size of bedrooms 

  24.1 67.1 91.1 3.8 5.1 0.0 5.1 100.0 
All respondents  48 108 156 15 20 4 24 195 
  24.6 55.4 80.0 7.7 10.3 2.1 12.3 100.0 
Other workers 11.0 37.0 48 6.0 7.0 2.0 9 63 
  17.5 58.7 76.2 9.5 11.1 3.2 14.3 100.0 
All CI/KI 37 71 108 9 13 2 15 132 
  28.0 53.8 81.8 6.8 9.8 1.5 11.4 100.0 
CI 17 26 43 4 6 0 6 53 
  32.1 49.1 81.1 7.5 11.3 0.0 11.3 100.0 
KI 20.0 45.0 65 5.0 7.0 2.0 9 79 

Outlook from dwelling 

  25.3 57.0 82.3 6.3 8.9 2.5 11.4 100.0 
All respondents  43 112 155 21 19 1 20 196 
  21.9 57.1 79.1 10.7 9.7 0.5 10.2 100.0 
Other workers 10.0 37.0 47 6.0 11.0 0.0 11 64 
  15.6 57.8 73.4 9.4 17.2 0.0 17.2 100.0 
All CI/KI 33 75 108 15 8 1 9 132 
  25.0 56.8 81.8 11.4 6.1 0.8 6.8 100.0 
CI 12 30 42 8 3 0 3 53 
  22.6 56.6 79.2 15.1 5.7 0.0 5.7 100.0 
KI 21.0 45.0 66 7.0 5.0 1.0 6 79 

Security of the dwelling  

  26.6 57.0 83.5 8.9 6.3 1.3 7.6 100.0 
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All respondents  52 101 153 13 15 10 25 191 
  27.2 52.9 80.1 6.8 7.9 5.2 13.1 100.0 
Other workers 13.0 35.0 48 5.0 5.0 4.0 9 62 
  21.0 56.5 77.4 8.1 8.1 6.5 14.5 100.0 
All CI/KI 39 66 105 8 10 6 16 129 
  30.2 51.2 81.4 6.2 7.8 4.7 12.4 100.0 
CI 15 27 42 2 6 1 7 51 
  29.4 52.9 82.4 3.9 11.8 2.0 13.7 100.0 
KI 24.0 39.0 63 6.0 4.0 5.0 9 78 

Provision of open (garden) 
space 

  30.8 50.0 80.8 7.7 5.1 6.4 11.5 100.0 
All respondents  51 120 171 9 12 3 15 195 
  26.2 61.5 87.7 4.6 6.2 1.5 7.7 100.0 
Other workers 13.0 43.0 56 3.0 5.0 0.0 5 64 
  20.3 67.2 87.5 4.7 7.8 0.0 7.8 100.0 
All CI/KI 38 77 115 6 7 3 10 131 
  29.0 58.8 87.8 4.6 5.3 2.3 7.6 100.0 
CI 14 33 47 2 1 3 4 53 
  26.4 62.3 88.7 3.8 1.9 5.7 7.5 100.0 
KI 24.0 44.0 68 4.0 6.0 0.0 6 78 

Physical quality of dwelling  

  30.8 56.4 87.2 5.1 7.7 0.0 7.7 100.0 
All respondents  47 88 135 13 28 13 41 189 
  24.9 46.6 71.4 6.9 14.8 6.9 21.7 100.0 
Other workers 11.0 33.0 44 6.0 7.0 4.0 11 61 
  18.0 54.1 72.1 9.8 11.5 6.6 18.0 100.0 
All CI/KI 36 55 91 7 21 9 30 128 
  28.1 43.0 71.1 5.5 16.4 7.0 23.4 100.0 
CI 13 22 35 4 10 4 14 53 
  24.5 41.5 66.0 7.5 18.9 7.5 26.4 100.0 
KI 23.0 33.0 56 3.0 11.0 5.0 16 75 

Parking space 

  30.7 44.0 74.7 4.0 14.7 6.7 21.3 100.0 
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All respondents  53 101 154 10 22 8 30 194 
  27.3 52.1 79.4 5.2 11.3 4.1 15.5 100.0 
Other workers 14.0 37.0 51 3.0 9.0 1.0 10 64 
  21.9 57.8 79.7 4.7 14.1 1.6 15.6 100.0 
All CI/KI 39 64 103 7 13 7 20 130 
  30.0 49.2 79.2 5.4 10.0 5.4 15.4 100.0 
CI 15 26 41 3 5 3 8 52 
  28.8 50.0 78.8 5.8 9.6 5.8 15.4 100.0 
KI 24.0 38.0 62 4.0 8.0 4.0 12 78 

Level of noise from 
neighbours  

  30.8 48.7 79.5 5.1 10.3 5.1 15.4 100.0 
All respondents  14 33 47 5 8 3 11 63 
  22.2 52.4 74.6 7.9 12.7 4.8 17.5 100.0 
Other workers 33 14.0 47 5.0 3.0 1.0 4 56 
  58.9 25.0 83.9 8.9 5.4 1.8 7.1 100.0 
All CI/KI 11 19 30 0 5 2 7 37 
  29.7 51.4 81.1 0.0 13.5 5.4 18.9 100.0 
CI 4 8 12 0 3 1 4 16 
  25.0 50.0 75.0 0.0 18.8 6.3 25.0 100.0 
KI 7.0 11.0 18 0.0 2.0 1.0 3 21 

Quality of 
management/maintenance of 
building (if living in an 
apartment)  

  33.3 52.4 85.7 0.0 9.5 4.8 14.3 100.0 
Notes: * Count; ** % total 
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Table 6 - Satisfaction with cultural and leisure facilities; all respondents (N=196) 
Cultural/leisure facility Very 

satisfied 
Satisfied Very 

satisfied/ 
satisfied 

Neither Dissatisfied  Very dis-
satisfied  

Dissatisfied/ 
v dissatisfied 

Don’t know 

68* 106 174 11 7 2 9 1 Restaurants  
34.7%** 54.1% 89.2% 5.6% 3.6% 1.0% 4.6% 0.5% 

75 92 167 10 16 0 16 2 Shopping areas  
38.3% 46.9% 85.6% 5.1% 8.2% 0.0% 8.2% 1.0% 

56 103 159 22 8 3 11 3 Cinemas  
28.6% 52.6% 81.5% 11.2% 4.1% 1.5% 5.6% 1.5% 

38 113 151 24 16 2 18 2 Public spaces (squares, gardens, parks, 
etc)  19.4% 57.7% 77.4% 12.2% 8.2% 1.0% 9.2% 1.0% 

48 96 144 23 15 5 20 8 Pubs/bars  
24.5% 49.0% 73.8 11.7% 7.7% 2.6% 10.3% 4.1% 

24 115 139% 31 21 3 24 1 Cafes  
12.2% 58.7% 71.3 15.8% 10.7% 1.5% 12.3% 0.5% 

37 100 137% 29 9 2 11 17 Concerts and dance productions  
18.9% 51.0% 70.6 14.8% 4.6% 1.0% 5.7% 8.7% 

35 100 135% 35 12 3 15 10 Theatres  
17.9% 51.0% 69.2 17.95 6.1% 1.5% 7.7% 5.1% 

36 92 128% 44 13 3 16 6 Art galleries/ museums  
18.4% 46.9% 66.0 22.4% 6.6% 1.5% 8.2% 3.1% 

25 94 119% 48 18 3 21 7 Festivals and events  
12.8% 48.0% 61.0 24.5% 9.2% 1.5% 10.8% 3.6% 

15 94 109% 30 25 4 29 26 Sports facilities  
7.7% 48.0% 56.2 15.3% 12.8% 2.0% 14.9% 13.3% 

15 86 101% 66 16 6 22 5 Public art (sculptures, fountains etc)  
7.7% 43.9% 52.1 33.7% 8.2% 3.1% 11.3% 2.6% 

14 79 93% 66 22 4 26 10 Places of architectural interest/ number 
of monuments  7.1% 40.3% 47.7 33.7% 11.2% 2.0% 13.3% 5.1% 

12 58 70 73 17 5 22 30 Associations/ organisations for social 
activities  6.1% 29.6% 35.9% 37.2% 8.7% 2.6% 11.3%   15.3% 
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Table 7 - Income and satisfaction with aspects of job and workplace 
Creative Knowledge 

Very satisfied/satisfied Dissatisfied/very 
dissatisfied 

Very satisfied/satisfied Dissatisfied/ very 
dissatisfied 

Job/work aspect  Income 

Count % Count %  Count % Count % 
less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 5 100.0 0 0.0 3 100.0 0 0.0 
1000-1499 21 100.0 0 0.0 14 66.7 7 33.3 
1500-1999 10 100.0 0 0.0 13 76.5 4 23.5 
2000-2499 2 100.0 0 0.0 12 85.7 2 14.3 
2500- or more 3 100.0 0 0.0 8 88.9 1 11.1 
Don’t know/refuse 6 100.0 0 0.0 7 87.5 1 12.5 

Sense of achievement you get 
from your work 

Total  49 100.0 0 0.0 58 79.5 15 20.5 
less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 4 100.0 0 0.0 3 100.0 0 0.0 
1000-1499 21 100.0 0 0.0 14 73.7 5 26.3 
1500-1999 10 100.0 0 0.0 16 94.1 1 5.9 
2000-2499 2 100.0 0 0.0 13 92.9 1 7.1 
2500- or more 3 100.0 0 0.0 8 88.9 1 11.1 
Don’t know/refuse 6 100.0 0 0.0 9 90.0 1 10.0 

Scope for using your own 
initiative 

Total  48 100.0 0 0.0 64 87.7 9 12.3 
less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 4 100.0 0 0.0 3 100.0 0 0.0 
1000-1499 18 90.0 2 10.0 10 52.6 9 47.4 
1500-1999 8 100.0 0 0.0 10 71.4 4 28.6 
2000-2499 2 100.0 0 0.0 12 92.3 1 7.7 
2500- or more 3 75.0 1 25.0 7 87.5 1 12.5 
Don’t know/refuse 5 100.0 0 0.0 9 90.0 1 10.0 

Amount of influence you have 
over your job 

Total  42 93.3 3 6.7 52 76.5 16 23.5 
less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 3 75.0 1 25.0 2 100.0 0 0.0 
1000-1499 16 80.0 4 20.0 16 84.2 3 15.8 
1500-1999 6 85.7 1 14.3 12 85.7 2 14.3 
2000-2499 1 100.0 0 0.0 14 100.0 0 0.0 
2500- or more 2 100.0 0 0.0 4 44.4 5 55.6 
Don’t know/refuse 5 100.0 0 0.0 8 88.9 1 11.1 

Facilities in the workplace 

Total  35 85.4 6 14.6 57 83.8 11 16.2 
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less than 500 2 100.0 0 0.0 0 0.0 0 0.0 
500-999 4 100.0 0 0.0 1 100.0 0 0.0 
1000-1499 19 95.0 1 5.0 2 40.0 3 60.0 
1500-1999 9 90.0 1 10.0 18 94.7 1 5.3 
2000-2499 1 100.0 0 0.0 16 94.1 1 5.9 
2500- or more 3 100.0 0 0.0 14 93.3 1 6.7 
Don’t know/refuse 6 100.0 0 0.0 8 100.0 0 0.0 

Friendliness of the working 
environment 

Total  44 95.7 2 4.3 64 91.4 6 8.6 
less than 500 1 100.0 0 0.0 0 0.0 0 0.0 
500-999 3 100.0 0 0.0 3 100.0 0 0.0 
1000-1499 13 81.3 3 18.8 12 60.0 8 40.0 
1500-1999 4 66.7 2 33.3 9 64.3 5 35.7 
2000-2499 1 50.0 1 50.0 9 75.0 3 25.0 
2500- or more 3 100.0 0 0.0 7 87.5 1 12.5 
Don’t know/refuse 4 100.0 0 0.0 8 88.9 1 11.1 

Training you receive 

Total  29 82.9 6 17.1 48 72.7 18 27.3 
less than 500 0 0.0 2 100.0 0 0.0 0 0.0 
500-999 1 50.0 1 50.0 1 50.0 1 50.0 
1000-1499 9 50.0 9 50.0 9 42.9 12 57.1 
1500-1999 6 75.0 2 25.0 9 60.0 6 40.0 
2000-2499 2 100.0 0 0.0 13 100.0 0 0.0 
2500- or more 2 100.0 0 0.0 6 85.7 1 14.3 
Don’t know/refuse 4 66.7 2 33.3 11 100.0 0 0.0 

Amount of basic pay you receive 

Total  24 60.0 16 40.0 49 71.0 20 29.0 
less than 500 0 0.0 1 100.0 0 0.0 0 0.0 
500-999 0 0.0 0 0.0 0 0.0 0 0.0 
1000-1499 5 31.3 11 68.8 4 30.8 9 69.2 
1500-1999 1 25.0 3 75.0 3 25.0 9 75.0 
2000-2499 1 100.0 0 0.0 6 66.7 3 33.3 
2500- or more 1 100.0 0 0.0 1 33.3 2 66.7 
Don’t know/refuse 2 100.0 0 0.0 6 66.7 3 33.3 

Amount you receive in bonuses 
and overtime 

Total  10 40.0 15 60.0 20 43.5 26 56.5 
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less than 500 0 0.0 1 100.0 0 0.0 0 0.0 
500-999 2 100.0 0 0.0 0 0.0 1 100.0 
1000-1499 14 73.7 5 26.3 12 70.6 5 29.4 
1500-1999 8 100.0 0 0.0 12 80.0 3 20.0 
2000-2499 0 0.0 2 100.0 13 92.9 1 7.1 
2500- or more 1 100.0 0 0.0 7 87.5 1 12.5 
Don’t know/refuse 4 100.0 0 0.0 11 100.0 0 0.0 

Amount of holiday time/paid 
leave 

Total  29 78.4 8 21.6 55 83.3 11 16.7 
less than 500 0 0.0 1 100.0 0 0.0 0 0.0 
500-999 1 25.0 3 75.0 2 100.0 0 0.0 
1000-1499 14 73.7 5 26.3 13 72.2 5 27.8 
1500-1999 5 83.3 1 16.7 11 73.3 4 26.7 
2000-2499 1 50.0 1 50.0 13 92.9 1 7.1 
2500- or more 2 50.0 2 50.0 8 88.9 1 11.1 
Don’t know/refuse 2 100.0 0 0.0 8 88.9 1 11.1 

Job security 

Total  25 65.8 13 34.2 55 82.1 12 17.9 
less than 500 1 100.0 0 0.0 0 0.0 0 0.0 
500-999 2 100.0 0 0.0 1 100.0 0 0.0 
1000-1499 11 68.8 5 31.3 11 52.4 10 47.6 
1500-1999 7 77.8 2 22.2 9 56.3 7 43.8 
2000-2499 1 50.0 1 50.0 5 50.0 5 50.0 
2500- or more 2 66.7 1 33.3 7 77.8 2 22.2 
Don’t know/refuse 3 100.0 0 0.0 7 87.5 1 12.5 

Prospects for career 
advancement 

Total  27 75.0 9 25.0 40 61.5 25 38.5 
less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 4 80.0 1 20.0 2 66.7 1 33.3 
1000-1499 17 94.4 1 5.6 18 85.7 3 14.3 
1500-1999 7 100.0 0 0.0 10 62.5 6 37.5 
2000-2499 0 0.0 2 100.0 11 73.3 4 26.7 
2500- or more 2 66.7 1 33.3 6 75.0 2 25.0 
Don’t know/refuse 6 100.0 0 0.0 9 90.0 1 10.0 

Ability to balance your 
professional & personal life 

Total  38 88.4 5 11.6 57 77.0 17 23.0 
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less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 4 100.0 0 0.0 2 100.0 0 0.0 
1000-1499 18 85.7 3 14.3 18 90.0 2 10.0 
1500-1999 5 100.0 0 0.0 12 85.7 2 14.3 
2000-2499 2 100.0 0 0.0 9 81.8 2 18.2 
2500- or more 2 100.0 0 0.0 8 88.9 1 11.1 
Don’t know/refuse 4 80.0 1 20.0 8 88.9 1 11.1 

Ability to meet & network with 
other professionals  

Total  37 90.2 4 9.8 58 87.9 8 12.1 
less than 500 2 100.0 0 0.0 1 100.0 0 0.0 
500-999 4 100.0 0 0.0 3 100.0 0 0.0 
1000-1499 18 90.0 2 10.0 14 63.6 8 36.4 
1500-1999 9 100.0 0 0.0 15 83.3 3 16.7 
2000-2499 2 100.0 0 0.0 13 92.9 1 7.1 
2500- or more 3 100.0 0 0.0 8 88.9 1 11.1 
Don’t know/refuse 5 100.0 0 0.0 9 81.8 2 18.2 

Opportunity to use your skills 
and abilities 

Total 43 95.6 2 4.4 63 80.8 15 19.2 
Notes: * Count ** % satisfaction level of respondents per income category   

 




