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EXECUTIVE SUMMARY 

In the course of the reunification of Germany all the former Eastern German industrial core 
regions had to undergo a transition from socialist, centrally planned economy towards post-
fordist modes of production. One major vision of urban development of the early 1990s was 
to deindustrialise Leipzig from a site of heavy equipment/machinery production and coal 
mining towards the 2nd centre region of tertiary sector in the Neue Bundesländer after the 
capital Berlin. In the beginning this strategy seemed to be successful – Leipzig’s image was 
dominated by the phrase “boomtown of the East”. Undergoing a change from one of the most 
polluted and dilapidated cities to a place full of experimental urbanism and renovated 
Gründerzeit quarters with parks and a lake district in the southern fringe, the city attracted 
service companies from financial, legal, insurance, business consultancy and media sector. 
But in the end of the 1990s the city underwent a decline in service sector, which was 
characterised by retreat and shutting down of branches of national and global players. On the 
one hand the Eastern German market stagnated at low demand for services. So the whole 
Eastern German market could better be served from Berlin. On the other hand the Leipzig 
regional market was too small to run branches as nearly all the industrial production sector, 
which demands services, was destructed after reunification. This shows the negative impact of 
mono-sector development strategies. But it offers also an insight into resulting opportunities 
for the city. 

Today one of the biggest potentials of the City of Leipzig is its high degree of spatial 
opportunities1 – vacant apartment buildings, vacant suburban housing, vacant offices, vacant 
old-industrial facilities and vacant brown-fields for redevelopment. The City of Leipzig is 
marked by a relaxed density. It offers freedom, spaces and places for creativity at discount 
prices without forcing people to instant, economic success. That’s what people see, 
experience and transport as an image of the city. The local educational infrastructure 
(Academy of Visual Arts, University of Music and Theatre, German Literature Institute, 
Master Programme Media Leipzig, etc.) attracts a lot of young people to the city. The 
economic situation (high unemployment rate, low income levels, low industrial jobs rate) 
though doesn’t offer good employment opportunities, so a lot of the graduates leave after 
acquiring their degree. But the urban structure and low living cost levels offer the freedom to 
develop own businesses. Therefore quite a few former students stay to pursue their career in a 
smooth urban environment. 

                                                 
1 Not for nothing the City of Leipzig’s marketing slogan is „Leipziger Freiheit“: http://www.leipziger-
freiheit.de/en/ 
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The present study focused on these people working in creative and knowledge intensive 
sectors (such as radio and TV, software and games development, E-publishing, law and other 
services, finance sector, ICT, etc.), who are supposed to play a central role in making a place 
competitive in the global network of regions. Furthermore it paid attention to graduates of the 
Leipzig educational institutions. The general aim was to get to know why workers and 
students came to this city, how they like it and if/why they are planning to stay or not. The 
report is split into four chapters. The 1st chapter highlights more detailed the current context, 
in which the workers and graduates live. After an introduction to the Leipzig Metropolitan 
Region the existing creative knowledge policies are outlined and the population of workers 
and graduates is presented. The methodological approach of the survey is outlined in chapter 
2. For this study a total sample of 200 workers and graduates was surveyed using a 
standardised questionnaire. This sample was split up into 75 knowledge intensive workers, 75 
creative workers and 50 graduates. In chapter 3 the results of the survey are presented. Having 
described the demographic situation of the sample, the basic employment and residential 
features will be exploited. The following sections are dedicated to analysing the satisfaction 
patterns concerning the city in general, the neighbourhood and living environment, and the 
job and work situation. In addition a section with bivariate examination of the data is 
presented before comparing knowledge intensive workers to creative workers in order to find 
out about possible differences between their attitudes. The 4th chapter is dedicated to 
interpreting and concluding the findings and deducing implications for policies of 
competitiveness. Finally some limitations of these interpretations are outlined. 

The study brought to light that most of the interviewed workers and graduates came to 
Leipzig because of study and job opportunities, but that soft location factors also play a 
significant role. In addition, personal connections (e.g. proximity to friends and family) 
played a significant decision making role. Once in Leipzig they prefer to live in the city centre 
quarters of Leipzig, where they could profit from the big pool of restaurants, bars, pubs, 
cultural and sports events that they tend to frequent regularly. As the overall economic 
situation in Leipzig indicates, also the knowledge intensive and creative workers show low 
levels of income. Nonetheless they tend to be satisfied with their working and job situation 
and the life in Leipzig in general. One third of the respondents indicate an overall friendliness 
of Leipzig to be one of the reasons why feeling comfortable here. Another important fact is 
the affordability of high quality housing. Other important reasons for feeling at ease with 
Leipzig are its cultural diversity and the diversity of leisure and entertainment facilities. 
Concerning the micro level of the neighbourhood the interviewees acknowledge the 
atmosphere and quality of their neighbourhoods, which gives them a feeling of personal 
safety. Furthermore the possibility of maintaining personal networks is a relevant fact, which 
in the Leipzig economic context is of major importance for the creative knowledge workers in 
order to get good business information, and which is comfortably realizable in the Leipzig 
urban size and structure. The study shows that traditional networks such as political and 
religious networks and community yet only play a subordinated role. Consequently, more 
than half of the Leipzig respondents indicate not to have the intention to leave the city. They 
seem to be tied to the city by their personal connections and the city’s general atmosphere 
(esp. cultural diversity, space, low living costs). 
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The Leipzig situation simultaneously forces and enables political leaders to experiment with 
unconventional and often pragmatic solutions. Therefore the administrative staff of the City 
of Leipzig is open to suggestions from all directions of civic engagement. Hence it is not 
astonishing that the City of Leipzig, recently, is paying much attention to the creative 
knowledge sector in order to make the existing initiatives, developing in the city’s free 
atmosphere, economically more powerful and sustainable. 
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1 INTRODUCTION 

1.1 Introduction / Outline of the report 

The following report demonstrates the results of the empirical survey of 200 workers in the 
field of creative and knowledge-intensive industries in Leipzig. The report presents  

- the metropolitan region and the city of Leipzig, 
- the methodology of survey and 
- the results. 

1.2 Short introduction of the metropolitan region and creative knowledge 
policy 

1.2.1 Short Introduction of the metropolitan region 

Geographical/demographical context 

Leipzig is situated in the Free State of Saxony in eastern Germany. It is the largest city in 
Saxony, closely followed by the state capital, Dresden. Leipzig is one of the core cities of the 
metropolitan region known as ‘Sachsendreick’ or ‘Saxon Triangle’, consisting of the cities of 
Leipzig, Dresden and Chemnitz/Zwickau. On a smaller scale, the axis linking the adjacent 
cities of Leipzig and Halle forms a conurbation with around 1.5 million inhabitants. The city 
of Leipzig itself has a population slightly exceeding 500,000 (30 June 2006) (Stadt-Leipzig, 
2006). 

The city of Leipzig refers to the city of Leipzig itself as an administrative unit; the city region 
of Leipzig refers to the city of Leipzig plus three surrounding districts. When analysing 
Leipzig’s creative knowledge industries, we refer to the city region of Leipzig, consisting of 
the city of Leipzig together with the surrounding districts of Delitzsch, Muldentalkreis (Mulde 
Valley) and Leipziger Land, which describe a radius of approximately 15 km around the core 
city of Leipzig. 

The geographical layout of the city has primarily been shaped by various phases of 
suburbanisation over the past 15 years, leading to new poles of economic growth at the 
periphery and thus giving a new spatial structure to the city region of Leipzig. Besides the 
expansion on the fringe, inner-city regeneration efforts (mainly housing, trade and industry, 
and transportation) have tried to overcome the growing vacancy rate in housing and 
commercial buildings in east and west Leipzig. 
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Huge investments into the transportation infrastructure such as roads, railways and a new 
runway at Leipzig-Halle Airport have led to the further integration of the city region into 
national and European economic areas. 

The small but constant growth in the population attributes to the positive migration balance to 
Leipzig which is compensating for the brain drain, a declining birth rate coupled with a 
growing death rate, as well as a relatively stable unemployment rate of approximately 20 per 
cent in both the city and the city region. After the unification, Leipzig “extended” its territory 
by incorporating surrounding municipalities. The slow population recovery and the stagnating 
economy contradict Leipzig’s marketing labels as the ‘boomtown of the East’ and ‘boomtown 
Leipzig’ (Glock, 2006, p. 97). 

 
Economic specialisation 

Leipzig’s economic strategy focuses on both traditional and new sectors. The main economic 
activities are trade shows and exhibitions (chiefly organised by the Leipzig Fair), automotive 
production, retail and distribution, logistics, healthcare and medical engineering, biotech and 
life sciences, energy and environmental technology, and media and communication. 

Vehicle manufacturing: 

Historically speaking, the city of Leipzig had not been a centre of vehicle production, In 
contrast to the nearby cities of Zwickau and Chemnitz (also in Saxony). But in 2002, Porsche 
erected a €127 million manufacturing plant in Leipzig to assemble the Cayenne, its new sport 
utility vehicle. Taking into account knock-on investment, a total of €500 million has been 
invested in the city region as a result. Moreover, all in all 800 jobs have been created at 
Porsche and its local suppliers. 

Although the city is now marketing itself throughout the world as an expanding centre of 
vehicle production, only 1,167 people in 2005 are actually employed full-time in the core of 
this sector, equating to less than 1 per cent of total employment in the city. Nevertheless, the 
city region (Leipzig and its counties) is cooperating in the ‘Autoregio’ network to nurture the 
automotive industry in the region and has begun collaborating internationally in the 
‘CityRegio’ project with the regions of Pilzen (Czech Republic) and Linz (Austria) to expand 
vehicle manufacturing (Burdack, 2005, p. 140). 

Media and communication: 

In contrast to the recent arrival of the automotive industry, media and communication go back 
a long way in the city of Leipzig. Many publishing companies were forced to leave Leipzig 
before and during the Second World War as well as during the socialist GDR period. A few 
returned to Leipzig after unification in 1990 and traded on Leipzig’s proud publishing 
heritage.  

Moreover, in 1992 MDR (Mitteldeutscher Rundfunk, the regional broadcasting corporation 
serving the states of Saxony, Saxony-Anhalt and Thuringia) opened its headquarters in 
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Leipzig. Shortly afterwards, a media development agency entitled Medienstadt Leipzig GmbH 
was set up to support the growth of media-related activities. Bentele (Bentele et al., 2006) 
estimates that this sector employs 32,800 people (including around 9,700 self-employed), 
accounting for about 12 per cent of total employment in the city of Leipzig. About 4,300 jobs 
are in publishing and printing, along with 4,200 in TV, film and radio. 

Most of the media-related firms are very small, explaining why there are so many. A 
characteristic of this sector in Leipzig is that these small firms are heavily dependent and 
focused on the MDR (regional public broadcasting service) as the only one big regional 
principal. So they have to deal with a high intensity of regional concurrence while being too 
less oriented towards exporting their services towards markets outside of Leipzig region 
(Bathelt, 2002). There were 1,350 firms in 2002. 

 
Position in European networks and hierarchy 

Leipzig’s role as a leading European centre of business and the arts dates back around a 
century to a time when the city’s innovative cultural, entrepreneurial milieus led to huge 
investement heavily in not just new technology but also science, culture and knowledge 
production. This attracted large numbers of employees to Leipzig. Weakened by the loss of its 
status as Germany’s intellectual, cultural and financial capital in connection with the Second 
World War, Leipzig declined into a second-class national centre in the GDR period. The 
‘international fairs’, when the city became the platform for the socialist regime to display its 
mainly industrial and manufactured goods to the world twice a year, were the only 
opportunity for the city of Leipzig to present itself as the ‘window of the East’. 

The Iron Curtain also curbed Leipzig’s European significance, its historical role as an 
important transport hub between East and West being curtailed for decades. Since 1990, 
however, various local, regional and national policy strategies have been developed in an 
attempt to regain the city’s European importance. The Leipzig Fair, newly founded Leibniz 
research institutes, the high-speed railway network and a brand-new telecoms infrastructure 
provided the foundations for boosting Leipzig’s status on a European scale on the basis of the 
service sector, knowledge and science. 

The accession of the Czech Republic, Slovakia, Hungary and Poland to the European Union 
propelled the Leipzig region to the new centre of the enlarged EU. However, the gap between 
Leipzig’s estimated strategic potential and its actual repositioning on a European scale is still 
wide. Below, a few indicators providing a picture of the real situation of the city on a national 
and international scale are examined. 

Leipzig’s trade fair business in a European context: 

Despite its structural economic crisis, Germany has maintained its position as the world’s 
premier trade fair centre. Although attendance in 2005 declined somewhat, events like the 
Hanover technology fair CeBit and the Frankfurt Book Fair are still expanding. In fact, two-
thirds of the leading international trade fairs are hosted in Germany. 
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With cities like Frankfurt and Leipzig being major crossroads to other business centres in 
Europe, German trade fair organisers have successfully cashed in on the country’s central 
location. These days, cities such as Frankfurt, Düsseldorf, Hanover, Munich, Cologne, Berlin, 
Nuremberg, Stuttgart, Essen, Leipzig and Hamburg host the world’s leading trade fairs in an 
astonishing number of industrial and service sectors. In Leipzig, Auto Mobil International and 
the Leipzig Book Fair rank among the top exhibitions in both Germany and Europe, only 
being eclipsed by the corresponding events in Frankfurt. 

Altogether, Germany’s 140 or so trade fairs and exhibitions every year attract 160,000 
exhibitors, who rent a total of 6.5 million square metres of floor space. They also draw 
between nine and ten million visitors, according to the Berlin-based Association of the 
German Trade Fair Industry (AUMA, 2006), accounting for almost a quarter of the entire 
European market. The European Association of Trade Fairs (Emeca) estimates that 1,000 
trade fairs are held each year across Europe, attracting about 40 million visitors. Furthermore, 
the trade fairs also bring in scores of visitors from other countries. For the first time ever, 
according to AUMA, in 2002 at least 20 per cent of all visitors to German trade shows were 
foreigners, mostly from other European countries. They come to Germany because of the lack 
of very large trade fairs in other parts of Europe and overseas. 

Even so, in what is one of the toughest economic crises experienced by Germany since the 
Second World War, the trade fair sector is by no means untroubled. But whereas the number 
of people visiting CeBit, the world’s largest computer exhibition, has dwindled by 20 per 
cent, the turnover of the exhibitions hosted by the Leipzig Fair in 2005 was up by around 8 
per cent over 2004, while the number of exhibitors grew by around 10 per cent Leipzig-
Messe-GmbH, 2005, p. 14). In 2005, Leipzig’s trade fair business ranked 39th worldwide 
AUMA, 2006). Recently, the Pop-up fair devoted to pop, rock and independent music has 
emerged in Leipzig out of the local cultural scene and since 2002 has quickly become the 
second most important trade event in its field in Germany after the Berlin-based Popkomm. 
Furthermore the Leipzig based Games Convention evolved since its premiere in 2002 into the 
biggest “playground” of computer games and paddle industry in Europe. 

Leipzig’s media and communication sector on a national scale: 

In 2003, Leipzig’s media sector ranked ninth in Germany in terms of the number of 
employees (Schönert, 2004, p. 3). Between the crisis and the bubble of the New Economy 
hype in 1999 and 2001, Leipzig improved its position on a national scale: 2.5 per cent more 
employees led to Leipzig ranking fourth in the development of the media sector in Germany. 
In sub-segments such as advertising, radio/TV, and signal services, Leipzig even managed to 
stabilise and improve its position, ranking eighth, second and first (Schönert, 2004, pp. 7–8). 
Schönert (Schönert, 2004, p. 9) points out that Leipzig bucked the national trend by 
expanding its role in the field of publishing, radio, TV and film. Then again, this was an area 
where Leipzig had plenty of catching-up to do and had therefore started from a much lower 
base in the 1990s. 



INTRODUCTION 
 

 9

The (New) Leipzig School: 

The term ‘Leipzig School’ or ‘New Leipzig School’ represents a recent trend in modern 
painting arising between the 1970s and the 1980s through numerous painters originating from 
Leipzig, mainly Leipziger Kunstakademie (Academy of Fine Arts). 

Rooted in Leipzig’s art scene of the 1960s, Bernhard Heisig, Wolfgang Mattheuer and 
Werner Tübke are considered the three main founders of the Leipzig School. They all studied 
at the Academy, which nowadays is known as ‘HGB/Hochschule für Grafik und Buchkunst 
Leipzig’ or the Academy of Visual Arts, where they later attained professorships. Their 
distinctive, individual forms of expression came to be labelled as representing the ‘New 
Leipzig School’ and made Leipzig internationally famous as a Mecca for painting in modern 
art. 

The term ‘Leipzig School’ does not refer to a specific teaching model. Instead of a codified 
set of styles, it stands for a heterogeneous field of different approaches crossing styles and 
generations (Schüle, 2005). Bernhard Heisig is known as the main representative, followed by 
Hartwig Ebersbach, Gudrun Brüne, Sighard Gille and Frank Ruddigkeit, as well as the 
graphic artist Peter Schnürpel. Another trend of painters invokes ‘objective’ and ‘factual’ 
modes of painting, originally coining the term ‘Leipzig School’. Nevertheless they have 
integrated metaphors and allegories in their paintings and remained associated with what is 
known as ‘Neue Sachlichkeit (the ‘new functionalism’) as well as with leading German 
romanticists. 

Two former students of Heisig, Mattheuer and Tübke, Professors Sighard Gille and Arno 
Rink, who both lectured at the HGB during GDR times, achieved international success when 
their own students recently attracted international attention. It was painters such as Neo 
Rauch, Tim Eitel, Martin Kobe and Matthias Weischer, who had studied under Gille and Rink 
and been influenced by their styles, who coined the stylistic form ‘New Leipzig School’ when 
their paintings sold for high prices at international art fairs and even at Sotheby’s in New 
York. The Leipzig School has two centres: one is obviously the Academy of Visual Arts in 
the city centre, while the gallery hub is in the western part of the borough of Plagwitz on the 
refurbished premises of a disused spinning mill, where more than 50 artists, various galleries 
and related businesses are now situated. 

General assessment of Leipzig’s position on a European scale: 

The Bertelsmann Foundation conducted a survey among businesspeople to ascertain how 
business-friendly the 25 largest German cities are. Respondents were asked to rate cities along 
with their local authorities, facilities and institutions on a scale from one (very good) to six 
(very bad). Leipzig, in what used to be eastern Germany, was voted the most business-
friendly German city, while the country’s traditional economic powerhouses Frankfurt, 
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Munich, Cologne and Berlin all rated ‘could do better’ Allensbach-Institut, 2003 for the 
following quotes)1. 

The findings indicate that Leipzig has grasped the opportunity of reunification to top the poll. 
The city has always been famous for its international trade fairs and also put in a serious bid 
to host the 2012 Olympics. Bremen and Karlsruhe tied for second place, followed by 
Gelsenkirchen, Düsseldorf and Wiesbaden. Leipzig was the only city from eastern Germany 
in the top six. 

In the survey, Leipzig scored particularly highly for business development and administration. 
At first glance, the poll seems to give the impression that all the cities are relatively business-
friendly (Leipzig has an average of 2.73 for all six assessment criteria, placing it just a few 
tenths ahead of the bottom city, Berlin, with an average of 3.19), but the real situation 
becomes apparent from direct comparison. In Leipzig, business support and city 
administration were rated at 2.47 and 2.87 respectively – the best scores among all the 25 
cities studied. In addition, employers in Leipzig found local politicians (2.13) and the town 
council (2.87) to be far more business-friendly than the averages of 3.06 and 3.21 
respectively. By comparison, Berlin’s business leaders gave the city’s industry support 2.79 
and the city administration 3.64 – both significantly lower than Leipzig. Since all the other 
service institutions questioned in Berlin mostly scored below average, its bottom position was 
justified.  

To conclude, on 27 June 2006, a UBS survey stated “Moscow is the world’s most expensive 
city while Leipzig is the cheapest one in Europe”. Leipzig’s successful efforts in terms of 
image, marketing and its cluster policy have restored the city’s national and international 
importance. Moreover, being one of the handful of leading ‘east German boomtowns’, the 
city region of Leipzig has regained its strategic position as the ‘gateway to the East’. But 
against the background of the harsh, complex conditions of transformation, only rarely does 
the city’s excellence scale European heights. However, it should not be forgotten that modern 
painting, one of the traditional local arts, emerged from its artist and educational niches after 
unification and resulted in the distinctive Leipzig School as of the mid-1990s. Over the past 
2–3 years representatives of the Leipzig School have commanded very high prices at art fairs, 
exhibitions and auctions at Sotheby’s, drawing attention to Leipzig around the globe. 

                                                 
1 The study was a cooperative venture between Bertelsmann, business magazine Impuls, and international multi-
utility RWE. It was conducted by the Allensbach Institute (Institut für Demoskopie), one of Germany’s leading 
opinion research institutes. The findings are based on a poll of 2,556 CEOs in the cities concerned. 
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1.2.2 Short introduction of the existing creative knowledge policy 

Based on very heterogeneous empirical databases, it can be pointed out that creative 
industries (based on the calculation of the selected NACE codes) have performed relatively 
well in the time period of 2000 and 2004/5 in the city-region of Leipzig. Most of its positive 
development rates took place in the core area of the research area, the city of Leipzig. The 
surrounding counties have performed negatively. The creative industries nevertheless could 
not compensate the loss of work forces and job opportunities in other economic segments, 
such as manufacturing. 

Especially the field of media industry is not only very well researched by Bentele (see above) 
and Bathelt (Bathelt et al., 2004) it has also reached the attention of the public administration; 
as one segment of the creative industries, it has been integrated in the cluster policy of the city 
of Leipzig. 

Except for the well researched media industries, more informal, ephemeral, as well as sub 
cultural oriented creative scenes are either not well researched or only present on an implicit 
level: The impact of the “Neue Leipziger School”, pop cultural music industries and their 
newly institutionalised fairs and platforms (“Popup Fair”), innovative architectural offices, 
small clusters of design offices such as “Buero am Ring” (a bloc with more than 20 young 
design, architectural and other creative offices very close to the city centre), meet highest 
international reputation and standards, but are not yet fully accepted and even known in the 
public administration. Some administrative bodies “know” that these agents are present in the 
city, but the level of precise and concrete information concerning size, number of (self-
employed) workers, number of start-ups, turnover, strategic practices of young entrepreneurs 
etc., is more or less not known. It leads to a relatively diffuse knowledge about the relevance 
of these emerging creative agents as incubators for other professional groups. 

The lack of recognition by public authorities has led to new activities by corporate companies, 
such as BMW and others. Their public-private-partnership activities integrate galleries, such 
as the “Galerie für zeitgenössische Kunst” (German for “Gallery for contemporary Art”), 
artists, creative producers, and other creative agents of the city of Leipzig.  

Interestingly enough, the city’s marketing company seems to focus on the development and 
the expansion of the historical cultural potential (not necessarily the creative) such as the 
music and the person of Johann Sebastian Bach and other classic musicians and composers. 
They are targeting to follow Salzburg´s “Mozart strategy”. Especially in the last months, the 
debates of new marketing strategies for the city of Leipzig seem to prefer the reinvention of 
the classical music topic as the communication tool to market the city worldwide. While the 
existing label “Leipziger Freiheit” (“Leipzig’s liberty”) seem to highlight the openness as well 
as the diversity of cultural life, creative scenes, as well as a heterogeneous civil society it is 
not yet clear how new marketing themes such as classical music will be able to integrate 
young creative and also entrepreneurial cultures. 

Apart from formally organised and politically induced crisis-solving policies, Leipzig’s 
cultural scenes contain numerous modes of self-organising formations. Even though the 
formal labour market has to be considered weak, inaccessible or unattractive, many cultural 
activists launched their own rather unusual entrepreneurial start-up businesses in the midst of 
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a substantial structural crisis. Informal networks provided an important backbone in order to 
cope with minimal financial income, hardly any venture capital, or any similar formal and 
‘known’ support structures (Bismarck & Koch, 2005, Steets, 2005) 

In combination with existing cultural capital which had survived the GDR times (such as 
painting, photography, design etc.), cultural scenes became more and more visible and so 
regained importance not only for the heterogeneity of cultural life and cultural consumption, 
but also as professional opportunities. In due course, architectural firms (such as L 21, 
KARO, URBIKOM etc.), artistic collectives (such as NIKO 31), a gallery agglomeration in 
the former cotton mill in Plagwitz in west Leipzig, the leading cultural centre known as naTo 
in Südvorstadt, as well as a prospering media and film-related experimental creative scene 
emerged in the course of the harsh transformation processes in the mid-1990 (Bismarck & 
Koch, 2005). 

The structural crisis thus led to creative actions by different agents and also informed and 
stimulated various knowledge institutions, e.g. the Academy of Visual Arts, to react to this 
professional situation of its alumni and thus reposition their curriculum, urban involvement, 
and their institutional role in the process of urban transformation (Bismarck & Koch, 2005). 
Nevertheless, relatively little socio-spatial research has been conducted so far in order to 
understand the impact of these formations for the city. 

 

1.3 Understanding the current state of affairs of the higher educated graduates 
in the selected creative and knowledge-intensive sectors for the city region 

1.3.1 Graduates from creative disciplines and knowledge-intensive disciplines 

An overview of graduates from different higher education facilities such as university, applied 
university and university of arts will be discussed in the following. The overview 
demonstrates how many graduates left higher education in 2005 and in which major subjects 
they received their qualifications. 

There are seven principle academic institutions in Leipzig, which are listed in Table 1.1 
furthermore there are other extra-university facilities, such as the Gottfried Wilhelm Leibniz 
institutes, like the Leibniz Institute for Tropospheric Research, Leibniz Institute of Surface 
Modification, Leibniz Institute of Regional Geography. 

Others are the Max-Planck-Gesellschaft (MPI), with the MPI für Evolutionary Anthropology, 
the MPI for Mathematics in Natural Sciences, MPI for Cognition Sciences. Others are the 
facilities of the Helmholtz-Gemeinschaft, with the Helmholtz-Centre for Environmental 
Research (UFZ) and the facilities of the Fraunhofer-Gesellschaft, with the Fraunhofer Centre 
for Central and Eastern Europe (MOEZ) and the Fraunhofer Institute for Cell Therapy and 
Immunology (IZI). Furthermore the Institute for Energy and Environment will cooperate with 
the upcoming installation of the German Centre for Research on Biomass 
(Biomasseforschungszentrum).  
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38 469 students were enrolled at different academic institutions in Leipzig in the year 2005. 
The highest amount of students has the University of Leipzig with approx. 75 per cent of all 
students. The following table gives an overview of the distributions of students in 2006. 

 
Table 1.1 - Overview of students in Leipzig in 2005 and 2006 

number of students Academia 
2005/06 2006/07 

change in % female 
students 

foreign 
students 

TOTAL 38 469 36 748 -4.47 19 850 3154 
University of Leipzig 29 147 27 164 -6.80 - - 
Commercial College 264 285 7.95 - - 
Academy of Fine Arts (HGB) 571 571 0.00 - - 
University of Music and Theatre 822 828 0.73 -  
Leipzig University of Applied Sciences (HTWK) 5965 6056 1.53 - -- 
Academy of the "Deutsche Telekom" 523 507 -3.06 - - 
AKAD (private Academy) 1177 1337 13.59 - - 
Source: Federal Statistics 2006 

 
In 2005, 4457 students left Leipzig’s higher education successfully. 3683 graduated in 
academic fields that are relevant for the creative and knowledge workforce. Major educations 
field are identified: 

 Social Sciences, Economy and Law (969 graduates) 
 Arts and Humanities (1583 graduates) 
 Engineering (516 graduates) 
 Natural Sciences (615 graduates) and 
 Personal services, transport, environment (0 graduates). 

 
In 2005, 774 young academics graduated at the faculty of medical sciences. Since the 
definition of creative and knowledge intensive workforce in this study does not include health 
or educational occupations, these faculties will not be integrated and those graduates not 
considered. 

 
Table 1.2 - Number of graduates 

 Number of graduates in 2005 Share in % 

TOTAL 3683  

Social Sciences, Economy and Law 969 26,31 

Arts and Humanities 1583 42,98 

Engineering 516 14,01 

Natural Sciences 615 16,70 

Source: Federal Statistics 

 
Most of the students are studying in the field of Arts and Humanities. The rate of graduates in 
this field rates nearly 43 per cent.  
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The German system separates between university and arts school, while the Anglo-American, 
which is applied here, unifies both in the term “Arts and Humanities”. Within this group, the 
relatively small number of graduates from the Academy of Fine Arts plays a major role of 
creative oriented SME businesses.  

1.3.2 Creative and knowledge workers 

In the following paragraphs, the situation of the creative industries will be presented, in 
respect to the situation in Germany and the state of Saxony. In 2000, 27,979,593 people have 
been registered as employees in “all economic segments” in the Federal Republic. In Saxony, 
1,526,528 people have been registered as employees in “all economic segments” and 328,524 
people have been registered as employees in “all economic segments” in the research area of 
the city-region of Leipzig. 

In the federal republic, the number of employees in “all economic segments” demonstrates an 
overall decline between 2000 and 2005. The same is true in the state of Saxony as well as in 
our focused research area in the city-region Leipzig. Most of this decline is primarily caused 
by the loss of job opportunities in manufacturing. The field of creative industries on the 
contrary demonstrates positive performances between 2000 and 2005 in the city of Leipzig. 
While the number of employed persons in Creative Industries declined by more than 13,496 
persons in the state of Saxony, especially the city of Leipzig performed relatively well. The 
number of employed people increases about 1,033 between 2000 and 2005 while the total 
number of employees in “all economic segments” in the city of Leipzig decline about 18,319. 
From an overall federal perspective, the loss of job opportunities is also detectable in the field 
of creative industries, albeit to a lesser extend. 

Focussing on the situation of creative industries in our research area, it is obvious that 
especially the geographical core area – the city of Leipzig – has gained more job opportunities 
than the surrounding counties Delitzsch, Leipziger Land and Muldental which demonstrate 
significant losses of employment opportunities between 2000 and 2005. The three 
surrounding counties lost not only in the overall category of “all economic segments”, but 
also in the creative industries while the core area – the city of Leipzig – has gained 
employees. The following figure demonstrates the absolute and relative changes of “all 
economic segments” as well as creative industries.  

It is obvious that the city of Leipzig performs on the one hand the lowest losses of job 
opportunities in the research regions, and, on the other, shows the best performances of newly 
created jobs (+4.77 per cent in respect to the year 2000). It is striking that the surrounding 
counties demonstrate high losses not only in the category “all economic segments” but 
especially in the field of creative industries, where they lost almost 20.0 per cent their 
workforce. 
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Table 1.3 - Employment in creative industries in 1999 and 2005 (absolute numbers) 
Summarised economic 
fields, bases on several 
NACE Codes 

Leipzig 
(City) 1999 

Leipzig 
(City) 2005 

Changes in 
% 

Surrounding 
districts 1999 

Surrounding 
districts 2005 

Changes 
in % 

Designer fashion 
 

540 190 -64.81 317 359 13.25 

Video, film and 
photography 

2255 4439 96.85 677 1507 122.60 

Music and the visual and 
performing art 

1810 1940 7.18 430 212 -50.70 

Publishing 
 

1649 1636 -0.79 53 26 -50.94 

Computer games, software 
 

825 1657 100.85 203 224 10.34 

Arts/ antiques trade 
 

5316 5122 -3.65 4579 3260 -28.81 

Architecture 
 

6025 3575 -40.66 2076 1135 -45.33 

Advertising 
 

793 1269 60.03 252 183 -27.38 

Radio and TV 
 

2465 2883 16.96 10 0 -100.00 

TOTAL 
 

21678 22711 4.77 8597 6906 -19.67 

Sources: Statistics of the Federal agency for Labour 2000 and 2005 

 
In the following Table 1.4, the five fields of the creative industries with the most significant 
employment losses in the city of Leipzig will be presented as well as the economic fields, 
which gained more than 200 employees between 2000 and 2005: 

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 16

Table 1.4 - Gains and losses of employment changes in creative and knowledge-intensive industries by 
more than 200 employees between 2000 and 2005 (Highlight on Leipzig) 
NACE codes 
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TOTAL economic segments 
 

- 194,288 - 18,319 - 7,518 - 7,602 - 6,221 - 39,660 

742 architecture- and engineer 
offices 

- 5,690 - 1,973 - 265 - 305 - 153 - 2,696 

65 credit business  
 

- 6,748 - 1,332 - 867 - 28 - 41 - 2,268 

524 Retails 
 

- 8,930 - 393 - 534 - 231 - 109 - 1,267 

66 Insurance business 
 

- 379 - 351 0 17 24 - 310 

333 Manufacture of industrial 
process control equipment 

- 163 - 190 0 - 14 0 - 204 

Segments of creative and knowledge-intensive industries with changing rates 
 of less than minus or plus 200 employment between 2000 and 2005 

73 R&D 
 

939 197 - 5 - 280 18 - 70 

922 Radio and television activities 
 

149 227 - 9 0 - 3 215 

744 Advertisement 
 

- 2 271 - 34 16 - 2 251 

67 Credit and assurance related 
businesses 

821 287 221 4 38 550 

921 Film- and video production 
and distribution  

62 359 - 10 1 0 350 

92 Culture, sports and 
entertainment 

- 1,785 647 - 21 - 46 - 380 200 

741 Law-, tax- and consultancy 
 

85 660 - 149 - 73 - 18 420 

72 Databases and database related 
services 

3,056 1,296 - 23 35 33 1,341 

745 Personal- and Human 
Resources services 

6,429 1,495 - 16 163 37 1,679 

748 Miscellaneous business 
activities 

7,310 1,778 652 - 80 131 2,481 

Sum of employees in creative and 
knowledge-intensive industries 

- 12,006 2,396 - 890 - 773 - 866 - 133 

Source: Statistics of the Federal agency for Labour 2000 and 2005, own calculation 

 
Highlighting the city-region of Leipzig (and not only the city of Leipzig), the following 
results can be presented (see Table 1.4): The major losses can be found in the field of 
architecture and engineering offices. Substantial gains can be found in the field of radio 
production and advertisement, film and video production. While the losses of jobs are more or 
less similar to those of Leipzig, especially losses of jobs on R&D in the surrounding counties 
are significant. 
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From a broader perspective, the city of Leipzig faces several challenges in order to position 
itself again as an innovative, prospering, and future-oriented place to live and work on the 
global scale. First of all, the transformation process after unification has led to large quantities 
of long-term unemployed people. Social welfare, lack of qualification, inflexible (or 
inaccessible) regional labour markets, and growing second or even third labour markets have 
to be considered as the major obstacles to solve urban transformation. 

Nevertheless, the city has reacted strategically and installed several tools in order to regain its 
historically known competitiveness. On the local policy level, the city has installed 
neighbourhood projects in order to improve local living conditions. Thereby, a great deal of 
work has been addressed to the civil forces on the local level. Agencies such as “Pro Leipzig” 
are facing the challenge of bridging locally oriented social networks with the forces and the 
dynamics of global capital.  

On the regional level, the implementation of the Sachsen-Dreieck (“Saxony Triangle”) is the 
most notable approach in order to pool disparate and different regional strengths under one 
roof, the metropolitan region “Saxony Triangle”. Nevertheless, on both levels, creative 
industries are – from our perspective – not yet seen as an incubator and as an integrative tool 
for strengthening the local as well as the regional competitiveness. 

There is not yet a coherent knowledge about the size, scale, and numbers of creative 
industries for the city of Leipzig and, a suitable policy does not exist so far. Ironically, that 
might have led to flourishing creative scenes and the creation of a creative biotope, stimulated 
also by relatively low rents, cheap places, accessible work spaces, short distances to partners 
and potential collaborators within thick networks in Leipzig. The relatively absence of a clear 
agenda by the public administration might have stimulated more creativity than any other 
“master plan for creative industries” could have done.  

On the other side, the city of Leipzig has integrated the sub segment “media industry” in their 
strategy to improve and upgrade new emerging clusters. Large amounts of investments have 
been pulled up in the region in order to provide the infrastructural and technical basis for 
innovative technologies, international standards in the field of mobility, fair business, and 
distribution of goods. The city is aiming at (re-) positioning itself (again) on the international 
scale, although the overall population with approximately 500,000 inhabitants might be too 
small.  

Regional cooperation in the institutionalised framework of formulating the metropolitan 
region “Saxony triangle” has to be seen as a major challenge where the status of creative 
industries from our perspective, is missing till today. The creation of the metropolitan region 
“Saxony triangle” in classic terms, with high rates of population, work, and density rates, 
tradition, and a distinct cultural life of the metropolitan region, poses new demands and 
challenges. In respect that this emerging metropolitan region will not only be a conglomerate 
of smaller spatial units, but also represent a cultural product with a distinct identity, the 
degree of self-description as a larger spatial unit is missing, but might be stimulated by the 
creative industries. Their abilities to invent symbolic and immaterial products might then be 
connected with the idea of a “Saxony triangle”, with a distinct identity, which – from our 
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perspective – could not yet be detected. It might be needed in order to invent future-oriented 
communicative and marketing strategies for this region.  

In regard of the situation of Leipzig, it might be concluded that the formulation of a distinct 
cluster policy, embedded in an attractive affordable urban space, has changed the formerly 
unattractive city. The effects of repositioning the city on a national and even international 
scale have to be seen in its different economic fields and its variations as well as in respect to 
the national context with other spatial profiles. Although the city is aiming at regaining top 
position on a national and international scale, the relationship between investments and 
factual results, especially in the field of knowledge economy, demonstrates that further efforts 
have to take place, in order to compete successfully even with cities such as Dresden within 
the state of Saxony. Nevertheless the vision of regaining its historical determined position as 
the gateway between East and West in the context of a rapidly changing geography in Europe 
is still not fully developed. 
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2 METHODOLOGY 

2.1 Creation of questionnaire 

2.1.1 Various steps involved in its creation (Draft, discussion, translation, pilot, responses 
from all partners etc) 

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. 

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 existing 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 through the entire 
questionnaire to make sure it was substantively, grammatically and linguistically precise. 

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. 

Feedback and revision 

Once 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. 

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. 
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2.1.2 Describe content and structure of questionnaire 

Based on the general objectives mentioned in the proceeded section the questionnaire was 
devided in 4 categories: 

 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. 

 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 respondent’s jobs and 
general work environment. 

 Satisfaction with neighbourhood/area and dwelling: Although a person 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. 

 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 and selection criteria 

Based on the given data about the structure of creative industries and knowledge-intensive 
industries (see chapter 1, Table 1.4) the selection was made for the survey of 200 
questionnaires and the target groups, which have been defined by the ACRE project team, 
were selected and approached. The following arrangement was selected:  

1. University / polytechnic graduates; 25 respondents; 
2. Art / media school graduates: 25 respondents; 
3. Employees in ‘creative industries’: 75 respondents; 
4. Employees in knowledge-intensive companies: 75 respondents 

 
The interviewees for the surveys and interviews have to be employed in the following sectors. 
In case of the graduates or they have to be trained to work in these sectors.  
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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: 

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

 
Table 2.1 - Targeted survey proportion 
NACE Code Number of 

companies 2006 
Targeted number of 

interviewees 
Sources for information 

Creative industries = total of 75 interviews 
Codes 744 150 25 
Codes 921 and 922 60 25 
Codes 722 164 25 

Chamber of commerce 
Media Handbook 
LOP contacts 

Knowledge-intensive industries = total of 50 interviews 
Codes 741 944 35 
Codes 65 51 15 
Codes 73, 803 60 25 

Chamber of commerce 
LOP contacts 
 

Source: Own selection 

 
Based on the proportion (see chapter 1, Table 1.2) as well as the available background 
information, the following selection was proposed. 

 
Table 2.2 - Selection of graduate interviewees by academic subject 

 Faculties 

Graduate 
interviewees 

Social 
Sciences, 
Economy and 
Law 

Arts and 
Humanities 

Engineering Natural  
Sciences 

Personal 
services, 
transport, 
environment 

Free  
Selection 

25 8 9 5 3 0  
Institution University  University/

HGB 
FH University Telekom  

Source: Own selection 

Graduates of arts and architecture 

Though the outflow of art graduates is quantitatively low in respect to other faculties, we 
propose to consider these graduates as important cornerstones for the formation of “creative 
milieus” in the city of Leipzig. Especially architecture, different “design” as well as media 
related disciplines play a major role in the formation of new small and medium size 
businesses. Therefore, it is planned to select 50 interviewees from these fields to give the 
graduates from art schools a major position in this study. The selection of interviewees is not 
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based on quantitative representation, but all three different fields of qualification should be 
represented equally. Thus, it is proposed to select the interviewees according to following 
system: 

 
Table 2.3 - Selection of art graduate interviewees 

TOTAL = 50 interviews  Graduates Interviewees 

Art (HGB) 63 25 

Architecture (HTWK) 401 25 

Source: Own selection 

 

2.3 Application of questionnaire 

2.3.1 Application 

After selecting the relevant branches for Leipzig, with simultaneous consideration of the 
number of employees and the number of companies, a data file/bank was generated in which a 
selection of considerable firms was compiled. With the aid of the existing Media Handbook - 
a data selection composed in the course of the media study by Bentele (Bentele et al., 2006) 
and the city of Leipzig - and the online database of the Leipzig Chamber of Commerce 
ordered by the NACE codes, the selection compiled.  

First of all the particular companies were called to make a request in advance. In some 
branches, i.e. advertising or radio/film/tv, the interest and attendance to participate in the 
survey was very positive. In other branches, i.e. the finance sector, the feedback was 
unaccommodating. When the companies agreed to fill in several questionnaires they were 
mailed with a formal letter, in which the project was introduced and general information was 
given on how to fill in the questionnaire. After a week the companies were called again to 
make sure they obtained the questionnaires and to request to send them back as soon as 
possible. In general the response rate was moderate and especially in the radio/film/tv sector it 
was nonsatisfying. Therefore the local partners were also consulted and they played an 
invaluable role. 

Mrs. Kucharski-Huniat, department of culture director, Mrs. Brück and Mrs. Johannes, who 
are both working at the department of business development for the city of Leipzig, enabled 
an attendance at various media events, where the questionnaires were distributed face-to-face. 
Because of the personal contact, the response rate was very good. Another local partner is 
Friedrich Kühn, an advocate with specialisation in media law. He handed out the 
questionnaire among graduates of law and in his office. Further the following persons were 
very instrumental in making contacts to several interview partners. Sophia Lindemann opened 
the door to most of the HTWK graduates, Mrs. Stoye from PC Ware, a globally operating 
information technology company, was very dedicated. Stefan Rettich from KARO architects, 
Claudia Siegel, a designer, and Silke Steets also enabled lots of contacts. 
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Finally the last missing questionnaires were distributed by using face-to-face contacts, which 
offered an immediate reply.  

2.3.2 Justification for its application 

The survey started in the beginning of June and came to an end/terminated in the middle of 
October. One of the problems was the summer break in August. During this period of time it 
was difficult to reach the employees. Another problem was the extent of the questionnaire. As 
a consequence many firms were not in the disposition to fill in the questionnaire even though 
they were open-minded in the first place. The local partners played an extraordinarily helpful 
role in acting as “door-openers”. 

In addition to the current survey the Leibniz Institute of Regional Geography organised 
several workshops with local partners and representatives of the city to discuss the topic of 
the ACRE project in public. In the context of the Designers’ Open a panel discussion with the 
question “Creative Leipzig? – A location of design for Saxony?” was arranged. 
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3 RESULTS 

3.1 Descriptive statistics 

3.1.1 Demographic structure of the sample 

Based on the sample of 200 interviewees (75 in knowledge-intensive industries (KI), 75 in 
creative industries (CI) and 50 graduates (GRAD)) the following frequencies and variations 
can be derived according to various indicators. 

 
Gender 

Based on the received number of 200 questionnaires, the following picture can be derived: 

97 of the received questionnaires have been filled out by women, 103 by men. The balance 
can also be found in the subsections of workers in Creative Industries as well as in 
knowledge-intensive industries. 

 
Figure 3.1 - Gender  
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Source: Own survey 
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Age structure 

55.5 per cent of the respondents are between 26-35 years old and 14.5 per cent are in the age 
group 18-25. 70.0 per cent of the sample is aged less than 35 years. 4.5 per cent did not 
answer. The range of age varies between 18 and >56 (see following Figure 3.2). Compared to 
the general age structure of Leipzig, the sample contains a significant overrepresentation of 
people under 35 years. 

 
Figure 3.2 - Age structure  
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Source: Own survey 

 
Household structure 

28.5 per cent of the respondents live in a one person, “single” household. Another 27.0 per 
cent live as a couple in a household. In respect to the age distribution and the relatively young 
age structure, the household structure follows the “standard” biographical shape. 

Figure 3.3 - Household structure  
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The number of persons per household demonstrates that 28.5 per cent of the respondents live 
in one person household, 20.0 per cent of the respondents in a 2-person household and 4.0 per 
cent of the respondents in a 3-person household. Large proportion of the interviewees (36.0 
per cent) lives in 4-person household. 

Looking closer at the total number living in each dwelling unit, the following picture can be 
derived: 

 
Figure 3.4 - Total number living in each dwelling unit 
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3.1.2 Basic employment features 

Concerning the qualification profile and the level of education (asking for the highest level of 
education they received), the respondents demonstrate the following picture. 

 
Figure 3.5 - Qualification profile  
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Source: Own survey 

 
The range of monthly income after taxes in Euros indicates the socio-economic status of the 
respondents. 51.13 per cent of the respondents have an income between 1,000 and 1,999 €, 
16.47 per cent only 500-999 €. Interestingly enough, only 3.40 per cent have an income more 
than 3000 €. 
 

Figure 3.6 - Range of monthly income  
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3.1.3 Basic residential features 

Almost half of the respondents (48.0 per cent) live in Leipzig more than 10 years. Within this 
category the Creative Industries are the strongest group with a proportion of 20 per cent, 
followed by the knowledge-intensive Industries with 15.5 per cent and the Graduates with 
12.5 per cent. A quarter of the respondents (25.5 per cent) answered that they live between 5 
and 10 years in the city of Leipzig and 13 per cent between 2 and 5 years (see Figure 3.7). 

Figure 3.7 - Duration of residing in Leipzig  
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Figure 3.8 shows the places of residence before moving to Leipzig. Most of the respondents 
(54.5 per cent) moved to Leipzig from another city in Germany. Nearly a third (28 per cent) 
have already lived in Leipzig and moved only to another neighbourhood. 8 per cent of the 
respondents never moved and another 8 per cent moved from the surrounding region to 
Leipzig.  

Figure 3.8 - Places of living before moving to Leipzig  
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3.1.4 Satisfaction with the city 

Creative and knowledge intensive work is often associated with being more sensitive 
concerning specific communicative opportunities within walking distance and the “look and 
feel” of an area. Observations of closer connections between working and living as well as a 
greater sensitiveness toward stimulative social environments have led to the general 
hypothesis that soft location factors are becoming more and more relevant for creative and 
knowledge intensive workers, when making decision concerning their working and living 
locations. 

The question concerning the most important reasons for living in Leipzig or the Leipzig 
metropolitan area (A3) revealed a clear pattern of relevant location factors. The most 
significant location factor by far is job related: 146 of the interview partners (73.0 per cent) 
indicated that they currently lived in Leipzig because of their job (“moved here because of my 
job”) and 87 (43.5 per cent) noted it as their most important reason. Personal connections to 
the city also play a significant role, especially the proximity to friends (36.0 per cent) and 
family (35.0 per cent). 

Some significance is also attributed to the social atmosphere of the city. Here, 34.5 per cent of 
the respondents marked the answer “overall friendliness of the city” as important reason for 
being in Leipzig. Housing affordability was considered to be important by 26.5 per cent. 
Different items related to cultural activities in the city were also indicated by 40 or more of 
the respondents (≥ 20.0 per cent of the sample): Cultural diversity (23.0 per cent) and 
“diversity of leisure and entertainment facilities” (20.0 per cent). 

Local characteristics of Leipzig (weather/climate; proximity to natural environment) played 
no important role in the decision to locate in Leipzig. The pattern of answers shows that 
“hard” job and housing related factors are of prime importance, but that “soft” factors - like 
the vibrant cultural life in Leipzig - are also acknowledged. 
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Figure 3.9 - Reasons for living in the city/metropolitan area  
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The significance of job related reasons as prime location motives is confirmed in a follow up 
question that asked the respondents to weight job related vs. city related factors (A4). 36.0 per 
cent of the respondents declared that “I live in the city because I found employment here”, 
while only 31.5 per cent marked the option “I wanted to live in the city and so I found 
employment here”. 

 
Figure 3.10 - Most important reason to live in Leipzig  
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Source: Own survey 

 
The involvement in out-of home activities, social networks and the use of leisure time and 
cultural facilities was examined in question A5. Six listed activities are performed by over 
80.0 per cent of the interviewees at least once a month: “visiting friends” (93.5 per 
cent),“walking around city centre” (88.0 per cent), “going out to the pub/bar” (87.0 per cent), 
“eating out” (87.0 per cent), “going to parks” (84.0 per cent),“going to movie, theatre and/or 
concert” (81.5 per cent). 

It is interesting to contrast these favourite spare time activities with the least practiced 
activities. Three listed activities were performed by less than 10.0 per cent of the interviewees 
on a regular basis (at least once a month): “participation in religious activities” (6.0 per cent), 
“participating in political activities” (5.5 per cent), and “participating in community work” 
(1.5 per cent). The results show a low participation rate in traditional social, political and 
religious networks and organisations. 
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Figure 3.11 - How often are you involved in any of the following activities?  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Going out to  the pub/bar

Eating out

Going to  movie, theatre
and/or concerts

Going to  museum and/or art
gallery

Walking around city centre

Excurs ions  in national parks
or peripheral green areas

Going to  a night club

Going to  sport events

Going to  parks

Going to  a fes tival

Vis iting friends

P articipating in Res ident’s
associations

P articipating in Religious
activities

P articipating in community
work

P articipating  in political
activities  (trade union,

political party, etc)

Others  

absolute  (N=200)

Every day times  a week 3-4 times  a week 1-2 a month 1-2 never Don't know

Source: Own survey 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 34

Theoretical statements about knowledge workers and the creative class emphasise the 
importance of so called “third places” for the attractiveness of a city for creative activities. 
The term refers to places other than job locations and housing (first and second places) and 
underlines the importance of these meeting places as settings for personal networks and 
activities. The attractiveness of the leisure activities was analysed with the question “How 
satisfied are you with the following leisure activities offered in Leipzig?” (A6). Most listed 
items received high ratings from the interview partners. More than 3/4 of the respondents are 
“very satisfied” or “satisfied” with 6 of the 10 listed activities: public spaces (86.0 per cent), 
pubs (79.5 per cent), shopping areas (79.0 per cent), restaurants (78.0 per cent), cinemas (77.5 
per cent) architecture and monuments (77.5 per cent). 

It should also be noted that the activities that do not score high ratings - like the “number of 
associations for social activities” (18.5 per cent) or “sport facilities” (38.0 per cent) – do so 
because of a high number of “don’t know” answers and not because of a high degree of 
dissatisfaction. 

 
Figure 3.12 - Satisfaction with the following leisure activities offered in Leipzig  
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The quality of public services offered in Leipzig was rated in a differentiated fashion (see 
Figure 3.13). Some services were rated far better than others. A majority of the interviewees 
(> 50 per cent) indicated to be “very satisfied” or “satisfied” with 4 services: “quality of 
tourist attractions”, “quality of public transportation”, “transport within the city” and “safety 
on the streets”. The interview partners are not similarly satisfied with “police services” (26.5 
percent “very satisfied/satisfied” 12.0 per cent dissatisfied/very dissatisfied) and “social 
security” (e.g. social services; 21.0 per cent ”very satisfied/satisfied” and 5.0 per cent 
dissatisfied/very dissatisfied). There is also a clear polarisation of opinions concerning the 
“number of bicycle lanes” with 42.0 per cent expressing to be “very satisfied / satisfied” and 
35.0 per cent to be “dissatisfied/very dissatisfied”. This may - among other things - be due to 
the fact that the issue of bicycle as mode of transport constitutes is a sensitive topic in local 
politics. 

 
Figure 3.13 - Satisfaction with the following public services offered in Leipzig  
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The environmental quality in the city of Leipzig received rather mixed ratings from the 
interview partners. Only three items listed were clearly rated as being of good quality: “the 
cleanliness of city parks”, “garbage/waste collection” and the “quality of the drinking water”. 
All three mentioned items were rated as “very good” or “good” by more than 50 per cent of 
the interviewees.  

There are, however, 6 items that received more negative responses (“poor/very poor”) than 
positive ones (“very good/good”). Especially negative is the rating for road maintenance 
(“pavement condition of City streets and sidewalks”) with 37.5 per cent of negative responses 
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(“bad/very bad”) and other traffic related items (“availability of parking space”, “traffic 
congestion”, “availability of bicycle lanes”). Noise and air pollution were also criticised. 
 

Figure 3.14 - How would you rate the following environmental aspects of the city?  
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Another set of questions (A9) aimed to assess the degree to which the interview partners are 
concerned or worried by certain developments in Leipzig (“How worried are you about the 
following issues in Leipzig?”). 

The objective problems of the labour market with high unemployment in the Leipzig Region 
are obviously the reason why the item “job availability “ is named as the by far most worrying 
problem. 147 (73.5 per cent) of the respondents declared that they are “very worried” (35.0 
per cent) or “somewhat worried” (38.5) about the availability of jobs. The only other 
development that worries more than half of the interview partners is “aggressive/anti- social 
behaviour” (51.0 per cent). Drugs (41.5 per cent), homelessness (38.0 per cent), graffiti (37.5 
per cent) and crime (36.5 per cent) are also perceived as problems, but on a far lower level 
than the availability of jobs. 

Affordable housing, on the other hand, is not seen as a problem to worry about by a large 
majority of the respondents, only 13.5 per cent are “very worried” (2.0 per cent) or 
“somewhat worried” (11.5 per cent) about housing issues. This perception is due to the large 
supply of good quality housing in Leipzig area. Public transportation (18.5 per cent), traffic 
(22.0 per cent) and safety (22.5 per cent) are also not seen as major problems. 
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Figure 3.15 - How worried are you are about the following issues in Leipzig?  
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Measuring the degree of tolerance and operationalising the notion of tolerance in quantifiable 
terms is a difficult task. Four aspects of tolerance or the levels of tolerance regarding four 
specific target groups were examined in the questionnaire: (1) tolerance and openness against 
people from other countries, (2) visible minorities, (3) lesbians and gays and (4) tensions 
between high income and low income groups. 

The results show a marked difference between the perception of Leipzig as an open minded 
and tolerant place in general and a much more critical perception of attitudes towards visible 
minorities. 67.0 per cent perceive Leipzig as a “welcoming place to people from other 
countries” (19.5 per cent “strongly agree” and 47.5 per cent “agree”) but only 27.0 per cent 
(4.0 per cent “strongly agree” and 23.0 per cent “agree”) see the city as a welcoming place 
towards visible minorities. The perceived high acceptance of foreigners might be influenced 
by Leipzig’s long international heritage as trade fair centre. The more critical evaluation of 
the tolerance towards visible minorities might be due to the increasing number of racist 
attacks on visible ethnic minorities in Eastern Germany, though not specifically in Leipzig. In 
addition, the Eastern German context (low amount of foreign immigration in GDR times) 
could be the decisive factor for the different sensitivity of middle-aged and elderly East 
German population towards visible minorities. Supposedly this accounts for a more negative 
overall perception in relation to this indicator. 

Concerning the tolerance dimension “lesbians and gays” it is remarkable that 36.5 per cent of 
the respondents had no opinion on this matter and marked “don’t know”. This might among 
other things be due to the fact that lesbian and gay activities are not very visible in Leipzig. 
 

Figure 3.16 - Indicators for tolerance and openness  
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The answers to the question “All things considered how satisfied are you with your life in 
Leipzig?” sum up and confirm the general tendencies expressed in the questions dealt with in 
the section. A rather high degree of satisfaction with Leipzig and living in Leipzig is 
expressed in the answers. The mean score on a scale from 1 to 10 (very satisfied to very 
dissatisfied) is 2.78, thus clearly in the positive range. 156 interview partners (78.0 per cent) 
marked 1, 2 or 3 on the scale. Only 9 respondents (4.5 per cent) expressed a low level of 
satisfaction by marking a level above 5. 
 

Figure 3.17 - General satisfaction with the City of Leipzig  
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Source: Own survey 

 
Nearly all of Leipzig’s respondents are generally satisfied with life in Leipzig. In cumulation 
of answers “1-5”, 95.0 per cent state satisfaction with the city. 78.0 per cent even show a high 
degree of satisfaction (answers “1-3”). In contrast, only 3 respondents feel explicitly 
dissatisfied (cumulation of answers “8-10”) with life in the city. So for the case of Leipzig a 
generally high level of satisfaction can be pointed out. 
 

Table 3.1 - General satisfaction with the City of Leipzig 
All things considered, how satisfied are you with your life in Leipzig? Please tell me on a scale of 1 to 
10, where 1 means very satisfied and 10 means very dissatisfied.  
  Frequency Percent Cumulative Percent 
No response 1 0,5 0,5 
1 29 14,5 15 
2 69 34,5 49,5 
3 58 29 78,5 
4 25 12,5 91 
5 9 4,5 95,5 
6 2 1 96,5 
7 4 2 98,5 
8 1 0,5 99 
9 1 0,5 99,5 
10 1 0,5 100 
TOTAL 200 100 100 
Source: Own survey 
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Table 3.2 - Do you think that the quality of life in Leipzig has gotten better, stayed the same or gotten 
worse in the last five years? 

 Absolute In % 

Improved 102 52 
Gotten worse 11 5.5 
Stayed the same 52 26 
Don’t know 35 17.5 
No answer 0 0 
TOTAL 200 100 

Source: Own survey 

 
The 102 interview partners that stated that Leipzig had improved and the 11 interview 
partners that had marked “gotten worse” were subsequently asked to write down the reasons 
for their judgement on the development of quality of life in Leipzig (fill- in question). 81 of 
the 102 interview partners listed the reasons for their positive judgement. Some listed several 
reasons so that the total of answers amounted to 151. Figure 3.18 shows that five reasons 
stand out as the most important aspects for improvement in Leipzig: 

 Improvements in the physical appearance of Leipzig and an increased attractiveness 
due to housing renovation were mentioned by 30 interview partners. Typical reasons 
listed are “many old building were refurbished”, “a more attractive city centre” and 
“embellishment of the city”. 

 Those that named improvements in technical infrastructure and transport links and 
networks often referred to the “improved road network” with the new autobahn A38.  

 Interviewees that saw improvements in leisure time activities (n=26) mentioned the 
positive effect of the new artificial lakes (“Leipziger Seenland”) that were created in 
the former strip mining area south of the city (“Leipziger Südraum”). 

 Interview partners who named “cultural activities” as important reason for 
improvements (n=23) cited “more events”, “increased cultural diversity” or 
“international focal point of the new art scene”. 

 Those who indicated that the economy and the job market had improved (n=23) often 
referred to “many new firms located in Leipzig in recent years” and “more jobs”. 

 
A total of 10 out of the 11 interview partners that had felt a deterioration of quality of life in 
the last 5 years in Leipzig had written down reasons. Rising costs (”expensive restaurants” 
“expensive culture”) and increasing social tensions were most often mentioned in this context. 
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Figure 3.18 - Reasons why the quality of life in Leipzig improved (fill-in question) 
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Figure 3.19 - Reasons why the quality of life in Leipzig has gotten worse (fill-in question) 
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A comparative evaluation of Leipzig was intended with the question “If you have lived 
elsewhere for 1 year or more, how would you rate Leipzig as a place to live, compared to 
other places you have already lived in?” There is no clear preference emerging from the 
pattern of responses. Almost equal numbers of interview partners think that Leipzig is better 
than other places they know or that Leipzig is worse: 57 (39.3 per cent) think that Leipzig is a 
better place in which to live, while 16 (11.0 per cent) state the opposite. 
 

Table 3.3 - If you have lived elsewhere for 1 year or more, how would you rate Leipzig as a place to 
live, compared to other places you have already lived in? 

 Absolute In % 

The best place in which to live 7 6.2 
A much better place in which to live 57 39.3 
A slightly better place in which to live 52 35.9 
A slightly worse place in which to live 16 11 
A much worse place in which to live 3 2 
The worst place in which to live 0 0 
Don’t know 8 5.5 
No answer 2 1.4 
TOTAL 145 100 
(Not applicable) 55  

Source: Own survey 

 
Creative and knowledge-intensive workers are often believed to be highly mobile. It is 
therefore interesting to enquire about the likelihood to move and possible destinations and 
reasons. 17 respondents (8.5 per cent) indicated that they would almost definitely leave 
Leipzig within the next 3 years, 4 (2.0 per cent) called a move “very likely” and 31 (15.5 per 
cent) somewhat likely (Table 3.4). Thus, a total of 52 (26.0 per cent) may be considered as 
“likely movers”. 
 

Table 3.4 - What is the likelihood of you moving away from Leipzig in the next 3 years? 

 Absolute In % 

Almost definitely  17 8.5 
Very likely 4 2.0 
Somewhat likely  31 15.5 
Not too likely 63 31.5 
Not at all likely  42 21.0 
Completely ruled out 40 20.0 
No answer 3 1.5 
TOTAL 200 100 
Source: Own survey 

 
The identified 52 likely movers were subsequently asked where they might move. The 
answers to the question show that a large majority (28) plans to remain in Germany and only 
7 respondents plan to leave the country (Table 3.5). There is, however, a large number of 20 
likely movers who did not list a specific destination. 
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About half of the likely movers that want to remain in Germany plan to stay in Eastern 
Germany (14 responses) (Table 3.6). The preferred destinations in Eastern Germany are 
Berlin (5 responses) and Dresden (4 responses). Other East German destinations were not 
mentioned more than once. 13 likely movers intend to move to Western Germany. The 
destinations in Western Germany are rather scattered. Only Hamburg (3 responses) and 
Nordrhein-Westfalen (3 responses) stand out. 
 

Table 3.5 - Destinations of “likely movers” (multiple answers) 

Destination Absolute 

Germany 28 
Outside Germany 7 
TOTAL responses (n=52) 35 
No Answer/no specific destination 20 

Source: Own survey 

 
Table 3.6 - Specific destination in Germany of “likely movers”  
(multiple answers) 

Destinations in Germany Absolute 

Eastern Germany (New Laender + Berlin) 14 
of which  
- Berlin 5 
- Dresden 4 
  
Western Germany 13 
of which  
- Hamburg 3 
- NRW 3 
  
Not specified 1 
TOTAL responses (n=27) 28 

Source: Own survey 

 
There is a wide spectrum of reasons that motivate the decision to move away from Leipzig. 
Of outstanding importance for the interview partners are, however, job related reason (Table 
3.7). 27 of the “likely movers” stated that a job offer or the search for a new job was the 
reason for their intention to leave Leipzig. Other reasons include the desire to return to friends 
and family (5) or to return home (4) or to follow a partner to another city (4) 
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Table 3.7 - Reasons of “likely movers” (multiple answers) 

Reasons for moving Absolute 

Job related (new job/looking for new job) 27 
Return home 5 
Friends and family 4 
Follow partner 4 
Want a change 4 
Contract ends 3 
Study elsewhere 3 
More attractive city 2 
Other 3 
TOTAL responses (n=52) 55 
No answer 1 

Source: Own survey 

3.1.5 Satisfaction with job and work environment  

Several answers in the preceding section already confirmed the prime importance of 
employment related factors in the overall level of satisfaction with the living situation. This 
section aims to take a closer look at some job related issues. 191 of the 200 interview partners 
are currently working (see Table 3.8). The majority of the sample is employed (73.5 per cent) 
and 44 interviewees (22.0 per cent) are self employed/freelance. Only the 191 employed or 
self employed/ freelance persons were asked to answer the questions in this section. 

 
Table 3.8 - Current employment status 

Current status Absolute In % 

Employed 147 *) 73.5 
Self employed/freelance 44 22.0 
Unemployed 7 3.5 
No answer 2 1.0 
TOTAL 200 100 
6 respondents checked both “employed” and “self employed”. They were counted as self employed. 
Source: Own survey 

 
About half of the respondents (51.3 per cent) have a permanent unlimited contract (see Table 
3.9), another 42 interview partners (22.0 per cent) are on fixed term contracts. The results 
confirm that employment in the creative and knowledge-intensive sectors include a high 
degree of non-permanent positions.  
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Table 3.9 - Contract status in current job 

Contract status Absolute In % 

On an unlimited permanent contract  98 51.3 
On a contract for a specific project 15 7.9 
On a fixed term contract of less than 12 months 10 5.2 
On a fixed term contract of 12 months or more 32 16.8 
On a temporary employment agency contract 1 0.5 
On apprenticeship or other training scheme 14 7.3 
Without a written contract 7 3.7 
Other  12 6.8 
Don’t know 1 0.5 
No answer 1 0.5 
TOTAL 191 100 

Source: Own survey 

 
The size of the work places in the sample (Table 3.10) seems to reflect the small size focussed 
structure of enterprises in the creative and knowledge-intensive sectors in Leipzig. More than 
half of the interviewed workers work in small companies of less than 50 employees. Within 
this size categories 1/3 are working in micro firms with less than 5 employees, which 
accounts for 18.0 per cent of the total sample. This accounts for the assumptions made for the 
working environment of creative industries. The mid-size category of 50-249 employees is 
slightly underrepresented (19.0 per cent). Another 21.0 per cent of the workers state to be 
employed in bigger companies with more than 250 employees. This is a distinctly higher 
share than in the German economy in general.  

 
Table 3.10 - Including yourself, about how many people are employed at the place where you usually 
work/worked? 

Employment size Absolute In % 

Less than 5 36 18.0 
5 to 9 18 9.0 
10 to 49 51 25.5 
50-99 25 12.5 
100-249 13 6.5 
250-499 29 14.5 
500-999 8 4.0 
1000 – 1999 3 1.5 
2000 or more 2 1.0 
Don’t know 2 1.0 
No answer 13 6.5 
TOTAL 200 100 

Source: Own survey 

 
The answers to the question “How many hours do you usually work per week in your main 
job?” highlight the importance of part-time employment in the creative and knowledge-
intensive sectors. About 9.0 per cent of the respondents work only up to 30 hours a week. On 
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the other hand there is group of almost equal size of “creatives” (22 or 11.5 per cent) that 
works over 55 hours a week. 

 
Table 3.11 - How many hours do you usually work per week in your main job? 

Work hours per week Absolute In % 

Less than 20 3 1.6 
Between 21 and 30 hours 16 8.4 
Between 31 and 42 hours 72 37.7 
Between 43 and 55 hours 74 38.7 
More than 55 hours 22 11.5 
Don’t know 1 0.5 
No answer 3 1.6 
TOTAL 191 100 

Source: Own survey 

 
The large majority of the creative and knowledge-intensive workers like their jobs and 
express a very high overall satisfaction with the work they are doing. 172 of the 191 
interviewees answered that they are “very satisfied” or “satisfied” with their job (see Figure 
3.20). Different aspects of the job and job environment receive, however, quite diverging 
ratings. Items related to the work content and working environment score very high on the 
satisfaction scale while several other more “material” aspects of the job are evaluated quite 
critically. 

Positively rated aspects that score a high rate of satisfaction of over 75.0 per cent (sum of 
answers “very satisfied” and “satisfied”) on the one hand and low levels of dissatisfactions on 
the other, include  

 the work content related items “sense of achievement you get from your work”, 
“scope for using your own initiative”, “amount of influence you have over your job” 
and “intellectually stimulating aspect of your job” and  

 the work environment related aspect “facilities in the workplace” and “friendliness of 
the working environment”. 

 
Three more “material” aspects are seen more critically and score under 50 per cent of “very 
satisfied/satisfied“ and relatively high levels of dissatisfaction  

 “received training” with only 77 respondents (35.6 percent) very satisfied/satisfied and 
17.8 per cent dissatisfied/very dissatisfied 

 “amount of pay” (46.1 per cent very satisfied/satisfied; 24.1 per cent dissatisfied/very 
dissatisfied) 

 “prospects for career advancement” (48.2 and 14.1 per cent). 
 
The pattern of answers seems to reflect the ambivalent job situation that is often associated 
with the creative sector. 
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Figure 3.20 - How satisfied are you with the following aspects of your job? 
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As seen for the satisfaction patterns dealing with city and neighbourhood, creative and 
knowledge intensive workers and graduates in Leipzig show a high level of overall 
satisfaction with their jobs. The majority of 86.5 per cent states to be either “very satisfied” or 
“satisfied”. By contrast, only 2.5 per cent are “very dissatisfied” or “dissatisfied”. 11.0 per 
cent state “neither satisfied nor dissatisfied” or do not answer this question. The second would 
indicate that they are not able or willing to express their degree of satisfaction (4.5 per cent). 

 
Table 3.12 - Overall satisfaction with the job 
How satisfied are you with the following 
aspects of your job? - Overall satisfaction Frequency Percent Cumulative percent 

No response 9 4,5 4,5 
Very satisfied 60 30 34,5 
Satisfied 113 56,5 91 
Neither satisfied or dissatisfied 13 6,5 97,5 
Dissatisfied 3 1,5 99 
Very dissatisfied 2 1 100 
TOTAL 200 100 100 
Source: Own survey 

 
Another aspect often associated with employment in the creative sector is a high fluctuation 
rate of the work force. Only about half of the working interview partners were able to estimate 
their time remaining in their current company/organisation (see Table 3.13). Of the 98 people 
that estimated the duration of their employment, only 24 expect to stay more than 5 years and 
23 expect to leave within a year. The 23 interview partners that expect to leave the 
company/organisation in the next year were asked for their specific reasons (see Figure 3.21). 
The principle reasons are the end of the work contract and the search for a better paying or 
more interesting job. 

 
Table 3.13 - How long do you expect to remain in this company/organisation? 

Time expected to remain Absolute In % 

Less than 6 months  12 6.3 
Less than 1 year  11 5.8 
Between 1 and 3 years  40 20.9 
More than 3 but less than 5 years  11 5.8 
Between 5 and 10 years  10 5.2 
More than 10 years  14 7.3 
Don’t know 85 44.5 
No answer 8 4.2 
TOTAL 191 100 

Source: Own survey 
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Figure 3.21 - If you expect to leave the company/organisation in the next year what are the main 2 reasons 
in order of priority? 

0 2 4 6 8 10 12 14 16 18

To seek a more interesting job

To seek better pay

To seek a less stressful job

To seek better conditions 

My work contract will be over

I am moving out of Leipzig

I am leaving the country

Other reasons

absolute (N=23)

1. priority
2. priority

Source: Own survey 

3.1.6 Satisfaction with neighbourhood and living environment 

Satisfaction with the living situation also depends on characteristics of the immediate housing 
environment. Aspects of the neighbourhoods in which the creative and knowledge-intensive 
workers live are examined in this section. 

A considerable portion of the interview partners has only recently moved to their 
neighbourhood. 19.0 per cent stated that they have lived here for less than a year and 49.0 per 
cent between 1 and 5 years (see Table 3.14). 

 
Table 3.14 - How long have you lived in this neighbourhood/area? 

 Absolute In % 

Less than 1 year  38 19.0 
Between 1 and 5 years  98 49.0 
Between 5 and 10 years 35 17.5 
More than 10 years 27 13.5 
No answer 2 1.0 
TOTAL 200 100 
Source: Own survey 
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The vast majority of interview partners expressed a general satisfaction with the conditions in 
their neighbourhood. 173 interviewees (86.5 per cent) stated that the neighbourhood generally 
lives up to their expectations, while only 16 interview partners (4.0 per cent) are not satisfied 
(see Table 3.15). 

 
Table 3.15 - Has living in this neighbourhood / area generally lived up to your expectations? 

 Absolute In % 

Yes  173 86.5 
No  16 8.0 
Don’t know 8 4.0 
No answer 3 1.5 
TOTAL 200 100 

Source: Own survey 

 
The high degree of satisfaction with the neighbourhood that was expressed in the preceding 
question is confirmed by an examination of different neighbourhood characteristics (see 
Figure 3.22). 7 of the 12 listed items were rated positive (“very satisfied“ or “quite satisfied”) 
by over three quarters of the interview partners. The “overall quality of life in the 
neighbourhood” scored 91.0 per cent, other aspects that were rated high are: “personal safety” 
(93.0 per cent), “access to commercial facilities” (85.0 percent), “access to public spaces” 
(87.5 per cent), “access to public transport” (83.0 per cent), “appearance of the 
neighbourhood” (82.5 per cent), “nearness to employment” (78.5 per cent). 

There is only one item (“the provision of childcare facilities”) with an approval rate of under 
50 per cent (27.5 per cent). This is, however, only due to a large number of “no opinion” 
answers of interview partners who are not concerned with childcare. 
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Figure 3.22 - How satisfied are you with the following aspects of life in your neighbourhood/area? 
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Concerning the satisfaction with overall quality of life in the neighbourhood, it can be pointed 
out that, alike the satisfaction with life in the city, the majority of respondents (91.5 per cent) 
states to be “very/quite satisfied”. Only 7.0 per cent tends to be “very/somewhat unsatisfied”. 
So according to the city area as a whole creative and knowledge intensive workers and 
graduates tend to like their daily frequented small scale living environment. 

 
Table 3.16 - Satisfaction with overall quality of neighbourhood 
How satisfied are you with the following 
aspects of life in your neighbourhood/area? - 
Overall quality of life in the neighbourhood 

Frequency Percent Cumulative percent 

No response 3 1,5 1,5 
Very satisfied 67 33,5 35 
Quite satisfied  116 58 93 
Somewhat unsatisfied  11 5,5 98,5 
Very unsatisfied  3 1,5 100 
TOTAL 200 100 100 
Source: Own survey 

 
The importance of different aspects of the neighbourhood was analysed with the question 
“How important were the following factors in your decision to move to your current 
residence?” (see Figure 3.23) The pattern of answers shows that most important reasons are 
related to the dwelling itself: size of the dwelling (89.0 per cent) and cost (84.0 per cent). The 
most important neighbourhood characteristics relate to the “look and feel” of the area: 
“atmosphere” (80.5 per cent) and “quality of the surrounding neighbourhood” (75.0 per cent). 
Locational characteristics of the neighbourhood are important with respect to the “closeness 
to public open space” (70.0 per cent) and “closeness to city centre” (67.0 per cent). 

The high satisfaction expressed with the quality of the dwelling units in question C4 is 
confirmed by the answers to the question of satisfaction with different aspects of the dwelling 
(Figure 3.24). All 11 items listed in the question “how satisfied are you with the following 
aspects of your dwelling?” scored over 50 per cent of positive responses (“very satisfied” or 
“quite satisfied”). The “size of the dwelling” (91.0 per cent) and the “security of the dwelling” 
(87.0 per cent) stand out as items with particularly positive scores. 
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Figure 3.23 - How important were the following factors in your decision to move to your current 
residence? 
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Figure 3.24 - How satisfied are you with the following aspects of your dwelling?  
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3.1.7 Bivariate cross tabs 

Mobility 

One of Florida’s underlying assumptions is that individuals within the creative class are 
largely mobile people. Thus, it would be interesting to explore whether an individuals reason 
for moving to Leipzig is related to ‘hard’ location factors (such as job) or ‘soft’ factors such 
as friendliness of city, etc.  

 
Figure 3.25 - “Where did you live prior to moving to your current address?” 
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In Figure 3.25 a comparison of the past mobility is made between the different segments of 
the sample. In general more than half of the Leipzig respondents came into the city from 
outside of the region. Knowledge intensive workers in Leipzig do not tend to differ in their 
past mobility patterns from the total sample. Only thing to point out, the two cases of persons 
from outside Germany/Europe belong to this group. Obviously, the graduates group shows a 
higher percentage of people coming from within the Leipzig region. More than 50.0 per cent 
“never moved/always lived in same place,” lived “in Leipzig but other neighbourhood” or 
“another city in region/province/county”, whereas in total sample the part coming from inside 
the region does not reach the share.  
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Concerning the creative industries workers it can be stated that the percentage of people, who 
have never moved is slightly higher than in the other two sub-groups of the sample. 

To conclude, the knowledge intensive workers tend to have had a larger range in the past. In 
contrast, the graduates, supposedly out of financial and employment biography reasons, have 
a more narrow range of mobility. Creative industries workers seem to be, at least partly, more 
immobile. In the following section it is examined, how these findings go together with other 
indicators presumably influencing mobility patterns.  

In the following Table 3.17, the former residential place is linked with the level of 
qualification. Generally speaking, out of 200 respondents, 131 (65.5 per cent) have a 
university degree. 55.5 per cent of the degree holders have moved to Leipzig, another 9.9 per 
cent of this segment with a university degree do not origin from Leipzig but have moved to 
Leipzig from another city within the greater surrounding region of Leipzig. To lesser extent, 
only 29.7 per cent have never moved within the greater area of Leipzig and demonstrate a 
stabile location pattern and so a strong commitment to the city of Leipzig. The sample 
demonstrates a rather diverse pattern, when residential patterns are correlated with the degree 
of qualification: More than half of the proportion (54.5 per cent) has moved to Leipzig, 
another 44.0 per cent origin from the greater Leipzig area. 

 
Table 3.17 - Education level (D4) and past mobility (A2) 

Where did you live prior to moving to your current address?  

No 
answer 

Never 
moved/ 
always 
lived in 

same place 

In Leipzig 
but other 

neighbour-
hood 

Another 
city in 
region/ 

province/ 
county 

Another 
city in 

Germany 

Outside 
Germany 

Outside 
Europe 

TOTAL 

No answer   2 1 3   6 

Schule  8 13 3 26  1 51 

Hochschule 1 5 39 12 73 1  131 

Ausbildung  1   5   6 

Sonstige  2 2  2   6 
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TOTAL 1 16 56 16 109 1 1 200 

Source: Own survey 

 
Assuming that those with a high qualification have greater job opportunities on the regional 
labour market, the following Table 3.18 asks for the relation between qualification and the 
likelihood of moving away from Leipzig in the next 3 years. 

65.6 per cent of the respondents with a university degree represent a great proportion of the 
overall share of those not moving away from Leipzig: 72.5 per cent. Only a share of 25.1 per 
cent of those with a university degree demonstrates strong tendencies for moving away. The 
cross tab A25 x D4 therefore shows that the very good educated and highly qualified creative 
and knowledge workers evaluate Leipzig as a good place for job opportunities. 
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Table 3.18 - Education level (D4) and future mobility (A25) 

What is the likelihood of you moving away from Leipzig in the next 3 years?  

no 
answer 

almost 
definitely 

very 
likely 

somewhat 
likely 

not too 
likely 

almost 
completely 
precluded 

not at all 
likely 

TOTAL 

No answer    1 1  4 6 

Schule  5 1 12 12 11 10 51 

Hochschule 3 12 3 18 45 29 21 131 

Ausbildung     1 2 3 6 

Sonstige     4  2 6 
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TOTAL 3 17 4 31 63 42 40 200 

Source: Own survey 

 
Following the idea that some cities today are seen as place for realising opportunities in the 
field of creative profession, especially young people are identified as central target group. The 
Table 3.19 shows the crossing of the indicators “A2: Where did you live prior to moving to 
your current address?” in respect to age groups (D7).  

66.0 per cent of the respondents are younger than 34 years old. 54.5 per cent of them origin 
from another city than Leipzig (but in Germany). A great proportion – 44.1 per cent – of the 
age group 35-44 have moved to Leipzig in the past, almost the same proportion – 41.8 per 
cent – origin from Leipzig. The sample presents a binary structure: half of the respondents 
have moved to Leipzig while the other share origin from the greater Leipzig area or the city of 
Leipzig itself. At least the last share demonstrates that working opportunities in Leipzig 
within the field of creative and knowledge industries are considered as a robust way to remain 
in the city. 

 
Table 3.19 - Age (D7) and past mobility (A2) 

Where did you live prior to moving to your current address?  

no 
answer 

never 
moved/ 

always lived 
in same 
place 

in Leipzig 
but other 

neigh-
bourhood 

another 
city in 
region/ 

province/
county 

another 
city in 

Germany 

outside 
Germany 

outside 
Europe 

TOTAL 

15-24  3 6 2 9  1 21 

25-34  6 25 7 72 1  111 

35-44 1 3 15 5 19   43 

45-54  2 6 1 4   13 

55-64   4  1   5 

No answer   2  1 4   7 
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TOTAL 1 16 56 16 109 1 1 200 

Source: Own survey 
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The majority of interview partners consider Leipzig as a good place for future opportunities, 
either as a distinct place to live, as a good place to make their living or as a good place to 
remain in the desired work sphere. The overall satisfaction with the city can be demonstrated 
that 72.5 per cent of all respondents decide to remain in Leipzig and only 26.0 per cent 
express likelihood for moving away from Leipzig within the next three years. There exists a 
clear correlation between age and future mobility (Table 3.20). while 10 (47.6 per cent) of the 
21 interviewees under 25 years of age and 39 (37.0 per cent) of those 25to 34 years indicate a 
likelihood to move, only 3 (7.0 per cent) of the interview partners between 35 and 44 and 
none of those over 44 years are likely to leave Leipzig in the near future. 

 
Table 3.20 - Age (D7) and future mobility (A25) 

What is the likelihood of you moving away from Leipzig in the next 3 years?  

no 
answer 

almost 
definitely 

very 
likely 

somewhat 
likely 

not too 
likely 

almost 
completely 
precluded 

not at 
all 

likely 

TOTAL 

15-24  4  6 6 1 4 21 

25-34 3 12 4 23 34 21 14 111 

35-44  1  2 15 14 11 43 

45-54     6 4 3 13 

55-64      2 3 5 

No answer     2  5 7 
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TOTAL 3 17 4 31 63 42 40 200 

Source: Own survey 

 
In Table 3.2A as you can see in the Appendix, the former residential place is linked with the 
household structure of the respondents. Large proportion (56.1 per cent) of one person 
households demonstrates a significant correlation concerning the place of origin: “another 
city” than Leipzig. That means one-person households have decided to move to Leipzig 
recently. Large proportion (92.9 per cent) of one person households (28.5 per cent of all 
respondents) does not origin from Leipzig. Only 8.0 per cent of all respondents have never 
changed their place, 54.5 per cent of all respondents origins from another city in Germany, 
only one household origins from outside of Europe. That means that a significant proportion 
of the respondents do not origin from Leipzig, especially one person households. 

 
Satisfaction with city  

Following the assumption that people on limited contracts of employment are supposed to be 
more mobile Table 3.21 shows the crossing of the indicators contract status (B3) and future 
mobility (A25). Astonishingly nearly half of the respondents (49.0 per cent) in the sample 
declare their contract status as “unlimited”. Another 15 per cent are currently working on 
“limited contracts with at least 12 months or more” duration. Confirming the above 
mentioned assumption, 85 (86.7 per cent) of the interview partners with unlimited, permanent 
job contracts indicate that the likelihood of moving away is low or even excluded.  
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Those who “almost definitely” or “very likely” are going to leave the city show a significant 
overrepresentation in groups of insecure contract status (especially contracts with less than 12 
months duration or apprenticeship/training contracts). Only 53 (60.1 per cent) of the 
interviewees with limited, temporary employments intend to stray while 34 (39.1 per cent) are 
likely to move. The initial assumption seems to be verifiable in the case of Leipzig while one 
can state that the local respondents, in combination with their relatively stable job situation, 
don’t tend to be very mobile in the coming years. 

 
Table 3.21 - Contract status (B3) and future mobility (A25) 

What is the likelihood of you moving away from Leipzig in the next 3 years?  

no 
answer 

almost 
definitely 

very 
likely 

somewhat 
likely 

not 
too 

likely 

almost 
completely 
precluded 

not at 
all 

likely 

TOTAL 

On an unlimited 
permanent contract  

1 6  6 28 26 31 98 

On a contract for a 
specific project 

 1  4 7 2 1 15 

On a fixed term 
contract of less than 
12 months 

 2 1 4 2   9 

On a fixed term 
contract of 12 months 
or more 

1 3 1 7 9 8 1 30 

On a temporary 
employment agency 
contract 

     1  1 

On apprentices-hip or 
other training scheme 

 2  5 4  1 12 

Without a written 
contract 

   1 3  3 7 

Other (specify) 
 

 1  2 4 4 1 12 

Don’t know 
 

    1   1 

No answer 
 

1 2 2 2 5 1 2 15 
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TOTAL 
 

3 17 4 31 63 42 40 200 

Source: Own survey 

 
As discussed with Table 3.22 overall satisfaction with the city in Leipzig is astonishingly high 
at a level of 95.0 per cent (tendency to satisfaction: answer group 1-5). Still 78.0 per cent are 
very satisfied. So there is only one Leipzig specific conclusion to point out – Leipzig people 
seem to not (have to) care much about money within the Leipzig city circumstances. 92.5 per 
cent of those who refused to indicate their range of income (20.0 per cent of total sample) are 
satisfied with their lives in Leipzig. Good example empowering the concluded statement, as 
independently from income situation those 20.0 per cent “refusers” are satisfied with the life 
in Leipzig. A slight overrepresentation of dissatisfaction with the life in Leipzig could be 
stated in the income group 1,000 to 1,999 euros. But total counts (N = 4) are too less to 
deduce general correlation between dissatisfaction with the city and low income.  
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Table 3.22 - Income (D6) overall satisfaction with life in city (A21) 

All things considered, how satisfied are with your life in Leipzig? Please tell me on a 
scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
answer 1 2 3 4 5 6 7 8 9 10 TOTAL 

Don’t know/ no answer  8 14 8 5 2 2   1  40 
Less than 500  1 5 4 3   1    14 
500- 999  1 4 9 6 4 5      29 
1,000-1,999   11 32 31 10 2  3 1   90 
2,000-2,999   5 5 7 2      1 20 
3,000-3,999    1 1 1       3 
4,000-4,999    1         1 
5,000-5,999             0 
6,000- 6,999    1 1        2 
7,000-7,999            0 
8,000-8,999            0 
9,000-9,999            0 
10,000 or above   1         1 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 

Source: Own survey 

 
The Leipzig respondents are generally satisfied with the city they live in. 78.0 per cent of 
them indicate to be very satisfied (answer grade 1-3). Only 1.5 per cent tends to be very 
dissatisfied (answer grade 8-10). In Table 3.23 this general satisfaction with the city is linked 
to the overall satisfaction with the job. Equivalently to the home city the overall satisfaction 
of the Leipzig sample respondents concerning their jobs is high. 86.5 per cent explain to be 
satisfied. Obviously people who are very satisfied with the city are overrepresented in the 
groups who are satisfied with their jobs. Thus a correlation between high satisfaction in the 
two indicators could be supposed. On the other hand people who are dissatisfied with their 
jobs are also overrepresented in the groups satisfied with the city. Due to the very small 
number (N = 5) of job dissatisfied respondents there is no general correlation to be concluded 
between job dissatisfaction and city satisfaction. Dividing the sample, the knowledge 
intensive workers tend to be generally less satisfied in both of the indicators. The graduate’s 
part of the sample is the most satisfied with the city of Leipzig. 
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Table 3.23 - Satisfaction with job (B9) and overall satisfaction with city (A21) (Total) 
All things considered, how satisfied are with your life in Leipzig? Please tell me 
on a scale of 1 to 10, where 1 means very satisfied and 10 means very 
dissatisfied. 

 

no 
answer 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No answer  1 2 6        9 
Very satisfied  17 19 16 2 4 1    1 60 
Satisfied 1 10 44 33 17 4  3 1   113 
Neither satisfied or dissatisfied  1 2 2 5 1 1 1    13 
Dissatisfied   1 1 1       3 
Very dissatisfied   1       1  2 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 
Source: Own survey 

 
The Leipzig sample shows a high percentage of employed people in bigger companies (69.0 
per cent). Micro firms seem to play an underdeveloped role. Therefore a stronger internal 
differentiation within the group of employees in bigger companies is obvious. This explains 
why the only respondents stating dissatisfaction with the life in Leipzig belong to this group 
(except the one person being “self-employed” stating answer “10”). In contrast, this does not 
allow deducing that employees in bigger companies are more dissatisfied than others. Self-
employed people tend to be more satisfied with life in Leipzig – 86.5 per cent answering with 
“1-3” – than the respondents working in the other categories of firm size. People in micro 
firms with less than 5 employees still are highly satisfied (answers “1-3”) at a level of 80.0 
per cent; those working in bigger companies at a level of 75.4 per cent. 

 
Table 3.24 - Size category (B5) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please 
tell me on a scale of 1 to 10, where 1 means very satisfied and 10 means very 
dissatisfied.  

 

no re-
sponse 

1 2 3 4 5 6 7 8 9 10 Total 

No response /unemployed 0 1 2 5 1 1 0 0 0 0 0 10 
Self-employed 0 7 16 9 2 2 0 0 0 0 1 37 
Micro firm (up to 4 empl.) 0 4 4 4 2 1 0 0 0 0 0 15 
Bigger company 1 17 47 40 20 5 2 4 1 1 0 138 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 

Source: Own survey 

 
26.0 per cent of Leipzig respondents live in the city centre. Half of the respondents indicate to 
live in the rest of the core city (just beyond the city centre). So, cumulatively, 76.0 per cent of 
the interviewees live more or less central within the core city of the Leipzig region. By 
contrast, only 6.0 per cent live outside the city but within the metropolitan area. Within the 
city of Leipzig a small decrease in satisfaction with the city is obvious with rising distance to 
the centre (answers “1-3”: city centre group at 82.7 per cent; rest of the core city group at 79.9 
per cent; outskirts group at 64.3 per cent). Those living in the small towns of the metropolitan 
area are as satisfied with life in Leipzig as city centre inhabitants (81.8 per cent). 
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Table 3.25 - Location (C1) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please tell 
me on a scale of 1 to 10, where 1 means very satisfied and 10 means very 
dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 Total 

No response 
 

0 1 4 2 0 0 0 0 0 1 0 8 

City Centre 
 

0 8 14 21 4 3 0 2 0 0 0 52 

Rest of the core city (just 
beyond city centre) 

0 12 41 26 13 3 2 2 1 0 0 100 

Rest of the city, including the 
outskirts 

1 6 5 7 6 3 0 0 0 0 0 28 

Village or small town in 
metropolitan area 

0 2 5 2 1 0 0 0 0 0 1 11 

Medium or large town in 
metropolitan area 

0 0 0 0 1 0 0 0 0 0 0 1 
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TOTAL 
 

1 29 69 58 25 9 2 4 1 1 1 200 

Source: Own survey 

 
The soft condition index should give a hint about if soft conditions influence the satisfaction 
patterns dealing with the city, the neighbourhood and the job. The question number A16 
(German questionnaire version) asked for four different aspects of soft condition (welcoming 
character of the city towards people from other countries & towards visible minorities; gay-
lesbian friendliness; extent of tensions between high and low income groups). Following the 
assumption that the tolerance of a place is one of the key soft factors for creative and 
knowledge intensive workers and graduates, a soft condition index was generated out of the 
four asked variables. Following the school marks system an average mark of tolerance 
cognition could be generated, which indicates, if a respondents feels to be in a tolerant city or 
not. According to this calculation, 8.0 per cent rank Leipzig a “very tolerant” and welcoming 
place. Another 46.0 per cent of the sample still thinks that Leipzig is “tolerant”. 30.5 per cent 
are undecided, how to describe Leipzig in respect to its openness. But only 15.0 per cent 
cumulatively say that Leipzig is “intolerant” or “very intolerant”. 

Those, saying Leipzig is a “tolerant” or “very tolerant” place, are more satisfied with life in 
the city than respondents declaring not to have the feeling of being in a tolerant city. 83.7 per 
cent (“tolerant”) and 81.5 per cent (“very tolerant”) of the two groups indicate answers “1-3” 
asked for their overall satisfaction with the city. In the group of felt intolerance only 59.3 per 
cent say the same about satisfaction with the city. Accordingly those who state Leipzig to be 
an intolerant place show higher degrees of expressed dissatisfaction with the city. 
Astonishingly, the three respondents indicating Leipzig as “very intolerant” nonetheless show 
are satisfied with the city, neighbourhoods and their jobs.  
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Table 3.26 - Soft condition index (A16) and city (A21) 
All things considered, how satisfied are you with your life in Leipzig? Please tell me 
on a scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No response 0 0 1 0 0 0 0 0 0 0 0 1 
Very tolerant 1 3 6 4 1 0 1 0 0 0 0 16 
Tolerant  0 14 38 25 8 3 0 3 0 0 1 92 
Neither tolerant nor intolerant 0 6 21 19 12 3 0 0 0 0 0 61 
Intolerant 0 6 1 9 4 3 1 1 1 1 0 27 
Very intolerant 0 0 2 1 0 0 0 0 0 0 0 3 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 
Source: Own survey 

 
With rising importance of home-work distance the degree of satisfaction with life in Leipzig 
increases (see Table 3.3A in the Appendix). 

Females are slightly more satisfied with life in the city. Especially in the answers “1” and “2” 
52.6 per cent females outweigh the 45.5 per cent males.  

 
Table 3.27 - Gender (D1) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please tell me on a 
scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No response 0 1 1 0 1 0 0 0 0 1 0 4 
Female 0 21 30 27 12 3 0 3 1 0 0 97 
Male 1 7 38 31 12 6 2 1 0 0 1 99 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 
Source: Own survey 

 
Most respondents of the Leipzig sample live in one person households (28.5 per cent); as 
cohabiting couple (27.0 per cent) or couple with children (18.0 per cent). Still 9.5 per cent live 
in non-family households with flatmates. Concerning the life in the city those people living in 
one person households show average degree of satisfaction, but seem to be more dissatisfied 
than others. Cohabiting couples show the highest degree of satisfaction (answers “1-3” at a 
level of 88.9 per cent). The level of city satisfaction from couples with children varies from 
that. Their level of high satisfaction (answers “1-3”) is lower (69.4 per cent) than average 
(78.0 per cent). But concerning the whole expression of satisfaction (answers “1-5”) it is 
slightly higher (at a level of 97.2 per cent) than among one person households or couples 
without children. People living in non-family units show average satisfaction patterns as one 
person households do as well, but they express slight dissatisfaction (answer “6” at 5.3 per 
cent) (see Appendix Table 3.4A). 

Generally, 76.0 per cent of Leipzig’s respondents own less than 3,000 € per month after taxes. 
On the other hand, only 3.5 per cent indicate to earn more than that. Those earning more, 
don’t show any dissatisfaction – neither with the job nor with the neighbourhood or the city. 
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Within the low income range of less than 3,000 €, the group of earning less than 500 € shows 
a big percentage of slight dissatisfied respondents in respect to the life in Leipzig (7.1 per cent 
answer “7”). But still this group shows also a higher degree of satisfaction than the group 
earning 500-999 €. Nonetheless all groups of low income show average degrees of total 
satisfaction of about 95.0 per cent (answers “1-5”) with Leipzig as a city to live in. 

 
Table 3.28 - Socio-economic position (D6) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please tell me on 
a scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No response 0 2 7 2 2 1 2 0 0 1 0 17 
Less than 500 0 1 5 4 3 0 0 1 0 0 0 14 
500- 999 1 4 8 6 4 5 0 0 0 0 0 28 
1,000-1,999 0 11 32 31 10 2 0 3 1 0 0 90 
2,000-2,999 0 5 5 7 2 0 0 0 0 0 1 20 
3,000-3,999 0 0 1 1 1 0 0 0 0 0 0 3 
4,000-4,999 0 0 1 0 0 0 0 0 0 0 0 1 
6,000- 6,999 0 0 1 1 0 0 0 0 0 0 0 2 
10,000 or above 0 0 1 0 0 0 0 0 0 0 0 1 
Don't know/ refused 0 6 8 6 3 1 0 0 0 0 0 24 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 

Source: Own survey 

 
People originally from Leipzig show sample average degree of satisfaction with life in the 
city. Those who moved to Leipzig from East German regions tend to be more satisfied with 
the city than Leipzig natives. By contrast, people from Western German regions are slightly 
less satisfied with life in Leipzig. Immigrates from abroad explicitly do not consider life in 
Leipzig as satisfying (only 42.9 per cent high answers “1-3”), but 42.9 per cent of them 
indicate dissatisfaction (answers “6-10”).  

 
Table 3.29 - Indication of origin (D8) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please tell me on a 
scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No response 0 1 0 0 1 1 0 0 0 1 0 4 

Leipzig 1 15 21 14 12 1 0 0 0 0 0 64 

East Germany 0 8 41 29 8 4 1 2 0 0 1 94 

West Germany 0 4 6 14 4 2 1 0 0 0 0 31 

Abroad 0 1 1 1 0 1 0 2 1 0 0 7 
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TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 

Source: Own survey 
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Satisfaction with job 

The overall satisfaction with the job tends to be higher among workers in micro firms of less 
than 5 employees. While already more than half of them indicate to be “very satisfied” with 
the job situation, and 93.3 per cent express satisfaction (cumulation of “very satisfied” and 
“satisfied”), self-employed/freelancers show a slightly lower level of satisfaction. In addition, 
among the self-employed/freelancers the emphasis lies on “satisfied” indications. Workers in 
bigger companies are still at a level of 89.1 per cent “very satisfied” or “satisfied”, which is 
less than in the other groups. 

 
Table 3.30 - Size category (B5) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall satisfaction 
 

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dissatisfied very 
dissatisfied 

Total 

No response / 
unemployed 

8 1 1 0 0 0 10 

Self-employed 1 14 20 1 1 0 37 

Micro firm (up 
to 4 empl.) 

0 8 6 0 1 0 15 

Bigger 
company 

0 37 86 12 1 2 138 
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TOTAL 9 60 113 13 3 2 200 

Source: Own survey 

 
Concerning satisfaction with the job, in the metropolitan area groups 100.0 per cent 
satisfaction with the job (answers “satisfied”/”very satisfied”) can be found. In Leipzig 
satisfaction levels of 84.6 per cent (in the city centre), 87.0 per cent (in the rest of city core) 
and 85.7 per cent (in the rest of city/outskirts) indicates lower satisfaction level. Explicit 
dissatisfaction (“dissatisfied”/”very dissatisfied”) can be stated in the city centre (5.8 per 
cent), which there is more than double as high as in the total sample (2.5 per cent) (see 
Appendix, Table 3.5A). 

The job satisfaction varies with the different perception of tolerance in Leipzig. The higher 
the degree of felt tolerance is, the more satisfied people become with their jobs (see Table 
3.6A in the Appendix). 

Concerning the satisfaction with the job no particular differentiation between women and men 
is obvious in the Leipzig sample. Only the explicit dissatisfaction with the job (“very 
dissatisfied” / “dissatisfied”) is slightly higher among females (3.1 per cent versus 1.0 per cent 
among males). 
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Table 3.31 - Gender (D1) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall satisfaction 
 

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dissatisfied very 
dissatisfied 

TOTAL 

No response 0 1 1 1 0 1 4 

Female 5 33 52 4 2 1 97 

Male 4 26 60 8 1 0 99 
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TOTAL 9 60 113 13 3 2 200 

Source: Own survey 

 
As seen in respect to neighbourhood satisfaction, respondents in non-family units are 
significantly less satisfied with their job situation. In contrast, cohabiting couples are more 
satisfied with their jobs, while couples with children and people in one person households 
tend to show average satisfaction characteristics (see Appendix, Table 3.8A). 

Assuming that a higher range of income generates a higher satisfaction with the job, Table 
3.40 shows the crossing of the indicators “range if income” and “overall satisfaction with the 
job”. The first thing to point out, more than three quarters of the Leipzig respondents own less 
than 3,000 euros (after taxes) per month. This should be thought about when talking about 
many other indicators in general, but especially in combination with the satisfaction 
indicators. 9.0 per cent of the respondents indicate to be whether indifferent or dissatisfied 
with their job situation. Amongst them people who earn less than 2,000 euros are 
overrepresented. Interesting to mention, those who earn the least (less than 500 euros) seem to 
be indifferent about their job situation. 28.6 per cent of them indicate to be “neither 
dissatisfied nor satisfied” or refused to answer1. In the total of the sample these two answer 
groups only reached a share of 11.0 per cent. The respondents who earn between 1,000 and 
2,999 euros tend to be satisfied with their job situation. As supposed the few single counts 
with higher income are satisfied too. For Leipzig no special indication could be made between 
range of income and job satisfaction. People earn less, but are satisfied with their 
employment. This could be related to an overall satisfaction with the living environment as 
shown in Table 3.40. 

Concerning the job satisfaction, astonishingly, those who earn less than 500 € don’t state 
dissatisfaction with job. But those earning between 500 -1,999 € per month answer to be 
“very dissatisfied” or “dissatisfied” at about 3.5 per cent. A low income doesn’t seem to be 
dissatisfying in general in respect to the job. Rather people tend to be more indifferent 
whether to be satisfied or not with the job (especially in the group earning less than 500 € this 
equals 14.3 per cent). In contrast, as seen concerning the neighbourhood satisfaction, with 
rising income the stated degree of satisfaction with the job rises - from less than 500 € 
earnings stating at a level of 71.4 per cent to be “very satisfied” or “satisfied” while up from 
3,000 € monthly income 100.0 per cent state satisfaction.  

                                                 
1 Probably they belong over average to the graduates group or have contracts with apprenticeship/training 
character. 
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Table 3.32 - Socio-economic position (D6) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job?  - Overall satisfaction 
 

no 
response 

 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dis- 
satisfied 

very 
dissatisfied 

TOTAL 

No response 1 5 7 3 0 1 17 
Less than 500 2 5 5 2 0 0 14 
500- 999 3 9 14 1 1 0 28 
1,000-1,999 1 24 57 5 2 1 90 
2,000-2,999 0 4 15 1 0 0 20 
3,000-3,999 0 2 1 0 0 0 3 
4,000-4,999 0 1 0 0 0 0 1 
6,000- 6,999 0 1 1 0 0 0 2 
10,000 or above 0 0 1 0 0 0 1 
Don't know/ refused 2 9 12 1 0 0 24 Pl
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TOTAL 9 60 113 13 3 2 200 

Source: Own survey 

 
Concerning the job satisfaction in relation to the origin of respondents it can be stated that – 
besides the generally high level of satisfaction – all those coming from abroad are “very 
satisfied” or “satisfied” with their job situation in Leipzig. People from Western German 
regions show an average satisfaction level (87.1 per cent), while people who moved to 
Leipzig from Eastern German regions are less satisfied (85.1 per cent), and those from 
Leipzig seem to be more satisfied (90.6 per cent) than people from other German parts.  

 
Table 3.33 - Indication of origin (D8) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall satisfaction 
 

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dissatisfied very 
dissatisfied 

TOTAL 

No response 0 1 0 2 0 1 4 
Leipzig 2 28 30 3 1 0 64 
East Germany 6 20 60 6 1 1 94 
West Germany 1 9 18 2 1 0 31 
Abroad 0 2 5 0 0 0 7 
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TOTAL 9 60 113 13 3 2 200 

Source: Own survey 

 
Satisfaction with the neighbourhood 

Not surprisingly, the association between the three dependent variables concerning the 
satisfaction with the city, the satisfaction with the neighbourhood and the satisfaction with the 
job is characterised by an equally directed concentration on high levels of satisfaction. The 
relatively small sample size of 200 respondents and their strong orientation towards stating to 
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be satisfied does not provide much potential for further examination of the association 
between these three variables. 

 
Table 3.34 - Satisfaction between city (A21) and neighbourhood (C3) 

How satisfied are you with the following aspects of life in your neighbourhood/area? - 
Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

Total 

No response 0 1 0 0 0 1 
1 1 15 11 1 1 29 
2 1 25 38 4 1 69 
3 1 16 39 2 0 58 
4 0 8 15 1 1 25 
5 0 0 7 2 0 9 
6 0 1 1 0 0 2 
7 0 0 4 0 0 4 
8 0 0 0 1 0 1 
9 0 0 1 0 0 1 
10 0 1 0 0 0 1 
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TOTAL 3 67 116 11 3 200 

Source: Own survey 

 
Concerning the satisfaction with the quality of life in the neighbourhood, those, who state “no 
response/unemployed”, are the least satisfied (answers “very satisfied”/ “quite satisfied”) with 
the neighbourhood at a level of still 70.0 per cent. The self-employed/freelancers (89.2 per 
cent) are slightly less satisfied than the employees (93.3 % micro firm; 93.5 % bigger 
companies). By contrast, dissatisfaction with the neighbourhood is the highest within the 
“unemployed/no response” group. Moreover self-employed/freelancers tend to be more 
dissatisfied than the employed in the case of Leipzig (see Table 3.10A in the Appendix). 

Concerning the satisfaction with the quality of life in the neighbourhood, there is no big 
differentiation possible between the different categories of centrality. All groups show 
relatively similar levels of satisfaction of about 90.0 per cent or slightly above. In small towns 
in the metropolitan area the satisfaction with the neighbourhood even equals 100.0 per cent. 
In contrast, a high degree of expressed dissatisfaction with the neighbourhood can be stated 
for the rest of the core city, where 7.0 per cent are “somewhat unsatisfied” and another 3.0 per 
cent indicate to be “very unsatisfied”. Inhabitants of the outskirts also state to be “somewhat 
unsatisfied” with the quality of their neighbourhood at a level of 7.1 per cent. 
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Table 3.35 - Location (C1) and satisfaction with the neighbourhood (C3) 
How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

Total 

No response 
 

1 1 6 0 0 8 

City Centre 
 

2 19 29 2 0 52 

Rest of the core city (just beyond 
city centre) 

0 35 55 7 3 100 

Rest of the city, including the 
outskirts 

0 8 18 2 0 28 

Village or small town in 
metropolitan area 

0 4 7 0 0 11 

Medium or large town in 
metropolitan area 

0 0 1 0 0 1 
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TOTAL 
 

3 67 116 11 3 200 

Source: Own survey 

 
All the inhabitants feeling to be in a “very tolerant” city are also “very satisfied” or “quite 
satisfied” with their neighbourhoods. Among the group indicating a “tolerant” character still 
92.4 per cent are equally satisfied with the quality of life in the neighbourhood. The lesser the 
feeling of tolerance is stated, the lesser the neighbourhood satisfaction becomes. People being 
indifferent how to evaluate the tolerance factor are satisfied at a level of 90.2 per cent; people 
indicating a feeling of intolerance are only satisfied with the neighbourhood at a level of 85.2 
per cent. 

 
Table 3.36 - Soft condition index (A16) and satisfaction with the neighbourhood (C3) 

How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

TOTAL 

No response 0 0 1 0 0 1 
Very tolerant 0 7 9 0 0 16 
Tolerant 1 36 49 4 2 92 
Neither tolerant nor intolerant 1 14 41 4 1 61 
Intolerant 1 8 15 3 0 27 
Very intolerant 0 2 1 0 0 3 
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TOTAL 3 67 116 11 3 200 

Source: Own survey 

 
Males are generally more satisfied with their neighbourhood. While 92.9 per cent of the males 
indicate to be “very satisfied” or “quite satisfied”, it is only 89.7 per cent of the females. But 
within these two subcategories of satisfaction with the neighbourhood, the females show a 
bigger percentage indicating to be “very satisfied” than the males. 
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Table 3.37 - Gender (D1) and satisfaction with the neighbourhood (C3) 

How satisfied are you with the following aspects of life in your neighbourhood/area? 
- Overall quality of life in the neighbourhood 

 

no response very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very unsatisfied TOTAL 

No response 0 1 3 0 0 4 

Female 2 36 51 6 2 97 

Male 1 30 62 5 1 99 
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TOTAL 3 67 116 11 3 200 

Source: Own survey 

 
Concerning the neighbourhood it can be pointed out that non-family units show lower 
satisfaction (73.7 per cent answering “very satisfied” or “quite satisfied”). Therefore they also 
have a higher degree of dissatisfaction than other household types (26.3 per cent). Couples 
without children are more satisfied with the neighbourhood than one person households and 
couples with children (see Table 3.12A in the Appendix). 

Concerning the neighbourhood satisfaction, people with income less than 2,000 € show higher 
dissatisfaction (answers “somewhat unsatisfied” or “very unsatisfied”). Those who earn more, 
are not equally dissatisfied. In contrast, with rising income, the satisfaction with 
neighbourhood rises. While within the group of less than 500 € monthly income satisfaction 
with the neighbourhood reaches 78.6 per cent stating “very satisfied” or “quite satisfied”, it 
increases until the groups of more than 3,000 € monthly income towards 100.0 per cent 
indicating “very satisfied” or “quite satisfied”. 

 
Table 3.38 - Socio-economic position (D6) and satisfaction with the neighbourhood (C3) 

How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

TOTAL 

No response 0 2 14 1 0 17 

Less than 500 1 3 8 1 1 14 

500- 999 1 9 16 2 0 28 

1,000-1,999 0 31 50 7 2 90 

2,000-2,999 1 8 11 0 0 20 

3,000-3,999 0 1 2 0 0 3 

4,000-4,999 0 1 0 0 0 1 

6,000- 6,999 0 1 1 0 0 2 

10,000 or above 0 0 1 0 0 1 

Don't know/ refused 0 11 13 0 0 24 
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TOTAL 3 67 116 11 3 200 

Source: Own survey 

 
A differentiation in respect to the degree of satisfaction with the neighbourhood can be 
examined for the distinguished categories of origin. According to the general city satisfaction, 
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Leipzig natives show a more or less average degree of satisfaction, while people from East 
Germany are slightly more satisfied with their neighbourhoods in the city, and people from 
the Western Germany tend to be a bit less satisfied. Obviously, respondents, having moved to 
Leipzig from abroad, are rather satisfied with their neighbourhood than with the city in 
general (see Appendix, Table 3.13A). 

3.1.8 Creative workers (CI) and knowledge intensive workers (KI) 

Creative workers (CI) and knowledge intensive workers (KI) can be described as professional 
groups that act and interact in specific professional milieus and networks. The two groups 
may be expected to use “space” and “place” in different fashions and may have at least partly 
different lifestyles and attitudes. In the following section we try to examine the hypothesis if 
significant differences between creative workers and knowledge intensive workers can be 
identified in the patterns of answers to relevant questions in the survey.  

Four key aspects will be highlighted using the corresponding questions in the questionnaire: 

 use of space 
 satisfaction with living in Leipzig 
 job satisfaction  
 attraction to the city and mobility 

 
Main emphasis is laid on an interpretation of differences between creative workers (CI) and 
knowledge intensive workers (KI). The more heterogeneous category of “graduates” (Grad) is 
also included in the tables but will only be marginally considered in the interpretation of the 
data. 

 
Use of space 

Creative workers and knowledge intensive workers show very similar residential preferences: 
60 per cent live in the inner city (City Centre/ Rest of the core city) and 40 per cent in the 
outskirts (C1). The graduates (Grad) are more strongly attached to inner city locations than 
the other two professional groups.  

 
Table 3.39 - Place of residence 

Place of residence CI KI Grad All 

City centre/ rest of the core city 45 
(60.0%) 

45 
(60.0%) 

43 
(86.0%) 

133 
(66.5%) 

Rest of the city and outskirts (suburbs) 30 
(40.0%) 

30 
(40.0%) 

7 
(14.0%) 

67 
(33.5%) 

TOTAL 75 
(100%) 

75 
(100%) 

50 
(100%) 

200 
(100%) 

Source: Own survey 
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The use of space for spare time activities or activities outside the home was examined with 
the question “How often are you involved in any of the following activities?” (A5). Creative 
workers have a slightly higher tendency for “going to the bar/pub” and for “eating out” and 
knowledge intensive workers go more often to sport events. Aside from these rather marginal 
differences CI and KI exhibit much of the same patterns of spare time behaviour concerning 
out of home activities. This conclusion is also supported by formal statistical tests (Chi2-test). 
Only two of the listed items (“going out to the pub/bar“; “going to sport events“) show a 
significant differences between the professional groups at the 5 per cent level. 

 
Table 3.40 - How often are you involved in any of the following activities? (sum and percentage of 
answers “every day and “At least once a week”) (A5) 

 CI KI Grad  Chi2-Test 
(significance) 

Going out to the pub/bar 28 
(37.3%) 

22 
(29.3%) 

31  
(62.0%) 

**(0,01) 

Eating out 24 
(32.0%) 

19 
(25.3%) 

14  
(28.0%) 

ns 

Going to movie, theatre and/or concerts 12 
(16.0%) 

12 
(16.0%) 

13 
(26.0%) 

ns 

Going to museum and/or art gallery 3 
(4.0%) 

2 
(2.7%) 

4 
(8.0%) 

ns 

Walking around city centre 27 
(36.0%) 

28 
(37.3%) 

13 
(26.0%) 

ns 

Excursions in national parks or peripheral green areas 16 
(21.3%) 

15 
(20.0%) 

7 
(14.0%) 

ns 

Going to a night club 10 
(13.3%) 

11 
(14.7%) 

6 
(12.0%) 

ns 

Going to sport events 1 
(1.3%) 

7 
(9.3%) 

1 
(1.3%) 

*(0,038) 

Going to parks 33 
(44.0%) 

36 
(48.0%) 

26 
(52.0%) 

ns 

Going to a festival 1 
(1.3%) 

3 
(6.0%) 

3 
(6.0%) 

ns 

Visiting friends 50 
(66.7%) 

46 
(61.3%) 

40 
(80.0%) 

ns 

Participating in Resident’s associations 5 
(6.7%) 

6 
(8.0%) 

4 
(8.0%) 

ns 

Participating in Religious activities 1 
(1.3%) 

2 
(2.7%) 

1 
(2.0%) 

ns 

Participating in community work 0 
(0%) 

2 
(2.7%) 

0 
(0%) 

ns 

Participating in political activities (trade union, 
political party, etc) 

3 
(4.0%) 

3 
(4.0%) 

1 
(2.0%) 

ns 

Others (please specify) 8 
(10.7%) 

6 
(8.0%) 

2 
(4.0%) 

- 

TOTAL 75 
(100%) 

50 
(100%) 

75 
(100%) 

 

ns: not significant at the .95 level (Chi2-Test) 
Source: Own survey 
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Satisfaction with city 

The pattern of answers to the question A6 (“how satisfied you are with the following leisure 
activities offered in Leipzig?”) illustrates that there are no fundamentally different judgements 
on the quality of offered opportunities between creative workers and knowledge intensive 
workers. Knowledge intensive workers are, however, somewhat more critical concerning 
some leisure activities offered than creative workers. This is true for instance for the “quality 
of public parks”, the “quality of cinemas”, the “quality of shopping areas” and the 
“architecture of city/relevant monuments”. 

 
Table 3.41 - How satisfied you are with the following leisure activities offered in Leipzig (sum and 
percentage of answers “Very Satisfied/ Satisfied”) (A6) 

 CI KI Grad All Chi2-Test 
(significance) 

Quality of public spaces (plazas, 
parks, etc) 

70 
(93.3%) 

57 
(76.0%) 

45 
(90.0%) 

172 
(86.0%) 

**(0.005) 

Quality of sport facilities 27 
(36.0%) 

29 
(38.7%) 

20 
(40.0%) 

76 
(38.0%) 

ns 

The quality and range of festival 
events and cultural activities 

41 
(54.7%) 

41 
(54.7%) 

33 
(66.0%) 

115 
(57.5%) 

ns 

The quality and range of art galleries / 
museums  

42 
(56.0%) 

38 
(50.7%) 

33 
(66.0%) 

113 
(56.5%) 

ns 

Quality and range of restaurants  59 
(78.7%) 

61 
(81.3%) 

36 
(72.0%) 

156 
(78.0%) 

ns 

Quality of pubs 56 
(74.7%) 

61 
(81.3%) 

42 
(84.0%) 

159 
(79.5%) 

ns 

Quality of cinemas 65 
(86.7%) 

51 
(68.0%) 

39 
(78.0%) 

155 
(77.5%) 

*(0.023) 

Quality of shopping areas 65 
(86.7%) 

60 
(80.0%) 

33 
(66.0%) 

158 
(79.0%) 

*(0.020) 

Architecture of city/relevant 
monuments 

62 
(82.7%) 

55 
(73.3%) 

38 
(76.0%) 

155 
(77.5%) 

ns 

Number of associations/ organisations 
for social activities 

12 
(16.0%) 

14 
(18.7%) 

11 
(22.0%) 

37 
(18.5%) 

ns 

TOTAL 75 
(100%) 

75 
(100%) 

50 
(100%) 

200 
(100%) 

 

ns: not significant at the .95 level (Chi2-Test) 
Source: Own survey 

 
The answers to the question about worrying issues (A9) show divergent and convergent 
tendencies between the professional groups. The significant differences between the 
professional groups indicated by the Chi2-tests for the items “amount of crime” and “safety” 
are largely due to the different pattern of answers of the graduates and not to significant 
differences between creative workers and knowledge intensive workers. Creative workers and 
knowledge intensive workers differ however largely in their assessment of “aggressive/anti-
social behaviour”, “availability of public transportation”, “availability of recreation for 
children” and “air pollution”. Knowledge intensive workers are more worried about these 
issues than creative workers. 
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Table 3.42 - How worried are you are about the following issues in Leipzig: (number and percentage 
of answers “very worried/ worried”) (A9) 

 CI KI Grad All Chi2-Test 
(significance) 

Amount of crime in the city 33 
(44.0%) 

30 
(40.0%) 

10 
(20.0%) 

73 
(36.5%) 

*(0.018) 

Safety 23 
(30.7%) 

17 
(22.7%) 

5 
(10.0%) 

45 
(22.5%) 

*(0.025) 

Availability of recreation for 
teenagers 

28 
(37.3%) 

25 
(33.3%) 

17 
(34.0%) 

70 
(35.0%) 

ns 

Availability of affordable housing 9 
(12.0%) 

11 
(14.7%) 

7 
(14.0%) 

27 
(13.5%) 

ns 

Availability of recreation for 
seniors 

7 
(9.3%) 

6 
(8.0%) 

7 
(14.0%) 

20 
(10.0%) 

ns 

Availability of jobs 51 
(68.0%) 

55 
(73.3%) 

41 
(82.0%) 

147 
(73.5%) 

ns 

Availability of public 
transportation 

12 
(16.0%) 

20 
(26.7%) 

5 
(10.0%) 

37 
(18.5%) 

*(0.049) 

Availability of recreation for 
children 

14 
(18.7%) 

20 
(26.7%) 

11 
(22.0%) 

45 
(22.5%) 

ns 

Amount of graffiti  32 
(42.7%) 

31 
(41.3%) 

12 
(24.0%) 

75 
(37.5%) 

ns 

Drug problems 33 
(44.0%) 

34 
(45.3%) 

16 
(32.0%) 

83 
(41.5%) 

ns 

Homelessness 32 
(42.7%) 

29 
(38.7%) 

15 
(30.0%) 

76 
(38.0%) 

ns 

Aggressive/anti-social behaviour 35 
(46.7%) 

43 
(57.3%) 

24 
(48.0%) 

102 
(51.0%) 

ns 

Prostitution on streets 9 
(12.0%) 

9 
(12.0%) 

6 
(12.0%) 

24 
(12.0%) 

ns 

Traffic 23 
(30.7%) 

28 
(37.3%) 

13 
(26.0%) 

64 
(32.0%) 

ns 

Air pollution 23 
(30.7%) 

30 
(40.0%) 

16 
(32.0%) 

69 
(34.5%) 

ns 

Demonstrations on public spaces 17 
(22.7%) 

19 
(25.3%) 

14 
(28.0%) 

50 
(25.0%) 

ns 

TOTAL 75 
(100%) 

75 
(100%) 

50 
(100%) 

200 
(100%) 

 

ns: not significant at the .95 level (Chi2-Test) 
Source: Own survey 

 
The overall assessment of the satisfaction with life in Leipzig (“all things considered, how 
satisfied are with your life in Leipzig?”) (A21) confirms the general tendency expressed in the 
questions A6 and A9. Creative workers and knowledge intensive workers have quite similar 
views on the quality of life in Leipzig, although knowledge intensive workers are a little more 
critical concerning some issues. Graduates are the most optimistic group. 
 

Table 3.43 - All things considered, how satisfied are you with your life in Leipzig? Please tell me on a 
scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied (A21) 

 CI KI Grad All 

Scores 1-5 (relatively satisfied) 73 
(97.3%) 

68 
(90.7%) 

49 
(98.0%) 

190 
(95.0%) 

Mean score  
 

2.7 3.0 2.5 2.8 

Source: Own survey 
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The graduates are also the group that see the most improvement (60 per cent) in the quality of 
life in Leipzig in recent years (A22). The knowledge intensive workers are again somewhat 
more critical than the Creative workers, while 50.7 per cent of the creative workers see an 
improvement only 45.3 per cent of the knowledge intensive workers indicate that the quality 
of life in Leipzig improved in the last five years. 
 

Table 3.44 - Do you think that the quality of life in Leipzig has gotten better, stayed the same or 
gotten worse in the last five years? (A22) 

 CI KI Grad All 

Improved 38 
(50.7%) 

34 
(45.3%) 

30 
(60.0%) 

102 
(51.0%) 

Stayed the same 21 
(28.0%) 

18 
(24.0%) 

13 
(26.0%) 

52 
(26.0%) 

Gotten worse 5 
(6.7%) 

5 
(6.7%) 

1 
(2.0%) 

11 
(5.5%) 

Don’t know 11 
(14.7%) 

18 
(24.0%) 

6 
(12.0%) 

35 
(17.5%) 

No answer/refuse - 
(0.0%) 

- 
(0.0%) 

- 
(0.0%) 

- 
(0.0%) 

TOTAL 75 
(100%) 

75 
(100%) 

50 
(100%) 

200 
(100%) 

Source: Own survey 

 
Creative workers and knowledge intensive workers that have lived elsewhere for a longer 
period of time rate Leipzig as a place to live in a quite similar fashion (A23b): 80.7 per cent of 
creative workers and 77.4 of knowledge intensive workers prefer Leipzig to other places they 
lived in (sum of categories “best place”, “much better place”, “slightly better place”). 
 

Table 3.45 - If you have lived elsewhere for 1 year or more, how would you rate Leipzig as a place to 
live, compared to other places you have already lived in? (A23b) 

 CI KI Grad All 

The best place in which to live 1 
(1.8%) 

3 
(5.7%) 

3 
(8.6%) 

7 
(6.2%) 

A much better place in which to live 23 
(40.3%) 

21 
(39.6%) 

13 
(37.1%) 

57 
(39.3%) 

A slightly better place in which to live 22 
(28.6%) 

17 
(32.1%) 

13 
(37.1%) 

52 
(35.9%) 

A slightly worse place in which to live 7 
(12.2%) 

7 
(13.2%) 

2 
(5.7%) 

11.0 
(8.0%) 

A much worse place in which to live 0 
(0.0%) 

3 
(5.7%) 

0 
(0.0%) 

2.0 
(1.5%) 

The worse place in which to live 0 
(0.0%) 

0 
(0.0%) 

0 
(0.0%) 

0 
(0.0%) 

Don’t know 3 
(5.2%) 

2 
(3.8%) 

3 
(8.6%) 

8 
(5.5%) 

No answer/refuse 1 
(1.8%) 

0 
(18.7%) 

1 
(2.8%) 

2 
(22.5%) 

TOTAL 57 
(100%) 

53 
(100%) 

35 
(100%) 

145 
(100%) 

(Not applicable) 18 22 15 55 

Source: Own survey 
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Attraction and mobility 
Creative workers and knowledge intensive workers list quite similar reasons why they 
currently live in Leipzig (A3). 
 
Table 3.46 - Please rank the 4 most important reasons why you currently live in Leipzig (sum and 
percentage of all ranked items) (A3) 
Reasons for living in Leipzig CI KI Grad All Chi2-Test 
Born here 18 

(6.8%) 
18 

(5.8%) 
10 

(4.8%) 
46 

(5.9%) 
ns 

Family lives here  28 
(10.6%) 

28 
(9.1%) 

14 
(6.7%) 

70 
(9.0%) 

ns 

Studied in Leipzig 17 
(6.4%) 

7 
(2.3%) 

22 
(10.6%) 

46 
(5.9%) 

***(0.000) 

Proximity to friends 26 
(9.8%) 

22 
(7.1%) 

24 
(11.5%) 

72 
(9.2%) 

ns 

Moved here because of my job 56 
(21.1%) 

57 
(18.4%) 

34 
(16.3%) 

147 
(18.8%) 

ns 

Moved here because of my partner’s job 10 
(3.8%) 

14 
(4.5%) 

4 
(1.9%) 

28 
(3.6%) 

ns 

Good employment opportunities 2 
(0.8%) 

5 
(1.6%) 

1 
(0.5%) 

8 
(1.0%) 

ns 

Higher wages 1 
(0.4%) 

5 
(1.6%) 

1 
(0.5%) 

7 
(0.9%) 

ns 

Size of city 11 
(4.2%) 

16 
(5.2%) 

12 
(5.8%) 

39 
(5.0%) 

ns 

Weather/climate 1 
(0.4%) 

3 
(1.0%) 

1 
(0.5%) 

5 
(0.6%) 

ns 

Presence of good universities - 
(0.0%) 

7 
(2.3%) 

1 
(0.5%) 

8 
(1.0%) 

*(0.01) 

Proximity to natural environment (sea, 
mountains, countryside) 

6 
(2.3%) 

5 
(1.6%) 

3 
(1.4%) 

14 
(1.8%) 

ns 

Housing affordability 17 
(6.4%) 

22 
(7.1%) 

14 
(6.7%) 

53 
(6.8%) 

ns 

Housing availability 3 
(1.1%) 

8 
(2.6%) 

7 
(3.4%) 

18 
(2.3%) 

ns 

Safe for children 1 
(0.4%) 

6 
(1.9%) 

2 
(1.0%) 

9 
(1.2%) 

ns 

Openness to different types of people (in 
terms of race, ethnicity) 

- 
(0.0%) 

1 
(0.3%) 

1 
(0.5%) 

2 
(0.3%) 

ns 

Gay/lesbian friendly 1 
(0.4%) 

3 
(1.0%) 

1 
(0.5%) 

5 
(0.6%) 

ns 

Diversity of the built environment 2 
(0.8%) 

6 
(1.9%) 

4 
(1.9%) 

12 
(1.5%) 

ns 

Overall friendliness of city 23 
(8.7%) 

28 
(9.1%) 

18 
(8.7%) 

69 
(8.8%) 

ns 

Diversity of leisure and entertainment 
facilities 

14 
(5.3%) 

16 
(5.2%) 

10 
(4.8%) 

40 
(5.1%) 

ns 

Cultural diversity 16 
(6.0%) 

14 
(4.5%) 

16 
(7.7%) 

46 
(5.9%) 

ns 

Internationality of population 
(Language…) 

- 
(0.0%) 

3 
(1.0%) 

1 
(0.5%) 

4 
(0.5%) 

ns 

Good transport links 11 
(4.2%) 

9 
(2.9%) 

1 
(0.5%) 

21 
(2.7%) 

ns 

Other reasons 1 
(0.4%) 

6 
(1.9%) 

6 
(2.9%) 

13 
(1.7%) 

- 

TOTAL 265 
(100%) 

309 
(100%) 

208 
(100%) 

782 
(100%) 

 

ns: not significant at the .95 level (Chi2-Test) 
Source: Own survey 
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The graduates have the higher proportion of potential movers with 32 per cent (sum of 
categories “almost definitely“, “very likely”, “somewhat likely”). Surprisingly, knowledge 
intensive workers indicate a higher likeliness to move (28 per cent) than creative workers (20 
per cent). 

 
Table 3.47 - What is the likelihood of you moving away from Leipzig in the next 3 years? (A25) 

 CI KI Grad All 

Almost definitely  5 
(6.7%) 

6 
(8.0%) 

6 
(12.0%) 

17 
(8.5%) 

Very likely 1 
(1.3%) 

1 
(1.3%) 

2 
(4.0%) 

4 
(2.0%) 

Somewhat likely  9 
(12.0%) 

14 
(18.7%) 

8 
(16.0%) 

31 
(15.5%) 

Not too likely 37 
(49.3%) 

41 
(54.7%) 

27 
(54.0%) 

105 
(52.5%) 

Not at all likely 21 
(28.0%) 

13 
(17.3%) 

6 
(12.0%) 

40 
(20.0%) 

No answer/refuse 2 
(2.7%) 

- 
(0.0%) 

1 
(2.0%) 

3 
(1.5%) 

TOTAL 75 
(100%) 

75 
(100%) 

50 
(100%) 

200 
(100%) 

Source: Own survey 

 
Job aspects  

All professional groups indicate a high degree of satisfaction with their job. It is, however, 
remarkable that creative workers have a higher satisfaction concerning many aspects of their 
job than knowledge intensive workers. This in particularly true for “non-material” aspects like 
“scope for using your own initiative”, “amount of influence you have over your job”, “the 
sense of achievement you get from your work”, “the friendliness of the working environment, 
“the ability to balance your professional and personal life” and “overall satisfaction with the 
job”. Knowledge intensive workers on the other hand are more satisfied with “the amount of 
pay”, “career advancement” and “facilities of the work place”. 
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Table 3.48 - How satisfied are you with the following aspects of your job? (number and percentage of 
answers “Very Satisfied/ Satisfied”) (B9) 
 CI KI Grad All Chi2-Test 

(significance) 
Overall satisfaction with the job 67 

(93.1%) 
62 

(86.1%) 
43 

(91.5%) 
172 

(90.1%) 
ns 

The sense of achievement you get from 
your work 

58 
(80.6%) 

53 
(73.6%) 

37 
(78.7%) 

148 
(77.5%) 

ns 

The scope for using your own initiative 61 
(84.7%) 

49 
(68.1%) 

43 
(91.5) 

153 
(80.1%) 

**(0.003) 

The amount of influence you have over 
your job 

60 
(83.3%) 

47 
(65.3%) 

40 
(85.1%) 

147 
(77.0%) 

*(0,011) 

The facilities in the workplace 56 
(77.8%) 

62 
(86.1%) 

27 
(57.4%) 

145 
(75.9%) 

**(0.001) 

The intellectually stimulating aspect of 
your job 

55 
(76.4%) 

54 
(75.0%) 

38 
(80.9%) 

147 
(77.0%) 

ns 

The friendliness of the working 
environment 

65 
(90.3%) 

60 
(83.3%) 

42 
(89.4.3%) 

167 
(87.4%) 

ns 

The training you receive 25 
(34.7%) 

28 
(38.9%) 

15 
(31.9%) 

68 
(35.6%) 

ns 

The amount of pay you receive 31 
(43.1%) 

35 
(48.6%) 

22 
(46.8%) 

88 
(46.1%) 

ns 

The amount of holiday time/paid leave 47 
(65.3%) 

47 
(65.3%) 

25 
(53.2%) 

119 
(62.3%) 

ns 

Your job security 42 
(58.3%) 

39 
(54.2%) 

17 
(36.2%) 

98 
(51.3%) 

ns 

Prospects for career advancement 30 
(41.7%) 

35 
(48.6%) 

27 
(57.4%) 

92 
(48.2%) 

ns 

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

42 
(58.3%) 

37 
(51.4%) 

24 
(51.1%) 

103 
(53.9%) 

ns 

Ability to meet and network with 
professionals from your same field 

48 
(66.7%) 

46 
(63.9%) 

37 
(78.7%) 

131 
(68.6%) 

ns 

TOTAL 72 
(100%) 

72 
(100%) 

47 
(100%) 

191 
(100%) 

 

(not applicable)  
 

3 3 3 9  

ns: not significant at the .95 level (Chi2-Test) 
Source: Own survey 

 
With respect to the four key aspects that were examined in this section the following 
conclusions can be drawn. Both groups use urban space in similar fashions. Both groups are 
satisfied with their life in Leipzig, although knowledge intensive workers seem to be a little 
less satisfied with certain aspects than creative workers. Both groups express very similar 
reasons for living in Leipzig. Creative workers are somewhat more satisfied with the non-
material aspects of their job, but both groups express an overall satisfaction with their job 
situation. The comparison of creative workers and knowledge intensive workers showed that 
both professional groups have rather similar patterns of answers. They do not appear as 
clearly distinctive groups in their responses. 
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4 CONCLUSIONS/ DISCUSSION 

4.1 General conclusions 

The major conclusion of the Leipzig case study “Creative Leipzig – Part 2” will be interpreted 
along the following subtopics. An almost equal gender-related set of respondents could be 
acquired. More detailed analysis in respect to gender have not been analysed so far. Further 
gender-specific analysis and interpretations could be done in respect to the aspects of income 
and the notion of tolerance (or others) of the city of Leipzig. 

 
 Status, structure, similarities and differences of creative and knowledge intensive 

workers in Leipzig 
 Relation between hard and soft location factors in respect to the empirical results of 

the case study 
 Tolerance as a new location factor for creative and knowledge-intensive workers 
 Notion of the status of “job/work” of the case study in respect to other concerns of the 

social realm “Leipzig” 
 The socio-economic status of creative and knowledge-intensive workers, based on the 

empirical survey, in respect to the overall socio-economic situation of Leipzig 
 The notion of creative and knowledge intensive workers being “connected” (“bind”) 

to the city of Leipzig 
 The relation of competitiveness of the creative and knowledge-intensive industries in 

Leipzig – measured on the degree of satisfaction with job, place, and life situation – in 
respect to the overall positioning of national rankings. 

 
Status, structure, similarities and differences of creative and knowledge intensive 
workers in Leipzig 

Creative workers and knowledge intensive workers demonstrate quite similar residential 
preferences: 60 per cent live in the inner city (City Centre / Rest of the core city) and 40 per 
cent in the outskirts (C1). The graduates (Grad) are more strongly attached to inner city 
locations than the other two professional groups. 

Looking at the degree of satisfaction, creative workers have a slightly higher tendency for 
activities such as “going to the bar/pub” and for “eating out”, while knowledge intensive 
workers demonstrate more interest to sport events. Aside from these rather marginal 
differences creative workers and knowledge intensive workers exhibit much of the same 
patterns of spare time behaviour concerning out of home activities. Creative workers and 
knowledge intensive workers that have moved to Leipzig consider Leipzig as a place to live 
in a quite similar fashion (A23b).  
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Florida divides his creative class into a super-creative core which is made up in his 
categorisation by scientists, artists, architects, musicians and designers etc., and the other 
group by professionals working in the financial services, in high-tech sectors etc. Based on 
this differentiation he expects differences in spatial patterns, leisure activities and perception 
of job (Florida, 2002b).  

The results between creative and knowledge-intensive workers in the Leipzig sample showed 
that they differ slightly 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. All professional groups indicate a high degree of satisfaction with 
their job. It is, however, remarkable that creative workers have a higher satisfaction 
concerning many aspects of their job than knowledge intensive workers. 

Both groups use urban space in quite a comparable way. Both groups are pleased with their 
life in Leipzig, although knowledge intensive workers seem to be a little less happy with 
certain aspects than creative workers. In addition, both groups express very similar reasons 
for living in Leipzig. Creative workers showed a higher degree of agreement with the non-
material aspects of their job, but both groups express an overall satisfaction with their job 
situation. The comparison of creative workers and knowledge intensive workers showed that 
both professional groups in general have rather similar patterns of answers, but in respect to 
particular questions a differentiation can be pointed out between knowledge intensive and 
creative workers.  

 
Relation between “hard” and “soft” location factors 

Creative and knowledge intensive work is often associated with being more sensitive 
concerning location factors, such as communicative opportunities within walking distance and 
the “look and feel” of a distinct area (Helbrecht, 2004). Furthermore, observations of closer 
connections between working and living as well as a greater sensitiveness toward simulative 
social environments have led to the general hypothesis that soft location factors are becoming 
more and more relevant for creative and knowledge intensive workers, when making decision 
concerning their working and living locations (Matthiesen, 2005, Matthiesen, 2004, 
Kunzmann, 2004, Franz, 2004). 

While the ‘hard’ and more classic location factors are considered as relevant location patterns 
of companies, the academic debate has early shifted towards a growing importance of ‘soft’ 
location factors. Such ‘soft’ factors include, for example, an attractive residential 
environment, tolerance for alternative lifestyles and/or ethnic diversity, a lively (sub-) cultural 
scene, and the creation of preferably public or semi-public meeting places for business and 
leisure purposes. Traditional “hard” location factors such as availability of certain resources 
and labour force, rent levels, availability of office space, accessibility, local and national tax 
regimes, regulations affecting the functioning of companies, transportation infrastructures, 
telecommunication etc. are not evaluated as necessary location factors.  

According to Florida, creative knowledge workers target to access places providing a range of 
creative services. In doing so, they have opted for these requirements in respect to 
accommodation issues; the residential costs (Florida, 2002a, Florida 2002b, Marcuse, 2003). 
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According to Florida, theses resources are framed by place-specific supplements such as 
social, cultural diversity, tolerance to minorities, and a high level and a popularity of a 
bohemian culture. Looking at the status of Leipzig’s creative knowledge workers, these latter 
factors play only a marginal role in comparison to the dominant evaluation of job: the place of 
work is considered the most important role in the decision to live in Leipzig. 

The question concerning the most important reasons for living in Leipzig or the Leipzig 
metropolitan area (A3) revealed a clear pattern of relevant location factors. The most 
significant location factor by far is job related: 146 of the interview patterns (73.0 per cent) 
indicated that they currently lived in Leipzig because of their job (“moved here because of my 
job”) and 87 (43.5 per cent) noted it as their most important reason. Personal connections to 
the city also play a significant role, especially the proximity to friends (36.0 per cent) and 
family (35.0 per cent). 

Considering the accessibility of “job” as a hard location factor in an increasingly 
internationally connected economy, place-specific soft factors may also result in more fine 
grained spatial selection processes. Very difficult to measure concepts, such as ‘urban 
atmospheres’ or ‘social climates’ are essential dimensions in the current academic discussion 
(see references on preceded page).  

Some significance is therefore also attributed in the questionnaire to the social atmosphere of 
the city of Leipzig. Here, 34.5 per cent of the respondents marked the answer “overall 
friendliness of the city” as important reason for being in Leipzig. Housing affordability was 
considered to be important by 26.5 per cent. It should also be noted that housing affordability 
is not considered to be a major problem by the interview partners (A9), which may be in sharp 
contrasts to the findings of other cities.  

Different items related to cultural activities in the city were also indicated by 40 or more of 
the respondents (≥ 20.0 per cent of the sample): Cultural diversity (23.0 per cent) and 
“diversity of leisure and entertainment facilities” (20.0 per cent). Locational characteristics of 
Leipzig (weather/climate; proximity to natural environment) played no important role in the 
decision to locate in Leipzig. The pattern of answers shows that “hard” job related factors are 
of prime importance, but that “soft” factors - like the vibrant cultural life in Leipzig - are also 
acknowledged. A clear empirical link between the relevance of the so-called “vibrant cultural 
life” in respect to the traditional but ubiquitous hard factors can not be detected.  

The findings on the city-level are complemented by judgements on the quality of the 
neighbourhood. Housing market related aspects like size (89.0 per cent) and cost (84.0 per 
cent) of the dwelling on the one hand and “look and feel” aspects like “atmosphere” (80.5 per 
cent) and “quality of the surrounding neighbourhood” (75.0 per cent) are the most important 
reasons for locating in a particular neighbourhood (C5).  

Another important locational aspect at the city-wide and neighbourhood level is personal 
safety. A general feeling of personal security in Leipzig can be detected. On a city-wide level 
safety is not seen as a worrisome problem – only 22.5 percent expressed their concern (A9) - 
and on the neighbourhood level 93.0 per cent are satisfied with the personal safety.  
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The significance of job related reasons as prime location motives is confirmed in the question 
that asked the respondents to weight job related vs. city related factors (A4). 36.0 per cent of 
the respondents declared that “I live in the city because I found employment here”, while at 
least 31.5 per cent marked the option “I wanted to live in the city and so I found employment 
here”. Getting a job depends very often on access to social and informal networks (Neff et al., 
2005, Granovetter, 1974). Especially in newly established markets such as the creative and 
knowledge-intensive labour market of Leipzig, the distribution of relevant information 
depends on the involvement in out-of home activities, social networks and the use of leisure 
time and cultural facilities (Lange, 2007).  

The relevance of social networks has been examined in question A5. Six listed activities are 
performed by over 80.0 per cent of the interviewees at least once a month: “visiting friends” 
(93.5 per cent),“walking around city centre” (88.0 per cent), “going out to the pub/bar” (87.0 
per cent), “eating out” (87.0 per cent), “going to parks” (84.0 per cent),“going to movie, 
theatre and/or concert” (81.5 per cent). 

It is interesting to contrast these favourite spare time activities with the least practiced 
activities. Three listed activities were performed by less than 10.0 per cent of the interviewees 
on a regular basis (at least once a month): “participation in religious activities” (6.0 per cent), 
“participating in political activities” (5.5 per cent), participating in community work (1.5 per 
cent). The results show a low participation rate in traditional social, political and religious 
networks and organisations. 

Theoretical statements about creative and knowledge-intensive workers as well as the creative 
class emphasise the importance of so called “third places” for the attractiveness of a city for 
creative activities (Florida, 2005). The term refers to places other than job locations and 
housing (first and second places) and underlines the importance of those meeting places as 
settings for personal networks and activities. Therefore, not only functional “leisure” places 
provide attraction but communicative and meeting place, where a distinct function is not the 
first order. 

Under the umbrella of “leisure activities”, the question “How satisfied are you with the 
following leisure activities offered in Leipzig?” analysed the degree of satisfaction of the 
respondents (A6). Most listed items received high ratings from the interview partners. More 
than 3/4 of the respondents are “very satisfied” or “satisfied” with 6 of the 10 listed activities: 
public spaces (86.0 per cent), pubs (79.5 per cent), shopping areas (79.0 per cent), restaurants 
(78.0 per cent), cinemas (77.5 per cent) architecture and monuments (77.5 per cent).  

It should also be noted that the activities that do not score high ratings - like the “number of 
associations for social activities” (18.5 per cent) or “sport facilities” (38.0 per cent) – do so 
because of a high number of “don’t know” answers and not because of a high degree of 
dissatisfaction. A systematic result focussing on the notion of so-called “third places” can not 
be detected along the issue of “leisure”.  
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Tolerance as a new location factor for creative and knowledge-intensive workers 

The sensitivity towards intolerance, injustice, and social, ecological and political imbalances 
has led to Leipzig being known for its welcoming, politically sensitive as well as tolerant 
attitude. Leipzig has, compared to other metropolitan regions in Germany, a relatively low 
rate of foreigners, and reports of racially motivated crimes are rare. Although a recent study of 
the “Berliner Institut für Bevölkerung und Entwicklung” from 2007 ranked the state of 
Saxony among the three last states in respect to their degree of tolerance (Kröhnert, 2007). On 
a smaller local scale, open communication platforms for homosexuals (www.gayleipzig.de) 
on places to meet etc. are a measure of the liberal climate in Leipzig. Nevertheless, outbreaks 
in the local soccer stadium of 1.FC Lok Leipzig in February and summer 2007 tell a rather 
different story of more or less marginalised and less integrated social milieus trying to regain 
attention as hooligans and organised gangs by violence.  

Therefore, a set of questions (A9) aimed to assess the degree to which the interview partners 
are concerned or worried by certain developments in Leipzig (“How worried are you about 
the following issues in Leipzig?”).  

Although measuring the degree of tolerance and operationalising the notion of tolerance in 
quantifiable terms is a difficult task. Four aspects of tolerance or the levels of tolerance 
regarding four specific target groups were examined in the questionnaire: (1) tolerance and 
openness against people from other countries, (2) visible minorities, (3) lesbians and gays and 
(4) tensions between high income and low-income groups. The results show a marked 
difference between the perception of Leipzig as an open minded and tolerant place in general 
and a much more critical perception of attitudes towards visible minorities. 67.0 per cent 
perceive Leipzig as a “welcoming place to people from other countries” (19.5 per cent 
“strongly agree” and 47.5 per cent “agree”) but only 27.0 per cent (4.0 per cent “strongly 
agree” and 23.0 per cent “agree”) see the city as a welcoming place towards visible 
minorities. Concerning the tolerance dimension “lesbians and gays” it is remarkable that 36.5 
per cent of the respondents had no opinion on this matter and marked “don’t know”. This 
might among other things be due to the fact that lesbian and gay activities are not very visible 
(for the interviewees) in Leipzig. 

Based on the evaluation of the factor “tolerance”, it can be pointed out that a rather positive 
picture emerges. The perceived high acceptance of foreigners might be influenced by 
Leipzig’s long international heritage as trade fair centre. The more critical evaluation of the 
tolerance towards visible minorities might be due to the increasing number of racist attacks on 
visible ethnic minorities in Eastern Germany, though not specifically in Leipzig.  

 
Notion of the status of “job/work” of the case study in respect to other concerns in 
Leipzig 

In regard to the overall critical socio-economic status of the city-region of Leipzig as well as 
East Germany, a lack of job opportunities and a high unemployment rate pose severe 
problems. Therefore an increased competition on the labour market questions existing social 
bonds and the perception of Leipzig as a comfortable and desirable social realm for working 
and living. The objective problems of the labour market with high unemployment in the 
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Leipzig Region are obviously the reason why the item “job availability“ is named as the by 
far most worrying problem. 147 (73.5 per cent) of the respondents declared that they are 
“very worried” (35.0 per cent) or “somewhat worried” (38.5 per cent) about the availability of 
jobs.  

The only other development that worries more than half of the interview partners is 
“aggressive/ anti-social behaviour” (51.0 per cent). Drugs (41.5 per cent), homelessness (38.0 
per cent), graffiti (37.5 per cent) and crime (36.5 per cent) are also perceived as problems, but 
on a far lower level than the availability of jobs. Affordable housing, on the other hand, is not 
seen as a problem to worry about by a large majority of the respondents, only 13.5 per cent 
are “very worried” (2.0 per cent) or “somewhat worried” (11.5 per cent) about housing issues. 
This perception is due to the large supply of good quality housing in Leipzig area. Public 
transportation (18.5 per cent), traffic (22.0 per cent) and safety (22.5 per cent) are also not 
seen as major problems.  

It can be concluded that although an increased competition on the labour market can be 
assumed the empirical results demonstrate less concern to the social problems mentioned in 
the questionnaire. Therefore access to job opportunities is evaluated as the highest good 
providing social security. The other issues, generally assumed to have a negative impact on 
the perception of a city as well as on every day life, are of minor importance.  

 
The socio-economic status of creative and knowledge-intensive workers, based on the 
empirical survey, in respect to the overall socio-economic situation of Leipzig 

Major attention has been paid in the empirical survey to the relation between the 
socioeconomic status of the creative and knowledge-intensive workers in respect to the 
overall socio-economic situation of Leipzig. Assuming that the representatives of the so-
called “creative class” can be considered as pioneers in respect to income and socio-economic 
status (Florida, 2004, Florida & Tinagli, 2004, Florida, 2002a), the survey yields the 
following results:  

Assuming that a higher range of income generates a higher satisfaction with the job, Table 3.8 
shows the crossing of the indicators “range of income” and “overall satisfaction with the job”. 
The first aspect to point out, more than three quarters of the Leipzig respondents earn less 
than 3,000 euros (after taxes) per month. This should be thought about when talking about 
many other indicators in general, but especially in combination with the satisfaction 
indicators. 9.0 per cent of the respondents indicate to be either indifferent or dissatisfied with 
their job situation. Amongst them people who earn less than 2,000 euros are overrepresented. 

Interesting to mention, those who earn the least (less than 500 euros) seem to be indifferent 
about their job situation. 28.6 per cent of them indicate to be “neither dissatisfied nor 
satisfied” or refused to answer. They might belong to the graduates group or have contracts 
with apprenticeship/training character. 

In the total of the sample these two answer groups only reached a share of 11.0 per cent. The 
respondents who earn between 1,000 and 2,999 euros tend to be satisfied with their job 
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situation. As supposed the few single counts with higher incomes are satisfied too. For 
Leipzig no special indication could be made between range of income and job satisfaction.  

People earn less, but are satisfied with their employment. Furthermore, the results do not 
follow the major assumption of Richard Florida that a so-called “Creative Class” has to be 
considered as a socio-economic forerunner with an over average income structure. The results 
demonstrate that the representatives of the creative and knowledge-intensive workers feel 
attracted by the social realm “Leipzig”. It provides them a necessary context for further 
opportunities and is not only seen as a labour market with income opportunities. 

 
The notion of creative and knowledge intensive workers being “connected” (“bound”) to 
the city of Leipzig 

Creative and knowledge-intensive work is often associated with being highly mobile on 
different scales: in project ecologies (Grabher, 2004a, Grabher, 2004b, Grabher, 2002 
Grabher, 2002a, Grabher, 2002b, Grabher, 2001) in transnational networks (Bürkner, 2005, 
Saxenian, 2005, Coe & Bunnell, 2003), when “so-called communities of practice (Wenger, 
1999) form a necessary though only temporary working ground for producing immaterial 
goods. Thereby, it is assumed that work is organised along spatial flexibility and high rates of 
geographical mobility.  

Also on a smaller scale, e.g. on a local scale, the rigid separation between work place and 
residential place diminished when so called “third places” gain relevance for exchanging 
information, meeting colleagues, exploring new social contexts. Assuming that these practices 
also lead to an insecure and less-during binding situation to the city (in this case the city of 
Leipzig) the results demonstrate a rather different picture: Furthermore, Table 3.7 
demonstrates an overall satisfaction with the city in Leipzig on an astonishingly high level 
(95.0 per cent) (tendency to satisfaction: answer group 1-5). Still 78.0 per cent are very 
satisfied. So there is only one Leipzig specific conclusion to point out – Leipzig people do not 
(have to) care much about their level of income within the Leipzig city circumstances 
(especially affordability of housing). Supporting the conclusion, 92.5 per cent of those who 
refused to indicate their range of income (20.0 per cent of total sample) are satisfied with their 
job and life situation in Leipzig. Slight overrepresentation of dissatisfaction with the life in 
Leipzig could be stated in the income group 1,000 to 1,999 euros. But total counts (N = 4) are 
too less to deduce general correlation between dissatisfaction with the city and low income. 

These results demonstrate that despite above-average income opportunities in respect to other 
labour markets, the respondents seem to accept below average income opportunities on the 
creative and knowledge-intensive labour market of Leipzig due to the positive evaluation of 
Leipzig as their site of working and living. In short, creative workers consider themselves as 
being happy, although they earn relatively less. This interpretation is also underpinned when 
looking at the degree of future mobility. Following the assumption that people on limited 
contracts of employment are supposed to be more mobile Table 3.5 shows the crossing of the 
indicators contract status (B3) and future mobility (A25). Astonishingly nearly half of the 
respondents (49.0 per cent) in the sample declare their contract status as “unlimited”, that 
means that they are supposed not to have to consider themselves as being very mobile when 
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getting a job. Confirming the above mentioned assumption, 86.7 per cent of the interview 
partners with unlimited, permanent job contracts indicate that the likelihood of moving away 
is low or even excluded. In contrast only 12.2 per cent are likely or definitely leaving the city. 
Those who “almost definitely” or “very/somewhat likely” are going to leave the city show a 
significant overrepresentation in groups of insecure contract status (especially contracts with 
less than 12 months duration or apprenticeship/training contracts). Only 60.1 per cent of the 
interviewees with limited, temporary employment intend to stay while 39.1 per cent are likely 
to move. The initial assumption seems to be verifiable in the case of Leipzig while one can 
state that the local respondents, in combination with their relatively stable job situation, do not 
intend to be very mobile in the near future. 

To conclude, it can be pointed out that the propensity to stay in Leipzig is high and the 
necessity to reposition oneself on another labour market is low. Therefore, based on the given 
sample, the hypothesis of a highly mobile creative labour force can at least be questioned.  

 
Relation of competitiveness of the creative and knowledge-intensive industries in Leipzig 
– measured on the degree of satisfaction with job, place, and life situation – in respect to 
overall positioning of national rankings 

Following Florida’s assumption that a growing so-called “creative class” incorporates the 
potential to propel the city’s economy by attracting new companies to the city of Leipzig, the 
following situation can be presented. Taking into account that Leipzig faces a complex and 
ongoing transformation process, the city of Leipzig demonstrates strengths in the rate of 
communal investment as well as providing a generally business friendly climate, according to 
various surveys, e.g. the recent IW-consult survey (IW-Consult, 2006). A large number of 
service registrations have led to a high ranking and the second best position. Nevertheless, 
Leipzig has weaknesses and structural problems mainly because of the high rate of 
unemployment, mismatch long-term unemployment as well as the constantly high rate of the 
so-called “Hartz-4” (German for social welfare) recipients. Therefore, the productivity, the 
ratio of gross domestic product per registered employee, is almost the lowest in the 
comparison of the other major 50 German cities. According to Engelmann (Engelmann, 2005, 
p. 11-13), the state of Saxony has a constantly high rate of unemployed less-skilled labour 
force. Because of migration of less qualified jobs in neighbouring countries (e.g. Czech 
Republic, Poland, Slovakia, etc.) constantly shrinking job opportunities in the state of Saxony 
have led to a high structural unemployment rate for less skilled people.  

On the other side, Leipzig demonstrates strengths, for instance when it reached the 6th highest 
rate of high-qualified employees in 2005 (ratio between high-qualified employees of all 
registered employees) (IW-Consult, 2006). The development of this indicator (between 2000 
and 2005) demonstrates a slight increase. Nevertheless, Leipzig has a relatively low rate of 
high-qualified engineers per 10,000 inhabitants of the city population in regard to 
neighbouring cities such as Dresden and Chemnitz. Although the investment into hard 
technical, physical and transportation infrastructure is high, a critical observation cannot 
ignore that Leipzig is still – in terms of competitiveness and economic productivity – 
relatively weak (compared to neighbouring cities Chemnitz, Dresden, and Zwickau within the 
state of Saxony). Franz (Franz, 2005) underpins these assumptions by referring to indicators 
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such as gross domestic product (GDP), number of registered patents, and the number of high 
qualified engineers. 

Furthermore, in 2001, the metropolitan region Leipzig/Halle rates only 11th in the respect to 
general R&D-investment; the national average was 1.74, while e.g. the Stuttgart region 
dominated with 5.78 (IHK-Stuttgart, 2003, p. 64). Another indicator for the Leipzig region 
performance is the money acquired from the German Research Funding (DFG) per 
professorship in the field of sciences and engineering sciences: In 1999, the University of 
Leipzig rated 20th and in 2001 22nd, while the University of Leipzig ranked 51st in the overall 
ranking of targeted research funds per professorship in all disciplines (Knieling, 2005, p. 25).  

All these indicators reflect the fact that Leipzig’s degree of competitiveness is still not fully 
developed, although the physical, technical, and transportation infrastructures have been 
reinstalled according to highest global standards with huge financial investments in order to 
propel the necessary transformation processes from an old, less competitive toward a more 
successful economy. The so-called creative class has furnished Leipzig with a relatively 
attractive urban image, while the economic realities behind that image remain weak and only 
few economically relevant developments can yet be detected. 

4.2 Implications for competitiveness of city (also in relation to existing policy)? 

From a broader perspective, the city of Leipzig faces several challenges in order to position 
itself again as an innovative, prospering, and future-oriented place to live and work on the 
global scale. First of all, the transformation process after unification has led to large quantities 
of long-term unemployed people. Social welfare, lack of qualification, inflexible (or 
inaccessible) regional labour markets, and growing second or even third labour markets have 
to be considered as the major obstacles to solve urban transformation.  

Nevertheless, the city has reacted strategically and installed several tools in order to regain its 
traditional competitiveness. The city has implemented various forms of policy-guided 
interventions in order to improve local living conditions. Thereby, a great deal of work has 
been addressed to the civil forces on the local level. Agencies such as “Pro Leipzig” are 
facing the challenge of bridging locally oriented social networks with the forces and the 
dynamics of global capital.  

On the regional level, the implementation of the metropolitan region Sachsen-Dreieck 
(“Saxony triangle”) is the most notable approach to pool disparate and different regional 
potentials. Just recently – due to the efforts and impulses of the Leibniz-Institute for Regional 
Geography – the metropolitan region as well as the city of Leipzig has opted for improving its 
profile by referring to creative industries and creative capital in the near future.  

Nevertheless, on both levels, creative and knowledge-intensive industries have to be seen first 
of all as a new field of actions. Expectations for incubation and generating new jobs are high 
as well as the future role of creative and knowledge-intensive industries as integrative tools 
for strengthening the local as well as the regional competitive basis. Therefore first efforts 
will target to gain substantial and robust knowledge about the status of creative and 
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knowledge-intensive industries on various scales (e.g. by independent reports on the factual 
status of creative and knowledge-intensive industries).  

Apart from building new infrastructures (houses, library, technical facilities…) a 
comprehensive knowledge about the size, scale, and numbers of creative industries in the city 
of Leipzig as basis for a suitable policy does not exist so far. Ironically, the shrinking 
demographic structures and the empty, abandoned houses as well as a not yet totally 
institutionalised art, culture, and media scenes within the city of Leipzig might have led to 
flourishing creative scenes and the creation of a “creative biotope”. This was also stimulated 
by relatively low rents, accessible work spaces (see empirical results), short distances to 
partners and potential collaborators within thick social networks in Leipzig. The absence of a 
clear agenda by the public administration might have stimulated more creativity than any 
other “masterplan for creative industries” could have done.  

On the other side, the city of Leipzig has integrated the sub segment “media industry” in its 
strategy to improve and upgrade new emerging clusters. Large amounts of investments have 
been injected into the region in order to provide the infrastructural and technical basis for 
innovative technologies, international standards in the field of mobility, fair business, and 
distribution of goods. The city is aiming at (re-) positioning itself (again) on the international 
scale, although the overall population with approximately 500,000 inhabitants might be too 
small and the existing negative circumstances (i.e. unemployment) too strong.  

Regional cooperation in the institutionalised framework of formulating the metropolitan 
region “Saxony triangle” has to be seen as a major challenge where the status of creative 
industries has only recently being mentioned. The creation of the metropolitan region 
“Saxony triangle” in classic terms, with high rates of population, work, and density rates, 
tradition, and a distinct cultural life of the metropolitan region, poses new demands and 
challenges. It is an objective that this emerging metropolitan region will not only be a 
conglomerate of smaller spatial units, but also represent a place with a distinct identity. The 
necessary self-description as a larger spatial unit is still missing, but might be stimulated by 
the potential of the creative and knowledge-intensive industries. Their abilities to invent 
symbolic and immaterial products might then be connected to the idea of a “Saxony triangle”, 
with a distinct identity, which – from our perspective – could not yet be detected. It might be 
needed in order to invent future-oriented communicative and marketing strategies for this 
region.  

In regard of the situation of Leipzig, it might be concluded that the formulation of a distinct 
cluster policy, embedded in an attractive affordable urban space, has changed the formerly 
unattractive city. The effects of repositioning the city on a national and even international 
scale have to be seen in its different economic fields and its variations as well as in respect to 
the national context with other spatial profiles.  
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4.3 Problems and limitations 

Problems and limitations of the sample 

Taking into account that the subject “creative and knowledge-intensive industries” has to be 
seen as a very heterogeneous one, the sample is too small. Especially when an internal 
division between very heterogeneous fields of action (creative vs. knowledge-intensive) is 
inscribed in the sample.  

 
Problems of the site-specifity of the survey  

The specific post-transformation context of the city and the city region of Leipzig have to be 
seen as the central prerequisite for launching and structuring a questionnaire. Several 
questions thus have to be regarded as not suitable and less balanced to the overall context of 
the socio-economic status of Leipzig. E.g. Leipzig’s cultural scenes contain numerous modes 
of self-organising formations. Even though the formal labour market has to be considered as 
weak, in-accessible or unattractive, many cultural activists launched their own rather unusual 
entrepreneurial start-up businesses in the midst of a substantial structural crisis. Informal 
networks provided an important backbone in order to cope with minimal financial income, 
hardly any venture capital, or any other similar formal and ‘known’ support structures 
(Bismarck & Koch, 2005, Steets, 2005) leading to a hidden agenda of “new creative labour 
forces”. They are not counted, officially listed and demand an explorative ethnographic 
approach in order to have access to them. This seems to be a central and new expression of 
the status of the new creative labour forces, some of them had survived the GDR times (such 
as painting, photography, design etc.), and finally led to a regain of importance. In due course, 
architectural firms (such as L 21, KARO, URBIKOM etc.), artistic collectives (such as NIKO 
31), a gallery agglomeration in the former cotton mill in Plagwitz in east Leipzig, the leading 
cultural centre known as naTo in Südvorstadt, as well as a prospering media and film-related 
experimental creative scene emerged in the course of the harsh transformation processes in 
the mid-1990 (Bismarck & Koch, 2005). Cultural scenes became more and more visible and 
so regained importance not only for the heterogeneity of cultural life and cultural 
consumption, but also as professional opportunities. The structural crisis thus led to creative 
actions by different agents and also informed and stimulated various knowledge institutions, 
e.g. the Academy of Visual Arts, to react to this professional situation of its alumni and thus 
reposition their curriculum, urban involvement, and their institutional role in the process of 
urban transformation (Bismarck & Koch, 2005).  

Speaking from an everyday empirical perspective, a new platform called “Designers’Open” (a 
young fair for designers in Leipzig as well as the state of Saxony) received wider attention by 
the city as well as the ministry of economic affairs in Saxony. These self-organised temporary 
gatherings for sub segments of creative industries gain more and importance but have not 
been touched by the questionnaire.  
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Further problems  

The problem of housing, housing market is a central problem for the city of Leipzig, the 
owners etc. but not for creative and knowledge-intensive workers in Leipzig. This dimension 
did not bring relevant and “new” information and results to the issue and the situation of 
creative and knowledge-intensive workers. It would have been more interesting and necessary 
to focus on “third places” where social interaction, communication and the formulation of 
new opinions, reputations takes place. The degree of specification to the case-specific 
situation of the status of creative and knowledge-intensive industries/workers could have been 
improved.  
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APPENDIX 

Table 3.1A - Household characteristics (D2) and future mobility (A25)  

What is the likelihood of you moving away from Leipzig in the next 3 years?  

no 
answer 

almost 
definitely 

very 
likely 

somewhat 
likely 

not 
too 

likely 

almost 
completely 
precluded 

not at 
all 

likely 

TOTAL 

No answer 
 

 1   1  3 5 

One person 
 

 11 2 10 15 11 8 57 

Husband and wife/ 
cohabiting 

2 3  7 19 10 13 54 

Husband and wife 
(or cohabiting 
couple) with 
children 

 1 1 2 13 7 12 36 

Lone Father/mother 
and children 

    1 3 1 5 

Husband and wife 
(or cohabiting 
couple) and other 
persons 

     2 1 3 

Husband and wife 
(or cohabiting 
couple)  

   1 3 4 1 9 

Two family units 
 

   1 1   2 

Non-family 
household 
containing 
rel.persons 

1   8 7 2 1 19 

Other (specify) 
 

 1 1 2 3 3  10 

W
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ch
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f t
he

se
 c

at
eg

or
ie

s b
es

t d
es

cr
ib

es
 th

e 
ho

us
eh

ol
d 

yo
u 

cu
rr

en
tly

 li
ve

 in
? 

TOTAL 
 

3 17 4 31 63 42 40 200 

Source: Own survey 
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Table 3.2A - Household characteristics (D2) and past mobility (A2) 

Where did you live prior to moving to your current address?  

no 
answer 

never 
moved/ 

always lived 
in same 
place 

in Leipzig 
but other 
neighbour

hood 

another 
city in 
region/ 

province
/ county 

another 
city in 

Germany 

outside 
Germany 

outside 
Europe 

TOTAL 

No answer 
 

 1 1 1 2   5 

One person 
 

 4 13 6 32 1 1 57 

Husband and wife 
/cohabiting 

 3 23 5 23   54 

Husband and wife 
(or cohabiting 
couple) with 
children 

1 3 10 3 19   36 

Lone 
Father/mother 
and children 

 1 2  2   5 

Husband and wife 
(or cohabiting 
couple) and other 
persons 

 1 1  1   3 

Husband and wife 
(or cohabiting 
couple) and 
children and 
others 

 1 1  7   9 

Two family units 
 

 1 1     2 

Non-family 
household 
containing related 
persons (brother 
or sisters) or non-
related persons 
(friends, 
flatmates) 

  2 1 16   19 

Other (specify)  1 2  7   10 

W
hi

ch
 o

f t
he

se
 c

at
eg

or
ie

s b
es

t d
es

cr
ib

es
 th

e 
ho

us
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d 

yo
u 

cu
rr

en
tly

 li
ve

 in
? 

TOTAL 1 16 56 16 109 1 1 200 
Source: Own survey 

 
Table 3.3A - Hard conditions (C5) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please tell me 
on a scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No response 0 0 0 2 0 0 0 0 0 0 0 2 
Very important 0 9 16 13 4 2 1 1 1 0 0 47 
Quite important 0 12 21 22 8 3 1 3 0 0 1 71 
Somewhat important 1 6 26 10 9 2 0 0 0 1 0 55 
Not important 0 1 3 10 3 2 0 0 0 0 0 19 
Not applicable 0 1 3 1 1 0 0 0 0 0 0 6 

H
ow
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po
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t w
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e 
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e 
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w
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g 
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n 
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n 

to
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e 

to
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 c
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nt

 r
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id
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? 

- D
is
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nc

e 
fr

om
 h

om
e 

to
 w

or
k 

TOTAL 1 29 69 58 25 9 2 4 1 1 1 200 
Source: Own survey 
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Table 3.4A - Household type (D2) and city (A21) 

All things considered, how satisfied are you with your life in Leipzig? Please tell me on 
a scale of 1 to 10, where 1 means very satisfied and 10 means very dissatisfied.  

 

no 
response 

1 2 3 4 5 6 7 8 9 10 TOTAL 

No response 
 

0 1 0 2 1 0 0 0 0 1 0 5 

One person 
 

0 3 20 21 6 3 1 3 0 0 0 57 

Husband and wife / 
cohabiting 

1 12 23 13 2 1 0 1 1 0 0 54 

Husband and wife (or 
cohabiting couple) with 
children 

0 7 9 9 8 2 0 0 0 0 1 36 

Lone Father/mother and 
children 

0 1 0 0 3 1 0 0 0 0 0 5 

Husband and wife (or 
cohabiting couple) and 
other persons 

0 1 1 0 1 0 0 0 0 0 0 3 

Husband and wife (or 
cohabiting couple) and 
children and other 

0 2 3 2 2 0 0 0 0 0 0 9 

Two family units 
 

0 1 1 0 0 0 0 0 0 0 0 2 

Non-family household 
containing related 
persons (brother or 

0 0 9 6 1 2 1 0 0 0 0 19 

Other 
 

0 1 3 5 1 0 0 0 0 0 0 10 W
hi

ch
 o

f t
he

se
 c

at
eg

or
ie

s b
es

t d
es

cr
ib

es
 th

e 
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d 

yo
u 

cu
rr
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tly
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 in
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TOTAL 
 

1 29 69 58 25 9 2 4 1 1 1 200 

Source: Own survey 

 
Table 3.5A - Location (C1) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall 
satisfaction 

 

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dis-
satisfied 

very 
dissatisfied 

Total 

No response 
 

1 2 4 0 0 1 8 

City centre 
 

3 14 30 2 2 1 52 

Rest of the core city (just 
beyond city centre) 

4 27 60 8 1 0 100 

Rest of the city, including the 
outskirts 

1 10 14 3 0 0 28 

Village or small town in 
metropolitan area 

0 7 4 0 0 0 11 

Medium or large town in 
metropolitan area 

0 0 1 0 0 0 1 

W
ou

ld
 y

ou
 c

on
si

de
r 

th
e 

ar
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 in
 w

hi
ch

 y
ou
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 to
 b
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.. 

TOTAL 
 

9 60 113 13 3 2 200 

Source: Own survey 
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Table 3.6A - Soft condition index (A16) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall satisfaction 
 

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dissatisfied very 
dissatisfied 

TOTAL 

No response 0 0 1 0 0 0 1 
Very tolerant 0 9 7 0 0 0 16 
Tolerant 4 33 50 4 0 1 92 
Neither tolerant nor intolerant 5 7 42 4 3 0 61 
Intolerant 0 9 12 5 0 1 27 
Very intolerant 0 2 1 0 0 0 3 

So
ft

 C
on
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tio

ns
 In
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x 

TOTAL 9 60 113 13 3 2 200 

Source: Own survey 
 

 
Table 3.7A - Hard conditions (C5) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall satisfaction  

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dissatisfied very 
dissatisfied 

TOTAL 

No response 1 1 0 0 0 0 2 
Very important 2 20 22 2 0 1 47 
Quite important 2 19 42 6 2 0 71 
Somewhat important 3 12 34 5 0 1 55 
Not important 0 5 13 0 1 0 19 
Not applicable 1 3 2 0 0 0 6 

H
ow

 im
po

rt
an

t w
er

e 
th

e 
fo

llo
w

in
g 

fa
ct

or
s i

n 
yo

ur
 d

ec
is

io
n 

to
 m

ov
e 

to
  

yo
ur

 c
ur

re
nt

 r
es

id
en

ce
? 

- D
is

ta
nc

e 
f 

ro
m

 h
om

e 
to

 w
or

k 

TOTAL 9 60 113 13 3 2 200 

Source: Own survey 
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Table 3.8A - Household type (D2) and overall satisfaction with the job (B9) 

How satisfied are you with the following aspects of your job? - Overall satisfaction  

no 
response 

very 
satisfied 

satisfied neither 
satisfied or 
dissatisfied 

dissatisfied very 
dissatisfied 

TOTAL 

No response 2 0 1 1 0 1 5 
One person 1 14 37 4 1 0 57 
Husband and wife 
/cohabiting 

2 15 34 3 0 0 54 

Husband and wife (or 
cohabiting couple) with 
children 

1 15 17 3 0 0 36 

Lone Father/mother and 
children 

0 1 3 0 1 0 5 

Husband and wife (or 
cohabiting couple) and 
other persons 

0 1 1 1 0 0 3 

Husband and wife (or 
cohabiting couple) and 
children and other 

0 5 4 0 0 0 9 

Two family units 0 2 0 0 0 0 2 
Non-family household 
containing related persons 
(brother or sister) 

2 4 11 1 1 0 19 

Other 1 3 5 0 0 1 10 

W
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f t
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s b
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t d
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u 
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en
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TOTAL 9 60 113 13 3 2 200 
Source: Own survey 
 

Table 3.9A - Satisfaction between job and neighbourhood 

How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

Total 

No response 1 3 5 0 0 9 
Very satisfied 0 25 30 4 1 60 
Satisfied 2 35 67 7 2 113 
Neither satisfied or dissatisfied 0 2 11 0 0 13 
Dissatisfied 0 2 1 0 0 3 
Very dissatisfied 0 0 2 0 0 2 H

ow
 sa

tis
fie

d 
ar

e 
yo

u 
w
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e 
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w
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g 
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ll 
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ct

io
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TOTAL 3 67 116 11 3 200 
Source: Own survey 

 

Table 3.10A - Size category (B5) and satisfaction with the neighbourhood (C3) 
How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

Total 

No response /unemployed 1 3 4 1 1 10 
Self-employed 1 15 18 3 0 37 
Micro firm (up to 4 empl.) 0 4 10 1 0 15 
Bigger company 1 45 84 6 2 138 
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TOTAL 3 67 116 11 3 200 
Source: Own survey 
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Table 3.11A - Hard conditions (C5) and satisfaction with the neighbourhood (C3) 

How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

TOTAL 

No response 1 1 0 0 0 2 
Very important 0 12 29 5 1 47 
Quite important 0 22 45 3 1 71 
Somewhat important 1 22 29 2 1 55 
Not important 0 8 10 1 0 19 
Not applicable 1 2 3 0 0 6 
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TOTAL 3 67 116 11 3 200 
Source: Own survey 

 

Table 3.12A - Household type (D2) and satisfaction with the neighbourhood (C3) 

How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

TOTAL 

No response 
 

0 1 4 0 0 5 

One person 
 

0 20 33 4 0 57 

Husband and wife 
/cohabiting 

2 17 34 1 0 54 

Husband and wife (or 
cohabiting couple) with 
children 

1 16 17 1 1 36 

Lone father/mother and 
children 

0 1 3 1 0 5 

Husband and wife (or 
cohabiting couple) and 
other persons 

0 0 3 0 0 3 

Husband and wife (or 
cohabiting couple) and 
children and other 

0 4 5 0 0 9 

Two family units 
 

0 2 0 0 0 2 

Non-family household 
containing related persons 
(brother or sister) 

0 3 11 3 2 19 

Other 
 

0 3 6 1 0 10 W
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t d
es

cr
ib

es
 th

e 
ho

us
eh

ol
d 

yo
u 

cu
rr

en
tly

 li
ve

 in
? 

TOTAL 
 

3 67 116 11 3 200 

Source: Own survey 
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Table 3.13A - Indication of origin (D8) and satisfaction with the neighbourhood (C3) 

How satisfied are you with the following aspects of life in your 
neighbourhood/area? - Overall quality of life in the neighbourhood 

 

no 
response 

very 
satisfied 

quite 
satisfied 

somewhat 
unsatisfied 

very 
unsatisfied 

TOTAL 

No response 0 0 4 0 0 4 
Leipzig 1 25 33 3 2 64 
East Germany 1 25 62 5 1 94 
West Germany 1 15 13 2 0 31 
Abroad 0 2 4 1 0 7 
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TOTAL 3 67 116 11 3 200 

Source: Own survey 
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