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EXECUTIVE SUMMARY 

The overall aim of this report is to understand the drivers behind the decisions of higher 
educated graduates and workers in the creative and knowledge intensive industries to settle 
and find a job in the Munich region.  

Whereas other regional studies focus almost solely on firms and on the question why firms 
choose a certain location, this study stresses the importance of highly qualified employees for 
the competitiveness of a city region.  

Munich’s creative knowledge workers are drawn to Munich due to the attractive and 
differentiated labour market and the overall positive socio-economic situation.  

Concerning this socio-economic situation, it becomes apparent that Munich is one of the most 
important centres of research and development of the high tech industry as well as the media 
in Germany. Due to its concentration of research-intensive industries and knowledge-
intensive services, Munich has developed into one of the most dynamic und economically 
prosperous urban agglomerations in Europe. As a prospering economic location, the Munich 
region records a positive population development: the population has grown continually since 
1999. 

The Munich region can be considered to be one of the leading German locations for the 
creative and knowledge-intensive industries. 28.5 percent of all employees subject to social 
insurance contributions in the Munich region work in the creative knowledge sector, and in 
the city of Munich this even rises to 32 percent of all employees. Almost 8 percent of the total 
workforce is employed in the creative industries, and 9 percent in finance, the biggest sub-
sector of the knowledge-intensive industries in Munich.  

The educational level of the population in the city of Munich is high in comparison with other 
German cities. More than 20 percent of the working population had a university or 
polytechnic degree in 2005.  

Concerning the requirements and demands of these highly qualified workers, one important 
result of this survey is that creative knowledge workers are not a homogenous group. A 
comparison between creative and knowledge-intensive workers shows that they differ from 
one another in respect of their work and lifestyles, and consequently also in respect to their 
leisure activities and their requirements of their working and living environment. The creative 
workers can be described as more urban in respect of their pattern of space utilisation in the 
city. They are more likely to live in the city centre or the districts on the edge of the city, they 
go out more often, visit cultural events more often, and factors such as cultural diversity and 
diversity of leisure and entertainment play a somewhat greater role in their decision to live in 
Munich than is the case with knowledge-intensive workers. They are moreover more mobile, 
and less tied to the location of Munich. A greater proportion of them have an insecure 
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employment status or are self-employed, and achieve a lower income in spite of longer 
working hours – and surprisingly, they are more satisfied with their jobs than the knowledge-
intensive workers are.  

Concerning the question why the creative knowledge workers have settled in Munich, soft 
location factors like social diversity, openness to minorities, a high level of ethnic-cultural 
diversity, and a prevalence of a bohemian culture play only a very subordinate role. The place 
of work, a hard factor, plays the most important role in the decision to live in Munich for over 
two thirds of those surveyed. Another important reason is that of personal connections. 
Typical soft location factors such as the area surrounding Munich or the diversity of leisure 
activities take third place in the ranking of importance. With regard to their mobility 
behaviour and their sense of connection to a place, Munich’s creative knowledge workers are 
less mobile and more place-bound than other theories and studies on this group suggest.  

Furthermore, the evaluation showed that those factors which have a decisive influence on 
mobility behaviour amongst the overall population apply in the same way to the highly 
qualified knowledge workers. It can be stated here that readiness to move declines with 
increasing age, increases with increasing education, and that the smaller the household, the 
greater the readiness to move.  

Major problem areas are the availability of affordable housing as well as the high costs of 
living in the city and region of Munich. The fact that the high costs of living also represent a 
problem for highly qualified knowledge workers is understandable when the levels of income 
are taken into account: almost 10 percent earn less than 1000 euros per month, 64 earn 
between 1000 and 2999 euros net per month.  

As the study shows, for highly qualified knowledge workers a differentiated and opportunity-
rich labour market is the most important motive for living in Munich. Consequently any 
policy aimed at fostering the establishment and nurturing of firms in the knowledge-intensive 
and creative sectors is always simultaneously a policy for highly qualified people. Important 
policy areas in the Munich region include technology policy and university support, as well as 
policy on culture, science and education. The measures focus on supporting start-ups and 
enterprise networks, as well as providing space or buildings. 

Beyond that, there are no identifiable policy measures that are explicitly tailored in Munich to 
creative knowledge workers. It can however be argued here that a broad-based urban 
development policy with certain focus points is also a policy for highly qualified knowledge 
workers, since their needs – as the survey has shown – are not so different from those of the 
rest of the population. This type of urban development concerns the policy areas of housing, 
education and social infrastructure in particular. 
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1 INTRODUCTION 

1.1 Introduction and outline of the report  

In an increasingly innovation-driven economy, the opportunities of urban regions today are 
particularly formed by their potentials and capacities in the field of knowledge-intensive and 
creative economic activities (Krätke, 2007; Matthiesen, 2004; Kujath, 2005). To explain why 
some city regions are more successful than others in attracting knowledge-intensive and 
creative firms, for a long time regional studies focused almost solely on the question of why 
firms choose a certain location. For example, researchers such as e.g. Porter (1998) or Allen 
Scott (2004, 2006) see above all in the spatial concentration of firms, but also of institutions 
such as research centres and chambers and associations, an important reason why certain 
cities have a higher level of knowledge-intensive and creativity-oriented sectors than others. 
Consequently, cluster theories as well as ‘classic’ theories basically focus on the location 
behaviour of firms. Whereas neo-classic theories focus on hard factors like the extent and 
quality of infrastructure or the availability of capital and labour or tax regimes and related 
factors, cluster theories also take into account the institutional thickness of a region or the 
social relations and shared conventions between different actors in a region. In the case of 
these theories, employees come into play only in the form of the production factor of labour 
or as the labour market as a whole. This perspective, which focuses on companies, has been 
expanded by the researcher Richard Florida. In his work, he stresses the relevance of highly 
qualified employees for a region. Therefore, in his view cities should not only try to attract 
firms from the creative knowledge sector, but the people that work for these companies or that 
might start such companies themselves. If his verdict that “company follows talent” (Saris and 
Brouwer 2005, p. 113) is taken seriously, then knowing the needs of highly qualified 
employees becomes crucial for cities.  

Therefore, the main aim of this report is to asses which requirements and demands the highly 
qualified workers have of the city of Munich. What do they demand of their working and 
living environment? Are they satisfied with the services of the city of Munich?  

The report is structured as follows:  

The first chapter provides an overview of the Munich region, with the main focus being on 
the economic structure and in particular the development of the knowledge-intensive and 
creative industries. This chapter also describes what policies and concrete measures the city of 
Munich and the state of Bavaria are using in their attempts to support the knowledge-intensive 
and creative sectors. An overview of graduates and employees in the knowledge-intensive and 
creative industries forms the conclusion to this introductory chapter.  
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Chapter two explains the methodological procedure, from the drafting of the questionnaire to 
the execution of the research. The core of the report, namely the presentation and discussion 
of the results of the survey, is formed by chapter three.  

A summary and a discussion of the most important results viewed against the background of 
current theories and compared to the results of other studies are contained in chapter four, 
which is also the concluding chapter of this report.  

1.2 The Munich Metropolitan Region and its creative knowledge policy 

1.2.1 The Munich region  

Munich lies in the south of Germany and is the capital of the Free State of Bavaria. The city is 
the sole centre of the administrative district of Upper Bavaria (Nuts-2 region). Upper Bavaria 
belongs to the most dynamic regions of Europe in economic terms. Its economy is 
characterised by a strongly diversified industry and a high concentration of high-tech oriented 
firms as well as knowledge-intensive, business-oriented services. In contrast to many other 
regions in Germany, it shows also a positive demographic development resulting from 
migration, due to the wide-ranging employment opportunities of the region.  

With a current population of approximately 2.4 million inhabitants, the Munich region has 
developed into one of the most dynamic and economically prosperous urban agglomerations 
in Europe. The region of Munich that is formed by the planning region 14 of the Bavarian 
planning regions encompasses not only the city itself, but also the surrounding administrative 
districts (Landkreise) of Dachau, Ebersberg, Erding, Freising, Fürstenfeldbruck, Landsberg 
am Lech, München and Starnberg (see figure 1.1 and 1.2). With a surface area of 5,504 square 
kilometres, it is the second largest of the 18 Bavarian planning regions. It is also one of the 
most densely populated regions in southern Germany. The region is strongly oriented toward 
the state capital.  

The city of Munich, with a surface area of 310 square kilometres, makes up only 6 percent of 
the planning region, but almost 50 percent of the regional population. 1,337,030 million 
people (July 2007) live in this area. Approximately 60 percent of the total workforce 
(according to figures for those paying social insurance contributions) of the region has its 
place of work inside the city limits (1,026,330 workers). 
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Figure 1.1 - Bavaria’s 18 Planning Regions Figure 1.2 - The Regional Planning Association of the 
Munich Region  

  

Source: Regionaler Planungsverband München, 2006 

 

The following report will not refer to the city of Munich, but will instead be focused upon the 
area of the planning association 14, namely the planning region of the Munich region. 

The current socio-economic situation of Munich 

Situating Munich in the national context, it becomes apparent that Munich is one of the most 
important centres of research and development of the high tech industry as well as the media 
in Germany. Due to its concentration of research-intensive industries and knowledge-
intensive services, Munich has developed into one of the most dynamic und economically 
prosperous urban agglomerations in Europe.  

The current positive economic situation of Munich is reflected in the dynamic labour market, 
the low unemployment rate, the dynamic service sector, the high purchasing power as well as 
the positive demographic development.  

A comparison of the employment situation amongst large German cities reveals that Munich 
has had a comparatively low unemployment rate since the middle of the 1990s (see Table 
1.1). 
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Table 1.1 - Unemployment in German cities (annual average in %) 

 1996 1997 1998 1999 2000 2005 

 Berlin  15.70 17.30 17.90 15.9 15.8 19.0 
 Düsseldorf  11.50 12.20 11.40 9.7 8.5 13.6 
 Frankfurt  8.50 9.40 9.10 7.2 6.1 10.4 
 Hamburg 11.70 13.00 12.70 10.4 8.9 11.3 
 Cologne 13.50 14.40 14.40 12.3 11.0 13.5 
 Munich 6.50 7.30 6.80 5.3 4.5 8.3 
 Stuttgart  8.90 9.70 8.70 7.0 5.8 9.4 
 (Since 1997: the whole of Berlin)      
Source: LH München, 2000, LH München 2005 

 
The current unemployment rate in Munich is 5.3 percent (October 2007); some counties such 
as Freising and Erding have even less (Agentur für Arbeit München, 2007). 

One part of Munich’s strengths as a business location is based on the diversity of its economic 
structure and the mixture of global players and SMEs. This modern and balanced economic 
structure is often referred to as the ‘Munich Mix’ (“Münchner Mischung”). This term not only 
refers to the mixture of large and small enterprises, but also to the sectional structure of the 
economy. Another part of Munich’s economic success can be attributed to the existence of 
numerous clusters which can be classified under the production-oriented, knowledge-
intensive industries (such as biotechnology and the pharmaceutical industry, medical 
technology, environmental technology, ICT, aerospace) and the service sector (such as 
finance) as well as the creative sector (such as the media). They form the innovative growth 
poles of the city region. The clusters are not only made up by links among enterprises of the 
respective sectors, but also by links to the numerous research and educational institutions in 
the Munich area, by the networks of SMEs and large enterprises, as well as links to 
commercialisation protagonists.  

The Munich region can be considered to be one of the leading German locations for the 
creative and knowledge-intensive industries. 28.5 percent of all employees subject to social 
insurance contributions in the Munich region work in the creative knowledge sector, and in 
the city of Munich this even rises to 32 percent of all employees. Almost 8 percent of the total 
workforce is employed in the creative industries, and 9 percent in finance, the biggest sub-
sector of the knowledge-intensive industries in Munich (see chapter 1.3.2 of this report for a 
more detailed discussion).  

In 2004, the creative knowledge sector comprised more than 41,000 enterprises in the region 
of Munich. Around 28 percent of firms in the Munich region were active in the creative and 
knowledge-intensive sectors in 2004. They achieved a turnover of over 80.6 billion euros, 
which corresponds to just under a quarter of the total turnover of all the firms based in the 
Munich region, and in 2004 they employed 304,573 people. In Munich as the capital of 
Bavaria, the proportion of companies from the creative and knowledge-intensive sectors is 
higher than in the Munich region: approximately one third of all firms are active in these 
sectors of industry here. In 2004, the companies in the capital of Bavaria achieved a turnover 
of just under 51.2 billions, i.e. 22.1 percent of the total turnover of the city of Munich. A 
comparison of the knowledge-intensive and creative sectors shows that although about a third 
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of the firms in the region and in the Bavarian capital are active in the creative and knowledge-
intensive sectors, they achieve less than a quarter of the total turnover. It is particularly the 
companies in the creative sectors that achieve lower turnovers. Thus for example the 
economic importance and the relevance for the regional labour market of the knowledge-
intensive sectors is much greater than that of the creative sector: although 52.5 percent 
(region) and 55.2 percent (Munich city) of all creative and knowledge-intensive firms are 
active in the artistic-creative sector, they achieved only 22.1 percent (region) and 18.5 percent 
(Munich city) of the total turnover in the creative and knowledge-intensive sectors.  

Whereas the creative industries are characterised by small and medium-sized firms, finance is 
mostly accounted for by large firms.  

If one looks at the development of the number of firms in the period from 1996 to 2004, the 
creative sector in the region recorded growth of 30 percent, and the city recorded growth of 
34.3 percent. However, this increase in the number of firms dates above all to the period from 
1996 to 2000; thereafter, only slight growth is seen in the creative firms.  

Between 1996 and 2000, turnover in the creative sectors in both the region and the city of 
Munich saw positive development, whereas these companies suffered drops in turnover from 
2000 onwards. The advertising sector, architecture and publishing were particularly affected 
by declining turnover. In spite of the crisis in the media in 2002, the radio and television 
sector achieved gains in turnover. Nor was the media crisis associated with any significant 
loss of jobs; indeed, the city of Munich was able to record an increase in employment in the 
radio and television sector. Such gains in employment were however not typical for the 
creative sectors between 2000 and 2004: in Bavaria as well as in the Munich region and in 
Munich city, the employment numbers declined. The workforce in the sectors of publishing, 
video, film, music, photography, fashion and design, architecture and industrial design, as 
well as in advertising, was heavily affected by job losses. It can be assumed that in these 
sectors, many of the jobs subject to social insurance contributions were converted into so-
called “freelancer jobs”. The lowest rate of job losses was in the city of Munich, with just 
below 8 percent.  

Between 1996 and 2004, there was a positive development in the number of firms in the 
knowledge-intensive sectors, with the exception of the banking and insurance industries. 
Positive trends were also recorded in turnover in all of the knowledge-intensive sectors in this 
period, for both the region and the city of Munich. Looking at the years 2000 to 2004, only 
the ICT sector suffered slight losses (-1.3%) in turnover in the region. Despite the general 
positive development of the companies’ turnover, there are notable drops in employment, 
especially in the ICT and finance sectors with 7.5 percent and 3.7 percent decrease in the city 
of Munich. However, legal advice and business services represent that part of the knowledge-
intensive sectors that was able to record the highest employment gains in the region with 
almost 11 percent. For the city it is the sector of R&D with over 10 percent more employees. 

The decline in employment in the ICT sector (-7.5 percent in the city and -6.5 percent in the 
region between 2000 and 2004) combined with the negative development in the numbers of 
businesses in ICT in the city (-9.3 percent) and the region (-7.6 percent) can be explained by 
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“market adjustment processes” following the crisis in the new media and the internet 
economy.  

Regarding the sub-sectors of the creative knowledge sector, several sub-sectors show strong 
cluster tendencies, such as the media as well as ICT and finance. Due to the increasing 
merging of the ICT industries and the media, both clusters complement one another very 
successfully in the Munich region.  

The high level of education of the population, the excellent transport infrastructure and good 
accessibility, as well as the high number of public and semi-public research establishments, 
contribute to the attractiveness of the Munich region for the creative knowledge industries.  

As a prospering economic location, the Munich region records a positive population 
development: the population has grown continually since 1999. The proportion of foreigners 
(people with non-German passports) fluctuates around 17.4 percent; in the city of Munich it is 
around 24 percent. However, the current economic success of Munich is accompanied by 
‘poverty in the midst of prosperity’ – especially families with children, unemployed persons 
as well as foreigners are particularly affected by poverty.  

Munich’s economic success has also led to booming land and housing prices and rents, which 
pose severe problems especially for families with only one income, as well as other less 
affluent households. This is one reason why Munich still has negative balances of migration 
with its region. Another problem is the cutbacks in state-subsidised housing, which lead to 
extremely restrictive access conditions and consequently to a concentration of disadvantaged 
groups in certain areas of the city.  

Concerning intraregional differentiation, it is important to note that the suburbanisation of the 
population is still an issue: an over-proportionate growth of the population takes place in the 
surrounding areas, with growth rates over 10 percent, in contrast to growth of less than 0.5 
percent in the city. Marking a more recent trend, knowledge-intensive enterprises as well as 
headquarters locate themselves in suburbia – especially in the north-eastern part of the 
Munich region, on the so called airport axis.  

1.2.2 Policies supporting the creative knowledge sector 

Technology and innovation policies have a strong tradition in the Munich area, and Munich 
and Bavaria were among the first regions in Europe where policies for supporting innovation 
and technology were formulated. Since in Germany, the regional governments are largely 
responsible for R&D and education policy, the state of Bavaria is much more active in the 
Munich region than the city with regard to the financial means.  

 
Policies of the Free State of Bavaria 

Munich has benefited greatly from the technology and innovation policies of the state of 
Bavaria since the 1950s. In the 1950s and 1960s, furtherance of the armaments industry 
through the award of public sector contracts has played an important role for the many firms 
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in the region. From the 1980s up to the present, the conservative government of Bavaria 
(CSU) has set up several programmes for targeted support of innovation and technology: the 
money is spent on R&D, training, infrastructure, support for start-ups and technology transfer, 
to make Bavaria an attractive location for the high-tech industry.  

The most important programmes in the 1980s for targeted support of innovation and 
technology were the Bavarian Innovation Programme (BayIP) and the Bavarian Technology 
Introduction Programme (BayTEP), which in 2000 were combined to form the Bavarian 
Technology Programme (BayTP). The BayTP programme financially supports the transition 
of new technologies into profitable products and services. 

In the 1990s, research and development policy gained new impetus. The Bavarian 
government started two new programmes: the ‘Future Bavaria Initiative’ (‘Offensive Zukunft 
Bayern’) and the ‘High-Tech Initiative’. Together, the two initiatives accounted for around 4 
billion Euros (2.9 billion Euros for the Future Bavaria Initiative) (Bayerische Staatskanzlei, 
2006a und 2006b). The money is spent on R&D, training and infrastructure, and aims at 
making Bavaria an even more attractive location for the high-tech industry.  

Since February 2006, the Cluster Initiative (Bavaria’s cluster campaign) has implemented a 
subsequent stage of Bavarian innovation and economic policy. The cluster campaign is a new 
feature of the modernisation strategy, designed to enhance Bavaria’s role as a top location for 
business and science, which systematically follows on from the Bavarian High-Tech 
Initiative. Its aim is to build state-wide networks interlinking business and scientific potential 
in 19 defined clusters of industry and competence, and thus to activate innovation and 
productivity potential in these clusters. Although the efforts of the cluster initiative are 
directed at the entire territory of Bavaria, many of these investments will again benefit the city 
and the Munich region, since it has the highest concentration of knowledge-intensive firms, 
universities and research institutions.  

Concerning the financial scope, the capabilities of the state of Bavaria to finance programmes 
that are directed at improving entrepreneurship, commercialising knowledge and creating 
networks of innovation are much greater than those of the city of Munich.  

 
Policies of the city of Munich 

Compared with the state of Bavaria, the activities of Munich as its capital city appear modest 
– particularly as the city does not have the same financial means as the state of Bavaria. But 
there are some measures taken by the city of Munich, especially by the Department of Labour 
and Economic Development, to promote a knowledge-based economy. The measures 
essentially focus on supporting start-ups and enterprise networks, as well as providing space 
or buildings. 

One example for sector-specific innovation support is the Munich technology centre (MTZ, 
Münchner Technologiezentrum), which was founded in 1983 by the city of Munich and the 
chamber of industry and commerce. It offers office space for start-ups at below-market rents, 
and administrative services such as telecommunications and office management. The 
companies are also helped to build their client network, to get access to finance, or to market 
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their products at trade exhibitions. Another example for improving the knowledge base in 
Munich is the MEB (Münchner Existenzgründungsberatung), a consultancy office for start-
ups, organised by the city of Munich with the chamber of industry and commerce (LH 
München, 2002). Moreover, the city is also developing a life science park in Freiham in the 
western part of the city, as well as a park especially for media.  

Concerning policies relating to developing Munich into a creative knowledge city, the 
importance of positioning Munich as a knowledge-based city is slowly being recognised by 
the responsible players, especially by the Department of Labour and Economic Development. 
Although the city of Munich has not yet formulated a comprehensive strategy concerning 
development into a creative knowledge-based city, one can observe certain elements of 
activity in building a cohesive approach, e.g. by studies and research commissions.  

For some years, the Department of Labour and Economic Development (Referat für Arbeit 
und Wirtschaft) has been placing commissions for studies and research with external expert 
consultancies as well as with university institutions, which analyse the branches of industry 
based in Munich and the region.  

The report ‘Munich – City of Knowledge’ (2002) and its follow-up study of the same name 
(Hafner, Schier & von Streit, 2005) are concerned with Munich’s knowledge-related activities 
and strategies, and they also describe the enormous strength and variety of the city’s 
knowledge base. These studies relate to the profiling of Munich as a ‘City of Knowledge’ in 
the form of an atlas. They show thematic maps relating to knowledge-intensive and 
trendsetting industries such as IT and biotechnologies, and relating to Munich as a location 
for research and development in universities and enterprises (LH München, 2002; Hafner, 
Schier & von Streit, 2005).  

The question of what importance creativity and knowledge have for the competitiveness of 
the Munich city region has been investigated on behalf of the Department of Labour and 
Economic Development, in the study ‘location factor creativity’. The Social and Economic 
Geography department of LMU is critically evaluating Richard Florida’s approach of the 3Ts 
(Technology, Talents and Tolerance). This study also investigates the location requirements 
and location ties of highly qualified employees and transnational migrants, as well as the 
cultural economy of the city of working people. The results of the survey done for this study 
offers the possibility of comparing its results with the survey accomplished for this report (see 
chapter 3) 

In addition to the analysis of the development conditions of knowledge-intensive and 
creativity-oriented sectors, and the investigation into the attractiveness of Munich to 
knowledge workers, the city has drafted an action plan for how the city of Munich would like 
to make Munich into a city of knowledge. In this action plan (see Hafner, Schier, von Streit 
2005), the city has formulated several fields of activity which should be given priority in the 
next few years, such as ‘strengthening the knowledge base’, especially in the fields of adult 
education and schooling. Another important field is to ‘attract and retain talented people’, 
firstly by strengthening Munich’s image as a university city, and secondly by attracting highly 
qualified people to Munich (Hafner, Schier, von Streit 2005, p. 52). 
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Currently, it is planned to integrate ‘knowledge’ into the strategic development plan ‘Munich 
Perspective’ (Perspektive München); it would become something like a guiding principle and 
a significant field of strategic action for the city of Munich (LH München, 2005b). 

1.3 Creative knowledge workers and graduates in the Munich region  

1.3.1 Graduates from creative and knowledge-intensive disciplines  

According to an OECD study, the level of education in Germany is higher than the average of 
OECD countries. More than half of the population have an upper secondary or post-secondary 
education (ISCED 3 A/B, 4 A). A quarter of the population has a tertiary education, such as a 
university or polytechnic degree, or a qualification from vocational or technical schools and 
academies (ISCED 4 A and 5 A / B) (Statistische Ämter des Bundes und der Länder, 2006). 
As the ISCED-classification is only available on the national scale, other data has to be used 
for an analysis of the education level of the working force in the region of Munich.  

The educational level of the population in the city of Munich is high in comparison with other 
German cities. More than 20 percent of the working population had a university or 
polytechnic degree in 2005 (see figure 1.3). In the year 2000 the percentage had been just 17.7 
percent (INSM, 2006). 

 
Figure 1.3 - Working population (subject to social insurance contributions) with university or 
polytechnic degree in German cities in 2005, in percent 
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In the region of Munich, around 17 percent of the working population have a university or 
polytechnic degree, and more than half of the population has received vocational training (see 
Table 1.2).  

 
Table 1.2 - Level of education of the working population in the region of Munich in 2006 

Level of education Absolute numbers In percent 

Secondary I  123,763 11.5 

Secondary I with vocational training 484,098 45.1 

Secondary II 29,511 2.7 

Tertiary occupational qualification  59,491 5.5 

Polytechnic  59,400 5.5 

University 128,165 12 

Not known  188,424 17.5 

Unclassified 583 0.05 

Source: BAA 2006 

 
Munich has eleven universities, colleges and universities of applied science, with about 
90,000 students (see Table 1.3). This makes Munich the second-largest university centre in 
Germany, after Berlin. 

 
Table 1.3 - Universities in the Munich region 

University Number of students 

Ludwig-Maximilian university  46,203 
Technical University Munich 19,887 
Bundeswehr University  2,903 
Munich Institute of Higher Education for Politics 936 
Munich School of Philosophy 447 
Academy of Fine Arts 689 

University of Music and Performing Arts 757 
Munich Academy for Television and Film 386 
Munich University of Applied Sciences 13,037 
Stiftungsfachhochschule München 1,688 
Munich Business School 152 
Total  87,085 

Source: Bavarian State Office for Statistics and Data Processing, 2006 

 
In the academic year of 2004/2005, 10,829 students graduated from Munich’s universities and 
polytechnics. More than 10,000 students graduated from Munich’s universities: around 48 
percent of them were women and 14 percent foreigners. In comparison to the German 
average, the number of female graduates is rather low (54 percent of the graduates in 
Germany are women), the number of foreign graduates is rather high (9 percent of the 
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graduates in Germany are foreigners). Another 2,287 students graduated from Munich’s 
polytechnics: 45 percent of them were women and only 9 percent foreigners (see Table 1.4).  

 
Table 1.4 - Graduates of Munich’s polytechnics in the term 2004/05 

Germans Foreign persons Together  

total female total female  
Munich University of Applied Sciences 1740 677 203 88 1943 
Munich Business School  15 6 2 0 17 
Stiftungsfachhochschule Munich 314 237 13 11 327 
Altogether 2069 920 218 99 2287 
Source: Bavarian State Office for Statistics and Data Processing, 2006 

 
Almost 17 percent of the university students who finished their studies in the academic year 
of 2004/05 obtained their degree in the field of law, economics and social sciences (see Table 
1.5), and almost 17 percent did so in the fields of mathematics and natural sciences. 
Engineering assumes third place, with almost 16 percent (among the 1059 engineers are 180 
graduates in architecture). Six percent left university with a degree in journalism, arts or 
music. Engineering and mathematics are clearly dominated by men, but also more than 60 
percent of all graduates in law, economics and the social sciences are men. Women are over-
represented in the humanities, medical sciences as well as in the fields of journalism, arts and 
music.  

 
Table 1.5 Graduates of Munich’s universities in the year 2004/05 

Germans Foreign persons Altogether Field of study 
total female total female absolute percent 

Linguistics and cultural science 1030 711 175 215 1245 14.6 
Law, economics, social science 1 424 546 110 173 1597 18.7 
Mathematics and natural science 1 276 529 43 148 1424 16.7 
Medical science 1 039 636 49 71 1110 13.0 
Agricultural science, forestry and nutritional science 421 224 33 61 482 5.6 
Engineering 1059 186 59 282 1341 15.7 
Journalism, arts and music (excl. teaching professions) 408 298 58 101 509 6.0 
Teaching professions 803 503 3 4 807 9.4 
Sports 27 0 0 0 27 0.3 
Altogether  7487 3633 1055 530 8542 100.0 
Source: Bavarian State Office for Statistics and Data Processing, 2006 

 
The numbers of the graduates from the numerous academies and schools of drama, 
multimedia, journalism as well as radio and film are not included in the above data.  
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1.3.2 Creative knowledge workers in the Munich region  

The following statistical analysis concerning the number of employees of Munich’s creative 
knowledge sector is based on data provided by the German Federal Employment Office. The 
data has some particularities/weaknesses: most importantly, the data covers only employees 
subject to social insurance contributions, which means that freelancers as well as civil 
servants are not included. Consequently, the number of people working in sectors such as for 
example advertising, with a high proportion of freelancers, or universities, with a high 
proportion of civil servants, is systematically underestimated.  

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

1. The creative industries, which are made up of advertising, architecture, the art and 
antiques market, crafts, design, designer fashion, film and video, interactive leisure 
software, music, the performing arts, publishing, software and computer services, 
television and radio (adapted from DCMS, 1998).  

 
The knowledge industries are made up of 

2. Information & Communication Technology (ICT) (adapted from OECD definition) 
3. Finance   
4. Law and other business services  
5. R&D and higher education1 

 
In 2004, the proportion of employees subject to social insurance contributions working in the 
creative knowledge sector as defined above accounted for about 18 percent in Bavaria. In the 
region of Munich (planning region 14; see figure 1.2 for a map of the planning region) the 
proportion rises to over 28 percent of all employees work in this field. This figure is only 
topped by the city of Munich, where over 32 percent of all employees work in the creative 
knowledge sectors.  

 
Creative workers 

In 2004, 81,875 people worked in the creative industries in the region of Munich (see figure 
1.2 for a map of the region of Munich), more than 63 percent of them within the city 
boundaries (see Table 1.6).  

 

                                                 
1 See Annex 1 for a list of the selected NACE codes for each sector; it was decided to use the NACE codes and 
not the ISCO codes in this report as the Länder (states) are the lowest spatial level at which the ISCO codes are 
available in Germany and the NACE codes are also available for the Landkreise (counties). 
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Table 1.6 - Employees in the creative knowledge sector subject to social insurance contributions, in 
absolute figures and in relation to all employees, in 2004 

Bavaria Region of Munich 
(Planungsregion 14) 

Munich city  

Employees 
(abs.) 

% Employees 
(abs.) 

% Employees 
(abs.). 

% 

All sectors 
 

4,288,495 100 1,069,510 100 663,961 100 

Creative knowledge 
sector (altogether) 

770,164 17.96 304,573 28.48 214,496 32.31 

1. Creative Industries 
 

190,306 4.44 81,875 7.66 51,845 7.81 

Advertising 
 

14,864 0.35 7,243 0.68 5,107 0.77 

Architecture 
 

10,888 0.25 3,811 0.36 2,560 0.39 

Arts / antiques trade 
 

11,558 0.27 3,870 0.36 3,375 0.51 

Designer fashion 
 

40,691 0.95 3,333 0.31 1,424 0.21 

Video, film, music and 
photography 

13,123 0.31 8,590 0.80 4,545 0.68 

Music and visual and 
performing arts 

13,895 0.32 5,170 0.48 4,653 0.70 

Publishing 
 

31,716 0.74 14,817 1.39 10,579 1.59 

Computer games, 
software, electronic 
publishing 

43,534 1.02 26,360 2.46 14,843 2.24 

Radio and TV 
 

10,037 0.23 8,681 0.81 4,759 0.72 

2. Information 
Communication 
Technology 

139,777 3.26 47,375 4.43 31,352 4.72 

3. Finances 
 

188,251 4.39 76,064 7.11 59,866 9.02 

4. Law and other 
business services 

204,311 4.76 72,551 6.78 56,529 8.51 

5. R&D and higher 
education 

47,519 1.11 26,708 2.50 14,904 2.24 

Source: BAA 2006, own calculations 

 
If employment alone is used to determine the importance of the sub-sectors, computer games, 
software games, electronic publishing is the most important creative sub-sector. Almost one 
third of all creative employees (26,360 people) are working in this sector. More than half of 
them work in the city of Munich. This means that software is less concentrated in the city of 
Munich than other creative branches like for example advertising. The second biggest 
subsector is publishing with 18 percent of all creative workers in the Munich region. Then 
follow the fields of radio, TV“ as well as video, film, music, photography each with around 
10 percent and finally advertising with almost 9 percent of all employees in the creative field. 
More than 70 percent of all employees in advertising are working within the city boundaries. 

Over 8,500 people are employeed in the field of video, film and photography in the region of 
Munich. When the more than 8,500 employees of the radio and TV sector are added to this 
number, around 17,000 employees subject to social security contribution work in the 
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audiovisual media branch in the region of Munich. As freelancers are very common in these 
branches, it is estimated that at least one third of this number has to be added in order to 
determine how many people work in this field. The same applies for advertising. It is also 
estimated that the workforce is at least made up by one third up to a half of freelancers (LH 
München, 2003).  

Concerning the geographical location, only 55 percent of the audio-visual workforce are 
employed in the city of Munich and 45 percent in the region. But it must be stated that the 
majority of these 45 percent are concentrated in the county of Munich (Landkreis München) 
as a lot of radio and TV enterprises are to be found in the media clusters of Ismaning and 
Unterföhring (see also chapter 6 for the location of firms).  

 

Knowledge workers 

The biggest category within the knowledge sector is that of finance with 7 percent in the 
region and 9 percent of the whole workforce in the city of Munich. The sector is highly 
concentrated in the city of Munich: 80 percent of all people working in the field of finance do 
so within the city boundaries. Within the sector of finance around 40,000 people are 
employed at banks and credit institutions and almost 30,000 at insurances in the region of 
Munich (see Annex 3 for a detailed break down of NACE-Codes). In the second biggest 
sector, namely in law and other business services, 72,551 people are employed, which 
account for 6.8 percent of the whole workforce in the region. Within this sector almost 47,000 
people are employed in the heterogeneous field of legal accounting, book-keeping and 
auditing activities, tax consultancy, market research and public opinion polling, business and 
management consultancy. As professional workers like lawyers, notaries etc. are not 
represented in the data, that the number may well be higher. 

About 4.4 percent of all employees in the Munich region work in ICT and around two and a 
half percent, namely 26,708, in R&D. As mentioned before the number of people working at 
the universities as civil servants is not included in this data.  

 
Development of workers in the creative knowledge sectors 2000 - 2004 

The decrease in employees subject to social insurance contributions in the creative knowledge 
sectors in Germany, Bavaria, the region and the city of Munich (see Table 2.2) is concordant 
with the general decrease in employees subject to social insurance contributions in all sectors 
in the various spatial areas. However, in the region of Munich the decrease in employees in 
the creative knowledge industries and especially in the creative industries has been bigger 
than in all sectors. Two factors may be responsible for this trend. Firstly, jobs have actually 
been reduced. This seems to be plausible, in relation to the heavy losses in the sub-sectors of 
the creative industries such as designer/fashion and publishing, as these sub-sectors still have 
many manufacturing jobs which are increasingly outsourced to cheaper locations (Schier, 
2003; Biehler et al., 1994). Secondly, jobs subject to social insurance contributions have been 
converted into freelance jobs due to cost-cutting after the crisis in 2000. This seems to be 
plausible and in accordance with other studies in relation to jobs in advertising and in the film 
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industry. Considerable job gains have been made in the sub-sectors of radio and TV - 
especially in the city of Munich - despite of the “Kirch crisis” (Kirch-Krise) in 2002 (see 
Table 1.7). According to reports the media industry in Munich has recovered after the crisis. 
The sub-sector of software has remained stable despite of the crisis.  

 
Table 1.7 - Changes in the number of employees in the creative knowledge sector subject to social 
insurance contributions 2000-2004, in percent 
 Bavaria Region of Munich 

(Planungsregion 14) 
Munich city 

All Sectors -1.75 -0.14 -1.8 
Creative knowledge sector (altogether) -2.06 -1.09 -1.52 
1. Creative Industries -13.39 -8.90 -7.98 
Advertising -12.27 -15.99 -19.61 
Architecture -23.37 -21.81 -27.15 
Arts / antiques trade -6.47 -4.91 4.52 
Designer fashion -27.21 -30.59 -33.46 
Video, film, music and photography -21.18 -20.68 -16.76 
Music and visual and performing arts 4.07 -3.54 -0.73 
Publishing -16.71 -10.53 -11.20 
Computer games, software, electronic publishing 3.53 0.77 -0.85 
Radio and TV -1.56 0.98 16.76 
2. Information Communication Technology -8.03 -6.57 -7.49 
3. Finances -1.31 -1.33 -3.68 
4. Law and other business services 12.31 10.97 8.95 
5. R&D and higher education 13.26 7.30 10.17 

Source: BAA 2006, own calculations 

 
Concerning the development of the knowledge industries, it becomes apparent that 
employment in ICT has fallen. In general, it can be said that ICT manufacturing has 
experienced greater losses than ICT services. Manufacturing in ICT in particular is dominated 
by big international firms in the Munich region. There is a high cost pressure in the sector, 
with strong tendencies to relocate production abroad. Only the sector of instrument 
manufacture has experienced a growth in employment, as well as the sector of database 
activities in ICT services.  

Finance has experienced the biggest gains. Employment in banks in particular has risen by 
almost 30 percent. Law and other business services have also made considerable gains 
(around 10 percent). In the field of R&D and higher education, it has been only higher 
education (universities etc.) that has experienced an increase in employment from 2000 to 
2004.  
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2 METHODOLOGY 

2.1 Creating the questionnaire 

2.1.2 Steps involved in creating the questionnaire  

The questionnaire was developed and led by members in the Dublin team. The creation of the 
questionnaire entailed a number of different steps which involved collaboration both within 
the team as well as with members from the entire ACRE project. Below is an outline of the 
different steps followed in the formulation of the questionnaire, from its conception to the 
final version. 

1)  Developing the questionnaire 

The objective of this particular section of the 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 at a 
specific location in the region. A second and interrelated objective was to explore the role that 
both hard and soft factors play in workers and graduates decision to live in a particular 
location in the region, as indicated on guidelines and descriptions provided in the ACRE 
proposal.  

The formulation of many of the questions required drawing from current research on, for 
example, life satisfaction and quality of life issues. Upon completion of this task, the Dublin 
team met to share/discuss the questions produced and think about possible omissions. 
Through a deliberative process the Dublin team began by identifying and discarding 
overlapping questions. Once the overlaps were addressed, the challenge was to identify gaps 
in each section.  

The Dublin team piloted the questionnaire (sample of 12) locally and made adjustments from 
the feedback. Once the pilot questionnaire was implemented, a number of problems were 
identified with the exiting draft. The postdoctoral researcher, who conducted the pilot test, 
shared the experience and addressed some of the existing problems of the questionnaire to the 
entire Dublin team. The team agreed that substantive revisions of some sections of the 
questionnaire had to be made and some questions had to be rephrased. As soon as the post-
pilot editing was completed, the Dublin team met once again and went though the entire 
questionnaire to make sure it was substantively, grammatically and linguistically precise.  

2)  Distributing the draft questionnaire 

Upon completion of the first draft, the entire questionnaire was sent to the management team 
(Amsterdam). The questionnaire was then returned to the Dublin team with some minor 
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comments and suggestions. Changes and edits were made accordingly. At this point, the 
questionnaire was ready for distribution with all the teams. During the project meeting in 
March 2007 (Sofia), the Dublin team gave a general introduction to the rationale behind the 
structure and logistics of the questionnaire. In addition to the presentation, each of the 12 
teams was given a copy of the first draft of the questionnaire. After the presentation, each 
team was given a space to discuss, suggest and provide constructive comments on the existing 
draft of the questionnaire. After this general ‘questions-answers’ session in the conference 
room, a consensus was reached over how to proceed with the existing structure of the 
questionnaire: each team was to provide comments and suggestions on how to change the 
questionnaire to fit the broad objectives of the research as well as to account for the 
particularities of their individual case study. The teams had just over one month to provide 
comments. 

3) Feedback and revision 

One the agreed deadline was reached, the Dublin team met to discuss the received 
suggestions. Some of the suggestions were relatively straightforward and required minor 
editing’s. Others suggestions, however, required extensive thought and, in some cases, major 
substantive revisions. In the majority of cases, the suggestions and recommendations from the 
various teams were incorporated to the questionnaire. This, however, extended the size of the 
questionnaire significantly (more than double the original size), and we were thus faced with 
a problem of size/length of time per interview. After the recommendations were added to the 
questionnaire, a first draft was sent to the coordinating team – Amsterdam. The questionnaire 
was then fully revised and significantly reduced in size by then approved by the coordinator 
and the coordination team. The Dublin team was asked to ensure that the teams restrain from 
changing elements of the questionnaire, as it would make future comparisons difficult.  

4)  Posting online – extranet 

Once the coordination team fully revised the questionnaire, the Dublin team edited the 
questionnaire in accordance to the recommendations made and posted it on the extranet. This 
was done in May 2007. However, two months after the questionnaire had been posted one of 
the teams noticed a potential minor problem with one of the questions (question A2). The 
team raised the issue with the coordination team, who then asked the Dublin team to change 
question in accordance to the suggestion made. Once this suggestion was incorporated, the 
new version of the questionnaire was posted online (extranet) on July, 2007. 

The questionnaire was then adapted to suit the German and Munich situation as far possible, 
and translated into German. Dr. Reinhard Wieczorek, Head of the department for work and 
the economy (Referat für Arbeit und Wirtschaft) of the city of Munich, agreed to send out the 
invitation letter, in which he expressly requested addressees to take part in the survey. In a 
final step, the questionnaire was converted into the McSurvey format and duplicated. The 
McSurvey software has the advantage that after the survey is finished, the completed forms 
can be processed by scanning. The software automatically detects which check boxes are 
marked, and writes the results into a new file. This eliminates the need for manual input of 
data (the questionnaire is online: http://www2.fmg.uva.nl/acre/).  
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2.1.3 Content and structure of the questionnaire 

The questionnaire is divided into four categories: 

a) Satisfaction with the city: One of the key arguments in the debate on knowledge and 
creative cities, is that what are termed ‘soft factors’ are increasingly important in both the 
location decisions of firms/organisations as well as individual workers. In particular, it is 
argued that workers in the creative sector place a high value on what are termed ‘soft factors’, 
by which is meant for example the atmosphere of a city, the variety of attractions and interests 
that are to be found there. The idea behind the creation of this section of the questionnaire was 
to find out how satisfaction of workers and graduates were with different aspects of the city. 
In developing this section, it was intended to achieve an overall evaluation of the city. 

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 sought to 
address issues of satisfaction with respect to the respondents jobs and general work 
environment. 

c) Satisfaction with neighbourhood/area and dwelling: Although a persona can 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, the Dublin team thought it would be pertinent to 
address issues of neighbourhood and, more concretely, dwelling satisfaction. 

d) Section D Background data: Background information is essential in any 
questionnaire, as it is what provides a basis for the analysis.  

2.2 Sampling  

2.2.1 Sampling process 

The aim of the sampling process was to obtain 200 analysable questionnaires from different 
target groups which had been defined by the ACRE project team.  

The questionnaires were aimed at the following partly overlapping population categories: 

• university / polytechnic graduates; 25 respondents; 
• art / media school graduates: 25 respondents; 
• employees in ‘creative industries’: 75 respondents; 
• employees in knowledge-intensive companies:75 respondents; 
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The interview candidates were supposed to be employed in the following sectors:  

Creative industries:  

• Advertising (744) 
• Video, film, music and photography (921) and radio and TV (922): audiovisual media 
• Computer games, software, electronic publishing (722) 

 
Knowledge-intensive industries 

• Finance (65) 
• Law and other business services (741) 
• R&D and higher education (73;803) 

 

The spatial unit of reference is the Munich region (planning region 14) (see figure 1.2), since 
many firms in this sector are also located in the surrounding areas of Munich.  

It was decided not to select the interview partners via professional associations or the like, but 
to contact them via contact persons (department heads or similar) within firms. This 
presupposed a selection of those companies whose employees were to be surveyed.  

The procedure here was as follows:  

In order to secure a random selection of firms, we tried to use the register of companies held 
by the Chamber of Commerce and Industry of Munich and Upper Bavaria. With the aid of a 
database, firms can be selected randomly online from the individual branches of industry, 
according to their NACE codes. This database contains addresses, telephone numbers and 
details of contact persons. It was planned to contact the randomly selected firms by mail or 
telephone and ask them if they were willing to distribute the survey among their employees.  

2.2.2 Selection criteria 

Selection criteria for the firms were:  

• the different target groups: graduates and workers 
• the different predefined sectors 
• the location of the firms: inner city locations as well as urban fringe and suburban 

locations  
• the size of the firms 
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Concerning the company sizes and the location pattern,1 the sectors show different 
characteristics which had to be taken into account in the sampling process:  

Characteristics of the sector of advertising in the region of Munich 

In the year 2004, 7,243 people subject to social insurance contributions were employed in this 
sector in the Munich region. The sector is dominated by small firms, and the proportion of 
freelancers is high. Advertising activities are very much concentrated in the city of Munich. 
Sixty percent of all firms in the Munich region are to be found within the city borders.  

Characteristics of the sector of audiovisual media in the region of Munich  

Munich is considered to be a centre for the audiovisual media industry in Germany. Many 
firms can be found in the inner city (60 %) and in the media clusters which have developed in 
the county of Munich (30 %), especially in Ismaning and Unterföhring. This means that over 
90 percent of the firms with video and film activities are located in Munich and the county of 
Munich. Only 10 percent are to be found in the remaining counties of the Munich region. In 
2005, about 27,700 employees subject to social insurance contributions worked in this sector. 
The proportion of freelancers is high: it is estimated that every third employee in this sector is 
self-employed.  

The sector is characterised by a mixture of small (video and film) and large firms (TV and 
radio).  

Characteristics of the sector of software in the region of Munich 

The Munich region is considered to be a centre for this sector in Germany. In 2004, more than 
26,300 people were working in the software industry in the Munich region. The sector is 
made up of small firms and a considerable number of large international firms. In comparison 
to other sectors in the creative industries, the proportion of freelancers is low.  

More than half of the firms are concentrated in the city of Munich, and almost a quarter of 
firms are to be found in the county of Munich.  

Characteristics of the sector of finance in the region of Munich 

Munich is Germany’s second most important centre in the banking sector after Frankfurt. As 
measured by the number of people working in the sector, the sector of finance is the biggest 
sub-sector of the creative knowledge industry in the Munich region. More than 76,000 people 
were employed in this field in 2004. The proportion of freelancers is low and the sector is 
dominated by large banking and insurance companies.  

Concerning the location pattern, banks (651) are very much concentrated in the city of 
Munich. Almost 80 percent of the firms are located in the city and the county of Munich.  

                                                 
1 In the case of the location patterns, only those firms were taken into consideration which were recorded in the 
commercial register. The employee numbers refer only to employees subject to social insurance contributions. 
Those working on a freelance basis are not included.  
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Characteristics of the sector of law in the region of Munich 

As this sector is very heterogeneous, it was decided to concentrate on the following activities: 
law, legal accounting, book-keeping, consultancy, market research.  

In 2004, more than 72,500 people were working in this sector in the Munich region. The 
sector is dominated by small firms, and professionals account for a large proportion of the 
people working in this sector. Almost 80 percent of the firms are located in the city and the 
county of Munich. More than 60 percent of the firms are to be found within the city borders.  

As this sector contains a number of professions which are not listed in the register of 
companies at the Chamber of Industry and Commerce of Munich and Upper Bavaria, the 
chambers of these professions have to be contacted separately. This is the case for lawyers, 
notaries and patent agents. The interview candidates in these sectors could be selected by the 
respective chambers.  

Characteristics of the sector of R&D and higher education in the region of Munich 

This sector is made up of state universities, privately owned companies and state research 
institutions such as the 25 institutes of the Max-Planck-Gesellschaft (3,750 employees), the 
Leibniz-Gesellschaft and the Helmholtz-Gesellschaft in the region of Munich. Furthermore, 
there are many schools and academies which educate students in the field of audiovisual 
media. In 2004, more than 26,700 people were working in the field of R&D and higher 
education in the Munich region (civil servants are not included in this numbers). The sector is 
constituted by small firms as well as large institutions such as the universities and 
polytechnics, which are predominantly situated in the city and county of Munich.  

Several conclusions for the survey were drawn from the characteristics of the individual 
sectors:  

Firstly, care was taken to take adequate account of the respective proportions of large and 
small firms in the structure of the sample. Secondly, for reasons of feasibility as well as the 
high concentration of firms in the knowledge-intensive and creative sectors in the city and in 
the Munich administrative district (Landkreis), it was decided to limit the survey to firms 
within the city and the Munich administrative district.  

Furthermore, only research institutions were selected which are involved in work linked to the 
selected creative knowledge sectors. This meant restricting the survey of academic staff to 
departments and research institutions which carry out training for the selected sectors, or carry 
out research in this area.  
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2.3 Application of the questionnaire  

The strategy of randomly selecting firms with the aid of the company database of the Munich 
and Upper Bavaria chamber of commerce and industry, and encouraging these firms to take 
part in the survey, quickly proved not to be practicable, since many firms refused to co-
operate and were not prepared to distribute the questionnaires among their staff.  

We then made a targeted approach to firms and research institutions in the selected sectors 
with which we already had contact. Since the target group for the survey is formed by the 
employees rather than the firms, the targeted selection of firms seems justified.  

The target group of employees and graduates in large companies was reached via contacts in 
these companies. The questionnaires were distributed via these contacts, and the interview 
partners sent the completed forms back in a stamped return envelope. In this way, the target 
groups of graduates and employees in knowledge-intensive areas, such as e.g. trainees and 
employees in the banking and insurance sector, or in consultancy firms, were reached. 
Graduates and employees in the audiovisual media were surveyed via further education 
institutions in the audiovisual media. Employees in R&D at universities (various departments 
of the Ludwig-Maximilian University and the Technical University), as well as in the research 
institutions (e.g. the Max Planck Institute for Intellectual Property, Competition and Tax 
Law), were likewise surveyed in this way.  

However, the best rates of return were achieved where the questionnaire was distributed 
directly in the companies, and were collected from there in person a few days later. This 
procedure was used particularly in the case of employees in small firms in the creative 
knowledge sector, both in Munich and outside it, such as e.g. in advertising or in the case of 
lawyers and notaries. For the target group of employees of firms in the creative industries, 
questionnaires were also distributed in the firms in the media cluster in Ismaning and 
Unterföhring, as well as in software firms in Unterschleissheim.  

In this way, 202 usable questionnaires were generated. These forms were scanned in and 
transferred into the SPSS package with the aid of the McSurvey program, and ultimately 
evaluated.  

2.4 Problems and limitations 

Overall, the sample is too small to permit general statements to be derived from the study in 
relation to the individual occupational groups. In order to find out more about the different 
needs of the different professional milieus (see chapter 3.8), differentiated analyses would be 
necessary. Moreover, the age structure of the respondents is not balanced: over half of the 
respondents belong to the younger age group of those under 35. This results in distortions, 
e.g. regarding earnings, leisure activities and choice of residential location, and must be taken 
into account in any interpretation of the results.  

The following chapter deals with the results of the survey. 
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3 RESULTS 

3.1 Munich’s creative knowledge workers 

The results of the survey form the subject matter of the next chapter, which is intended to 
provide answers to the following questions: Munich’s creative knowledge workers – who are 
they? What requirements do they have of their living and working environments in the city or 
in the Munich region? How do they spend their free time? How satisfied are they with what is 
on offer (education, culture, leisure, living) in Munich? Why do they live here, or why did 
they move here?  

The chapter is divided into two parts. First of all, the group of creative knowledge workers as 
a whole is introduced. In a second step, a comparison is made between those people employed 
in the creative sector and in the knowledge-intensive sector, since we assume that these two 
groups differ from one another in respect of their work and lifestyles, and consequently also 
in respect of their leisure activities and their requirements of their living and working 
environments.  

Whenever it is possible, the results of this survey will be compared with the results of a study 
produced in 2007 for the Department of Labour and the Economy of the city of Munich, by 
Sabine Hafner and Anne von Streit. Within the framework of this study “Standortfaktor 
Kreativität” [“Creativity as a location factor”] (Hafner, von Streit, 2007), 511 creative 
knowledge workers in the city and in the Munich region were asked about their living and 
working environments. The sectors in which the survey participants worked, as well as the 
main questions, are comparable with the present study within the framework of ACRE.  

3.1.1 Demographic features of Munich’s creative knowledge workers: Who are they? 

A total of 202 creative knowledge workers took part in the survey. Almost half of those 
surveyed were women (47.5 percent). Separate examination of the creative and knowledge-
intensive sectors also shows the sex ratio to be very balanced: women account for about 49 
percent of those surveyed that could be assigned to the knowledge-intensive sectors, and for 
approximately 45 percent of those surveyed that belong to the creative sectors (see figure 3.1). 
This relatively high proportion of women is surprising, as the sex ratio at least in the 
knowledge-intensive sectors is in general less well balanced: according to the gender data 
report from the Federal Ministry for the Family, the Elderly, Women and Young People, men 
account for over four fifths (84 percent) of employees in the technical professions, and 86 
percent in the IT professions (Bundesministerium für Familie, Senioren, Frauen und Jugend, 
2005). 

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 28

Figure 3.1 – Sex ratio  
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Source: own survey 

 
Those surveyed were almost all of German nationality. Just 5 percent of them had a 
nationality other than German, the majority of these being Austrian. Consequently, foreigners 
are underrepresented in the sample.  

Furthermore, the creative knowledge workers surveyed in Munich are relatively young (see 
figure 3.2). Over half (51.3 percent) of the creative knowledge workers in the Munich study 
sample are aged between 25 and 34 (see figure 3.2). Just under a third of those surveyed fell 
into the 35 to 44 age group. However, only about 8 percent of those surveyed are younger 
than 25, and about 12 percent are older than 45. This young age structure results essentially 
from the requirement that the sample should include 100 graduates, i.e. those starting out in 
their profession, from the knowledge-based and creative sectors. 

 
Figure 3.2 – Age structure of the creative knowledge workers surveyed 
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Source: own survey 

 
The creative knowledge workers in Munich have a high level of education (see figure 3.3). 
The overwhelming majority of those surveyed (62.9 percent) have a degree awarded by a 
university or other higher education institution (Fachhochschule). Almost 40 percent obtained 
this degree in Munich. Since the Bachelor’s degree is still relatively rare in Germany, most of 
those surveyed have a degree equivalent to a Master’s degree. Around 6 percent of those 
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surveyed even have a doctorate. Only about 13 percent of Munich’s creative knowledge 
workers have only an ordinary school-leaving certificate (Hauptschulabschluss or 
Realschulabschluss). However, on the basis of the occupational activities they state in the 
questionnaire, one may assume that these latter also obtained vocational qualifications after 
leaving school. 

 
Figure 3.3 – Level of education 
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Source: own survey 

 
In accordance with the relatively young age structure of those surveyed, most of them live in 
households without children (see figure 3.4). One third live in single households (35 percent) 
and another third live with their partner in a 2-person household (31 percent). Only around 20 
percent of those surveyed live together with children. A non-negligible proportion of almost 
10 percent live in a non-family household with related or non-related people (flat share / 
house share). 

 
Figure 3.4 - Household categories of the creative knowledge workers in the survey 
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3.1.2 Basic residential features of Munich’s creative knowledge workers – where and how 
do they live?  

In the following, the questions addressed are about where those in the survey live, and how 
long they have lived in the Munich region or in the city of Munich.  

A very high degree of mobility is often attributed to highly qualified knowledge workers. 
They are regarded as occupational nomads, changing their places of residence frequently for 
job-related reasons (Noller 1999, Sassen 1991, Florida 2002a,b). What picture do we have 
here of Munich’s creative knowledge workers?  

Around 30 percent of those surveyed were born in Munich, and around 28 percent of those 
surveyed have always lived in the city of Munich or in the Munich region, and have never left 
it for longer periods of time. Consequently, 72 percent of those surveyed have after all lived 
for a year or longer in a place other than Munich or outside the Munich region.  

Nonetheless, more than half of the creative knowledge workers surveyed can be described as 
very tied to Munich as a location: almost 53 percent have lived in Munich for more than 10 
years. They cannot therefore be counted as highly mobile.  

The length of residence in Munich of the remaining survey subjects demonstrates a wide 
spread, from very short periods of time of less than a year to longer periods of up to 10 years 
(see figure 3.5). However, 11.7 percent of those surveyed only moved to the city or the 
Munich region less than a year previously. 

 
Figure 3.5 – Length of residence in the city / Munich region of the creative knowledge workers in the 
survey 
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Source: own survey 

 
The mobility of the survey participants within the region is higher, and moves within the city 
or the region occur relatively frequently. Thus with regard to the question of length of 
residence in the current district, it is shown that this is shorter than the survey participants’ 
length of residence in the region or city of Munich (see figure 3.6). The majority of the 
creative knowledge workers in the survey (42.9 percent) have only lived for one to five years 
in their current residential district. Around another 20 percent of those surveyed only moved 
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to their current residential district within the last 12 months. Around 17 percent of those 
surveyed have been resident in their current residential district for more than 5 years, and 20 
percent for more than 10 years. 

 
Figure 3.6 – Length of residence in the present residential area 
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Source: own survey 

 
Although around 30 percent of those surveyed were born in Munich, almost 60 percent of 
those surveyed stated that they had moved to their current place of residence from outside the 
Munich region; i.e. even those native to Munich have evidently left Munich at some point and 
later returned. Around 50 percent came from another city or region in Germany, around 7 
percent of those surveyed moved to the city or the Munich region from outside Germany, and 
2.5 percent even from outside Europe. Only about 8 percent of those surveyed have never 
moved and have always lived in the same place in the city or the Munich region. 

To what extent are the creative knowledge workers tied to a location? Do they intend to move 
away from Munich in the next three years? If so, for what reason do they wish to leave 
Munich? For the majority of those surveyed, a move away from Munich is not a topic for 
consideration at present. Of the creative knowledge workers, 29 percent regard it as very 
unlikely that they will move away from the Munich region in the next three years. A move 
away is regarded as virtually impossible for 19 percent of those surveyed, whilst 21 percent of 
the creative knowledge workers deem it completely impossible (see figure 3.7). 

Just under a third of those surveyed are considering leaving Munich within the next three 
years. Of those surveyed, 17 percent are likely to move away, and 6 percent are very likely to 
leave Munich, whilst 8 percent of those surveyed are as good as certain that they will not live 
in Munich for another three years. 

Those creative knowledge workers likely to leave Munich in the next three years cited career 
reasons, personal relationships or the fact that they wish to reduce their living costs as reasons 
for the possible move, with career reasons being the most significant. 
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Figure 3.7 – How likely is a move away from Munich in the next three years? 
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Source: own survey 

 
The majority of those surveyed prefer the city as a place to live in: more than three quarters of 
the creative knowledge workers in the survey live within the Munich city limits, while just a 
quarter live in the surrounding areas. Examination of the residential location within the city 
reveals the strong orientation towards the inner city among those surveyed: around 28 percent 
of them live directly in the inner city, and a further almost 19 percent live in districts that 
directly border on the city centre. Most of these are quarters that date to the years of industrial 
expansion in the late nineteenth century, with a high proportion of older buildings, which are 
characterised by a strong functional mix of residential, office space, various services and retail 
outlets, as well as a high level of cultural provision.  

According to Richard Florida’s hypotheses, those belonging to the “creative class”, i.e. highly 
qualified knowledge workers, seek out lively districts with an urban atmosphere, where they 
meet people similar to themselves and can make use of the extensive range of services on 
offer (Florida 2002a, 2003).  

However, the choice of residential location of this sample can also be explained by the low 
average age and the low proportion of those surveyed who stated that they lived with children, 
and thus accords with the classic lifecycle model. According to this model, young people and 
singles prefer inner city locations, in order to benefit from the high level of educational, 
cultural and work opportunities on offer there, and they leave the city for the surrounding 
areas when they start families, in search of larger apartments and a family-friendly 
environment with green space.  

Just under a third (30.8 percent) of those surveyed prefer the edge of the city as a place to live. 
Just over 20 percent of those surveyed live in the Munich region, and 6 percent of the creative 
knowledge workers come from further away (see figure 3.8). 
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Figure 3.8 – Current location of residence of the creative knowledge workers in Munich 
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Source: own survey 

 
Munich’s creative knowledge workers are mostly in rented accommodation: around 60 
percent of those surveyed have a tenancy with a private landlord, whilst a further 16 percent 
of those surveyed pay rent to a housing co-operative. Only 20.6 percent of the creative 
knowledge workers own their own homes. Just over half of home-owners have a mortgage to 
pay off. 

3.1.3 Basic employment features of Munich’s creative knowledge workers: What work do 
they do, and where do they work? 

If one looks at the sectors in which the creative knowledge workers are employed, it becomes 
clear that their areas of activity are also widely spread. Of the survey participants, 28.6 
percent work in R&D, and 20.6 percent of the creative knowledge workers work in 
audiovisual media. The advertising sector employs 13.8 percent of those surveyed. Similar 
proportions of creative knowledge workers are employed in the sectors of finance (13.2 
percent), computer games, software, electronic publishing (12.2 percent) and law and other 
business services (11.6 percent). 

Concerning the sectors, there are slightly more respondents from the knowledge-intensive 
sectors than from the creative sectors (see figure 3.9). 

Unfortunately, there was missing from the questionnaire any question that would have 
allowed deductions about the proportion of graduates in the sample. The relatively young age 
profile of the Munich sample however indicates a high proportion of graduates, as required 
for the research. 
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Figure 3.9 – Sectors 
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Source: own survey 

 
The sizes of the companies in which the creative knowledge workers work vary widely. 
Whilst just under 22 percent of those surveyed work in a company employing more than 2000 
people, around 19 per cent of creative knowledge workers have only between 10 and 49 
colleagues. In this study, the large employers include the universities as well as companies in 
the banking and insurance sector. Almost 10 percent of those surveyed work in very small 
firms with fewer than five staff. These smaller firms include those in advertising, the 
audiovisual media, and the chambers of lawyers and notaries.  

The creative knowledge workers in Munich can be categorised into various occupational 
groups. For this, the ISCO 88 (International Standard Classification of Occupations) of the 
International Labour Organisation (ILO) was used. According to this classification, the 
majority of those surveyed (27.4 percent) are to be assigned to the group “other 
professionals”. These are primarily legal, business and social science professionals. Another 
22 percent fall under “other associate professionals” in the sectors mentioned above. A further 
22 percent of those surveyed are professionals in technical areas, and just under 17 percent are 
to be assigned to the group of “teaching professionals”. In this survey, 7.1 percent have the 
position of office clerk. Only 3 percent of those surveyed could be classed as general 
managers. 

The overwhelming majority of creative knowledge workers (80.2 percent) are employees. 
Only one fifth (21.3 percent) of those surveyed is self-employed or freelancers. Two percent 
of those surveyed are not in employment. 

For the majority of those surveyed (63.8 percent), the net monthly income is between 1000 
and 2999 euros (see figure 3.10). Of the creative knowledge workers in this survey, 9.2 
percent earn less than 1000 euros (net) per month, and thus despite their good qualifications, 
they are among the low-paid workers in the city. By contrast, 3.5 percent of those surveyed 
have a net income of over 5000 euros a month, placing them among the top earners. 
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Figure 3.10 – Net monthly income 
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Source: own survey 

 
The Munich study sample does not allow the income and occupation of the creative 
knowledge workers to be correlated to one another. Since the occupational group of managers 
includes just six subjects, the low numbers involved do not permit any meaningful 
conclusions to be drawn. 

Instead, it is possible to establish a relationship between income and age of the creative 
knowledge workers. As one might expect, income increases with the age of the respondents 
(see Table 3.1). Whilst 9 percent of the 35-plus age group are counted among the top earners, 
and earn more than 5000 euro per month, not a single respondent aged under 35 can be 
assigned to this income group. Even in the income group of 3000 to 4999 euro, there are just 
4 percent of the under-35s, but 24 percent of those aged 35-plus. 

Conversely, only 4 percent of the older creative knowledge workers earn less than 1000 euro 
per month, but 13 percent of the younger respondents can be classified as low earners. 
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Table 3.1 - Age and income of creative knowledge workers 
Age Income  

Under 35 35-plus 
Total 

Number 15 3 18 less than 1000 
%  12.9% 3.8% 9.2% 
Number 85 40 125 1000-2999 
%  73.3% 50.6% 64.1% 
Number 5 19 24 3000-4999 
%  4.3% 24.1% 12.3% 
Number 0 7 7 5000 or above 
%  0.0% 8.9% 3.6% 
Number 11 10 21 Don’t know/ refuse 
%  9.5% 12.7% 10.8% 
Number 116 79 195 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 
Creative knowledge work is often associated with long working hours. Fifty-one percent of 
those surveyed work more than 43 hours a week, with 5 percent even working more than 55 
hours a week. Approximately 34 percent work between 31 and 42 hours a week. A minority 
of around 6 percent work between 21 and 30 hours, whilst 2.1 percent of those surveyed work 
for less than 20 hours a week. 

Long working hours come about because creative knowledge workers, particularly the self-
employed, have to work this amount of time in order to secure their material livelihood. 
Furthermore, work is often accorded a high status in the personal life plans of creative 
knowledge workers: according to a survey of self-employed people working in the new media 
in Munich (von Streit, forthcoming), professional activity provides a high degree of personal 
satisfaction and self-realisation. 

Half of the creative knowledge workers have an unlimited permanent contract. The 
employment contracts of 15.8 percent of those surveyed are limited to 12 months or more, 
whilst 6.4 percent of those surveyed are employed for less than 12 months, and 7.9 percent of 
the creative knowledge workers have contracts that are tied to specific projects. Of those in 
this survey, 6.9 percent are undergoing vocational training or are completing a trainee 
programme. Amongst the creative knowledge workers, 5.4 percent are working without a 
written contract. 

A majority of the creative knowledge workers (35 percent) have to spend between 15 and 29 
minutes on getting to their place of work or training. Around 27 percent of those surveyed 
need less than 15 minutes to get to work. However, there are also some creative knowledge 
workers who have to invest a relatively large amount of time in getting to work. Whilst for 
around 18 percent of those surveyed, the journey time to work of 30 to 44 minutes still seems 
quite moderate, around 13 percent of those surveyed need 45 to 59 minutes, and just over 3 
percent of those surveyed even take between 60 and 90 minutes for their journey to work. 
Teleworking is not very widespread at all: only 2.5 percent of the creative knowledge workers 
work from home. 
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3.2 Reasons for Munich as a place to live 

According to the hypotheses of Richard Florida (2002a,b, 2003, 2005), creative knowledge 
workers have high requirements of the cities in which they live. They seek out cities with a 
high quality of life, and have very decided requirements in relation to accommodation, the 
residential environment, and how they spend their leisure time. According to him, soft 
location factors such as an attractive living environment and a high quality of life are 
important to them. Florida supplements these factors with factors such as social diversity, 
openness to minorities as well as multiculturalism. Again according to Florida, a high level of 
ethnic-cultural diversity attracts creative knowledge workers. What factors do those surveyed 
in Munich regard as important? For Munich’s creative knowledge workers, a hard location 
factor represents the most important reason by far: 47 percent of all those surveyed stated that 
their jobs are the most important reason why they live in Munich (see figure 3.11). If one also 
includes those who class the place of work as the second, third or fourth most important 
reason, then one can see that the place of work plays an important role in the decision to move 
to Munich for over two thirds of those surveyed. 

Another important aspect of why many of those surveyed live in Munich is that of personal 
connections. Thus for example almost 13 percent of the creative knowledge workers who 
were surveyed stated that they live in Munich primarily because they were born there. Around 
8 percent of those surveyed live in Munich mainly because their families live here, whilst 4 
percent cited being close to friends as the decisive reason for living in Munich. The 
relationships forged whilst studying were cited by 7 percent of those surveyed as the primary 
reason why they currently live in Munich. 

Typical soft location factors such as the countryside attractions of the area surrounding 
Munich and the wide range of leisure opportunities and entertainment on offer represent the 
most important reason for living in Munich for only a small proportion of those surveyed, but 
have great importance as the third or fourth most important reason. The proximity to 
mountains and lakes was cited by around 11 percent as the third most important reason, and 
by around 10 percent as the fourth most important reason. The diversity of leisure activities 
on offer was given by approximately 11 percent as the third most important reason, and by 
roughly 12 percent as the fourth most important reason. One can thus assume that these soft 
location factors of Munich are not the decisive reason for living in Munich for many creative 
knowledge workers, but they made the decision to move there easier, or are greatly valued by 
those already living in Munich, and thus contribute to their reasons for their being happy to 
stay in Munich (see figure 2.12). 

A rather subordinate role in the decision to opt for Munich as a place to live is played by 
factors which Richard Florida categorises as important for the context of the USA. Aspects 
such as “openness to different types of people”, “gay/lesbian-friendly” and “internationality 
of the population” were mentioned by only a small proportion of those surveyed as any kind 
of reason – never mind the most important reason – for living in Munich.  
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Figure 3.11 – The most important reason for living in Munich 
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Source: own survey 
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Figure 3.12 – Ranking of the four most important reasons for living in Munich 
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Source: own survey 

 
Do those creative knowledge workers who were born in Munich, or who acquired their 
highest educational qualification there, have other reasons for living in Munich than those not 
born in Munich?  

As might be expected, most (36 percent) of those respondents who were born in Munich give 
“born here” as the most important reason why they live in Munich. Personal reasons, such as 
family, a network of relationships built up over years, familiarity with the city and the region 
are more important here than job-related reasons. However, even in this group, it is the job 
which 21 percent of the creative knowledge workers who were born in Munich name as the 
second most important reason why they live in Munich. 
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The situation is quite the reverse in the case of those creative knowledge workers who 
obtained their highest educational qualification in Munich. The majority of them (30 percent) 
give their job as the most important reason for living in Munich. This is followed by the 
reason “born here”, which 26 percent of this group gave as the second most important reason. 

The fact that the majority of creative knowledge workers live in Munich or in the Munich 
region primarily because of their place of work is also confirmed by the fact that around 40 
percent of those surveyed state that the statement “I live in this city because I found 
employment here” applies most closely to them (see figure 3.13). Roughly another 7 percent 
of those surveyed agree with the statement “I live in this city because my partner found 
employment here”. So for them, it is not their own place of work that is the decisive factor in 
why they live in Munich, but that of their partner. For 26.2 percent of those surveyed, other 
reasons played a more important role in the decision to live in Munich. For around 26%, none 
of the statements given applied. 

 
Figure 3.13 – Agreement with statements 
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Source: own survey 

 

3.3 Satisfaction with the city  

The following chapter deals with the question of how satisfied the creative knowledge 
workers are with the city of Munich or the Munich region. What do those surveyed value 
about Munich? Do they miss anything here? Which aspects of the city do they regard as 
problematic? 

First of all, it can be stated that overall, Munich’s creative knowledge workers are very 
satisfied with the quality of life in Munich. In order to enable an assessment of the degree of 
their satisfaction, they were asked to rate their satisfaction with their life in Munich, or in the 
Munich region, in quite general terms, by giving a value between 1 and 10, with 1 
representing “very satisfied” and 10 representing “very dissatisfied”. Over four fifths of those 
surveyed gave a value between 1 and 3, so that we can speak of a very high level of 
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satisfaction (see figure 3.14). Around 10 percent of those surveyed are very satisfied (value 1) 
with their life in Munich. Around 14 percent classed their satisfaction as moderate (value 4 to 
6). By contrast, only a vanishingly small minority of the creative knowledge workers were 
dissatisfied or very dissatisfied with their life in Munich: only 3.5 percent of those surveyed 
said they were dissatisfied (value 7 to 10). 

 
Figure 3.14 – General satisfaction with life in Munich 
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Moreover, more than 44 percent of those surveyed are of the opinion that the quality of life in 
Munich has not changed in the last five years (see figure 3.15). However, 14 percent think 
that it has become worse. Roughly the same proportion (13 percent) thinks that the quality of 
life has improved. 

 
Figure 3.15 – Development of the quality of life over the last five years 
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3.3.1 The leisure activities of Munich’s creative knowledge workers 

According to Richard Florida (2002a,b), knowledge workers prefer places with a diverse 
range of outdoor recreational activities (e.g. rowing, sailing, cycling, rock climbing) and 
associated lifestyle amenities. They are less interested in “big ticket” amenities such as “high” 
arts and culture or professional sports than in outdoor sports and subculture events. Do these 
hypotheses, which Richard Florida developed in the context of the USA, also apply to 
Munich’s creative knowledge workers?  

The most frequent leisure activity of those surveyed is visiting friends. Over half of them (56 
percent) said that they often met up with friends (see figure 3.16). Munich’s creative 
knowledge workers also like going out: 42 percent of those surveyed frequently go to a pub or 
a bar, or eat out (35 percent). Furthermore, many creative knowledge workers frequently like 
to spend their free time in parks (39 percent) or walking around town (29 percent). 
Unfortunately, no questions were asked about sporting activities. In the Munich comparison 
study however, it was shown that those surveyed certainly do engage in many sporting 
activities in their free time. Amongst the creative knowledge workers, in terms of frequency 
sports activities rank below visiting bars and restaurants, but above visiting cultural events, 
with individual sports such as skiing, mountain biking, jogging or yoga being more popular 
than team sports (Hafner, von Streit, 2007).  

Relatively infrequently, but nonetheless regularly, creative knowledge workers spend their 
free time going to the cinema, the theatre or to concerts, making excursions to the surrounding 
countryside, or going to a museum or art exhibition. 

A subordinate role in the leisure activities of creative knowledge workers is played by 
activities such as participating in residents’ associations, in religious activities, in community 
work or in political activities. Hardly any of those surveyed use their free time for these 
activities. Munich’s creative knowledge workers share this characteristic with Richard 
Florida’s “creative class”, whose adherents allegedly no longer seek their place in close 
neighbourhoods, and in attributes associated with such communities, such as civic clubs and 
political action, community work, but in communities with weaker ties. 
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Figure 3.16 – Frequency of leisure activities of creative knowledge workers 

0 10 20 30 40 50 60 70 80 90 100

Others

Participating in political activities

Participating in community work

Participating in Religious activities

Participating in Resident's associations

Visiting friends

Going to a festival

Going to parks

Going to sport events

Going to a night club

Excursions in national parks/peripheral green areas

Walking around city centre

Going to museum and/or art gallery

Going to movie, theatre and/or concerts

Eating out

Going out to the pub/bar

percent

often
seldom
never

 

Source: own survey 

 
Moreover, a good two thirds (67.8 percent) of Munich’s creative knowledge workers spend 
their weekends at home. Of those surveyed, 19.8 percent similarly spend their weekends in 
Munich city or in the Munich region, but not in their own home. In this survey, 11.9 percent 
spend their weekends outside Munich, but in Europe. 

3.3.2 Relationship between place of residence and leisure activities 

Do the creative knowledge workers pursue different leisure activities, or engage in certain 
activities more or less often, depending on where they live? Differences can in fact be 
established here: activities such as visiting pubs and bars, walking around town, or visiting 
friends are engaged in more frequently by those creative knowledge workers living in the city 
than by those living in the suburbs.  

For example, 56 percent of city centre dwellers often visit pubs and bars, whereas only 16 
percent of the respondents from suburbia do this frequently. In fact, 27 percent of the creative 
knowledge workers living in the suburbs never visit pubs and bars, compared to just 7 percent 
of city centre dwellers who never do so (see Annex 3.3.2). 
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The picture for walking around town is similar: 41 percent of those living in the city centre 
frequently walk around town, whilst only 7 percent of suburban respondents often spend their 
leisure time this way. Nineteen percent of suburban creative knowledge workers state that 
they never walk around town, compared with just 8 percent of city centre dwellers who never 
do so (see Annex 3.3.2) 

Respondents from the region also visit friends less often than those from the city centre. 
Whereas 65 percent of those living in the city centre state that they frequently visit friends in 
their leisure time, only 41 percent of the respondents from the region visit their friends 
frequently (see Annex 3.3.2).  

These differences in the frequency that leisure activities are engaged in can be primarily 
explained by the different life stages of those living in the city centre and those living in the 
suburbs: the latter are older, are more likely to have children, and therefore use their leisure 
time differently.  

By contrast, there are hardly any differences in the frequency of visiting restaurants. Whilst 
36 percent of the city centre dwellers frequently eat out, 32 percent of respondents living in 
the suburbs do so also. 

3.3.3 Satisfaction with what the city of Munich has to offer  

Overall, the survey participants are very satisfied with what the city of Munich has to offer. 
Munich’s creative knowledge workers are particularly satisfied with the quality of public 
spaces (see figure 3.17). Ninety percent of those surveyed are satisfied with the open spaces 
and parks in Munich, with roughly equal proportions being “very satisfied” (44 percent) and 
“fairly satisfied” (46 percent). Moreover, the Munich residents feel very safe there – at any 
rate, almost 90 percent of those surveyed stated that they were satisfied with safety in public 
spaces. Almost 90 percent of those surveyed are satisfied with the quality of shopping areas, 
with half of them in each case being “very satisfied” (46 percent) and “fairly satisfied” (44 
percent). The assessment of the architecture of the city / relevant monuments shows a similar 
picture, with a total of 84 percent of creative knowledge workers being satisfied. The quality 
and diversity of Munich’s restaurants are also highly rated by most survey participants. The 
quality and diversity of pubs scores less well. Around 5 percent are even dissatisfied with 
Munich’s bars and pubs. Over 70 percent of those surveyed are satisfied with the provision 
and quality of the museums in Munich. These high levels of satisfaction are not achieved with 
regard to the quality and range of festival events and cultural activities, with somewhat over 
50 percent expressing satisfaction. Around 5 percent of those surveyed even stated that they 
were not satisfied with this aspect.  

Fewer than 50 percent of those surveyed were satisfied with the quality of sports facilities; 
however, only very few were actually dissatisfied. Moreover, many of those surveyed 
answered this question with “don’t know”. 
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Satisfaction with public services is likewise very high amongst Munich’s creative knowledge 
workers, even if it is slightly lower than the satisfaction with the (leisure) opportunities of the 
Munich region. 

Seventy-five percent of the creative knowledge workers are satisfied with the quality of 
tourist attractions. These high satisfaction ratings are also achieved by the quality of the city’s 
transport system, with the majority of the survey participants being “satisfied” with this 
aspect, and only a smaller proportion being “very satisfied” (23 percent “very satisfied” and 
52 percent “satisfied”). 

The creative knowledge workers are least satisfied with transport within the Munich region. 
Reasons for this are no doubt the high levels of traffic as well as frequent traffic jams. With 
the aspect of connectivity between city and periphery, as well as with the aspect of the quality 
of the city’s transport system, 14 percent of those surveyed are dissatisfied in each case. 
Twelve percent are dissatisfied with transport within the city, whilst 11 percent express their 
displeasure over the number of bicycle lanes.  
 

Figure 3.17 – Satisfaction with activities / services offered by the city / Munich region 

 
Source: own survey 
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Furthermore, 11 percent of the creative knowledge workers said that they were dissatisfied 
with the police service. For 4.1 percent of those surveyed, the police service also elicited the 
highest proportion of “very dissatisfied” ratings. 

The apparently low level of satisfaction with social security and quality of health services 
arises above from the high number of “don’t know” responses for these two aspects. In 
Germany, these two aspects are not associated with municipal duties. The number of 
associations/organisations for social activities also seems to be of relevance to few survey 
participants, since the number of “don’t know” responses was strikingly high. 

3.3.4 Problem areas in the city, from the point of view of the knowledge-based workers 

In addition to the satisfaction with the (leisure) opportunities and the public services in the 
Munich region, the extent to which the creative knowledge workers find aspects of the 
Munich region to be worrying is also of interest. What problems do they perceive in the city? 
What annoys them?  

The Munich housing market can be identified as an important problem area. The availability 
of affordable living space worries the creative knowledge workers the most, by far. Over 90 
percent of those surveyed find this aspect worrying, with 62 percent of those surveyed even 
stating that they were “very worried” (see figure 3.18).  

Another problem area is that of traffic: just under two thirds (65 percent) of creative 
knowledge workers are concerned about traffic in the region, with the greatest proportion of 
those surveyed (49 percent) stated that they are “somewhat worried”. The air pollution caused 
by traffic is felt by 53 percent of the creative knowledge workers to be worrying, with the 
majority here too being “somewhat worried” (43 percent).  

There is a similar perception of social problems: almost half of those surveyed (47 percent) 
are concerned about aggressive/anti-social behaviour. Homelessness worries 42 percent of 
those surveyed.  

The labour market in Munich is not one of the foremost problem areas mentioned, but 38 
percent of the creative knowledge workers are concerned about the availability of jobs, 
although only 7 percent of those surveyed are “very worried” about this aspect. 

The themes of safety and crime in the public sphere, as well as local public transport, are not 
perceived by Munich’s knowledge-based workers to be problem areas for the city. Thus for 
example those participating in the survey see the amount of graffiti and demonstrations in 
public spaces as relatively unproblematic. Furthermore, just under 50 percent of creative 
knowledge workers in each case regard the aspects of safety and availability of public 
transport as not worrying. However, the proportion of respondents who are “not worried” (32 
percent) outweighs that of those who are “not worried at all” (17 percent). Also, Munich’s 
creative knowledge workers are either not worried, or not worried at all, about prostitution on 
the streets (44 percent) and the amount of crime in the city (42 percent). 
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Figure 3.18 – Factors causing concern (very worried or somewhat worried) 
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Source: own survey 

 
However, the high cost of living in the city and in the Munich region is another important 
problem area.  

In general, those taking part in the survey feel that living in Munich is expensive. In their 
assessment of the general costs of living, the vast majority of those surveyed state that living 
in Munich is expensive. The cost of living is perceived by 87 percent to be high; 53 percent of 
those surveyed rate it as “expensive” and a third of those surveyed as “very expensive”. 

The cost of housing above all is classed as very high (see figure 3.19). In this survey, 98 
percent are of the opinion that rents and mortgages in Munich are expensive or very 
expensive. This assessment is underlined by the fact that 82 percent of those surveyed regard 
housing costs as “very expensive”, whereas only 16 percent of those surveyed rate them as 
“expensive”. Not a single respondent rated housing costs as low. 

Other living costs are deemed expensive or average: the cost of basic services related to 
housing and the cost of leisure activities are still classed as relatively expensive, at 79 percent 
and 71 percent respectively, whilst transportation costs are classed as average by one third of 
those surveyed. In the case of the cost of food and beverages, the proportion of those rating it 
as average is almost the same as those rating it as expensive. However, hardly any of those 
surveyed rated these sub-areas as cheap. 
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Figure 3.19 – Assessment of the cost of living in Munich 
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Source: own survey 

3.3.5 Munich as a tolerant region: What do the knowledge-based workers think? 

According to Richard Florida (2002a,b), a tolerant urban atmosphere is important for creative 
knowledge workers. According to his hypothesis, the factors they particularly value in a city 
are factors such as multiculturalism, diversity and a climate of tolerance and openness to 
minorities. Do the creative knowledge workers perceive Munich as a city that is open towards 
foreigners, open to different people, and open to the new? Do they perceive Munich to be a 
tolerant region?  

Eighty-three percent of the creative knowledge workers agreed with the statement “This city 
is welcoming to people from other countries”, with 26 percent of those surveyed responding 
with “strongly agree” and almost twice as many (57 percent) responding with “agree”. Just 5 
percent of those surveyed disagreed with this statement, and nobody responded with “strongly 
disagree” (see figure 3.20). 

The majority also agreed with the statement that Munich is a lesbian- and gay-friendly city. In 
response to this statement, 52 percent of the creative knowledge workers agreed with this 
statement, with 9 percent of those surveyed agreeing strongly and 43 percent simply agreeing. 
Seven percent of those surveyed perceive Munich as intolerant of homosexuals, although 
none of those surveyed responded with “strongly disagree”. 

The response to the statement “This city is welcoming to visible minorities” was less clear. 
Although 31 percent of those surveyed once again agreed with the statement (6 percent 
indicating “strongly agree” and 25 percent indicating “agree”), just as great a proportion of 
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those surveyed neither agreed nor disagreed. Of those surveyed, 19 percent disagree with this 
statement, and 2 percent of those surveyed even “strongly disagree”. 

In response to the statement “This city is a place with tensions between different income 
groups”, opinion amongst the creative knowledge workers is divided. A quarter of those 
surveyed do not perceive any tensions between people with high and low incomes. In 
contrast, 34 percent agreed with statement that there are problems between different income 
groups.  

However, in assessing the agreement or disagreement with the statements mentioned above, 
the question arises as to just how important the factors such as tolerance and openness really 
are to the quality of life among the creative knowledge workers. Are they actually of any 
significance for those taking part in the survey? As has already been shown (cf. Fig. 3.11), 
aspects such as “open to different people”, “gay/lesbian-friendly” or “internationality of the 
population” are almost meaningless for the respondents in respect of their decision to move to 
Munich, or to live there. All three aspects were cited by at most three percent of those 
surveyed as a reason for moving to or living in Munich, and thus play a subordinate role for 
the creative knowledge workers. 

 
Figure 3.20 – How tolerant is Munich? 
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Source: own survey 

3.3.6 Satisfaction with neighbourhood and living environment  

As has already been shown (see 3.2.1), the majority of those surveyed prefer the city as a 
place to live in: more than three quarters of the creative knowledge workers in the survey live 
within the Munich city limits, while just a quarter live in the surrounding areas. Examination 
of residential location within the city reveals a strong orientation towards the inner city among 
those surveyed: around 28 percent of them live directly in the inner city, and a further almost 
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19 percent live in districts that directly border on the city centre. However, do those with 
children live differently – as one might expect – from those without children? Do they prefer 
a different living environment from that preferred by the others? This expectation is not 
fulfilled. Whilst it is true that creative knowledge workers with children are more often 
resident in the suburbs than other household types are, almost half of the family households 
live in the city centre. Over 70 percent of households with children prefer the city to the 
suburbs as a place to live. This could be explained by the fact that amongst highly qualified 
people, it is often the case that both parents are working, and living in the city makes it easier 
to combine family and work than living in suburbia. Short travel distances are an important 
factor for these household types.  

 
Figure 3.21 – Residential location according to household type 
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By contrast, there are clear differences in the choice of where to live depending on age (see 
figure 3.22). We find that the older the creative knowledge workers are, the more likely they 
are to live outside the city centre, or outside the city. Whilst 57 percent of those aged 25 to 34 
live in the city centre, only 19 percent of those in the survey aged between 55 and 64 live 
close to the centre.  

It is also striking that half of those aged 45 to 54 live in the suburbs, but only 17 percent of 
those aged 55 to 64 prefer to do so. However, the numbers here are too small to allow 
concrete conclusions to be drawn from that.  
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Figure 3.22 – Residential location according to age 
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Source: own survey 

 
Are the creative knowledge workers happy with the district or residential area in which they 
live? The question as to whether living in their district fulfils their expectations elicited a 
positive response from 81 percent of the creative knowledge workers. A general satisfaction 
can thus be established here too. Only 10 percent of those surveyed stated that they actually 
have higher expectations of their living environment, and are dissatisfied with living there. 
Another 9 percent of the creative knowledge workers made no evaluation of this. 

If one compares the satisfaction of those creative knowledge workers who live in the city 
centre with that of those living on the outskirts of the city and those living in suburbia, hardly 
any differences can be found.  

How satisfied are the creative knowledge workers with various aspects of their living 
environment? Here too, a generally very high level of satisfaction can be found: almost 90 
percent of those in the survey are satisfied with the “overall quality of life in neighbourhood” 
(see figure 3.23). Just 10 percent of those surveyed expressed dissatisfaction. Almost 40 
percent stated that they were “very satisfied” with the general quality of life of their living 
environment, and just over 50 percent were “quite satisfied”. Of those expressing 
dissatisfaction, the overwhelming majority (9 percent) are “somewhat dissatisfied”, whereas 
just 1 percent are “very dissatisfied”. 

The creative knowledge workers are most satisfied with the aspects of personal safety, access 
to public transport, access to public spaces and access to commercial facilities in their 
residential area. Just as on the level of the city as a whole, over 90 percent of those surveyed 
have no concerns about their personal safety in the district in which they live. Most of the 
creative knowledge workers are also satisfied with the aspects of access to public transport 
and access to public spaces: 90 percent of those in the survey find access to public transport to 
be satisfactory, whilst 85 percent are satisfied with the parks and green spaces within the 
district in which they live. Over 80 percent are satisfied with the shopping facilities for 
everyday needs. 
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Munich’s creative knowledge workers are less satisfied with the level of traffic noise, 
proximity to employment, appearance of the neighbourhood and the level of social interaction 
between neighbours in the district in which they live. Just under 30 percent of the creative 
knowledge workers are dissatisfied with traffic noise in their area, and would like it to be 
quieter. Just over 20 percent of those surveyed would like their workplace to be less distant 
from where they live. Twenty percent of the creative knowledge workers are dissatisfied with 
the appearance of their neighbourhood, and just under 20 percent of those surveyed would 
like more contact between neighbours. For all the aspects, in each case at least three times as 
many respondents were “somewhat dissatisfied” than were “very dissatisfied”. One can 
conclude from this that even those who express dissatisfaction are usually only moderately 
dissatisfied. 

 
Figure 3.23 – Satisfaction with various aspects of the neighbourhood 
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Which factors were important to the creative knowledge in their decision to move to the place 
where they now live residence? The greatest role is played by quite fundamental aspects such 
as the neighbourhood atmosphere, size of dwelling and cost of dwelling (see figure 3.24). In 
their choice of residential area, 83 percent of the creative knowledge workers placed great 
value on a pleasant atmosphere in the area. For around 80 percent of those questioned in each 
case, the size and cost of the accommodation were the decisive criteria in choosing where to 
live. Furthermore, for around three quarters of those surveyed it is important that their 
residential district offers good access to public transport. Proximity to services/facilities is 
deemed to be important by 72 percent of the creative knowledge workers. 

If one considers only the response category “very important”, it is apparent that housing costs 
represent the most important aspect in the choice of residential area. For 43 percent of those 
surveyed, housing costs are “very important”. This is followed by proximity to public 
transport, which 37 percent of the creative knowledge workers rate as “very important” when 
choosing where to live. A good third of those surveyed (35 percent) in each case stated that 
the availability of private open space and the distance from home to work was very important 
when choosing their residential area. 

In contrast to that, there are also some aspects on which the creative knowledge workers place 
less value. These include for example proximity to major roads / highways, proximity to 
pubs/nightclubs, availability of leisure facilities. For around three quarters of them, proximity 
to major roads / highways is unimportant for the choice of residential area. Proximity to pubs 
and bars is of no importance or very little importance to almost three quarters of those in the 
survey, and proximity to leisure facilities is deemed unimportant by 67 of those surveyed. 

Furthermore, the aspects of availability of crèches and proximity to good quality schools did 
not play any great role for the creative knowledge workers in their choice of a particular 
residential area. Of those surveyed, in each case 69 percent stated that these two aspects were 
unimportant for them. This is attributable to the fact that only 20 percent of the creative 
knowledge workers have children living with them, and most of those taking part in the 
survey thus do not require any childcare facilities and schools in their neighbourhood. 
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Figure 3.24 – Importance of factors in the decision to move to the current residential location 
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Source: own survey 

 

3.4 Satisfaction with job and work environment 

If one considers that for almost half of those surveyed, the place of work is the most important 
reason for them to live in Munich, then the question of satisfaction with this job and with the 
work environment is very important, since besides satisfaction with the city or with the 
region, this too plays a great role in the decision to remain in Munich.  

In general, a high degree of satisfaction with their job and work environment is found 
amongst the creative knowledge workers in Munich. Overall, almost 90 percent are satisfied 
with their job: almost two thirds stated that they are satisfied with their job, and 23 percent 
even stated that they were very satisfied. Just 6 percent of those surveyed are dissatisfied with 
their workplace (see figure 3.25). 

Examination of the individual aspects of the job and the work environment shows a high level 
of satisfaction overall. Over 80 percent of those surveyed find the friendliness of the working 
environment to be satisfactory. Similarly, almost 80 percent of those surveyed are satisfied 
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with the facilities in the workplace. Nor do the creative knowledge workers lack opportunities 
to influence their job and to use their own initiative. Thus for example 78 percent of those 
surveyed are satisfied with the scope for using their own initiative. Just under two thirds (63 
percent) of those surveyed are satisfied with their job security, a remarkably high proportion. 
Apart from this generally high level of satisfaction, some problem areas can be identified: 
thus the aspects of pay, opportunities for further training, prospects for career advancement, 
work/life balance and the number of days of paid holiday are associated with lower levels of 
satisfaction. The creative knowledge workers are least satisfied with their pay: 22 percent of 
those surveyed said that they are “dissatisfied” with the amount of pay they receive, and 5 
percent even admit to being “very dissatisfied”. A good fifth of those surveyed in each case 
are dissatisfied with the training they receive and the prospects for career advancement. 
Nineteen percent of the creative knowledge workers complain of the lack of opportunities for 
balancing work and private life. The number of days of paid holiday leaves 16 percent of the 
creative knowledge workers dissatisfied. For all the aspects referred to above, it is the case 
that those who are “dissatisfied” far outweigh those who are “very dissatisfied”. 

 
Figure 3.25 – Satisfaction with the individual aspects of work 
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3.5 Factors relating to satisfaction with the city of Munich 

Is satisfaction with the city of Munich greater, the higher the disposable income of the 
respondents? Does age affect the type of leisure activities people engage in, and above all 
their satisfaction with the leisure facilities available? These and other questions form the 
subject matter of the following section. Here, satisfaction with the city of Munich is combined 
with various factors such as age, gender and income, in order to reveal possible influencing 
factors. 

3.5.1 The influence of demographic factors 

Is Munich a city in which young people are more likely to feel at home? The results of the 
survey tend to indicate that Munich is a worthwhile city to live in for all age groups, since 
hardly any age-related differences in the general satisfaction with the city of Munich / the 
Munich region can be established.  

The generally very high level of satisfaction amongst the creative knowledge workers is 
reflected in both the young and the somewhat older creative knowledge workers (see Table 
3.2). Over 80 percent of those surveyed who are 34 or younger, and likewise over 80 percent 
of those aged 35 and over, are generally satisfied or very satisfied with life in Munich (values 
1-3). 

 
Table 3.2 - General satisfaction with the city of Munich / the Munich region according to age 

Age  Satisfaction 
up to 34 35 onwards Total 

Number 96 64 160 Satisfied 
% 82.8% 82.1% 82.5% 
Number 19 12 31 Moderately satisfied  
%  16.4% 15.4% 16.0% 
Number 1 2 3 Dissatisfied  
%  0.9% 2.6% 1.5% 
Number 116 78 194 Total 

  %  100.0% 100.0% 100.0% 
Source: own survey 

 
As one might assume, age has a certain influence on the leisure activities of those taking part 
in the survey (see Tables 3.3 to 3.5). Due to the low numbers in the very young and older age 
groups, in the following we distinguish between just two age groups, namely between those 
aged 35 and older and those aged up to and including 34. While the influence on activities 
such as making trips to the surrounding countryside, visiting parks or eating out is relatively 
small, and creative knowledge workers engage in these activities with roughly equal 
frequency or infrequency regardless of age, the 35-plus age group tend to visit cinemas 
slightly less frequently, but go to museums and exhibitions more frequently than those under 
35. Differences arise above all in the case of three activities, namely visiting pubs and bars, 
going to nightclubs/discos, and visiting friends. Whereas 56 percent of under-35s often visit 
pubs or bars, only 22 percent of older creative knowledge workers do so. Whilst 14 percent of 
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the younger respondents often visit a nightclub, no older respondents do. On the contrary – 71 
percent of creative knowledge workers aged 35 and over never go to nightclubs, whilst just 31 
percent of the younger respondents never visit them. 

The creative knowledge workers aged 35-plus also spend their free time less often in visiting 
friends that the under-35s do. Whilst a good two thirds of the younger respondents often visit 
friends in their free time, only a third of the older respondents do so. 

 
Table 3.3 - Relationship between age and frequency of visiting pubs/bars 

Age  Visiting a pub / bar 
up to 34 35 onwards Total 

Number 65 17 82 Often 
  % 55.6% 21.8% 42.1% 

Number 44 40 84 Rarely 
  %  37.6% 51.3% 43.1% 

Number 4 19 23 Never 
  %  3.4% 24.4% 11.8% 

Number 4 2 6 Don’t know 
  % 3.4% 2.6% 3.1% 

Number 117 78 195 Total 
  %  100.0% 100.0% 100.0% 
Source: own survey 

 
Table 3.4 - Relationship between age and frequency of visiting nightclubs/ discos 

Age  Visiting a nightclub /disco 
up to 34 35 onwards Total 

Number 16 0 16 Often 
  % 13.7% 0.0% 8.1% 

Number 54 8 62 Rarely 
  %  46.2% 10.0% 31.5% 

Number 36 57 93 Never 
  %  30.8% 71.3% 47.2% 

Number 11 15 26 Don’t know 
  % 9.4% 18.8% 13.2% 

Number 117 80 197 Total 
  %  100.0% 100.0% 100.0% 
Source: own survey 

 
Table 3.5 - Relationship between age and frequency of visiting friends 

Age  Visiting friends 
up to 34 35 onwards Total 

Number 81 27 108 Often 
  % 69.8% 33.8% 55.1% 

Number 26 46 72 Rarely 
  %  22.4% 57.5% 36.7% 

Number 6 3 9 Never 
  %  5.2% 3.8% 4.6% 

Number 3 4 7 Don’t know 
  % 2.6% 5.0% 3.6% 

Number 116 80 196 Total 
  %  100.0% 100.0% 100.0% 
Source: own survey 
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The different age groups also barely differ in terms of their satisfaction with leisure 
opportunities and public services in Munich. Satisfaction with leisure facilities and public 
services is roughly the same in both age groups, as already explained in section 3.3.2. In only 
two points can small differences be established. One involves satisfaction with pubs and bars: 
73 percent of the under-35s are satisfied with the provision and the quality, whilst for the 
older respondents the figure is 58 percent. However, this lower level of satisfaction amongst 
the older respondents does not result from a larger proportion of people who are dissatisfied, 
but from the fact that 21 percent of the older respondents marked “don’t know” (whereas only 
4 percent of the younger respondents did so). It may be concluded from this that pubs and 
bars are less important to the 35-plus age group (see Annex 3.5, Table 1). 

The picture regarding satisfaction with municipal hospitals is exactly the opposite: just under 
a third of the 35-plus age group are satisfied with the hospitals in Munich, whilst only 19 
percent of the younger respondents are. Here too, the difference in satisfaction arises mainly 
from the fact that 60 percent of the younger creative knowledge workers responded with 
“don’t know”, compared with just 46 percent of the older respondents. Here too, the 
interpretation that hospitals are less relevant for the younger age group seems plausible (see 
Annex 3.5, Table 2).  

As with age, gender has no decisive influence on satisfaction amongst creative knowledge 
workers. Women and men are almost equally satisfied with the city or region of Munich (see 
Table 3.6). Regarding the question of general satisfaction with life in Munich, 82 percent of 
women and 83 percent of men responded that they are satisfied or very satisfied (values 1-3). 

 
Table 3.6 - General satisfaction with the city of Munich / the Munich region according to gender 

Gender  Overall satisfaction with city 
 Female Male Total 

Number 75 85 160 Satisfied 
% 81.5% 82.5% 82.1% 
Number 17 14 31 Moderately 

Satisfied %  18.5% 13.6% 15.9% 
Number 0 4 4 Dissatisfied 
%  0.0% 3.9% 2.1% 
Number 92 103 195 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 
Closer inspection of gender-specific satisfaction with individual (leisure) facilities and public 
services offered by the city of Munich reveals hardly any differences. Aspects such as safety 
in public places, where one might expect gender-specific differences in satisfaction, are not 
rated differently by women and men. Thus for example 89 percent of female and 88 percent 
of male creative knowledge workers are satisfied with safety in public places. Not a single 
woman stated that she was dissatisfied with it. It can be concluded from this that women do 
not feel less safe than men do in public places in Munich (see Table 3.7). 
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Table 3.7 - Satisfaction with safety in public spaces according to gender (in percent and numbers) 
Gender  Satisfaction with safety in public 

spaces Female Male Total 
Number 82 92 174 Satisfied 
% 89.1% 87.6% 88.3% 
Number 8 7 15 Neither 
%  8.7% 6.7% 7.6% 
Number 0 4 4 Dissatisfied 
%  0.0% 3.8% 2.0% 
Number 2 2 4 Don't know 
% 2.2% 1.9% 2.0% 
Number 92 105 197 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 
The only aspects which men and women rate differently are the provision of cinemas, 
shopping facilities, and the provision of art and culture in Munich. The female creative 
knowledge workers are in each case more satisfied with the aforementioned aspects than the 
male respondents are. Whilst 87 percent of women are satisfied with the cinemas in Munich, 
only 70 percent of men said that they are happy with them. With regard to the shopping 
facilities in Munich, 95 percent of women and 86 percent of men are satisfied with them. 
Regarding the aspects of cultural and arts festivals, as well as art exhibitions and museums, 
women’s satisfaction is around 10 percent higher in each case than that of men (see Annex 
3.5, Table 3-6). 

In the case of the Munich study sample, it does not make sense to carry out evaluations 
according to the nationality of those people who were surveyed. Since only 6 percent of 
respondents have a nationality other than German, all correlations with the variable of 
nationality would show numbers that were too small, and would therefore not be meaningful. 

Concerning the relationship between place of residence and overall satisfaction with the city, 
the satisfaction is very high, regardless where the creative knowledge workers live. There are 
no significant differences between the city centre or the edge of the centre, the urban fringe, 
and the suburbs (see table 3.8).  

 
Table 3.8 - Place of residence and overall satisfaction with city 

Residence Overall satisfaction with city 
City centre/ 
edge of city 

Urban fringe Suburbia 
Total 

Number 76 50 35 161 Satisfied 
%  83.5% 82.0% 81.4% 82.6% 
Number 13 11 7 31 Moderate Satisfied 
%  14.3% 18.0% 16.3% 15.9% 
Number 2 0 1 3 Dissatisfied 
%  2.2% 0.0% 2.3% 1.5% 
Number 91 61 43 195 Total 
%  100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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Does the household type have an influence on the satisfaction with activities/services? With 
regard to satisfaction with leisure facilities and public services in the city of Munich, in the 
case of some aspects there are differences depending on the type of household. However, 
these results cannot be interpreted, due to the lack of plausible hypotheses. Just what the 
connection is for example between the type of household and satisfaction with restaurants in 
Munich or with art exhibitions is not clear. For this reason, the reader is simply referred to the 
tables relating to this in the Annex 3.5.1 (Table 7 – 12).  

3.5.2 The influence of job-related factors on satisfaction with the city of Munich / the 
Munich region 

Munich is a city with a high cost of living. Can one conclude from this that those knowledge-
based workers with a higher income are more satisfied with their life in Munich, possibly 
because they can afford more here? Differences in general satisfaction with the city or the 
region of Munich according to income can be found, and in fact they are somewhat larger 
than those in relation to gender and age. Thus as one might expect, general satisfaction with 
life in Munich rises with income. However, somewhat surprisingly, it decreases again 
amongst top earners (see Table 3.9). Of the low-waged creative knowledge workers (with a 
net monthly income of less than 1000 euros), 77 percent are satisfied or very satisfied with 
life in Munich (values 1-3), whilst amongst respondents who earn between 1000 and 2999 
euros (net) per month, it is 82 percent. Of those creative knowledge workers whose net 
monthly income is between 3000 and 4999 euros, 86 percent are in fact satisfied or very 
satisfied with life in Munich.  

Surprisingly, the top earners, with a net monthly income over 5000 euros, show the least 
satisfaction of all the creative knowledge workers. Only 71 percent of the top earners are 
satisfied or very satisfied, whilst almost a third (29 percent) of the top earners selected the 
values 4-7, and are thus not particularly satisfied – but also not particularly dissatisfied – with 
life in Munich. It must however be pointed out that in the Munich study sample, only 7 
respondents could be classed as top earners, so that the decreasing satisfaction of the top 
earners could also be attributable to maverick values as a result of absolute numbers being too 
low. 

 
Table 3.9 - General satisfaction with the city of Munich / the Munich region according to income 

Income  Overall satisfaction with 
city less than 1000 1000-2999 3000-4999 5000 or above Total 

Number 13 102 19 5 139 Satisfied 
% 76.5% 81.6% 86.4% 71.4% 81.3% 
Number 4 20 3 2 29 Moderately 

Satisfied %  23.5% 16.0% 13.6% 28.6% 17.0% 
Number 0 3 0 0 3 Dissatisfied 
%  0.0% 2.4% 0.0% 0.0% 1.8% 
Number 17 125 22 7 171 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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The type and frequency of leisure activities engaged in by the creative knowledge workers 
does have something to do with income to some extent. It is true that no significant 
differences were to be found in the case of activities such as going to parks or to the cinema 
or theatre, since the low-waged engage in these activities just as frequently as the top earners. 
However, in the case of some activities, such as eating out or making trips to the surrounding 
countryside or visiting friends, differences between the income groups do arise (see Annex 
3.5, Table 13 - 18). 

Whilst just one third of the low-waged, those earning less than 1000 Euro (net) per month, 
often eat out, 86 percent of top earners frequently visit restaurants. The remaining top earners 
do at least eat out on rare occasions, but none of them said that they never do so. Amongst 
low earners, and also in the income group between 1000 and 2999 Euro per month, there are 
still 6 percent of respondents in each case who never eat out. However, the meaningfulness of 
this interpretation is limited by the low numbers involved. 

Another leisure activity in which differences between the income groups can be established is 
that of making trips to the surrounding countryside. Whilst 18 percent of those respondents 
with a (net) monthly income between 1000 and 2999 Euro often make trips to the surrounding 
countryside, there is not a single low earner (less than 1000 Euro per month) that does this 
frequently. The majority of low earners (83 percent) make trips to the countryside only rarely.  

The frequency with which creative knowledge workers in this survey visit friends in their free 
time also differs according to income. With rising income, visits to friends become more 
infrequent. Whilst 71 percent of low earners often visit their friends, only one third of those 
earning between 3000 and 4999 Euro do so. Of the top earners, only 29 percent often spend 
their free time with friends. 

With regard to satisfaction with leisure facilities or public services, the income groups do not 
differ from one another in most aspects. For example, they are equally satisfied with public 
spaces or safety in public places regardless of income. Some aspects, such as art exhibitions 
and museums, restaurants or public transport are however rated differently depending on 
income (see Tables 16 - 18 in the Annex 3.5). 

The low earners are more satisfied with art exhibitions and museums than those respondents 
who earn between 1000 and 2999 or between 3000 and 4999 Euro. Of the low earners, 88 
percent stated that they are satisfied, whereas for the other two income groups, only 71 
percent are satisfied in each case. The lower satisfaction expressed by those earning more 
does not however mean that there are more who are dissatisfied in these income groups, but 
rather results from the fact that more of those respondents answered with “don’t know”. Only 
6 percent of the low earners indicated “don’t know”, compared with 17 percent of those 
respondents who earn between 3000 and 4999 Euro. By contrast, 100% of the top earners are 
satisfied. Once again, this is attributable to the low numbers in the group of top earners. 

The different income groups also show different rates of satisfaction with restaurants in 
Munich. Here, satisfaction rises with income. Whilst 86 percent of top earners are satisfied 
with the restaurants, this proportion drops amongst low earners to just under three quarters of 
respondents. Amongst the low earners, 22 percent stated that they are neither satisfied nor 
dissatisfied; in the other income groups, this response was given by 12 to 14 percent of 
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respondents in each case. These differing levels of satisfaction could be attributable to the fact 
that the low earners find many restaurants too expensive, and thus the provision of restaurants 
for low earners is less than for the top earners. 

The income groups also show different levels of satisfaction with public transport. Once 
again, satisfaction increases with income. Whilst just over half of low earners are satisfied 
with local public transport in Munich, in the middle income group (1000 to 2999 Euro) this 
figure rises to 76 percent. Amongst those respondents who earn between 3000 and 4999 Euro, 
83 percent are satisfied with public transport. This might be related to the fact that lower 
income groups depend on public transport and use it more often than higher income groups. 

Does the type of employment contract influence the extent of the sense of connection that the 
creative knowledge workers feel to the city of Munich? The assumption is that creative 
knowledge workers who have limited-term contracts are more likely to consider a move in the 
near future than those creative knowledge workers with permanent contracts. 

In fact the respondents with limited-term contracts are more likely to consider a move than 
those in permanent positions (see Table 3.10). Whereas 17 percent of respondents with 
limited-term contracts are very likely to move away from Munich in the next three years, only 
11 percent of those with permanent jobs are very likely to move. Likewise, only 15 percent of 
the creative knowledge workers with limited contracts completely discount the possibility of a 
move, whereas of those with permanent contracts, it is 27 percent for whom a move is 
certainly out of the question in the next three years. It must however be emphasised here that 
this interpretation loses meaningfulness on account of the small numbers involved. 

However, the overwhelming majority of both groups (47 percent of those with permanent 
contracts and 54 percent of those with limited-term contracts) regard a move away from 
Munich in the next three years as not very likely. 

 
Table 3.10 - Likelihood of moving in the next 3 years depending on type of employment contract 

Employment contract  Likelihood of moving 
unlimited Limited other Total 

Number 11 9 2 22 Very probable 
% 11.3% 16.7% 6.1% 12.0% 
Number 14 8 8 30 Probable 
%  14.4% 14.8% 24.2% 16.3% 
Number 46 29 17 92 Not very probable 
%  47.4% 53.7% 51.5% 50.0% 
Number 26 8 6 40 Completely impossible 
% 26.8% 14.8% 18.2% 21.7% 
Number 97 54 33 184 Total 
%  100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 
For highly qualified people, their paid work represents an important area of their life. One 
might suppose from this that the more satisfied the creative knowledge workers are with their 
jobs, the more satisfied they are with their life in Munich too. This correlation can certainly be 
confirmed. Thus those who are satisfied with their job show somewhat higher rates of general 
satisfaction with life in Munich than those who are dissatisfied with their work. 68 percent of 
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those respondents who are satisfied with their jobs are also satisfied with life in Munich. 
Amongst those respondents who are dissatisfied with their jobs, satisfaction with the city is 
“only” 75 percent. 

This relationship does not apply the other way around, however: the assumption that the more 
dissatisfied the creative knowledge workers are with their jobs, the more dissatisfied they are 
with life in Munich cannot be confirmed (see Table 3.11). Three quarters of the creative 
knowledge workers who are “dissatisfied” with their work are nonetheless satisfied or very 
satisfied (values 1-3) with life in Munich. In fact, none of those who are dissatisfied with their 
jobs is simultaneously dissatisfied with life in Munich. 

 
Table 3.11 - Relationship between overall satisfaction with the job and overall satisfaction with the 
city 

Overall Satisfaction with city  Overall satisfaction with job 
Satisfied Moderately satisfied Dissatisfied Total 

Number 142 21 2 165 Satisfied 
% 86.1% 12.7% 1.2% 100.0% 
Number 8 5 1 14 Neither 

%  57.1% 35.7% 7.1% 100.0% 
Number 9 3 0 12 Dissatisfied 
%  75.0% 25.0% 0.0% 100.0% 
Number 159 29 3 191 Total 
%  83.2% 15.2% 1.6% 100.0% 

Source: own survey 

 
To what extent does the time taken to travel to work influence the general satisfaction with 
life in Munich? Are those creative knowledge workers who need more time for their journey 
to work necessarily less satisfied with the city or region of Munich? An inverse correlation 
between commuting times and general satisfaction with the city can be partially confirmed 
see Table 3.12). Thus for example those creative knowledge workers whose travel time to 
work is between half an hour and one hour are less satisfied with life in Munich than those 
whose journey takes than 30 minutes. Of those respondents whose journey is less than half an 
hour, 86 percent are satisfied with life in Munich. By contrast, satisfaction amongst those 
whose journey takes between 30 and 60 minutes is just 73 percent. The satisfaction of those 
whose journey to work takes 60 to 90 minutes lies at 86 percent, although this figure is not 
meaningful, on account of the low numbers involved (just 6). 
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Table 3.12 - Relationship between commuting times and overall satisfaction with the city 
Overall Satisfaction with city  How long does it take to 

travel to work? Satisfied Moderately satisfied Dissatisfied Total 
Number 5 0 0 5 I work from 

home % 100.0% 0.0% 0.0% 100.0% 
Number 44 9 0 53 Less than 15 

mins. %  83.0% 17.0% 0.0% 100.0% 
Number 60 7 1 68 15-29 mins. 
%  88.2% 10.3% 1.5% 100.0% 
Number 27 9 0 36 30-45 mins. 
%  75.0% 25.0% 0.0% 100.0% 
Number 19 6 2 27 45-59 mins. 
%  70.4% 22.2% 7.4% 100.0% 
Number 6 0 1 7 60-90 mins. 
%  85.7% 0.0% 14.3% 100.0% 
Number 1 0 0 1 Don’t know 
%  100.0% .0% .0% 100.0% 
Number 162 31 4 197 Total 
%  82.2% 15.7% 2.0% 100.0% 

Source: own survey 

 

3.6 The influence of various factors on mobility 

Highly qualified professional groups in the areas of finance, ICT, advertising and marketing 
are often said to have a global orientation and a high degree of occupational mobility. Various 
authors see them as an important social group which, through the expansion of highly 
qualified jobs in the service sector, has for some considerable time been moving into the 
central focus of attention not only in the global cities (cf. Noller 1999; Sassen 1991; Reich 
1993). Florida (2002a,b) also ascribes a high level of mobility to this group.  

Furthermore, other studies, such as e.g. that on the occupational mobility of various ways of 
life (Schneider et al. 2001), show that age, level of education, gender and household size exert 
a decisive influence on mobility behaviour. Do these factors also influence the mobility 
behaviour of creative knowledge workers?  

In the following, we shall consider whether, and in what way, these factors influence the 
mobility of Munich’s creative knowledge workers. Mobility can be viewed from various 
perspectives here. On the one hand, past mobility is of interest, in other words the question of 
where the creative knowledge workers have lived before they moved to their present place of 
residence. On the other hand, future mobility is significant, in other words the question as to 
the likelihood that the creative knowledge workers will move away from Munich within the 
next three years. Furthermore, the time that people have been living in Munich can also say 
something about the mobility behaviour of the creative knowledge workers. 
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3.6.1 The influence of age on mobility 

In addition to the level of education, the age of the creative knowledge workers influences 
their mobility. If one looks at past mobility according to age, one cannot draw clear 
conclusions since the distribution is relatively balanced, but in an investigation of future 
mobility it is clearly shown that mobility drops with age. These results agree with those of 
other studies, in which people aged between 20 and 30 are said to have the greatest mobility 
(e.g. Wagner 1989; Schneider 2001). In this phase, job-related mobility is at its greatest, and 
thereafter declines, to arrive at a relatively low level after the age of 30. Other factors that 
inhibit mobility are home ownership and starting a family – factors which increase with 
increasing age.  

These relationships also hold true for Munich. Thus for example a connection can be clearly 
established between the age of the creative knowledge workers and their future mobility. The 
older the creative knowledge workers are, the more likely they are to stay in Munich (see 
Table 3.13). Whereas just 16 percent of the under-35s completely rule out a move away from 
Munich within the next three years, such a move is out of the question for 29 percent of the 
over-35s. Fifty-four percent of the older respondents view a move away as not very likely, 
compared with just 44 percent of the younger respondents. 

Analogously, moving away from Munich is more likely, the younger the creative knowledge 
workers are. Whilst 17 percent of the under-35s are very likely to leave Munich within the 
next three years, only 9 percent of the over-35s are very likely to do so. A move away from 
Munich is seen as likely by 23 percent of younger respondents and by just 8 percent of the 
older respondents. 

 
Table 3.13 - Age of respondents and the likelihood of moving away from Munich within the next 
three years 

Age  Likelihood of moving away 
up to 34 35 onwards Total 

Number 20 7 27 Very probable 
% 17.4% 8.9% 13.9% 
Number 26 6 32 Probable  
%  22.6% 7.6% 16.5% 
Number 51 43 94 Not very probable  
%  44.3% 54.4% 48.5% 
Number 18 23 41 Completely 

impossible % 15.7% 29.1% 21.1% 
Number 115 79 194 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 

The fact that the younger creative knowledge workers are more mobile than the older ones is 
also shown by the fact that those aged 35 and over have already lived in the city or region of 
Munich for considerably longer than the under-35s (see Table 3.14). More than three quarters 
of the older creative knowledge workers have lived in Munich for more than ten years, 
whereas as only just over a third of the younger creative knowledge workers have live in 
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Munich so long. By contrast, just under a third of the younger respondents but only 4 percent 
of the older ones have lived in Munich for less than two years. 

 
Table 3.14 - Relationship between age and length of time living in Munich 

Age  Time lived in city 
up to 34 35 onwards Total 

Number 21 2 23 Less than 1 year  
% 18.3% 2.6% 11.9% 
Number 14 1 15 Between 1 and 2 years  
%  12.2% 1.3% 7.8% 
Number 23 7 30 Between 2 and 5 years  
%  20.0% 9.0% 15.5% 
Number 16 8 24 Between 5 and 10 

years  % 13.9% 10.3% 12.4% 
Number 41 60 101 More than 10 years  
%  35.7% 76.9% 52.3% 
Number 115 78 193 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

3.6.2 The influence of level of education on mobility 

What relationship is there between the level of educational attainment of the creative 
knowledge workers and their mobility? The results of the survey allow us to conclude that 
mobility does actually increase with the level of educational attainment. This result also 
corresponds with other studies on the mobility behaviour of the German population 
(Schneider 2001).  

If one looks at the first dimension of mobility, it is noticeable that the creative knowledge 
workers with a university degree have more often moved to Munich from a larger distance 
than those respondents with a lower level of educational attainment (see figure 3.15). Fifty-
five percent of the creative knowledge workers with a university degree have lived in another 
town or city in Germany before moving to their current place of residence in Munich. 
Amongst those respondents whose highest educational qualification is a school leaving 
certificate, just 46 percent moved to Munich from another German town or city. Eleven 
percent of creative knowledge workers with a university degree even moved to Munich from 
another country, whereas just 4 percent of respondents with a school leaving certificate and 9 
percent of those respondents with a school leaving certificate with qualification for admission 
to higher education lived in a town or city outside Germany before moving to Munich. 

Conversely, it is less often the case that those respondents with a high level of education 
moved from a town within the region to Munich, or moved within Munich, than those 
respondents with a lower level of educational attainment. 
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Table 3.15 - Relationship between the highest educational qualification and place of residence before 
moving to Munich 

Level of education  Previous residence 
 School 

leaving 
certificate 

Higher school-
leaving 

certificate 

University 
degree 

 
 

Total 
Number 8 14 37 59 Munich 
% 30.8% 40.0% 27.8% 30.4% 
Number 5 5 8 18 Another City in the region, 

province, county %  19.2% 14.3% 6.0% 9.3% 
Number 12 13 73 98 Another city in the country. 
%  46.2% 37.1% 54.9% 50.5% 
Number 1 3 15 19 Outside the country 
%  3.8% 8.6% 11.3% 9.8% 
Number 26 35 133 194 Total 

% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

In the second dimension of mobility too, namely the likelihood of moving away from Munich 
within the next three years, it is possible to establish a relationship with the level of education. 
So for example, the more educated the respondents are, the less they exclude completely the 
possibility of moving away from Munich in the next three years (see Table 3.16). Whereas 40 
percent of the creative knowledge workers with a school leaving certificate and 31 percent of 
those with qualification for admission to higher education completely rule out the possibility 
of leaving Munich in the near future, this response is given by only 15 percent of those 
respondents with a university degree. 

The converse assumption, that the higher the level of education, the more likely a move away 
from Munich is, can however be confirmed to only a limited extent (see Table 3.16). It is true 
that 17 percent of those respondents with a university degree and just 8 percent of those 
respondents with a school leaving certificate stated that they will “probably” move away from 
Munich within the next three years. However, 20 percent of those respondents with a school 
leaving certificate and just 15 percent of the respondents with a university degree are “very 
likely” to leave Munich. However, this interpretation loses some meaningfulness on account 
of the low numbers of respondents with a lower level of educational attainment. 

 
Table 3.16 - Highest educational qualification and the likelihood of moving away from Munich within 
the next three years 

Level of education  Likelihood of moving away 
 
 

School leaving 
certificate 

Higher school-
leaving certificate 

University 
degree 

 
Total 

Number 5 2 20 27 Very probable 
% 20.0% 5.7% 14.9% 13.9% 
Number 2 7 23 32 Probable  
%  8.0% 20.0% 17.2% 16.5% 
Number 8 15 71 94 Not very probable  
%  32.0% 42.9% 53.0% 48.5% 
Number 10 11 20 41 Completely impossible 
%  40.0% 31.4% 14.9% 21.1% 
Number 25 35 134 194 Total 

% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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3.6.3 The influence of household type on mobility 

The type of household in which the creative knowledge workers live also influences their 
mobility. The results of the survey suggest that creative knowledge workers with children are 
less mobile than those living in a different type of household. In this, the creative knowledge 
workers are no different from the overall population, amongst whom mobility likewise drops 
as the household size grows (Schneider 2001). An initial starting point from which to assess 
mobility is the distance from which the respondents moved to Munich. Whilst 56 percent of 
the respondents living in single-person households and indeed 79 percent of respondents 
living in shared non-family households had moved to Munich from another German town or 
city outside the Munich region, in the case of family households it is just 44 percent and in the 
case of single parents just 43 percent who lived in another German town or city outside the 
Munich region before moving to Munich (see Annex 3.6, Table 1,2). 

When considering future mobility, it becomes even clearer that creative knowledge workers 
with children are less prepared to move than those without children (see Table 3.17). Whilst 
only 15 percent of the respondents in single-person households and 22 percent of the 
respondents in two-person households completely rule out moving away from Munich, 39 
percent of family households and even 57 percent of lone parents exclude the possibility of 
moving away from Munich within the next three years. 

Conversely, only 14 percent of the family households and not a single lone parent regards a 
move away from Munich as likely or very likely, whereas 20 percent of the respondents in 
two-person households and as many as 34 percent of respondents living alone are likely or 
very likely to leave Munich. 

The greatest mobility is shown by those creative knowledge workers living in shared non-
family households: 84 percent of them are likely or very likely to move away from Munich 
within the next three years. 

 
Table 3.17 - Relationship between household type and likelihood of moving away from Munich within the 
next three years 

Household type  Likelihood of moving away 
One 

person 
Husband 

& wife (or 
couple) 

Husband & 
wife (or 

couple) with 
children 

Lone father 
or mother 
and child 

Non-family 
household with 
related or non 
related persons 

Other  
 
 

Total 
Number 9 5 3 0 7 3 27 Very probable 
% 13.4% 8.3% 8.3% 0.0% 36.8% 60.0% 13.9% 
Number 14 7 2 0 9 0 32 Probable  
%  20.9% 11.7% 5.6% 0.0% 47.4% 0.0% 16.5% 
Number 34 35 17 3 3 2 94 Not very 

probable  %  50.7% 58.3% 47.2% 42.9% 15.8% 40.0% 48.5% 
Number 10 13 14 4 0 0 41 Completely 

impossible %  14.9% 21.7% 38.9% 57.1% 0.0% 0.0% 21.1% 
Number 67 60 36 7 19 5 194 Total 
% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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The length of time for which the individual household types have lived in Munich also 
indicates that creative knowledge workers with children are less mobile than those who live in 
any other type of household. Whilst 12 percent of the respondents in two-person households, 
27 percent of the respondents in single-person households and as many as 63 percent of the 
respondents in shared non-family households have only lived in Munich for less than two 
years, just 3 percent of the respondents in family households, and not a single lone parent, 
have lived in Munich for such a short time (see Annex 3.6, Table 1, 2). 

Conversely, just 11 percent of the respondents in shared non-family households, 45 percent of 
the respondents in single-person households and 54 percent of the respondents in two-person 
households have lived in Munich for more than ten years, whereas three quarters of the 
respondents in family households and as many as 86 percent of lone parents have lived in 
Munich for that long (see Annex 3.6, Table 1, 2) 

3.6.4 The influence of occupation on mobility 

In the case of Munich’s creative knowledge workers, there is no sense in examining the 
relationship between occupation and mobility, since the study sample includes only six 
managers. Due to the low numbers in this occupational group, no meaningful interpretations 
are possible. 

It can however also be investigated whether belonging to the creative or the knowledge-
intensive sector has any influence on people’s mobility. This influence is discussed in section 
3.8.  

To sum up, it can be stated that the factors that have a decisive influence on mobility 
behaviour in the population overall apply in the same way to the highly qualified knowledge-
based workers. It can be established here than readiness for mobility drops with increasing 
age, rises with increasing education, and that the smaller the household, the greater the 
readiness to move. 

3.7 The influence of various factors on job satisfaction 

As was shown in section 3.4 a high degree of satisfaction with their job and work 
environment is found amongst the creative knowledge workers in Munich. Overall, almost 90 
percent are very satisfied with their job. Which job-related factors influence this satisfaction? 
Are those creative knowledge workers happier who earn more? Or are those who spend fewer 
hours at their places of work more satisfied with their jobs?  

3.7.1 The influence of income on general job satisfaction 

First of all, no connection can be established between the income of the creative knowledge 
workers and their general job satisfaction. The assumption that the lower the income of the 
creative knowledge workers, the less satisfied they are with their jobs, cannot be confirmed. 
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All low earners with an income of less than 1000 Euro state that they are satisfied with their 
jobs. In the other income groups, 83 to 86 percent state that they are satisfied with their jobs.  

Amongst both the low earners and the top earners, not a single respondent was dissatisfied 
with his/her job. For the middle income groups, ranging from 1000 to 2999 Euro per month, 
the figure is eight percent of respondents. 

 
Table 3.18 - Relationship between income and overall job satisfaction 

Income  Overall satisfaction with job 
less than 1000 1000-2999 3000-4999 5000 or above Total 

Number 16 106 20 6 148 Satisfied 
% 100.0% 85.5% 83.3% 85.7% 86.5% 
Number 0 8 3 1 12 Neither 
%  0.0% 6.5% 12.5% 14.3% 7.0% 
Number 0 10 1 0 11 Dissatisfied 
%  0.0% 8.1% 4.2% 0.0% 6.4% 
Number 16 124 24 7 171 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

3.7.2 The influence of commuting time on the general job satisfaction 

A relationship between the time taken to travel to work and the general job satisfaction can be 
demonstrated to only a limited extent. It is not the case that those respondents with long 
commuting times are necessarily more dissatisfied with their jobs. 

To start with, the high level of job satisfaction is clear across all the groups: the proportion of 
respondents who are satisfied with their jobs is still at least 74 percent, regardless of how long 
the respondents take to travel to work. As can be seen from Table 3.19 it cannot be said that 
job satisfaction declines with longer journey times. 

 
Table 3.19 - Relationship between commuting time and overall job satisfaction 

Overall Satisfaction with job  How long does it take to 
travel to work? Satisfied Moderately 

satisfied 
Dissatisfied Total 

Number 4 1 0 5 I work from 
home % 80.0% 20.0% 0.0% 100.0% 

Number 49 1 3 53 Less than 15 
mins. %  92.5% 1.9% 5.7% 100.0% 

Number 58 6 3 67 15-29 mins. 
%  86.6% 9.0% 4.5% 100.0% 
Number 26 3 6 35 30-45 mins. 
%  74.3% 8.6% 17.1% 100.0% 
Number 25 2 0 27 45-59 mins. 
%  92.6% 7.4% 0.0% 100.0% 
Number 5 1 0 6 60-90 mins. 
%  83.3% 16.7% 0.0% 100.0% 
Number 1 0 0 1 Don’t know 
%  100.0% 0.0% 0.0% 100.0% 
Number 168 14 12 194 Total 
%  86.6% 7.2% 6.2% 100.0% 

Source: own survey 
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3.7.3 Working hours and overall job satisfaction 

Similarly, there is no direct connection between the working hours of the creative knowledge 
workers and their general satisfaction with their jobs. So it is not the case that the respondents 
are more dissatisfied, the more hours they work per week. The opposite conclusion does not 
apply either, however (see Table 3.20).  

For example, three quarters of the respondents who work less than 20 hours a week are 
satisfied with their job. Amongst those creative knowledge workers who work more than 55 
hours a week, the proportion of those who are satisfied is as high as 90 percent. None of the 
respondents working more than 55 hours a week is dissatisfied with his/her job. However, 10 
percent of those respondents with average weekly working hours state that they are 
dissatisfied their jobs. 

 
Table 3.20 - Relationship between working hours and overall job satisfaction 

Overall Satisfaction with job  Hours of work per week? 
Satisfied Moderately 

satisfied 
Dissatisfied Total 

Number 3 1 0 4 Less than 20 
 % 75.0% 25.0% 0.0% 100.0% 

Number 12 0 0 12 Between 21 and 
30 %  100.0% 0.0% 0.0% 100.0% 

Number 58 2 7 67 Between 31 and 
42 %  86.6% 3.0% 10.4% 100.0% 

Number 82 10 5 97 Between 43 and 
55 %  84.5% 10.3% 5.2% 100.0% 

Number 9 1 0 10 More than 55 
hours %  90.0% 10.0% 0.0% 100.0% 

Number 2 0 0 2 Don’t know 
 %  100.0% 0.0% 0.0% 100.0% 

Number 166 14 12 192 Total 
 %  86.5% 7.3% 6.3% 100.0% 
Source: own survey 

 
This high level of satisfaction in spite of long working hours can be interpreted as indicating 
that gainful employment is valued highly in the life plan of the creative knowledge workers: 
work provides a high degree of personal satisfaction and self-realisation (von Streit, 
forthcoming). 

3.7.4 The influence of general job satisfaction on the expected time in the company 

As might be expected, the general job satisfaction influences the expected time in the 
company/organisation. In other words: the more dissatisfied the creative knowledge workers 
are with their job, the less the length of time they wish to continue working in the current 
company or organisation (see Table 3.21). Of those respondents who are dissatisfied with 
their job, 58 percent wish to remain in their present place of employment for less than a year. 
By contrast, just 13 percent of respondents stated that whilst they are satisfied with their job, 
they nonetheless wish to leave the company within a year. No doubt other reasons exist for 
the planned job changes in these cases.  
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Whilst 18 percent of those respondents who are satisfied with their jobs expect that they will 
work for their present company for more than ten years, only 8 percent of those respondents 
who are dissatisfied with their jobs expect to do their current job for more than ten years. 

 
Table 3.21 - Overall job satisfaction and expected time in the company/organisation 

Overall Satisfaction with job  Expected time in company/ 
organisation? Satisfied Moderately 

satisfied 
Dissatisfied  

Total 
Number 21 2 7 30 Less than 1 year 
% 12.7% 15.4% 58.3% 15.7% 
Number 62 3 1 66 Between 1 and 5 

years %  37.3% 23.1% 8.3% 34.6% 
Number 12 0 1 13 Between 5 and 10 

years %  7.2% 0.0% 8.3% 6.8% 
Number 30 2 1 33 More than 10 

years %  18.1% 15.4% 8.3% 17.3% 
Number 41 6 2 49 Don't know 
%  24.7% 46.2% 16.7% 25.7% 
Number 166 13 12 191 Total 

%  100.0% 100.0% 100.0% 100.0% 

Source: own survey 

3.7.5 Travel time to work and place of residence  

The further away the creative knowledge workers live from the city centre, the longer they 
need to travel to work. Whilst none of the respondents living in the city of Munich needs 
more than an hour to travel to work, 14 percent of the creative knowledge workers who live in 
the region commute for longer than an hour. The respondents from the suburbs also clearly 
predominate in the time frame between 45 and 59 minutes: 27 percent of the respondents 
from the suburbs require between 45 and 59 minutes to reach work, whilst only 12 percent of 
those living on the urban fringe and just 8 percent of those living in the city centre have to 
invest so much time. 

Twenty-nine percent of city centre dwellers and 26 percent of those living on the urban fringe 
reach their workplace quite quickly, in less than 15 minutes. Of those respondents living in 
the region, only 23 percent reach their place of work in such a short time. Most of those living 
in the city centre and the urban fringe take between a quarter of an hour and half an hour to 
get to work: 42 percent of those living in the city centre and 38 percent of those living on the 
urban fringe take between 15 and 29 minutes to get to work, as compared with just 18 percent 
of those living in the suburbs. 
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3.8 Creative workers and knowledge-intensive workers: A comparison 

In the following, a comparison is made between two groups of creative knowledge workers. 
Depending on which sector they work in, a distinction is made between the creative workers 
and the knowledge-intensive workers: 

• creative workers: they work in advertising, video, film, music and photography and 
radio and TV, computer games, software, electronic publishing  

• knowledge-intensive workers: they work in finance, law and other business services, 
R&D and higher education. 

This distinction appears plausible, since for example Noller (1999), in his investigation into 
highly qualified service providers in Frankfurt am Main, makes distinctions for example 
between banking and IT specialists, and advertising specialists. He assigns these occupational 
groups to different professional milieus, and shows that these professional milieus differ 
markedly from one another regarding their use of urban space, their leisure activities, their 
views of the world and attitudes. In this connection, milieu is taken to mean “contexts of 
action relating to conceptions of the world and of work, which obtain and also change their 
cohesion in processes of social practice” (Hofmann & Rink, 1996: 190). In short, they 
describe people and their specific attitudes and life orientations, and outline social groups 
whose value orientations, goals in life and lifestyles are sufficiently similar.  

In the Munich study “Standortfaktor Kreativität” (Hafner & von Streit, 2007) too, differences 
were found between the creative workers and the knowledge-intensive workers in respect of 
occupational aspects, their leisure activities, as well as their preferences concerning where to 
live. Can similar differences also be found in the present survey? It must however be pointed 
out that in the case of the Munich study, software specialists were assigned to the group of 
knowledge-intensive workers. This appears plausible, since only very few software specialists 
work in the field of games development, and their professional milieu is more comparable to 
that of other engineers and technicians than with designers and graphic artists, for example. 
The sample of the Munich comparison study also had a considerably more balanced age 
structure: more than half of those surveyed were aged over 40, and almost half had children.  

3.8.1 Demographic features 

A separate examination of the creative and knowledge-intensive sectors shows the sex ratio to 
be very balanced: women account for about 49 percent of those surveyed that could be 
assigned to the knowledge-intensive sectors, and for approximately 45 percent of those 
surveyed that belong to the creative sectors. The high proportion of women in the knowledge-
intensive sector is surprising, as is the relatively low proportion of women in the cultural 
industries. This balanced sex ratio is however due to the Munich study sample, and does not 
reflect the actual ratios in the sectors, as the figures below demonstrate. The proportion of 
women in all professions in Germany in 2003 was around 45 percent. In the areas of software 
and IT services, that proportion was around 20 percent, and in advertising it was around 47 
percent (Henniger & Mayer-Ahuja, 2005). Nevertheless, it is the case that the higher the 
hierarchical level, the fewer women there are. Thus in the mid-1990s, the proportion of 
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women amongst the managerial class (entrepreneurs, directors) was below 10 percent (Hinz 
& Schübel, 2001).  

As mentioned before, the young age structure of the sample results essentially from the 
requirement that the sample includes 50 graduates. However, the creative workers are even 
younger than the knowledge-intensive workers (see Table 3.26). Almost half of the 
knowledge-intensive workers (47 percent) are aged between 25 and 34 and almost 60 percent 
of the creative workers belong to this age group. One third of the knowledge-intensive 
workers and one quarter of the creative workers are between 35 and 44 years old. Only 10 
percent of the creative workers and 14 percent of the knowledge-intensive workers are older 
than 45. 

 
Figure 3.26 - Age of the creative and knowledge-intensive workers  
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Source: own survey 

 
In accordance with the relatively young age structure of those surveyed, most of them live in 
households without children. However, the knowledge-intensive workers more often live in 
family households than the creative workers. More than 20 percent of the knowledge-
intensive workers live together with their partner and children and only 14 percent of the 
creative workers do so. Furthermore, it is apparent that creative workers live in non-family 
shared households much more often than knowledge-intensive workers do: 16 percent of the 
creative workers and just 5 percent of the knowledge-intensive workers live in shared 
households (see Annex 3.8, Table 1). 

Single-person and two-person households have roughly equal proportions of knowledge-
intensive workers and creative workers. Thirty-six percent of the knowledge-intensive 
workers and 33 percent of the creative workers live alone, whilst 31 percent of the 
knowledge-intensive workers and 32 percent of the creative workers live together with their 
partner (see Annex 3.8, Table 1). 
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3.8.2 Residential features 

Creative knowledge workers have different preferences in their choice of where to live. 
Creative workers are very oriented towards the city centre, whereas high proportions of the 
knowledge-intensive workers live on the urban fringe or in the surrounding region (see figure 
3.27). Fifty-six percent of the creative workers, but only 40 percent of the knowledge 
intensive workers live in the city centre or on the edge of the city. The urban fringe is 
preferred by just 26 percent of the creative workers, but by 35 percent of the knowledge 
intensive workers. A quarter of the knowledge-intensive workers live in the surrounding 
region, whereas as only 18 percent of the creative workers live outside the city limits.  

These differing preferences in the choice of residential location can be attributed in the first 
instance to the fact that the knowledge intensive workers more often live in family households 
with children, and therefore prefer the surrounding region to the city centre on account of the 
greater living area available and the more family-friendly surroundings. Secondly, however, 
differences in their ways of working and the lifestyles of these two groups could account for 
that. Thus in the Munich comparison study, the creative workers in particular were shown to 
be very city centre-oriented – even if they were older and already had children, their preferred 
residential location was the city centre. For them the urban atmosphere of the city centre is 
also a source of professional inspiration (Hafner & von Streit, 2007). 

 
Figure 3.27 - Current location of residence of the creative and knowledge-intensive workers) 
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Source: own survey 

 
With regard to the living situation, it is apparent that the creative workers are more often 
tenants than the knowledge intensive workers. Over 80 percent of the creative workers and 
just 73 percent of the knowledge intensive workers have a tenancy, with rent being paid to 
either a private landlord or to a housing association. By contrast, a quarter of the knowledge 
intensive workers and just 16 percent of the creative workers are home-owners. 
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3.8.3 Basic employment features: 

The employment situation of the creative and knowledge-intensive workers differs: they 
differ in terms of income, their working hours, as well as in the type of employment contracts 
they have, as outlined below.  

Income 

The earning potential differs between the highly qualified people and the highly creative 
people. Sixteen percent of the creative workers have to make do with a net monthly income of 
less than 1000 Euro (see figure 3.28). By contrast, just 5 percent of the knowledge intensive 
workers fall into this income group. Almost three quarters (72 percent) of the knowledge 
intensive workers earn between 1000 and 2999 Euro per month, and just over half (53 
percent) of the creative workers are in this income group. Just over 10 percent of the 
knowledge intensive workers and 15 percent of the creative workers earn between 3000 and 
4999 Euro per month. The top earners, with a net monthly income of over 5000 Euro, include 
5 percent of the knowledge intensive workers and 3 percent of the creative workers, although 
no meaningful interpretation can be made here, on account of the low numbers involved. 

 
Figure 3.28 - Net monthly income of the creative and the knowledge-intensive workers 
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Source: own survey 

 
Working hours 

The working hours of highly qualified knowledge-based workers often exceed the so-called 
“normal working hours”. The respondents from the knowledge-intensive and the creative 
sectors have working hours of similar length (see figure 3.29). Thus the majority of the 
knowledge intensive workers (50 percent) and the majority of the creative workers (51 
percent) work between 43 and 55 hours per week. Six percent of the knowledge intensive 
workers and 4 percent of the creative workers even work more than 55 hours per week. 
Thirty-four percent of the knowledge intensive workers and 36 percent of the creative workers 
work between 31 and 42 hours per week. Just 9 percent of the knowledge intensive workers 
and 8 percent of the creative workers work part time, for less than 30 hours per week. 
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Figure 3.29 - Working hours of the creative and the knowledge-intensive workers 
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Source: own survey 

 
Employment status 

Clear differences can be found between the knowledge intensive workers and the creative 
workers regarding their employment status (see figure 3.30): 27 percent of the creative 
workers are self-employed or freelance, whereas just 18 percent of the knowledge intensive 
workers are self-employed. Almost three quarters (74 percent) of the creative workers are 
employed, whilst 89 percent of the knowledge intensive workers are employed. None of the 
highly qualified people in this survey is currently unemployed, whilst 4 percent of the highly 
creative people in the survey do not work at present. 

 
Figure 3.30 - Employment status of the creative and the knowledge-intensive workers 
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Source: own survey 
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Company size 

Highly qualified people are more likely to work in large companies or institutions than the 
creative workers (see Annex 3.8, Table 2). Whilst most (28 percent) of the knowledge 
intensive workers work in companies with more than 2000 employees, most of the highly 
creative people (32 percent) work with only between 10 and 49 colleagues. Just 28 percent of 
the knowledge intensive workers work in a company with less than 50 employees, whereas 43 
percent of the creative workers are employed in such companies. Conversely, 39 percent of 
the creative workers work in large companies with more than 500 employees, but only 20 
percent of the creative workers have more than 500 colleagues. 
 

Employment contract 

Highly qualified people hold unlimited permanent contracts more frequently than the creative 
workers do (see Annex 3.8, Table 3). Fifty-six percent of the knowledge intensive workers 
and just 48 percent of the creative workers have a permanent contract. Six percent of the 
knowledge intensive workers and 11 percent of the creative workers have a contract that is 
limited to a specific project. The proportion of respondents who are employed for less than 12 
months is about the same in each of the two sectors (7 percent of the knowledge intensive 
workers and 6 percent of the creative workers). More than twice as many highly qualified 
people (21 percent) as highly creative people (10 percent) have an employment contract that 
is limited to 12 or more months. Twelve percent of the creative workers and just 4 percent of 
the knowledge intensive workers are on apprenticeships or other training schemes. Four 
percent of the knowledge intensive workers and 7 percent of the creative workers work 
without a written contract. 
 

Overall job satisfaction  

In general, the creative workers are more satisfied with their jobs than the knowledge 
intensive workers are (see figure 3.31). Whilst 84 percent of the knowledge intensive workers 
stated that they are satisfied with their job, this proportion rises to 91 percent of the 
respondents from the creative sector. By contrast, 8 percent of the knowledge intensive 
workers and just 4 percent of the creative workers are dissatisfied with their jobs. Eight 
percent of the knowledge intensive workers and 5 percent of the creative workers are neither 
satisfied nor dissatisfied with their jobs. 
 

Figure 3.31 - Sector and overall satisfaction with job 
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Source: own survey 
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3.8.4 Sense of connection to a place, and mobility  

Do the creative knowledge workers move to Munich only after completing their education or 
training? Or had they already acquired their highest educational qualification in Munich? 
Whilst half of the knowledge intensive workers obtained their highest educational 
qualification in Munich, this is the case for only one third of the creative workers (see figure 
3.32). The other two thirds of the creative workers completed their studies or schooling 
somewhere other than Munich, and then moved there. 

 
Figure 3.32 - Place where highest educational qualification was obtained 

65.4

34.6

49.6

50.4

0 10 20 30 40 50 60 70 80 90 100

not in Munich

in Munich

percentknowledge intensive workers
creative workers n=202

 

Source: own survey 

 
If one examines first of all the length of current residence in Munich, one can conclude that 
the creative workers are more mobile than the knowledge intensive workers (see Table 3.22). 
Of the creative workers, 27 percent have lived in Munich for less than two years. By contrast, 
just 15 percent of the knowledge intensive workers have lived in Munich for such a short 
time. Fifty-six percent of the knowledge intensive workers have lived in Munich for more 
than ten years, whereas only 46 percent of the creative workers have lived in Munich for that 
length of time. 

 
Table 3.22 - Length of time that creative and knowledge-intensive workers have lived in Munich 

Source: own survey 

 

Sector Time lived in city 
knowledge intensive creative 

Total 

Number 8 15 23 Less than one year 
% 7,3% 18,1% 11,9% 
Number 8 7 15 Between one and 2 years 
% 7,3% 8,4% 7,8% 
Number 16 14 30 Between 2 and 5 years 
% 14,5% 16,9% 15,5% 
Number 16 9 25 Between 5 and 10 years 
% 14,5% 10,8% 13,0% 
Number 62 38 100 More than 10 years 
% 56,4% 45,8% 51,8% 
Number 110 83 193 Total 
% 100,0% 100,0% 100,0% 
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Also, when one looks at where the creative knowledge workers lived before moving to their 
current place of residence, the creative workers prove to be more mobile than their highly 
qualified counterparts. Whilst the creative workers were more likely to move to Munich from 
greater distances outside the region, the highly qualified moved within the region more 
frequently than the creative workers did (see Table 3.22). 

Prior to moving to Munich, 58 percent of the creative workers lived in another German town 
or city outside the Munich region, whilst just 44 percent of the knowledge intensive workers 
moved here from another German town or city. The number of those who came to Munich 
from even further afield, i.e. from outside Germany, is about the same in both sectors (11 
percent of knowledge intensive workers and 8 percent of creative workers). 

In the case of those moving within the region, the knowledge intensive workers account for a 
higher proportion than the highly creative ones. One third of the knowledge intensive workers 
lived in another part of the city of Munich before moving to their present place of residence, 
whilst just 28 percent of the creative workers moved within the city of Munich. Twice as 
many highly qualified (12 percent) as highly creative (6 percent) workers moved within the 
Munich region. 

 
Table 3.22 - Relationship between the sector and the place of residence before moving to Munich 

Sector Previous place of residence 
knowledge intensive creative 

 
 

Total 
Number 37 23 60 Munich 
%  33,3% 27,7% 30,9% 
Number 13 5 18 Another City in 

region/province/county %  11,7% 6,0% 9,3% 
Number 49 48 97 Another city in country 
%  44,1% 57,8% 50,0% 
Number 12 7 19 Outside country 
%  10,8% 8,4% 9,8% 
Number 111 83 194 Total 
%  100,0% 100,0% 100,0% 

Source: own survey 

 
When considering the future mobility too, in other words the likelihood of moving away from 
Munich, it can be established that the creative workers are more prepared to move. Whilst 36 
percent of the creative workers are likely or very likely to move away from Munich within the 
next three years, only 26 percent of the highly qualified are likely or very likely to do so. A 
move away from Munich is ruled out completely by 25 percent of the knowledge intensive 
workers, but by only 15 percent of the creative workers. 
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Table 3.23 - Relationship between the sector and the likelihood of moving away from Munich within 
the next three years 

Sector Likelihood of moving away 
Knowledge 

intensive 
Creative 

 
 

Total 
Number 14 13 27 Very probable 
%  12.6% 15.7% 13.9% 
Number 15 17 32 Probable 
%  13.5% 20.5% 16.5% 
Number 54 41 95 Not very probable 
%  48.6% 49.4% 49.0% 
Number 28 12 40 Completely impossible 
%  25.2% 14.5% 20.6% 
Number 111 83 194 Total 
% 100.0% 100.0% 100.0% 

Source: own survey 

 
Interpretation of these results is difficult, especially since the comparison study “München 
Standortfaktor Kreativität” [Munich: creativity as a location factor] yielded precisely the 
opposite conclusion: here, the knowledge-intensive workers were shown to be the more 
mobile. The authors of the study attributed this to the fact that it is precisely the self-
employed creative workers who have to act on so-called network labour markets, and social 
relationships – which they would lose if they moved away from Munich – are of decisive 
importance for their commissions.  

In the present study, the creative workers also originate to some extent from other sectors 
such as e.g. the audiovisual media, in which social networks may be built up nationwide. It 
could also be argued that the labour market for the knowledge-intensive workers in Munich is 
at present so good that it is not necessary to move in order to change one’s job; rather, it is 
possible to switch companies within the region.  

3.8.5 Reasons for living in Munich 

Do the respondents from the knowledge-intensive sectors have different demands of Munich 
than the respondents from the creative sectors? Do they have different reasons for living in 
Munich? What importance do hard and soft location factors have for them?  

Fundamentally, three areas can be identified to which the most important reasons for both 
creative workers and knowledge-intensive workers to live in Munich can be allocated: job-
related reasons, social networks and soft location factors.  

For both groups, the most important reason for living in Munich is the job. Just under 50 
percent of the knowledge-intensive workers and just over 40 percent of the creative workers 
state that their work is the decisive reason for living in Munich. In addition, the good 
employment opportunities also play a role in the decision to live in Munich. Seven percent of 
the creative workers live in Munich primarily because of the good employment opportunities. 
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Only two percent of the knowledge-intensive workers give this as the most important reason 
for living in Munich. One can conclude from this that creative workers make the decision to 
live in Munich not so much on the basis of a specific job, but rather because of the generally 
good labour market situation there. To sum up, it can be stated that for both sectors, the job 
and the labour market situation, as hard location factors, represent the most important reason 
why they live in Munich. 

Secondly, social networks play a role in why both highly qualified people and highly creative 
people choose to live in Munich. The personal networks arise for example through the fact 
that the respondents were born in Munich, their family is living in Munich, their friends live 
in Munich, and/or through contacts that were made whilst studying in Munich. The reason 
“born here” was given by twice as many highly qualified people (16 percent) as highly 
creative people (8 percent) as the most important reason for living in Munich. The fact that 
their family lives in Munich is named by more highly qualified people (10 percent) than 
highly creative people (7 percent). By contrast, for the highly creative people the reason 
“studied in the city” is more important than it is for the highly creative people, since 9 percent 
of the creative workers and just 4 percent of the knowledge intensive workers name this as the 
most important reason for their living in Munich. Also, more highly creative people than 
highly qualified people give proximity to friends as the most important reason: 7 percent of 
the creative workers and just 2 percent of the knowledge intensive workers live in Munich 
primarily because they want to live near their friends.  

As a third point, soft location factors such as proximity to natural environment or overall 
friendliness of the city are also plays a certain role. Eight percent of the knowledge intensive 
workers and 6 percent of the creative workers name proximity to the natural environment as a 
decisive reason why they currently live in Munich. The overall friendliness of the city is a 
decisive point for 4 percent of the knowledge intensive workers and for 3 percent of the 
creative workers to choose to live in Munich. Aspects such as “open to different people” or 
“gay/lesbian-friendly”, on the other hand, have no importance for either the knowledge 
intensive workers or the creative workers.  

For both the highly qualified people and the highly creative people, aspects such as housing 
affordability or housing availability do not play a role; these represent problem areas, due to 
the high price levels in Munich.  
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Figure 3.33 - Most important reasons for living in Munich  
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Source: own survey 
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3.8.6 Satisfaction with the city 

Both groups are very satisfied with the city, and barely differ in their assessment of Munich. 
Whilst 81 percent of the knowledge intensive workers are satisfied with Munich, for the 
highly creative people this proportion rises to 86 percent. Moderate levels of satisfaction were 
expressed by 17 percent of the knowledge intensive workers and 15 percent of the creative 
workers.  

 
Figure 3.34:Overall satisfaction with Munich  
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Source: own survey 

3.8.7 Leisure activities 

In order to produce fresh ideas and develop new solutions on a daily basis, people need 
relaxation and balance. How do the creative knowledge workers spend their leisure time? Do 
the knowledge intensive workers pursue different activities to the creative workers? Do the 
two groups show different levels of satisfaction with what Munich has to offer? The leisure 
activities engaged in by both the knowledge intensive workers and the creative workers are 
activities such as eating out, making trips to the surrounding countryside, or going to parks. 
These leisure activities are named with roughly equal frequency by the respondents of both 
sectors. 

There are however also leisure pursuits which the creative workers engage in more frequently 
than the knowledge intensive workers. These include for example visiting nightclubs and 
bars, attending cultural events such as plays and art exhibitions, or visiting friends. Whilst 
only one third of the knowledge intensive workers often visit a pub or bar in their free time, 
over half of the creative workers do so frequently. The creative workers also visit nightclubs 
or discos more frequently than the knowledge intensive workers: 15 percent of the creative 
workers often go to nightclubs, but only 4 percent of the knowledge intensive workers do this 
frequently. Respondents in both sectors tend to go to the cinema or see a play rarely, but the 
knowledge intensive workers go even less frequently than the creative workers. Fifty-three 
percent of the creative workers occasionally visit museums or art exhibitions, but only 46 
percent of the knowledge intensive workers do. Indeed, 31 percent of the knowledge intensive 
workers never visit a museum or exhibition, compared with just one fifth of the creative 
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workers. Whilst almost two thirds (64 percent) of the creative workers often visit friends in 
their free time, just under half the knowledge intensive workers often do this (see Annex 3.8, 
Table 4 – 8). 

It can thus be stated that the creative workers spend their leisure time on arts and cultural 
activities more frequently than the knowledge intensive workers do; these activities yield not 
only relaxation, but also new stimuli and experiences that can then be put to creative use at 
work.  

3.8.8 Satisfaction with leisure opportunities and public services 

Having shown that the knowledge intensive workers and the creative workers certainly spend 
their leisure time differently, the question we now turn to is whether they show different 
levels of satisfaction with the leisure opportunities and public services offered by the city of 
Munich. 

Once again, the aspects of art and culture are striking, with the creative workers being more 
satisfied than the knowledge intensive workers. Sixty percent of the creative workers and just 
51 percent of the knowledge intensive workers are satisfied with the cultural and arts festivals 
in Munich. The creative workers are also more satisfied with the art exhibitions and museums 
too: whilst three quarters of the creative workers are satisfied with the art exhibitions and 
museums, this proportion drops to 72 percent for the highly qualified people. The differences 
in satisfaction also results from the fact that the knowledge intensive workers indicated “don’t 
know” much more often, from which it can be concluded that cultural and arts festivals, or art 
exhibitions and museums, are less important to them than they are to the highly creative 
people (see Annex 3.8, Table 9 - 11). 

Further differences in satisfaction can be found in relation to pubs and bars. Three quarters of 
the creative workers but only 62 percent of the knowledge intensive workers are satisfied with 
the pubs and bars in Munich. Here too, we find that twice as many highly qualified people as 
highly creative people responded with “don’t know”, which fits with the fact that the 
knowledge intensive workers visit pubs and bars much more rarely than the creative workers. 

With regard to satisfaction with public spaces in Munich, restaurants, public transport or 
safety in public places, no differences could be found between the respondents from the two 
sectors. 
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4 SUMMARY OF RESULTS, AND CONCLUSIONS 

In the following chapter, the most important results of the study will be summarised in the 
form of statements and compared with results from other studies, as well as examined and 
discussed in the light of existing concepts and assumptions about highly qualified knowledge 
workers in the literature. 

4.1 Summary of results  

4.1.1 Creative knowledge workers are not a homogenous group 

One important result of this survey is that creative knowledge workers are not a homogenous 
group. The comparison between creative and knowledge-intensive workers has shown that 
they differ from one another in respect of their work and lifestyles, and consequently also in 
respect to their leisure activities and their requirements of their working and living 
environment. Richard Florida (2002) divides his creative class for example into a super-
creative core which is made up in his categorisation by scientists, artists, entertainers, 
architects, designers etc. The other group is made up by creative professionals working in the 
financial services, in high-tech sectors etc. This seems to be a rather crude categorisation. The 
concept of different professional milieus (Noller, 1999) which is sensitive to different 
lifestyles of the different professional groups seems to be a more helpful concept in this 
respect and should be taken into account in the next steps of the ACRE project.  

In our sample, overall the creative workers can be described as more urban in respect of their 
pattern of space utilisation in the city. They are more likely to live in the city centre or the 
districts on the edge of the city, they go out more often, visit cultural events more often, and 
factors such as cultural diversity and diversity of leisure and entertainment play a somewhat 
greater role in their decision to live in Munich than is the case with knowledge-intensive 
workers. They are moreover more mobile, and less tied to the location of Munich. A greater 
proportion of them have an insecure employment status or are self-employed, and achieve a 
lower income in spite of longer working hours – and surprisingly, they are more satisfied with 
their jobs than the knowledge-intensive workers are.  

4.1.2 Soft factors are less important than hard factors  

According to Richard Florida, creative knowledge workers are drawn to places providing a 
range of lifestyle amenities, and have decided demands in relation to accommodation, the 
residential environment, and how they can spend their leisure time. Florida (2002, 2003) 
supplements these factors with factors such as social diversity, openness to minorities, a high 
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level of ethnic-cultural diversity, and a prevalence of a bohemian culture. For Munich’s 
creative knowledge workers, these latter factors play only a very subordinate role. In the case 
of the creative knowledge workers in Munich, the place of work plays the most important role 
in the decision to live in Munich for over two thirds of those surveyed. Another important 
reason is that of personal connections. Typical soft location factors such as the area 
surrounding Munich or the diversity of leisure activities take third place in the ranking of 
importance.  

In the Munich comparison study, likewise three quarters of the respondents stated that 
employment opportunities represent a “very important” factor for their quality of life in 
Munich. The pastoral attractions of the surrounding countryside, the proximity to the Alps, 
and their opportunities for leisure and relaxation they classed as also important for their 
quality of life (Hafner & von Streit, 2007).  

4.1.3 Munich’s creative knowledge workers are no occupational nomads and share only 
some characteristics with Florida’s creative class 

Highly qualified professional groups in the areas of finance, ICT, advertising and marketing 
are often said to have a global orientation and a high degree of occupational mobility. Various 
authors see them as an important social group which, through the expansion of highly 
qualified jobs in the service sector, has for some considerable time been moving into the 
central focus of attention not only in the global cities (cf. Noller 1999; Sassen 1991; Reich 
1993). These urban professionals were initially characterised as a “highly mobile, polyglot 
group” (Friedmann & Wolf, 1982, p. 318) or as a “transnational capitalist class” (Sklair, 
1991), and in the Global City debate they were associated above all with the gentrification of 
entire urban districts, the aestheticisation of the city centres, the construction of prestigious 
office buildings and luxurious shopping arcades in an increasingly polarised urban society 
with growing poverty. They were said to have more international orientation, and 
consequently it was claimed that they did not have a real interest in and a connection to their 
temporary place of residence. Today, the focus of debate has shifted considerably. A high 
proportion of highly qualified knowledge workers is judged by most people to be a positive 
thing, and negative side effects and associations with an increasing polarisation of the urban 
society are hardly a topic of discussion any longer. Thus for example, following the reading 
of Richard Florida (2004), a high proportion of “talents” is to be assessed as only positive for 
a city: they bring not only economic power, but make a city attractive for other highly 
qualified people, and act as a factor in attracting companies.  

With regard to their mobility behaviour and their sense of connection to a place, Munich’s 
creative knowledge workers can be assigned to neither the transnational class nor the creative 
class of Richard Florida.  

More than half of the creative knowledge workers surveyed can be described as very tied to 
Munich as a location: more than 50 percent of them have lived in Munich for more than 10 
years. For the majority of those surveyed, a move away from Munich is not a topic for 
consideration at present. Of the creative knowledge workers, 29 percent regard it as very 
unlikely that they will move away from the Munich region in the next three years. A move 
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away is regarded as virtually impossible for 19 percent of those surveyed, whilst 21 percent of 
the creative knowledge workers deem it completely impossible.  

Furthermore, the evaluation showed that those factors which have a decisive influence on 
mobility behaviour amongst the overall population apply in the same way to the highly 
qualified knowledge workers. It can be stated here that readiness to move declines with 
increasing age, increases with increasing education, and that the smaller the household, the 
greater the readiness to move.  

National differences could however also play a part in mobility behaviour. Thus for example 
the Germans as whole are said to show less readiness for mobility than the population of the 
USA, for example (Schneider, 2001).  

With regard to their leisure activities, Munich’s creative knowledge workers share some 
characteristics with Richard Florida’s creative class. The most frequent leisure activity is 
visiting friends, followed by going out to a bar, pub or restaurant. They also like to walk 
around the city centre or to spend their free time in parks. The Munich comparison study 
showed that amongst the creative knowledge workers, in terms of frequency sports rank 
below visiting bars and restaurants, but above visiting cultural events, with individual sports 
such as skiing, mountain biking, jogging or yoga being more popular than team sports (Hafner 
& von Streit, 2007). A subordinate role in the leisure activities of creative knowledge workers 
is played by activities such as participating in residents’ associations, in religious activities, in 
community work or in political activities. Hardly any of those surveyed use their free time for 
these activities. Munich’s creative knowledge workers share this characteristic with Richard 
Florida’s “creative class”, whose adherents allegedly no longer seek their place in close 
neighbourhoods, and in attributes associated with such communities, such as civic clubs and 
political action, community work, but in communities with weaker ties.  

4.1.4 Overall satisfaction with the city is very high, high living costs and housing market are 
major problem areas 

It can be stated that the survey participants are very satisfied with the quality of life in 
Munich. Over four fifths gave a value between 1 and 3 (with 1 representing “very satisfied” 
and 10 “very dissatisfied”) when they were asked to rate their satisfaction with their life in 
Munich or the Munich region. Munich’s creative knowledge workers are also very satisfied 
with leisure opportunities and public services in Munich. They also feel very safe in the city. 
Furthermore, 90 percent of those surveyed are satisfied with the “overall quality of life in the 
neighbourhood”. 

Major problem areas are the availability of affordable housing as well as the high costs of 
living in the city and region of Munich. The fact that the high costs of living also represent a 
problem for highly qualified knowledge workers is understandable when one recalls their 
levels of income. 
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4.1.5 To be a creative knowledge worker does not necessarily mean to earn a lot of money 

In relation to the high costs of living in Munich, the earnings achieved by the respondents can 
at best be described as average.  

For the majority of those surveyed (63.8 percent), the net monthly income is between 1000 
and 2999 Euro. Of the creative knowledge workers in this survey, 9.2 percent earn less than 
1000 Euro (net) per month, and thus despite their good qualifications, they are among the 
low-paid workers in the city. By contrast, 3.5 percent of those surveyed have a net income of 
over 5000 Euro a month, placing them among the top earners. The creative workers earn less 
than the knowledge-intensive workers. Half of them earn between 1000 and 2999 Euro per 
month and 16 percent of them have to manage with less than 1000 Euro per month.  

The Munich comparison study has also shown that the income situation of the creative 
workers has a broad spread, ranging from very high to frequently precarious levels of income 
(Hafner / von Streit, 2007). Freelancers above all achieve only below-average income in many 
areas of the creative industries in Germany (Betzelt, 2006; Rehberg et al. 2002; Haak & 
Schmid, 1999).  

4.1.6 Extensification and overflowing of work / breakdown of boundaries between work and 
life 

The organisation of work has in many sectors become more flexible. Work in the cultural 
industries in particular is organised in projects – or by project-based enterprises (Grabher, 
2002a, b, 2004). Project-based enterprises are often characterised by many non-standard 
working practices, such as long hours and a high proportion of freelancers (Pratt, 2004, Jarvis 
and Pratt, 2006).  

Long working hours blur the boundaries between work and leisure: the majority of Munich’s 
creative knowledge workers (56 %) work more than 46 hours a week.  

In the Munich comparison study, a quarter of the creative workers stated that they worked 
more than 55 hours per week. They also said that they often had to working in the evenings 
and at weekends, and regularly took work home, to finish it there (Hafner & von Streit, 2007).  

Taking the results of the Munich comparison study into account, a connection can be made 
between the working practices and preferred residential locations of the creative knowledge 
workers: if the boundaries between home, leisure and work are becoming more fluid through 
the spatial and temporal flexibilisation of work (Gottschall & Voß, 2003), then short 
distances, a district in which one likes to live and work, and which offers a mix of offices, 
restaurants, shops, service providers, cultural opportunities and living within a small area, 
become all the more important. In Munich, inner city districts above all offer these qualities, 
and thus correspond best to the working patterns and lifestyles of this group – as is 
demonstrated in the preferred residential locations of the creative workers. In addition, of 
course the “look and feel” (Helbrecht, 2004) and the urban atmosphere of these districts play 
a role as a source of inspiration for their work (von Streit, forthcoming).  
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The leisure activities of the creative knowledge workers also favour this urban lifestyle: going 
out in the city and visiting bars, cafes and restaurants are among their preferred leisure 
activities.  

4.2 Implications of the results in relation to existing policy 

In the following, we shall deal with the question of whether there are measures that are 
specifically tailored to suit creative knowledge workers. As the study shows, for highly 
qualified knowledge workers a differentiated and opportunity-rich labour market is the most 
important motive for living in Munich. Consequently any policy aimed at fostering the 
establishment and nurturing of firms in the knowledge-intensive and creative sectors is always 
simultaneously a policy for highly qualified people. Many of the policy measures already 
described in chapter 1.2.2 follow this direction. Important policy areas include technology 
policy and university support, as well as policy on culture, science and education.  

An important result of the Munich comparison study “Standortfaktor Kreativität” is that there 
is a lack of affordable space in Munich for those founding new businesses in the area of the 
creative knowledge industries and for those engaged in artistic activities, in which they could 
realise their projects. There is a need for action here on the part of the municipal authorities, 
since there is very great pressure for utilisation of fallow land in Munich, and land prices and 
rents are high. There are some small municipal projects that could be extended.  

Beyond that, there are no identifiable policy measures that are explicitly tailored in Munich to 
creative knowledge workers. It can however be argued here that a broad-based urban 
development policy with certain focus points is also a policy for highly qualified knowledge 
workers, since their needs – as the survey and the Munich comparison study has shown – are 
not so different from those of the rest of the population. This type of urban development 
concerns the policy areas of housing, education and social infrastructure in particular. 

Since not all creative knowledge workers can be counted among those with good to high 
levels of income, for them too the provision of cheap inner-city accommodation in flexible 
sizes is important, and also helps other population groups. Education policy is important 
because cities have to be in a position to produce highly qualified people themselves. Just as 
important is the extension of childcare facilities – a point that was emphasised repeatedly by 
creative knowledge workers in the Munich comparison study. If the boundaries between 
home, work and leisure activities are becoming increasingly permeable, and spatial proximity 
between the respective places of work, homes and leisure locations is particularly important 
for highly creative people, then this is congruent with the model of the city of short distances 
and of mixed use, which to date has been pursued rather for reasons of social and 
environmental considerations. Other important municipal offices in Munich are the advisory 
body for foreigners or the office for intercultural co-operation, which work towards an open, 
integrative urban society.  

In summary, a policy for creative knowledge workers would be a cross-sectional policy 
composed of various specialist policies such as cultural, housing, social, economic and 
employment policies.  



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 92

To sum up, there are two major factors that curtail Munich’s attractiveness to creative 
knowledge workers: firstly, the high rent levels and the high costs of living and housing. This 
is a negative point especially for employees and artists working in the cultural industries 
whose earnings are low. Due to the high rent levels, and as there are no sites available for 
experimentation, the conditions for artists to set up their businesses are rather poor in Munich. 
Secondly, Munich does not have an image of being an especially creative or thriving city for 
sub-cultures or for courageous urban development schemes and architecture – in the media, 
time and again the municipal policies are accused of having missed the boat on decisive 
trends in cultural and municipal planning, thus losing out on creative potential in the long 
term (Käppner & Matzig, 2007).  

 

 

 



 

 93

APPENDIX 

Annex 1 Classification of economic activities (NACE and SIC)  

Table 1 - Creative knowledge sectors – NACE classification 

Sector NACE codes 

1. Creative industries 
Advertising 744 Advertising 
Architecture 742 Architectural and engineering activities and related technical consultancy 
Arts/antiques trade Portions of the following sectors: 

524 Other retail sale of new goods in specialised stores 
525 Retail sales of second-hand goods in store 

Crafts No codes 
Design No codes 
Designer fashion Portion of the following sectors: 

17 Manufacture of textiles 
171 Preparation and spinning of textile fibres 
172 Textile weaving 
173 Finishing of textiles 
174 Manufacture of made-up textile articles, except apparel 
175 Manufacture of other textiles 
176 Manufacture of knitted and crocheted fabrics 
177 Manufacture of knitted and crocheted articles 
18 Manufacture of wearing apparel; dressing and dyeing of fur 
181 Manufacture of leather clothes 
182 Manufacture of other wearing apparel and accessories 
183 Dressing and dyeing of fur; manufacture of articles of fur 
19 Tanning and dressing of leather; manufacture of luggage, handbags, saddlery, harness 
and footwear 
191 Tanning and dressing of leather 
192 Manufacture of luggage, handbags and the like, saddlery and harness 
193 Manufacture of footwear 

Video, film, music and 
photography 

223 Reproduction of recorded media 
921 Motion pictures and video activities 
748 Miscellaneous business activities (*part of it) 

Music and the visual and 
performing arts 

Portions of the following sectors: 
923 Other entertainment activities 
927 Other recreational activities 

Publishing 221 Publishing 
924 News agency activities 

Computer games, 
software, electronic 
publishing 

722 Software consultancy and supply 

Radio and TV 922 Radio and television activities 
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2. Information 
Communication 
Technology (adapted 
from OECD definition) 

ICT manufacturing: 
300 Manufacture of office machinery and computers 
313 Manufacture of insulated wire and cable 
321 Manufacture of electronic valves and tubes and other electronic components 
322 Manufacture of television and radio transmitters and apparatus for line telephony and 
line telegraphy 
323 Manufacture of television and radio receivers, sound or video recording or 
reproducing apparatus and associated goods 
332 Manufacture of instruments and appliances for measuring, checking, testing, 
navigating and other purposes except industrial process control equipment 
333 Manufacture of industrial process equipment 
 
ICT services 
642 Telecommunications 
72 Computer related activities (minus 722 Software) 
72.1: hardware consultancy; 
72.3: data processing; 
72.4: database activities; 
72.5: maintenance and repair of office, accounting and computing machinery; 
72.6: other computer related activities; 

3. Finances J. Financial intermediation 
65 Financial intermediation, except insurance and pension funding 
66 Insurance and pension funding except compulsory social security 
67 Activities auxiliary to financial intermediation 

4. Law and other 
business services 

741 Legal, accounting, book-keeping and auditing activities; tax consultancy, market 
research and public opinion polling, business and management consultancy. 
743 Technical testing and analysis 
745 Labour recruitment and provision of personnel 
746 Investigation and security activities 

5. R&D and higher 
education 

73 Research and development 
731 Research and experimental development on natural sciences and engineering 
732 Research and experimental development on social sciences and humanities 
803 Higher education 
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Annex 3.3 Satisfaction with city  

Table 1 - Place of residence and frequency of visiting pubs and bars 
Residence Frequency of visiting pubs and bars 

City centre/ 
edge of city 

Urban fringe Suburbia 
Total 

Number 51 25 7 83 often 
%  56.0% 41.0% 15.9% 42.3% 
Number 32 30 22 84 rarely 
%  35.2% 49.2% 50.0% 42.9% 
Number 6 5 12 23 never 
%  6.6% 8.2% 27.3% 11.7% 
Number 2 1 3 6 don’t know 
%  2.2% 1.6% 6.8% 3.1% 
Number 91 61 44 196 Total 
%  100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 2 - Place of residence and frequency of walking around the city 
Residence Frequency of walking around the city  

City centre/ 
edge of city 

Urban fringe Suburbia 
Total 

Number 37 16 3 56 often 
%  40.7% 27.1% 7.0% 29.0% 
Number 44 38 30 112 rarely 
%  48.4% 64.4% 69.8% 58.0% 
Number 7 2 8 17 never 
%  7.7% 3.4% 18.6% 8.8% 
Number 3 3 2 8 don’t know 
%  3.3% 5.1% 4.7% 4.1% 
Number 91 59 43 193 Total 
%  100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 3 - Place of residence and frequency of visiting friends 
Residence Frequency of visiting friends 

City centre/ 
edge of city 

Urban fringe Suburbia 
Total 

Number 60 30 18 108 often 
%  65.2% 49.2% 40.9% 54.8% 
Number 29 26 18 73 rarely  
%  31.5% 42.6% 40.9% 37.1% 
Number 1 1 7 9 never 
%  1.1% 1.6% 15.9% 4.6% 
Number 2 4 1 7 don’t know 
%  2.2% 6.6% 2.3% 3.6% 
Number 92 61 44 197 Total 
%  100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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Annex 3.5 Factors relating to the satisfaction with the city of Munich 

Table 1 - Satisfaction with pubs/bars according to age 
Age  Satisfaction with pubs/bars 

up to 34 35 onwards Total 
Number 85 46 131 Satisfied 
% 73.3% 57.5% 66.8% 
Number 19 14 33 Neither 
%  16.4% 17.5% 16.8% 
Number 7 3 10 Dissatisfied 
%  6.0% 3.8% 5.1% 
Number 5 17 22 Don’t know 
%  4.3% 21.3% 11.2% 
Number 116 80 196 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 

Table 2 - Satisfaction with municipal hospitals according to age 
Age  Satisfaction with municipal hospitals 

up to 34 35 onwards Total 
Number 22 24 46 Satisfied 
% 19.0% 30.4% 23.6% 
Number 13 16 29 Neither 
%  11.2% 20.3% 14.9% 
Number 11 3 14 Dissatisfied 
%  9.5% 3.8% 7.2% 
Number 70 36 106 Don’t know 
%  60.3% 45.6% 54.4% 
Number 116 79 195 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 

Table 3 - Gender-specific satisfaction with cinemas in Munich 
Gender  Satisfaction with cinemas 

Female Male Total 
Number 79 73 152 Satisfied 
% 86.8% 69.5% 77.6% 
Number 8 18 26 Neither 
%  8.8% 17.1% 13.3% 
Number 1 5 6 Dissatisfied 
%  1.1% 4.8% 3.1% 
Number 3 9 12 Don't know 
% 3.3% 8.6% 6.1% 
Number 91 105 196 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 
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Table 4 - Gender-specific satisfaction with shopping facilities in Munich 
Gender  Satisfaction with shopping facilities 

Female Male Total 
Number 87 89 176 Satisfied 
% 94.6% 85.6% 89.8% 
Number 4 8 12 Neither 
%  4.3% 7.7% 6.1% 
Number 1 5 6 Dissatisfied 
%  1.1% 4.8% 3.1% 
Number 0 2 2 Don't know 
% 0.0% 1.9% 1.0% 
Number 92 104 196 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 

Table 5 - Gender-specific satisfaction with cultural and art festivals in Munich 
Gender  Satisfaction with cultural and art 

festivals Female Male Total 
Number 54 53 107 Satisfied 
% 58.7% 51.5% 54.9% 
Number 14 14 28 Neither 
%  15.2% 13.6% 14.4% 
Number 3 6 9 Dissatisfied 
%  3.3% 5.8% 4.6% 
Number 21 30 51 Don't know 
% 22.8% 29.1% 26.2% 
Number 92 103 195 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 

 

Table 6 - Gender-specific satisfaction with art exhibitions and museums in Munich 
Gender  Satisfaction with art exhibitions and 

museums Female Male Total 
Number 70 72 142 Satisfied 
% 76.9% 69.9% 73.2% 
Number 6 13 19 Neither 
%  6.6% 12.6% 9.8% 
Number 1 1 2 Dissatisfied 
%  1.1% 1.0% 1.0% 
Number 14 17 31 Don't know 
% 15.4% 16.5% 16.0% 
Number 91 103 194 Total 
%  100.0% 100.0% 100.0% 

Source: own survey 
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Table 7 - Household type and satisfaction with art exhibitions and museums 
Satisfaction with art exhibitions and museums Household type  

Satisfied Neither Dissatisfied Don't know 
Total 

Number 47 3 2 16 68 One person 
%  69.1% 4.4% 2.9% 23.5% 100.0% 
Number 47 9 0 4 60 Husband & wife/ cohabiting 
%  78.3% 15.0% 0.0% 6.7% 100.0% 
Number 23 2 0 10 35 Husband & wife (or cohabiting 

couple) with children %  65.7% 5.7% 0.0% 28.6% 100.0% 
Number 6 0 0 1 7 Lone father/mother 

and child %  85.7% 0.0% 0.0% 14.3% 100.0% 
Number 15 4 0 0 19 Non-family household with related or 

non-related persons %  78.9% 21.1% 0.0% 0.0% 100.0% 
Number 2 1 0 1 4 Other 
%  50.0% 25.0% 0.0% 25.0% 100.0% 
Number 140 19 2 32 193 Total 
%  72.5% 9.8% 1.0% 16.6% 100.0% 

Source: own survey 

 

Table 8 - Household type and satisfaction with restaurants 
Satisfaction with restaurants Household type 

Satisfied Neither Dissatisfied Don't know 
Total 

Number 55 10 0 3 68 One person 
%  80.9% 14.7% 0.0% 4.4% 100.0% 
Number 55 4 1 1 61 Husband & wife/ cohabiting 
%  90.2% 6.6% 1.6% 1.6% 100.0% 
Number 28 7 0 1 36 Husband & wife (or cohabiting 

couple) with children %  77.8% 19.4% 0.0% 2.8% 100.0% 
Number 7 0 0 0 7 Lone father/mother and child 
%  100.0% 0.0% 0.0% 0.0% 100.0% 
Number 14 4 1 0 19 Non-family household with related or 

non-related persons %  73.7% 21.1% 5.3% 0.0% 100.0% 
Number 5 0 0 0 5 Other 
%  100.0% 0.0% 0.0% 0.0% 100.0% 
Number 164 25 2 5 196 Total 
%  83.7% 12.8% 1.0% 2.6% 100.0% 

Source: own survey 
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Table 9 - Household type and satisfaction with pubs / bars 
Satisfaction with pubs / bars Household type 

Satisfied Neither Dissatisfied Don't know 
Total 

Number 52 10 0 7 69 One person 
%  75.4% 14.5% 0.0% 10.1% 100.0% 
Number 35 16 4 6 61 Husband & wife/ cohabiting 
%  57.4% 26.2% 6.6% 9.8% 100.0% 
Number 21 4 2 9 36 Husband & wife (or cohabiting 

couple) with children %  58.3% 11.1% 5.6% 25.0% 100.0% 
Number 5 1 1 0 7 Lone father/mother and child 
%  71.4% 14.3% 14.3% 0.0% 100.0% 
Number 15 1 3 0 19 Non-family household with related 

or non-related persons %  78.9% 5.3% 15.8% 0.0% 100.0% 
Number 3 1 0 0 4 Other 
%  75.0% 25.0% 0.0% 0.0% 100.0% 
Number 131 33 10 22 196 Total 
%  66.8% 16.8% 5.1% 11.2% 100.0% 

Source: own survey 

 

Table 10 - Household type and satisfaction with shopping facilities 
Satisfaction with shopping facilities Household type 

Satisfied Neither Dissatisfied Don't know 
Total 

Number 58 7 2 1 68 One person 
%  85.3% 10.3% 2.9% 1.5% 100.0% 
Number 56 3 2 0 61 Husband & wife/ cohabiting 
%  91.8% 4.9% 3.3% 0.0% 100.0% 
Number 33 1 1 1 36 Husband & wife (or cohabiting 

couple) with children %  91.7% 2.8% 2.8% 2.8% 100.0% 
Number 7 0 0 0 7 Lone father/mother and child 
%  100.0% 0.0% 0.0% 0.0% 100.0% 
Number 17 1 1 0 19 Non-family household with related 

or non-related persons %  89.5% 5.3% 5.3% 0.0% 100.0% 
Number 4 0 0 0 4 Other 
%  100.0% 0.0% 0.0% 0.0% 100.0% 
Number 175 12 6 2 195 Total 
%  89.7% 6.2% 3.1% 1.0% 100.0% 

Source: own survey 
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Table 11 - Household type and satisfaction with public transport 
Satisfaction with public transport Household type 

Satisfied Neither Dissatisfied Don't know 
Total 

Number 51 5 11 2 69 One person 
%  73.9% 7.2% 15.9% 2.9% 100.0% 
Number 48 5 7 1 61 Husband & wife/ cohabiting 
%  78.7% 8.2% 11.5% 1.6% 100.0% 
Number 29 3 4 0 36 Husband & wife (or cohabiting 

couple) with children %  80.6% 8.3% 11.1% 0.0% 100.0% 
Number 5 1 1 0 7 Lone father/mother and child 
%  71.4% 14.3% 14.3% 0.0% 100.0% 
Number 12 4 3 0 19 Non-family household with related 

or non-related persons %  63.2% 21.1% 15.8% 0.0% 100.0% 
Number 2 2 1 0 5 Other 
%  40.0% 40.0% 20.0% 0.0% 100.0% 
Number 147 20 27 3 197 Total 
%  74.6% 10.2% 13.7% 1.5% 100.0% 

Source: own survey 

 

Table 12 - Household type and satisfaction with safety in public places 
Satisfaction with safety in public places Household type 

Satisfied Neither Dissatisfied Don't know 
Total 

Number 59 5 2 3 69 One person 
%  85.5% 7.2% 2.9% 4.3% 100.0% 
Number 56 3 1 1 61 Husband & wife/ cohabiting 
%  91.8% 4.9% 1.6% 1.6% 100.0% 
Number 32 3 1 0 36 Husband & wife (or cohabiting 

couple) with children %  88.9% 8.3% 2.8% 0.0% 100.0% 
Number 7 0 0 0 7 Lone father/mother and child 
%  100.0% 0.0% 0.0% 0.0% 100.0% 
Number 18 1 0 0 19 Non-family household with related 

or non-related persons %  94.7% 5.3% 0.0% 0.0% 100.0% 
Number 2 2 0 1 5 Other 
%  40.0% 40.0% 0.0% 20.0% 100.0% 
Number 174 14 4 5 197 Total 
%  88.3% 7.1% 2.0% 2.5% 100.0% 

Source: own survey 
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Table 13 - Frequency of eating out according to income 
Income  Eating Out 

less than 1000 1000-2999 3000-4999 5000 or above Total 
Number 6 38 6 6 56 Often 
% 33.3% 30.6% 25.0% 85.7% 32.4% 
Number 10 73 18 1 102 Rarely 
%  55.6% 58.9% 75.0% 14.3% 59.0% 
Number 1 7 0 0 8 Never 
%  5.6% 5.6% 0.0% 0.0% 4.6% 
Number 1 6 0 0 7 Don’t know 
% 5.6% 4.8% 0.0% 0.0% 4.0% 
Number 18 124 24 7 173 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 14 - Frequency of making trips to the surrounding countryside according to income 
Income  Making trips to the 

surrounding countryside less than 1000 1000-2999 3000-4999 5000 or above Total 
Number 0 22 3 2 27 Often 
% 0.0% 17.9% 12.5% 28.6% 15.7% 
Number 15 75 16 4 110 Rarely 
%  83.3% 61.0% 66.7% 57.1% 64.0% 
Number 2 9 2 0 13 Never 
%  11.1% 7.3% 8.3% 0.0% 7.6% 
Number 1 17 3 1 22 Don’t know 
% 5.6% 13.8% 12.5% 14.3% 12.8% 
Number 18 123 24 7 172 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 15 - Frequency of visiting friends according to income 
Income  Visiting friends 

less than 1000 1000-2999 3000-4999 5000 or above Total 
Number 12 73 8 2 95 Often 
% 70.6% 58.4% 33.3% 28.6% 54.9% 
Number 5 39 15 5 64 Rarely 
%  29.4% 31.2% 62.5% 71.4% 37.0% 
Number 0 7 1 0 8 Never 
%  0.0% 5.6% 4.2% 0.0% 4.6% 
Number 0 6 0 0 6 Don’t know 
% 0.0% 4.8% 0.0% 0.0% 3.5% 
Number 17 125 24 7 173 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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Table 16 - Satisfaction with art exhibitions and museums according to income 
Income  Satisfaction with art 

exhibitions and museums less than 1000 1000-2999 3000-4999 5000 or above Total 
Number 15 87 17 6 125 Satisfied 
% 88.2% 70.7% 70.8% 100.0% 73.5% 
Number 1 11 3 0 15 Neither 
%  5.9% 8.9% 12.5% 0.0% 8.8% 
Number 0 2 0 0 2 Dissatisfied 
%  0.0% 1.6% 0.0% 0.0% 1.2% 
Number 1 23 4 0 28 Don’t know 
% 5.9% 18.7% 16.7% 0.0% 16.5% 
Number 17 123 24 6 170 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 17 - Satisfaction with restaurants according to income 
Income  Satisfaction with restaurants 

less than 1000 1000-2999 3000-4999 5000 or above Total 
Number 13 105 20 6 144 Satisfied 
% 72.2% 84.7% 83.3% 85.7% 83.2% 
Number 4 15 3 1 23 Neither 
%  22.2% 12.1% 12.5% 14.3% 13.3% 
Number 0 1 0 0 1 Dissatisfied 
%  0.0% .8% 0.0% 0.0% 0.6% 
Number 1 3 1 0 5 Don’t know 
% 5.6% 2.4% 4.2% 0.0% 2.9% 
Number 18 124 24 7 173 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 18 - Satisfaction with public transport according to income 
Income  Satisfaction with public 

transport less than 1000 1000-2999 3000-4999 5000 or above Total 
Number 10 95 20 3 128 Satisfied 
% 55.6% 76.0% 83.3% 42.9% 73.6% 
Number 3 14 0 2 19 Neither 
%  16.7% 11.2% .0% 28.6% 10.9% 
Number 4 15 3 2 24 Dissatisfied 
%  22.2% 12.0% 12.5% 28.6% 13.8% 
Number 1 1 1 0 3 Don’t know 
% 5.6% 0.8% 4.2% 0.0% 1.7% 
Number 18 125 24 7 174 Total 
%  100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 
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Annex 3.6 The influence on various factors on mobility 

Table 1 - Household type and place of residence before moving to Munich 
Household type  Previous residence 

One 
person 

Husband & 
wife/ 

cohabiting 

Husband & 
wife (or 

cohabiting 
couple) with 

children 

Lone father 
or mother 
and child 

Non-
family 
house-
hold 

Other  
 
 
 

Total 
Number 15 27 10 3 2 3 60 Munich 
% 22.7% 44.3% 27.8% 42.9% 10.5% 60.0% 30.9% 
Number 5 5 6 0 1 1 18 Another City in the 

region, province, county %  7.6% 8.2% 16.7% 0.0% 5.3% 20.0% 9.3% 
Number 37 25 16 3 15 1 97 Another city in the 

country %  56.1% 41.0% 44.4% 42.9% 78.9% 20.0% 50.0% 
Number 9 4 4 1 1 0 19 Outside the country 
%  13.6% 6.6% 11.1% 14.3% 5.3% 0.0% 9.8% 
Number 66 61 36 7 19 5 194 Total 

% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

Source: own survey 

 

Table 2 - Relationship between household type and length of time living in Munich 
Household type  Time lived in city 

One 
person 

Husband & 
wife/ 

cohabiting 

Husband & wife 
(or cohabiting 
couple) with 

children 

Lone father 
or mother 
and child 

Non-family 
household 

with related or 
non related 

persons 

Other  
 
 
 

Total 
Number 11 2 1 0 9 0 23 Less than 1 

year  % 16.4% 3.4% 2.8% 0.0% 47.4% 0.0% 11.9% 
Number 7 5 0 0 3 0 15 Between 1 

and 2 years  %  10.4% 8.5% 0.0% 0.0% 15.8% 0.0% 7.8% 
Number 11 9 3 1 5 0 29 Between 2 

and 5 years  %  16.4% 15.3% 8.3% 14.3% 26.3% .0% 15.0% 
Number 8 11 5 0 0 1 25 Between 5 

and 10 years  %  11.9% 18.6% 13.9% 0.0% 0.0% 20.0% 13.0% 
Number 30 32 27 6 2 4 101 More than 10 

years  % 44.8% 54.2% 75.0% 85.7% 10.5% 80.0% 52.3% 

Source: own survey 
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Annex 3.8 Creative workers and knowledge workers: A comparison 

Table 1 - Household categories of the creative and the knowledge intensive workers 
Branch  Household category 

knowledge 
intensive 

creative  
Total 

Number 41 27 68 One person 
 % 36,0% 33,3% 34,9% 

Number 35 26 61 Husband & Wife/cohabiting 
%  30,7% 32,1% 31,3% 
Number 25 11 36 Husband& Wife (or cohabiting couple) 

with children %  21,9% 13,6% 18,5% 
Number 4 3 7 Lone father/mother and child 
% 3,5% 3,7% 3,6% 
Number 5 13 18 Non-family household with related or non-

related persons %  4,4% 16,0% 9,2% 
Number 4 1 5 Other 

 % 3,5% 1,2% 2,6% 
Number 114 81 195 Total 
%  100,0% 100,0% 100,0% 

Source: own survey 

 

Table 2 - Company size 
Sector  Company size facilities 
knowledge intensive creative Total 

Number 13 6 19 under 5 
 % 11,5% 7,6% 9,9% 

Number 8 3 11 5-9 
 %  7,1% 3,8% 5,7% 

Number 11 25 36 10-49 
 %  9,7% 31,6% 18,8% 

Number 7 11 18 50-99 
 % 6,2% 13,9% 9,4% 

Number 6 14 20 100-249 
 %  5,3% 17,7% 10,4% 

Number 8 3 11 250-499 
 % 7,1% 3,8% 5,7% 

Number 9 4 13 500-999 
 %  8,0% 5,1% 6,8% 

Number 3 2 5 1000-1999 
%  2,7% 2,5% 2,6% 
Number 32 10 42 2000 or more 

 % 28,3% 12,7% 21,9% 
Number 16 1 17 Don’t know 

 %  14,2% 1,3% 8,9% 
Number 113 79 192 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 
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Table 3 - Contract status of the creative and the knowledge intensive workers 
Sector  Contract status 
knowledge intensive creative Total 

Number 62 39 101 Unlimited permanent contract 
% 55,6% 47,6% 52,1% 
Number 7 9 16 Contract for a specific project 
%  6,3% 11,0% 8,2% 
Number 8 5 13 Fixed term contract of less 

than 12 months %  7,1% 6,1% 6,7% 
Number 24 8 32 Fixed term contract of 12 

months or more % 21,4% 9,8% 16,5% 
Number 0 0 0 Temporary employment 

agency contract %  ,0% ,0% ,0% 
Number 4 10 14 Apprenticeship or other 

training scheme % 3,6% 12,2% 7,2% 
Number 4 6 10 Without a written contract 
%  3,6% 7,3% 5,2% 
Number 3 5 8 Other 
%  2,7% 6,1% 4,1% 
Number 112 82 194 Total 

 % 100,0% 100,0% 100,0% 
Source: own survey 

 

Table 4 - Relationship between sector and frequency of visiting pubs/bars 
Sector   Visiting pubs/bars 
knowledge intensive creative Total 

Number 37 45 82 Often 
 % 32,7% 54,9% 42,1% 

Number 60 24 84 Rarely 
 %  53,1% 29,3% 43,1% 

Number 13 10 23 Never 
 %  11,5% 12,2% 11,8% 

Number 3 3 6 Don’t know 
 % 2,7% 3,7% 3,1% 

Number 113 82 195 Total 
%  100,0% 100,0% 100,0% 

Source: own survey 

 

Table 5 - Relationship between sector and frequency of visiting night clubs 
Sector  Visiting night clubs 

knowledge intensive creative Total 
Number 4 12 16 Often 

 % 3,5% 14,5% 8,1% 
Number 35 27 62 Rarely 

 %  30,7% 32,5% 31,5% 
Number 58 35 93 Never 

 %  50,9% 42,2% 47,2% 
Number 17 9 26 Don’t know 

 % 14,9% 10,8% 13,2% 
Number 114 83 197 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 
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Table 6 - Relationship between sector and frequency of visiting a theatre/concert 
Sector  Visiting a theatre/concert 

knowledge intensive creative Total 
Number 10 8 18 Often 

 % 9,0% 9,9% 9,4% 
Number 80 67 147 Rarely 

 %  72,1% 82,7% 76,6% 
Number 9 3 12 Never 

 %  8,1% 3,7% 6,3% 
Number 12 3 15 Don’t know 

 % 10,8% 3,7% 7,8% 
Number 111 81 192 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 

 

Table 7 - Relationship between sector and frequency of visiting museums/art galleries 
Sector  Visiting museums/art galleries 

knowledge intensive creative Total 
Number 2 2 4 Often 

 % 1,9% 2,5% 2,1% 
Number 50 43 93 Rarely 

 %  46,3% 53,1% 49,2% 
Number 33 16 49 Never 

 %  30,6% 19,8% 25,9% 
Number 23 20 43 Don’t know 

 % 21,3% 24,7% 22,8% 
Number 108 81 189 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 

 

Table 8 - Relationship between sector and frequency of visiting friends 
Sector  Visiting friends 

knowledge intensive creative Total 
Number 54 53 107 Often 

 % 47,8% 63,9% 54,6% 
Number 47 26 73 Rarely 

 %  41,6% 31,3% 37,2% 
Number 6 3 9 Never 

 %  5,3% 3,6% 4,6% 
Number 6 1 7 Don’t know 

 % 5,3% 1,2% 3,6% 
Number 113 83 196 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 
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Table9 - Relationship between sector and satisfaction with festival events/cultural activities 
Sector  Satisfaction with festival events/cultural 

activities knowledge intensive creative Total 
Number 58 49 107 Satisfied 

 % 51,3% 59,8% 54,9% 
Number 14 15 29 Neither 

 %  12,4% 18,3% 14,9% 
Number 6 3 9 Dissatisfied 

 %  5,3% 3,7% 4,6% 
Number 35 15 50 Don't know 

 % 31,0% 18,3% 25,6% 
Number 113 82 195 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 

 

Table 10 - Relationship between branch and satisfaction with museums/art galleries 
Sector  Satisfaction museums/art galleries 

knowledge intensive creative Total 
Number 79 62 141 Satisfied 

 % 71,8% 74,7% 73,1% 
Number 9 10 19 Neither 

 %  8,2% 12,0% 9,8% 
Number 0 2 2 Dissatisfied 

 %  0,0% 2,4% 1,0% 
Number 22 9 31 Don't know 

 % 20,0% 10,8% 16,1% 
Number 110 83 193 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 

 

Table 11 - Relationship between sector and satisfaction with pubs /bars 
Sector  Satisfaction museums/art galleries 

knowledge intensive creative Total 
Number 70 62 132 Satisfied 

 % 61,9% 74,7% 67,3% 
Number 22 10 32 Neither 

 %  19,5% 12,0% 16,3% 
Number 5 5 10 Dissatisfied 

 %  4,4% 6,0% 5,1% 
Number 16 6 22 Don't know 

 % 14,2% 7,2% 11,2% 
Number 113 83 196 Total 
% 100,0% 100,0% 100,0% 

Source: own survey 
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