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EXECUTIVE SUMMARY 

In the ACRE project the purpose is to assess the impact of the “creative class” and the 
“creative industries” on the competitiveness of 13 metropolitan regions in the EU. The project 
seeks to identify the most relevant factors motivating workers and companies in creative 
knowledge intensive industries to establish themselves in the metropolitan region.  

In this study, we investigate how attractive the Helsinki Metropolitan Area is for the creative 
knowledge workers. The underlying assumption is that in order to be competitive, the urban 
region needs to attract the right talent. The economic geographer Richard Florida has claimed 
that the companies will follow to where the right workers are available. The “creative class” is 
also believed to have different preferences than other workers when deciding on where to live 
and work. Our aim is to understand why Helsinki’s creative knowledge workers live in the 
region, and what their opinions are on different aspects relating to their work, the city and 
their neighbourhood. We will particularly pay attention to the importance of “soft” location 
factors, such as cultural and leisure amenities, as opposed to the traditional “hard” location 
factors, such as level of salary, transport options and public services. Also, we will see if 
creative workers have different priorities and lifestyles from knowledge workers. The report 
presents the results from a survey of 227 workers in the creative and knowledge industries in 
the Helsinki Metropolitan Area. The respondents were selected from the following economic 
sectors: software, advertising, radio/TV/film/video, finance, R&D and law. In addition, one 
respondent group consisted of “creative” and “knowledge” university graduates.  

The Helsinki Metropolitan Area has in the last decade undergone a fast restructuring into a 
knowledge-based economy, and has become one of the technological hot spots in Europe. 
Helsinki frequently ranks very high in international comparisons of creative cities and 
competitiveness. The sectors defined in ACRE as creative knowledge industries employ more 
than 30 percent of the workforce in Metropolitan Helsinki, and unquestionably have a major 
role in development of the city.  

The results show that the creative knowledge workers in Metropolitan Helsinki overall are 
satisfied with the city and especially with their jobs and their own neighbourhoods. It is 
important to keep in mind however that generally speaking this group consists of well-
educated, high-skilled workers with relatively high incomes, which most certainly affect their 
values on the city. It looks as the creative knowledge workers in Metropolitan Helsinki often 
can choose to live in the most attractive neighbourhoods, which probably yields high 
satisfaction levels in the survey.  

One of the major results in this study is that for creative knowledge workers in Metropolitan 
Helsinki, soft factors are not decisive when choosing where to live and work. The survey 
results reveal that personal reasons related to family, friends and being born in the region are 
the most important. For people born elsewhere, the principal motivation to live in Helsinki are 
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the employment opportunities or social relations. This result is very clear, and other factors 
are far behind in importance. However, it appears as the creative knowledge workers are still 
not indifferent to soft factors, and they do play some part in the decision. Most respondents 
mention at least one soft factor as one of the four most important reasons for living in 
Helsinki. The supply of leisure and entertainment activities, levels of tolerance as well as the 
quality of housing and built environment are the most significant soft factors.  

For Helsinki’s creative knowledge workers, it looks like soft factors seem to be more 
important when choosing the neighbourhood, than when choosing the city. Although hard 
factors as cost and size of dwelling stand out as the two principal factors in residential choice, 
soft factors are considered vital as well. Neighbourhood atmosphere and availability of 
private open space are thought to be of particular importance. The residential area seems as a 
much more important place than the city as a whole. The city or the Metropolitan region is 
seen as amore remote and neutral entity; a provider of services.  

Another main finding in the study is therefore that the creative knowledge workers in Helsinki 
do not appear to be the “typical creative workers” who are active consumers of cultural and 
leisure activities, appreciate soft factors and attach great importance to the city being open 
minded and tolerant. In Metropolitan Helsinki, closeness to entertainment and the city centre 
is not considered that important when people decide where to move. Instead, the creative 
knowledge workers in Helsinki value a comfortable and welcoming neighbourhood, and 
spend their free time to a large extent at home in the suburbs, with friends and outdoors in 
parks or green areas. Not much difference can be found in the values of the two main target 
groups, the creative workers and the knowledge workers. However, the graduates from art and 
media schools, who are occupied in “highly creative” fields, such as design, demonstrate 
more typical characteristics often associated with the creative class.  

The study highlights one concern above anything else in the Helsinki Metropolitan Area – 
housing costs. Nearly every one of the respondents thinks that housing is expensive and it 
worries them. The housing costs are reflected in the overall values on the living conditions in 
the Metropolitan Area. Surprisingly many feel that the quality of life has gotten worse, and 
housing costs are affecting their daily lives in a negative way.  

Helsinki is the clear primate city in Finland, dominating the country’s economic, cultural and 
political life. As the only metropolis in Finland, it has been considered as the “only” place to 
locate in for companies in creative and knowledge intensive industries. However, despite the 
region’s current leading position, the future is not automatically as bright. There are many 
smaller competitive cities in Finland that have experienced growth in recent years, 
particularly in the field of ICT. These regions are competing for the same talent, and are likely 
to attract people who are unsatisfied with their living conditions in the busy and expensive 
city. As the creative knowledge workers change working places quite often, there is a risk that 
they choose a job outside the metropolitan area if they cannot find or afford a good home in 
an attractive neighbourhood. Thus, when considering policy implications for Metropolitan 
Helsinki, the provision of good residential areas and housing should be a major area of focus, 
if the city wants to retain its creative and knowledge workers and attract new talent. 
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1 INTRODUCTION 

1.1 Introduction and outline of report 

Urban economies have in recent decades been undergoing major transformations. The 
economic structures have been moving away from Fordist routinised mass production to an 
economy that is increasingly dependent on the human factor; creativity, knowledge and 
innovativeness. In the ACRE project we aim to assess the impact of the emerging ‘creative 
class’ and the rise of the ‘creative industries’ on the competitiveness of 13 EU metropolitan 
regions. The central research question we will address is: what are the conditions for creating 
or stimulating ‘creative knowledge regions’ in the context of the extended European Union?  

In the project we are trying to identify the most relevant factors motivating companies and 
workers in creative and knowledge intensive industries to establish themselves in the 
metropolitan regions. Comparativeness is important; we are looking to find out what 
similarities and differences exist in this context between the various urban regions across 
Europe, representing diverse pathways of development. 

There has been a wide discussion on the recent urban developments and pathways to 
successful cities. What makes the city competitive in the new urban economy? The theoretical 
framework we apply in the ACRE project is built on three interrelated pillars that we regard to 
be part of one theoretical system: ‘classic’ location theory, path dependence and cluster 
theory, and ‘soft’ conditions theory. We elaborated on these theories in the literature review 
of the ACRE project (Musterd et al., 2007). However, while the traditional ‘hard’ location 
factors that firms use will remain important for international competitiveness, new ‘soft’ 
location factors that are mainly related to attracting the required ‘talent pool’ would deserve 
increasing attention. 

In this study we will thus concentrate on the “talent” – the workers in creative and knowledge 
intensive industries. Taking the focus off the company location is in line with much debated 
economic geographer Richard Florida’s argument that companies will follow to where the 
highly educated workforce is (Florida 2002, 2004). Thus, in order to be competitive, the urban 
region needs to be able to attract the right talent. It is of particular interest that the “creative 
class” is assumed to have different preferences for moving into or living in a city than the 
other workers.  

Therefore, in this study we seek to understand the attractiveness of the metropolitan region 
from the perspective of the creative knowledge workers. In this particular report we examine 
the conditions for creative knowledge workers in the Helsinki Metropolitan Area. The study 
presents the results from a survey of workers and graduates in selected creative and 
knowledge intensive industries in Metropolitan Helsinki. The basic aim of the survey is to 
understand the why and how higher educated graduates and workers in creative and 
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knowledge intensive industries have decided to work or live at a specific location in the 
Helsinki region. Hence, we will assess how satisfied the creative knowledge workers are with 
different aspects relating to the city, their work and their neighbourhood. We will also 
evaluate how important different factors in Metropolitan Helsinki and their workplace are for 
their residential choices. Of specific importance is to find out whether soft location factors are 
important for these people when deciding on where to live and work.  

The main hypotheses, based on current urban research and policy discussions, is that for 
creative knowledge workers the attractiveness of a metropolitan region is more determined by 
consumption related factors than by ‘production’. That means that consumption related 
judgments on metropolitan regions, like an attractive housing stock, a rich offer of cultural 
amenities and leisure activities and a welcoming atmosphere, score higher than the job 
situation and the availability of public service. Consequently, in this study we pay special 
attention to the importance of soft location factors. Furthermore, we are interested in if there 
are differences in the preferences of creative workers and knowledge workers, as they are 
assumed to have different lifestyles. Our working hypotheses that we will attempt to address 
in this study include the following: 

• Creative workers chose inner city locations more often. The choice of residence is 
more influenced by the offer of cultural leisure and consumption activities, an 
attractive urban architecture and a welcoming and tolerant atmosphere than for 
knowledge workers. 

• The residential choice of creative workers is less influenced by high housing prices 
and discontent with public infrastructure than for knowledge workers. 

• Creative workers are more satisfied with their working conditions than knowledge 
workers, but they have more often assigned to temporary contracts or they are self 
employed than for knowledge workers. Job related aspects are less important for their 
residential choice than for knowledge workers.  

• Creative workers are highly mobile in their leisure time and in their professional 
assignments. Therefore, they select central inner city locations.  

 

In the ACRE project, the pathways of 13 EU-cities of becoming creative knowledge regions 
have been compared in a recently published report (Kovács et. al, 2007). The summary of the 
comparison of the pathways between the 13 cities suggests, that “generally urban regions with 
better ‘classic’ location conditions or assets for regional economic development will have 
better opportunities to develop creative and/or knowledge intensive industries”. From this 
perspective it is suggested that opportunities are best for Milan, Munich, and Amsterdam; 
followed by a group consisting of Helsinki, Barcelona, Dublin, and Leipzig. Less favourable, 
but still good appear the conditions in Birmingham, Budapest, Riga and Toulouse. Basic 
‘classic’ conditions do not seem to be met yet in Poznan and Sofia. These results form a very 
interesting starting point to further investigate the development process of the creative 
knowledge sectors from the perspective of the workforce, or the human factor. 

In upcoming stages of the empirical analysis in the ACRE project we will explore these same 
issues further with in-depth interviews. Our next task is to interview managers in leading 
positions in creative and knowledge-based companies and focus more on the location of the 
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companies. After that we will interview trans-national migrants to investigate what the 
metropolitan region’s potential is to attract talent from abroad. 

For the Helsinki Metropolitan Area investigating these issues is highly relevant. In Finland, 
this restructuring of the economy has happened fast. In just a decade, Helsinki has become 
one of the biggest technological hot spots in Europe. The rapid ICT-based economic 
development since the mid-1990s has even been seen as an example to copy elsewhere in 
Europe. Finland and Helsinki has frequently ranked very high in different competitiveness 
indexes, most recently in 2006-2007 as number two after Brussels in the European 
Competitiveness Index (Centre for International Competitiveness, 2007). Also, in Richard 
Florida’s and Irene Tinagli’s report “Europe in the Creative Age” Finland is seen as one of the 
top performers in Europe that is doing “exceptionally well” according to their indicators of 
competitiveness. The report further concludes that “Finland in particular appears to be well-
positioned to compete in the Creative Age with a high level of overall creative 
competitiveness and rapid growth in its creative capabilities” (Florida and Tinagli, 2004, p. 
40). In a typology on European cities in a knowledge economy, van Winden et al (2007) 
classified Helsinki, along with Amsterdam and Munich, as “stars” in terms of their position in 
the knowledge-based economy. Whether this hype is reality in Metropolitan Helsinki or not 
will be evaluated in the different stages of the ACRE project.  

It is unquestionable however that the workers in creative and knowledge intensive industries 
in Helsinki have a major role in the regional development of the metropolitan area. In 2004, 
all in all 30,5 percent of the employees in the region worked in the sectors ACRE defines as 
being the creative knowledge sectors. The extreme importance of these fields on the regional 
development can also be emphasised by several counterarguments in economical analysis as 
well as in political arguments. These arguments state that Helsinki needs new strong industrial 
clusters to complement the modern ICT cluster to make the industrial basis of the city more 
versatile (see for example Helsinki City Urban Facts Office 2004:31). This widely expressed 
concern has been raised up to eliminate the risks of the strong volatility of the global ICT 
business and to even up the dependency of the region (some argue even the nation) on only 
few fields of employment.  

In general terms there is a need for Helsinki to become more dynamic and innovative in its 
current developments to appear as potential basis for growing new industries and to attract 
domestic and foreign investments and highly educated workers. From this perspective, the 
framework of this study highlights some of the most crucial questions in the development and 
the policies the region. 

Several domestic studies have been conducted on the potential to attract top experts to Finland 
and Helsinki as the dominating view is that the Finnish knowledge society needs highly 
educated professionals in order to survive the global competition (Ilmonen, 2000; Forsander 
et al, 2004; Raunio, 2001, 2002, 2005). The Finnish reports are not quite as optimistic about 
Finland’s capabilities of developing its creative knowledge economy as the international 
rankings suggest. Mika Raunio (2005) argues that Helsinki is not an important location option 
at all for cosmopolitan top experts, and discusses the reasons and risks associated with that. 
The problem is not only that Finland is not attracting talent, but also the fact that it is losing 
several hundred more highly educated experts than it has managed to attract. The reports 
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above have investigated many of the same issues we will address in this study, for example 
what brings top experts to Helsinki and how they value their living environment. Raunio 
(2005) and Forsander et al (2004) stress that there are different factors at play pulling talent 
into the region and other factors that tie them to the city. In Raunio’s view the soft factors are 
not crucial for pulling the people into the region. An interesting job opportunity and high-
level employers are the chief motivations for bringing experts to Helsinki. Nevertheless, soft 
conditions such as an attractive living environment and atmosphere plays a much bigger part 
for keeping the people in the city. In our study, the target group of the study is somewhat 
different, but it will be interesting to see if the results are similar.  

The report is structured as follows: First we will give a short introduction to the Helsinki 
Metropolitan Area and the state of the creative knowledge industries as well as policies in the 
region. In the second part we will discuss the methodology of the survey study, including the 
sampling of the target groups. The third part, which constitutes the largest part of this report, 
we summarise the findings of the study by using descriptive and bivariate analysis. After a 
description of the sample each of the three main thematic areas will be dealt with in turn; (1) 
satisfaction with the city, (2) satisfaction with work and work environment and (3) 
satisfaction with neighbourhood and living environments. In the final part of the report we 
will summarise and discuss the most important findings.  

1.2 The Helsinki Metropolitan Area  

In this study, we are focusing on the geographical entity of the Helsinki Metropolitan Area (or 
Metropolitan Helsinki). It is defined as a region consisting of the four municipalities of 
Helsinki, Espoo, Vantaa and Kauniainen (Figure 1.1). Helsinki is the only metropolis in 
Finland, and altogether harbours almost one million inhabitants (Helsinki Regional Statistics, 
2008).  

The economic and social impact of the core area is reflected to a large area. The influence 
area of the city reaches much further than just these four municipalities. With its satellite 
municipalities (8 in total) the region has a population of more than 1,2 million. From this 
region commuting to work in the Metropolitan region is very common; 10 to 40 percent of the 
workforce in these municipalities travel to work to the Metropolitan Area (Figure 1.2). And 
the commuting area extends even further away than that. There are approximately 700 000 
jobs in the region and the value of the gross value added (GVA) is approximately 40 billion 
euros. Thus, nationally Helsinki’s share of the national population is 23 percent. It has 30 
percent of the jobs in Finland and 34 percent of GVA of Finland as a whole (Helsinki City 
Urban Facts Office 2004:31). Based on these figures, it is obvious that this region dominates 
Finland in several respects, and is clear primate city. In addition, the growth rate is not only 
one of the fastest in Finland, but also one of the fastest in Europe.  
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Figure 1.1 – The Helsinki Metropolitan Area: Helsinki, Espoo, Vantaa and Kaunianen 

 

Source: Department of Geography, University of Helsinki 

 
Figure 1.2 – The commuting area to the Helsinki Metropolitan Area in 2003 

 

Source: YTV Helsinki Metropolitan Area Council 2006  



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 8

The location of Helsinki from European perspective has been seen traditionally remote. 
However, this disadvantage has reduced by modern communication technology and transport 
infrastructure. The location has even been seen as optimal from the point of view of north-
west Russia and the Baltic countries. OECD (2003: 51) has presented a visualisation of the 
Helsinki region’s position in the North-East European context. In this visualisation and in 
other studies Helsinki metropolitan area and the city of Helsinki have been seen as an 
important node of the Baltic Sea region. Figure 1.3 shows that the role of the Baltic States has 
increased (North-South axis) compared to the old West-East axis in the major connection 
directions. Arrows demonstrate movements of goods and finance through the capital area. In 
general, the role of the Baltic Sea Region has gained more importance in European Union-
Russian trade. This contextualises Helsinki in a broader international framework, in which the 
fast growing Baltic economies and influence of both Stockholm and St. Petersburg are 
essential. 

 
Figure 1.3 – Greater Helsinki Region within the context of the Baltic Sea Region 

 

Source: OECD 2003: 51; City of Helsinki. Urban Facts. 

 
The Helsinki region has a relatively young population structure. The demographic 
dependency rate is among the lowest in Europe. In addition, the proportion of over 75-year-
olds is one of the smallest. However, the ageing of the population means a challenge for the 
labor supply in then whole country, especially in the Helsinki region. It is commonly 
understood, that without migration surplus the number of working age population will start to 
decline within just a few years. At this moment it is already clear that an increasing 
proportion of the migrants will come from abroad in the future. The official population 
forecasts predict to the capital region (Helsinki, Espoo, Vantaa and Kauniainen 130 000 new 
inhabitants by the year 2025 – out of which 100 000 will be foreign born (Laakso et al, 2007). 
Thus the general research questions raised by the ACRE project, on the soft versus hard 
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factors or more specifically on the importance of the 3T’s thesis raised by Richard Florida 
(talent, tolerance and technology) are from several perspectives quite central in Helsinki 
metropolitan area.  

The population of the Helsinki region demonstrates a high and growing level of education: 68 
percent of persons over 15 years of age has a degree (secondary or higher) and 34 percent a 
university or polytechnic degree (City of Helsinki, Urban Facts, 2006). In total the Helsinki 
metropolitan region had approximately 35 percent more highly educated people in 2004 than 
in 1998. Education levels have continued to grow after the year 2005. The goal of Finnish 
education policy is to educate some 50 percent to 70 percent of an age cohort with tertiary 
education. The current situation in Helsinki metropolitan area is rather good in comparison to 
other European cities of similar size. Educational policy has also followed the general welfare 
state policy. All should have possibilities for an education on all levels regardless of social 
background. Another imperative during the last decade has been the highlighting the 
importance of education. This is evident when reading sector strategies produced by 
ministries (e.g. Ministry of Education 2003; Ministry of Trade and Industry 2007; Ministry of 
Transport and Communication 2007). High education and work-tasks based on the education 
and competence are widely used mantras to vision the survival of Finnish economy in the 
global competition.  

The Helsinki region is scoring well in the comparisons of other European city regions, most 
recently as number one in OECD’s PISA 2006 study, where the knowledge skills of Finnish 
students were ranked as the best in Europe. Perhaps the most important finding regarding the 
dimensions presented is the high education level of women in Helsinki and in Finland in 
general. The gender equality is one of the key dimensions in Finnish society and it has been 
discussed constantly in public debates.  

The future forecasts for Helsinki are also positive (YTV, 2003). Helsinki will remain among 
the fastest growing cities in Europe in terms of population, employment and production 
(GVA). The population growth will continue in the region, but a vast majority of the growth 
will arise from inhabitants of foreign origin. Their share is expected to double in less than ten 
years.  

All in all Helsinki stands out as a modern and dynamic city with well trained labour force 
coupled with systematic investments in R&D. There has been a massive economic change 
towards open, globally integrated and ICT- driven economy, together with political stability 
based on Nordic welfare state. This structural mix has led Manuel Castells and Pekka 
Himanen (2001) to conclude that special model of an information society has developed in 
Finland (Vaattovaara & Kortteinen 2003). The pathways of Helsinki is discussed in more 
detail in a previous report by Inkinen and Vaattovaara (2007).  
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1.3 Creative knowledge policy in Metropolitan Helsinki 

The comparative literature on policy measures in Europe suggests that there is something 
quite unique in Finland that enables rather fast moves on policies, even on national level. The 
homogeneity and the small size of Finland with its own not too easy historic pathway, means 
that in Finland almost everyone knows everyone – and it is relatively easy to organise 
everyone to the same table, when needed. The government, municipalities, university and 
economic business are invited and willing to join to major strategic policy meetings, 
especially during difficult times (Holstila 2007, Ylä-Anttila XX). Quite romantically it has 
been described as a “Winter War Legacy”, which has been interpreted as something unique 
not only in surviving the War of 1940’s but later, for example in the beginning of 1990’s 
when Finland was hit by the worst recession in OECD countries after the II World War – a 
major economic restructuring was directed by all key players together. Thus in a rather short 
time Finland has become one of Europe’s leading centres of growth in information and 
communication technologies (Vaattovaara & Kortteinen 2003). 

It is tricky to point out the main reasons why Helsinki Region has been able to overcome the 
economic depression of the early 1990’s and become a leading urban region. The key 
principle of the authorities has been to mobilise and join the resources of the business 
community, the academic community and the administrative sector. The emphasis in 
policymaking has been on education, research and knowledge. The welfare system with the 
belief in social equity and social balance has been another cornerstone (Gräsbeck 2007).  

Helsinki metropolitan area and surrounding region is the driving motor of the national 
economy, particularly in the case of knowledge intensiveness. For example, 41.7 percent of 
national research and development expenditure was produced in Helsinki region in 2006. This 
amounts to 2.4 billion euros. This figure is 2.5 times higher than the second place R&D 
region that is Tampere. Regional differences are great in Finland and the differentiation is the 
main challenge to regional policy. 

Hence, the challenge for national strategies and policies is to balance between the global and 
regional needs. There are opposite needs between the Helsinki Metropolitan Area in global 
competition, and on the other hand the dispersed and diversified regional needs of Finland. 
An important actor in regional development of Helsinki region is Culminatum. It is a 
development organisation owned by the three major cities of the metropolitan area (Helsinki, 
Espoo and Vantaa), Uusimaa Region Council, universities and other public and private sector 
organisations. Culminatum is an important organisation in the execution of the local 
development programmes. It manages several of the projects and action plans that work 
towards developing the Helsinki region, e.g. with actions and plans for improving the 
competitiveness of the Helsinki region.  

To conclude, creative knowledge policy issues are and have been on the agenda of the 
Helsinki Metropolitan Area policy makers for some time. Investments in education and 
research have been the cornerstone of the policy initiatives. Some practical projects with the 
aim of supporting creativity and developing the attractiveness of the metropolitan area have 
also been implemented. Recently issues on creativity and competence have become topical 
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questions in Helsinki and Finland. There is strong enthusiasm in Finland among politicians 
and civil servants to work on creative knowledge strategies to foster the national 
development.  

1.4 Creative and knowledge-intensive sectors in Metropolitan Helsinki 

Employment in the creative and knowledge intensive occupations is relatively extensive in the 
Helsinki Metropolitan Area. The calculations vary in different studies based on the definition 
of the creative and knowledge industries. According to Florida and Tinagli (2004), the 
Creative Class in Finland comprises 28,6 percent of the total workforce, which is the third 
highest in the European regions studied in the report. In the ACRE project the creative and 
knowledge intensive sectors have been defined as the following: 

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

The knowledge industries, which are the following: 

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

These sectors are believed to effectively represent the creative industries (see ACRE report 1: 
Musterd et al 2007; Acre report 3: Kovács et al, 2007, p. 20-21). 

In the Helsinki Metropolitan Area 30.5 percent of the employees in 2004 work in the sectors 
ACRE defined as being the creative knowledge sectors. Employment in creative industries 
amount to 12.9 percent of the total employment, and the knowledge intensive sectors employ 
17.7 percent of the workforce in Metropolitan Helsinki. These sectors have experienced slight 
growth in the last six years, although employment in knowledge industries has gone done 
somewhat from the peak years of 2001 and 2002 (Figure 1.4). Tables 1.1 and 1.2 show 
employment by sector and their growth levels between 1998 and 2004. Employment in both 
creative industries and knowledge industries has risen significantly in six years; in the 
creative sector 16.3 percent and in the knowledge sector 19.4 percent. That is clearly above 
the overall increase in employment in the region (9.7 percent).  
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Figure 1.4 – Employment in creative and knowledge intensive industries in Metropolitan Helsinki 
1998-2004. Share of total employment (%) 

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

1998 1999 2000 2001 2002 2003 2004

Creative industries Knowledge industries
 

Source: Statistics Finland 2007; City of Helsinki Urban Facts 2007 

 
In total, the largest sector is software consultancy and supply. It had almost 15 000 positions 
in the metropolitan area in 2004. The employment levels indicate that there are four major 
fields of creative and knowledge intensive industries: 1) manufacturing of technology 
(televisions, radios and mobile devices), 2) related software consultancy and supply, 3) legal 
and financial services and 4) education sector. Together these fields provide jobs for more 
than 65 000 people. These segments form the core of knowledge based development in 
Helsinki metropolitan area. Another influential aspect is the growth rate of industries. There 
are two clear groups: industries that have experienced extensive growth and industries that 
have experienced a state of stagnation.  
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Table 1.1 – Employment in creative industries in Metropolitan Helsinki 1998 and 2004. The sectors 
selected for the ACRE survey research are highlighted 
Sector (with SIC-codes) 1998 2004 Growth 

1998-2004 
% 

Share of 
creative 
industries 
2004 (%) 

744 Advertising 4146 4255 2,6 % 5,8 % 
742 Architectural and engineering activities and related 
technical consultancy 

12601 14151 12,3 % 19,2 % 

524 Other retail sale of new goods in specialised stores 11100 13494 21,6 % 18,3 % 
525 Retail sales of second-hand goods in store 263 401 52,5 % 0,5 % 
171 Preparation and spinning of textile fibres 35 29 -17,1 % 0,0 % 
172 Textile weaving 0 3 300,0 % 0,0 % 
173 Finishing of textiles 94 152 61,7 % 0,2 % 
174 Manufacture of made-up textile articles, except 
apparel 

131 172 31,3 % 0,2 % 

175 Manufacture of other textiles 237 231 -2,5 % 0,3 % 
176 Manufacture of knitted and crocheted fabrics 0 0 0,0 % 0,0 % 
177 Manufacture of knitted and crocheted articles 42 8 -81,0 % 0,0 % 
181 Manufacture of leather clothes 9 7 -22,2 % 0,0 % 
182 Manufacture of other wearing apparel and 
accessories 

415 301 -27,5 % 0,4 % 

183 Dressing and dyeing of fur; manufacture of articles 
of fur 

66 27 -59,1 % 0,0 % 

192 Manufacture of luggage, handbags and the like, 
saddlery and harness 

3 12 300,0 % 0,0 % 

193 Manufacture of footwear 29 31 6,9 % 0,0 % 
223 Reproduction of recorded media 155 158 1,9 % 0,2 % 
921 Motion pictures and video activities 1291 1313 1,7 % 1,8 % 
748 Miscellaneous business activities 6384 6213 -2,7 % 8,4 % 
923 Other entertainment activities 3391 3775 11,3 % 5,1 % 
927 Other recreational activities 1191 1264 6,1 % 1,7 % 
221 Publishing 7453 7469 0,2 % 10,1 % 
924 News agency activities 317 331 4,4 % 0,4 % 
722 Software consultancy and supply 8749 14966 71,1 % 20,3 % 
922 Radio and television activities 5303 4966 -6,4 % 6,7 % 
Creative industries total 63405 73729 16,3 % 100,0 % 
All employment all fields total 523208 573673 9,7 %  

Source: Statistics Finland 2007; City of Helsinki Urban Facts 2007 
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Table 1.2 – Employment in knowledge intensive industries in Metropolitan Helsinki 1998 and 2004. 
The sectors selected for the ACRE survey research are highlighted 
Sector (SIC-codes) 1998 2004 Growth 

1998-2004 
% 

Share of 
knowledge 
industries 
2004 (%) 

300 Manufacture of office machinery and computers 703 65 -90,8 % 0,1 % 
313 Manufacture of insulated wire and cable 198 127 -35,9 % 0,1 % 
321 Manufacture of electronic valves and tubes and other 
electronic components 

817 727 -11,0 % 0,7 % 

322 Manufacture of television and radio transmitters and 
apparatus for line telephony and line telegraphy 

8541 10693 25,2 % 10,5 % 

323 Manufacture of television and radio receivers, sound 
or video recording or reproducing apparatus and associated 
goods 

51 75 47,1 % 0,1 % 

332 Manufacture of instruments and appliances for 
measuring, checking, testing, navigating and other 
purposes except industrial process control equipment 

1366 2141 56,7 % 2,1 % 

333 Manufacture of industrial process equipment 141 499 253,9 % 0,5 % 
642 Telecommunications 7379 8454 14,6 % 8,3 % 
721 hardware consultancy 150 288 92,0 % 0,3 % 
723 data processing 4595 6303 37,2 % 6,2 % 
724 database activities 652 1083 66,1 % 1,1 % 
725 maintenance and repair of office, accounting and 
computing machinery 

740 651 -12,0 % 0,6 % 

726 other computer related activities 3 161 5266,7 % 0,2 % 
ICT TOTAL 25336 31267 23,4 % 30,8 % 
65 Financial intermediation, except insurance and pension 
funding 

12405 12311 -0,8 % 12,1 % 

66 Insurance and pension funding except compulsory 
social security 

5293 5629 6,3 % 5,5 % 

67 Activities auxiliary to financial intermediation 2365 3552 50,2 % 3,5 % 
Finance TOTAL 20063 21492 7,1 % 21,2 % 
741 Legal, accounting, book-keeping and auditing 
activities; tax consultancy, market research and public 
opinion polling, business and management consultancy 

13231 13069 -1,2 % 12,9 % 

743 Technical testing and analysis 1574 1759 11,8 % 1,7 % 
745 Labour recruitment and provision of personnel 4130 8845 114,2 % 8,7 % 
746 Investigation and security activities 2273 3737 64,4 % 3,7 % 
Law and Other TOTAL 21208 27410 29,2 % 27,0 % 
731 Research and experimental development on natural 
sciences and engineering 

7711 7355 -4,6 % 7,2 % 

732 Research and experimental development on social 
sciences and humanities 

745 809 8,6 % 0,8 % 

803 Higher education 10011 13234 32,2 % 13,0 % 
R&D TOTAL 18467 21398 15,9 % 21,1 % 
Knowledge intensive industries total 85074 101567 19,4 % 100,0 % 
All employment all fields total 523208 573673 9,7 %  

Source: Statistics Finland 2007; City of Helsinki Urban Facts 2007 

 
When looking at the sectors selected for this study (highlighted in tables 1.1. and 1.2.), 
Software consultancy and supply has experienced the greatest growth. It is also one of the 
major employment sectors in these industries in Metropolitan Helsinki, with almost 15,000 
employees, approximately 20 percent of all the employment in creative industries. The other 
creative industry sectors chosen for our study have not experienced similar growth levels. In 
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the knowledge intensive sectors only R&D activities and higher education have grown. In 
total, the largest single field employer is higher education that had little more than 13,000 
employees. Also finance and law are large employment sectors in knowledge industries, but 
have slightly declined in the last six years.  

In general, ICT industries including manufacturing, consultancy and telecommunications, are 
forming the most important industrial segment in Helsinki metropolitan area’s economic 
profile. The growth in employment was remarkable between 1993 and 2001 (Figure 1.5). 
However, Figure 1.4 also shows the so called “dot com” boom of the ICT sector in the early 
2000. The balancing period after 2001 is clearly visible. The ICT sector has lost some 3 000 
job positions after the high peak. The most constant growth has been in the case of R&D 
sector. The growth has been steady and it has become almost as important employer as the 
finance sector, which is the only sector that has experienced loss of employment positions. 
Explanative factors underlying these development trends are related to structural changes of 
the economy, thus to pressure from global markets and related streamlining of the companies 
performance. The finance sector is a clear example of the results caused by adoption of the 
new technologies. The internet has changed the general way of banking considerably and the 
smaller need for front-desk services shows also on the total job positions (also Vesala, 2001). 

 
Figure 1.5 – The development of the ICT sector and other fields of employment in Helsinki from 
1995-2003 
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Source: Statistics Finland 

 
Table 1.3 summarises the employment in the creative and knowledge intensive sectors 
selected for this survey study. It also shows that there are differences in the spatial distribution 
of the sectors. Some, such as film/video and radio/TV are more concentrated in to the City of 
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Helsinki, while other sectors, such as software, are more evenly spread out across the 
Metropolitan Area.  

 
Table 1.3 – Employment in selected creative and knowledge intensive industries in Metropolitan 
Helsinki in 2004 
  Employment in 

Sector in 
Metropolitan 
Helsinki 

Share of all 
Employment in 
Metropolitan 
Helsinki (%) 

Employment in 
City of Helsinki 

Employment in 
Rest of  
Metropolitan 
Area 

Share of 
Employment 
Located in City 
of Helsinki (%) 

Creative industries:      
744: advertising 4255 0,7 3795 460 89,2 
921+922: film/video, 
radio/TV  

6279 1,1 6012 267 95,7 

722: software 14966 2,6 9596 5370 64,1 
TOTAL selected creative 
industries 

25500 4,4 19403 6097 76,1 

      
Knowledge industries      
741: law 13069 2,3 10246 2823 78,4 
65: finance 12311 2,1 10092 2219 82,0 
73+803: R&D, higher 
education 

21398 3,7 14677 6721 68,6 

TOTAL selected 
knowledge industries 

46778 8,2 35015 11763 74,9 

Source: Statistics Finland 2007; City of Helsinki Urban Facts 2007 
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2 METHODOLOGY 

2.1 Creation of questionnaire 

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

1) Developing the questionnaire 

The objective of this particular section of the project and, more specifically, of the 
questionnaire, was to understand the drivers behind the decisions of higher educated 
graduates and workers in creative and knowledge-intensive industries to find a job at a 
specific location in the region. A second and interrelated objective was to explore the role that 
both hard and soft factors play in workers and graduates decision to live in a particular 
location in the region, as indicated on guidelines and descriptions provided in the ACRE 
proposal.  

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

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

2) Distributing the draft questionnaire 

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

3) Feedback and revision 

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

4) Posting online – extranet 

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

In Helsinki then, it was translated and adapted to suit the local conditions, for example by 
choosing the appropriate terminology for different area definitions. However, the contents 
were as closely as possible kept the same as in the original questionnaire, to allow comparison 
with the results from other cities.  

With the general objectives in mind the questionnaire was divided into 4 categories: 

a) Satisfaction with the city:  

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

b) Satisfaction with job and work environment:  

In the knowledge economy, and in particular in the creative economy, there is a suggestion 
that the work-life of the knowledge worker is more flexible, creative and interesting than 
other types of jobs. This sought to address issues of satisfaction with respect to the 
respondents jobs and general work environment. 

c) Satisfaction with neighbourhood/area and dwelling:  

Although a persona can be generally satisfied with the city in which they live, this satisfaction 
does not necessarily translate into other spheres of their life. Given that neighbourhood in 
which people live is a central element to people’s satisfaction, the Dublin team thought it 
would be pertinent to address issues of neighbourhood and, more concretely, dwelling 
satisfaction. 

d) Background data:  

Background information is essential in any questionnaire, as it is what provides a basis for the 
analysis.  

2.2 Sampling 

The target groups for the survey were given for all partners in the ACRE project. The aim was 
to get a total of 200 responses, divided into the following subgroups: 

• 75 creative workers (selected sectors) 
• 75 knowledge intensive workers (selected sectors) 
• 25 university /polytechnic graduates (here called knowledge graduates) 
• 25 arts and media school graduates (here called creative graduates) 

The sectors from which to choose the respondents in the creative and knowledge workers –
subgroups were predetermined and can be seen in Table 2.1. We decided on the number of 
responses needed from each sector in proportion to the number of employed in Metropolitan 
Helsinki in these sectors.  
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Table 2.1 – The sample according to different economic sectors 
Sector Code Description of sector Number of 

responses 
required  

Number of 
responses 
received 

Creative workers 722 software consultancy and supply (including 
computer games, software, electronic 
publishing) 

32 35 

 744 advertising 17 18 
 921 & 922 motion pictures and video activities and 

radio and TV activities 
26 34 

Knowledge workers 65 finance 21 28 
 73 R&D 33 40 
 741 law 21 22 
Creative graduates  art / media school graduates 25 25 
Knowledge graduates  university / polytechnic graduates 25 25 
      200 227 

Source: Own survey 2007 

 
When choosing the companies in which the workers are employed, we also considered the 
following factors:  

• The location of the companies. We wanted to include companies both from the centre 
of Helsinki and the suburban areas. They are all from the Metropolitan Area of 
Helsinki. 

• The size of the companies. We wanted representation from employees from small, 
mid-sized and large companies. 

• The type of company. The aim was to include companies that are currently interesting 
in some way, e.g. companies that have performed remarkably well recently, or applied 
a novel concept.  

• The position of the respondent in the survey. We aimed at reaching high skilled 
workers in mid-level managerial position or other professionals.  

 
In order to reach the creative and knowledge workers we used a market research company, 
Taloustutkimus Oy. They were able to find the sufficient amount of contacts in their registers 
even when considering the relatively complex selection criteria. Due to the small size of one 
sector, radio/TV/video/motion pictures, the respondents in this sector however had to be 
recruited by calling the companies’ switchboard, and find the correct persons. 

 
Table 2.2 – Number of respondents in the sample according to target group 
Target group  Responses % 

creative workers 87 38 
creative graduates 25 11 
knowledge workers 90 40 
knowledge graduates 25 11 
  227 100 

Source: Own survey, 2007 
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The respondents in the graduates group were found in other ways, as the research company 
did not have any registers on where the people had graduated from. We contacted several 
alumni networks, but they refused to give out contact information to their members. In the 
end we found our respondents for the creative graduates through the occupational 
organisations Grafia (Association of Professional Graphic Designers in Finland) and Ornamo 
(Association of designers). They kindly gave us contact information for graduates from the 
fields they represented. Because of this, very few of the respondents in the creative graduates 
group are active in the same sectors the creative workers are employed in. Although sampled 
in a different way, the creative graduates are in reality also creative workers, but occupied in 
somewhat different branches than the sampled creative workers. The creative graduates group 
include professionals in sectors such as graphic, clothes, textile and interior design; highly 
creative occupations without a doubt.  

The knowledge graduates were reached through research contacts and personal contacts with 
a “snow ball” method. Persons in the appropriate fields were contacted, and asked to find 
more contacts in their own field, with the right selection criteria.  

It is important to keep in mind that despite the term “graduate”, the respondents in this group 
are not exactly “fresh out of school”. For the most part they have been working for quite a 
while already and have established themselves on the labour market. About 90 percent of the 
graduates in the sample are above the age of 35 years, so it would be wrong to assume that the 
graduates group only consists of very young respondents.  

A detailed description of the sample is presented in section 3, and includes information on the 
demographic structure as well as employment and residential features of the different 
subgroups.  

All in all the sampling was successful, even though the selection criteria were extremely 
precise. We were able to receive an exceptionally representative sample, which provides a 
solid base for the study. 

2.3 Application of questionnaire 

The persons selected for the survey were approached by e-mail, and asked to fill in the 
survey. The survey was undertaken between September 24 and October 30, 2007. It had been 
coded into an internet questionnaire, which the surveyed received a link to in their e-mails. 
The internet questionnaire was constructed so that the respondents could not proceed to the 
next question without answering. This resulted in the fact that we do not have many missing 
data among our responses.  

Acquiring the data was relatively difficult, particularly in certain branches. The persons 
working in law and finance were the hardest ones to recruit for the survey. The research 
company sent frequent reminders and new invitations to participate in the survey, in order to 
get the sufficient amount of responses from these sectors. Workers in the fields of R&D on 
the other hand were quick to reply.  
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The return rates for the subgroups were the following: 

• TV/radio/video/motion pictures - 65 % (recruited by phone) 
• R&D - 29 % 
• Advertising - 19 % 
• Software - 14 % 
• Finance - 12 % 
• Law - 8 % 
• Creative graduates – 30 % 
• Knowledge graduates – 37 %  
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3 DESCRIPTION OF THE SAMPLE – WHO ARE THE 
CREATIVE KNOWLEDGE WORKERS? 

3.1 Demographic structure of the sample 

The following sections will describe who the 227 creative knowledge workers that responded 
to the survey are. Particular focus is on looking at the differences between the four sampled 
subgroups: creative workers, creative graduates, knowledge workers and knowledge 
graduates.  

First we will look at the demographic structure of the sample. We will analyse the distribution 
of gender, age, nationality, household composition, education level and income. Table 3.1 
presents a summary of the demographic structure of the sample. After that we will look at the 
separate characteristics more closely, and compare them to other variables if relevant.  

Table 3.1 – Summary of the demographic structure of the sample according to target groups 
    Creative 

workers 
(%) 

Creative 
graduates 

(%) 

Knowledge 
workers 

(%) 

Knowledge 
graduates 

(%) 

Total 
number 

Total 
(%) 

Gender Male 60,9 24,0 47,8 28,0 109 48,0 
  Female 39,1 76,0 52,2 72,0 118 52,0 

Age range 15-24 1,1 0,0 1,1 0,0 2 0,9 
 25-34 19,5 4,0 12,2 20,0 34 15,0 
 35-44 33,3 96,0 23,3 68,0 91 40,1 
 45-54 31,0 0,0 27,8 8,0 54 23,8 
 55-64 12,6 0,0 31,1 4,0 40 17,6 
 65-78 2,3 0,0 3,3 0,0 5 2,2 
  Refuse 0,0 0,0 1,1 0,0 1 0,4 

Nationality Finnish 97,7 92,0 100,0 100,0 223 98,2 
 Other 2,3 8,0 0,0 0,0 4 1,8 

One person 16,1 8,0 18,9 4,0 34 15,0 Household 
structure Couple 31,0 28,0 26,7 24,0 64 28,2 
 Couple with child(ren) 48,3 60,0 44,4 60,0 112 49,3 
 Lone parent with child(ren) 2,3 4,0 6,7 8,0 11 4,8 
  Other 2,3 0,0 3,3 4,0 6 2,6 

Only elementary education 3,4 0,0 0,0 0,0 3 1,3 Education 
level Upper secondary (high school etc.) 29,9 0,0 13,3 8,0 40 17,6 
 Lower university (bachelor etc.) 28,7 4,0 5,6 0,0 31 13,7 
 Higher university (master etc.) 31,0 96,0 58,9 76,0 123 54,2 
 PhD and licentiate 2,3 0,0 18,9 16,0 23 10,1 
  missing/unclear 4,6 0,0 3,3 0,0 7 3,1 

less than 2,000 13,2 4,5 6,8 0,0 16 8,2 Household 
net income 2,000-3,999 35,5 59,1 33,8 22,7 70 36,1 
 4,000-5,999 36,8 31,8 40,5 45,5 75 38,7 
  6,000 or more 14,5 4,5 18,9 31,8 33 17,0 

Source: Own survey 2007 
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Gender 

Overall, the gender distribution of the sample is balanced and representative; 52 percent of the 
respondents are women and 48 percent men. This is in line with the situation in the job market 
in Metropolitan Helsinki, where about 52 percent of the employed labour force is women 
(Helsinki Regional Statistics 2007). In the creative industries there are a few more men that 
have taken the survey, whereas women are more frequent among the respondents from the 
knowledge industries. However, there are large differences within the different subgroups 
(Table 3.2). Some branches are in this sample clearly male-dominated, or the opposite. In the 
software branch more than 90 percent of the respondents are men, while women outnumber 
men in advertising. The graduates, both the creative and knowledge group, consists of 
approximately 75 percent women. 

 
Figure 3.1 – Gender distribution in different economic sectors of the sample. The number in the bars 
shoes the number of respondents in each group 
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Source: Own survey 2007 

 
Age 

The age range among the respondents is fairly wide (Figure 3.2.). The majority of the 
respondents are in the age group 35-44 –years, but persons above the age of 45 years are also 
well represented. One fifth of the surveyed is 55 years or above. Also when it comes to age, 
there are significant differences according to branch. In R&D the workers are considerably 
older than in other branches; almost half of the respondents are 55 years or above. Without 
this branch, the age distribution would look very different. Due to the sampling process, the 
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graduates are clearly younger. In this category, we aimed at interviewing people in the age 
range of 30-45 –years, who had graduated within 5 to 10 years ago.  

 
Figure 3.2 – Age range of the sample 

 

Source: Own survey 2007 

 
Nationality 

In our survey, only two percent are of any other nationality than Finnish. These four foreign 
nationals come from Sweden, Estonia and the US, and are all active in creative industries. 
This is no surprise, considering the low share of foreign-born residents in Finland. In Finland 
the share of foreign nationals in 2006 was 2,3 percent, and in Metropolitan Helsinki 5,4 
percent (Statistics Finland, 2008).  

 

Household 

The household structure of the sample corresponds fairly well with the distribution of 
households in Metropolitan Helsinki in general. The majority of the respondents (49 percent) 
come from households consisting of a couple, either married or cohabiting, with children 
(Figure 3.3.). Fairly many, 28 percent, live together with a spouse, but have no children. In 
our sample, families with children are somewhat overrepresented. Overall, there are more 
households in Metropolitan Helsinki that consist of couples without children, than there are 
couples with children (Helsinki Region Statistics 2007). In Finland it is common among 
highly educated women, especially in the urban regions, to have their first child relatively 
late, in their thirties or later. Cohabiting before marriage and having children is very common 
among couples.  
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Figure 3.3 – Household structure in the sample 

 

Source: Own survey 2007 

 

Respondents from single households constitute about 15 percent of the sample. This is 
somewhat lower than the 22 percent among the whole population in Metropolitan Helsinki. 
Noticeably, the one-person households are comprised not just of young people, but very 
evenly of persons from different age categories. The under representation of single 
households is due to the fact that the survey is targeted at working professionals, which leaves 
out many students and retired, who have relatively high shares of single habitation. From an 
international comparison it might be interesting to mention that cohabiting with non-relatives 
is not customary in Helsinki. Only one person in the whole sample shares housing with a 
person who is not family. Inhabitants in Helsinki and in Finland in general have fairly 
conservative views on housing choices. Also, the housing market in Metropolitan Helsinki 
offers many small apartments, and people tend to move out of their parental home and live by 
themselves at an early age.  

Household size is presented in Figure 3.4. Two-person households dominate. Families are 
generally fairly small, although ten percent of the respondents live in a household with 5 or 
more people.  
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Figure 3.4 – Household size of the respondents in the sample 

 

Source: Own survey 2007 

 
Education 

As expected, the respondents in the survey are highly educated (Figure 3.5). As many as 78 
percent of the respondents have a university degree, while the corresponding figure for 
metropolitan Helsinki as a whole is 34 percent (City of Helsinki, 2006). The education level is 
lower among the creative workers than among the knowledge workers and graduates. The 
sectors that have the lowest levels of education are TV/radio/video/film and advertising.  

 
Figure 3.5 – Education level in the sample 

 

Source: Own survey 2007 
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Income 

Income levels in the sample are higher than the average in Finland, as you would expect from 
high-educated workers. In 2005 the average monthly disposable income of households in 
Finland was 2,800 euros (Statistics Finland, 2007). In the sample, 75 percent of the 
respondents who indicated their income have monthly household earnings that are higher than 
3,000 euros after taxes. Only eight percent of the respondents receive less then 2,000 euros 
per month in their households. These low-income households are for the most part single 
households. Relatively many, 33 persons (15 percent of those surveyed) do not know their 
household income or did not want to answer the question (Figure 3.6). 

 
Figure 3.6 – Range of monthly household income after tax in the sample 

 

Source: Own survey 2007 

The respondents from knowledge sectors have somewhat higher household incomes than 
those active in the creative sectors (Table 3.7). 64 percent of the surveyed from the knowledge 
sector earn more than 4,000 euros a month in their household, whereas the corresponding 
figure for those with creative jobs is 48 percent. Obviously, the answers do not directly reveal 
what the respondent’s share is of the household incomes. High incomes in the household 
might be attributed to the spouse’s salary, not the respondent’s. 

 
Table 3.7 – Monthly net household income in creative and knowledge industries among the 
respondents who answered the question (N= 194) 

  Creative (%) Knowledge (%) Total sample (%) Total number 

Less than 2,000 11,2 5,2 8,2 16 
2,000-3,999 40,8 31,3 36,1 70 
4,000-5,999 35,7 41,7 38,7 75 
6,000 or more 12,2 21,9 17,0 33 
  100,0 100,0 100,0 194 

Source: Own survey 2007 
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When looking at differences in household income more detailed according to economic 
sector, a few things stand out. Respondents working in the TV/radio/video/motion pictures -
subsector have the lowest incomes; 75 percent of them have a household income of less than 
4,000 euros, when the figure in the whole sample is 44 percent. The creative graduates have a 
similar wage structure, although there are a few more higher-earning individuals. In the other 
branches incomes are clearly higher. The subsectors that have most respondents with incomes 
above 6,000 euros are law and knowledge graduates. The latter group contains respondents 
with a wide variety of different occupations. Interestingly, age does not seem to play a 
significant part in the income level. There are no notable differences in income according to 
age group.  

3.2 Basic residential and mobility features 

In this section we will investigate where and how the creative knowledge workers live in the 
region. This central information because the creative class is in recent literature considered as 
very mobile in their professional assignments, and therefore also change their place of 
residence quite frequently (Florida, 2002). Also, they are assumed to choose inner-city 
locations, to be close to leisure and cultural activities. 

Most of the respondents in our sample live in the four municipalities defined as Metropolitan 
Helsinki. Only about 14 percent reside outside the suburban area elsewhere in the Uusimaa 
region (Table 3.8). The city centre harbours almost 30 percent of the surveyed. The majority 
of the respondents thus are from the suburban areas, such as Espoo and Vantaa. Where the 
person lives is to some extent associated to household structure, and the stage in the life cycle. 
Respondents from single households more frequently live in the city centre and less in the 
suburbs than the other household types. The same phenomenon is supported by an analysis of 
the age groups. Younger respondents more often live in the core city than the older 
respondents. In Metropolitan Helsinki the tendency among families with children is to move 
out of the core city, to a more spacious living. Espoo in particular attracts high-skilled 
families with children, with a housing stock of more single family houses and less apartment 
buildings.  

 
Table 3.8 – The location of the respondent’s home in the region 
  Creative 

workers 
(%) 

Creative 
graduates 

(%) 

Knowledge 
workers 

(%) 

Knowledge 
graduates 

(%) 

Total 
sample 

(%) 

Total 
sample 

(number) 
Centre of Helsinki 29,9 52,0 24,4 24,0 29,5 67 
Suburban area in 
Metropolitan Helsinki 

55,2 32,0 60,0 52,0 54,2 123 

Outside Metropolitan 
Helsinki 

13,8 8,0 13,3 24,0 14,1 32 

Don't know 1,1 8,0 2,2 0 2,2 5 
TOTAL  100,0 100,0 100,0 100,0 100,0 227 

Source: Own survey 2007 

 
There are some differences in residence location according to target group (Table 3.8). The 
creative graduates are overrepresented in the city centre when compared to the other groups. 
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More than half of the creative graduates live in the centre, while the corresponding figure in 
the other sampled categories is between 24 and 30 percent. As we will see later on in the 
study, this group has somewhat different characteristics than the other studied target groups. It 
consists of workers in “highly creative” occupations, and are to a greater extent freelancers or 
self-employed, which could explain their willingness to locate in the inner-city.  

The major part of the respondents has long roots in Metropolitan Helsinki; 43 percent are 
born in the region (Figure 3.7). About 88 percent has lived in the metropolitan area for more 
than 10 years. Two thirds of the respondents have lived in the metropolitan area also before 
moving to the current address. The pattern is similar for all target groups.  

 

Figure 3.7 – Place of birth of the respondents (N=219) 

Metropolitan 
Helsinki

43 % Elsewhere
57 %

 

Source: Own survey 2007 

 

Almost half of the respondents have also lived in the same neighbourhood for more than 10 
years. Before moving to the current address, the clear majority of the respondents, almost 70 
percent, lived somewhere else within the metropolitan area. About 27 percent have moved to 
their current home from other parts of Finland. Only four percent lived abroad prior to the 
move to their present residence.  

There are certain differences according to target group (Table 3.9). The knowledge graduates 
have the biggest share of respondents that are born in Metropolitan Helsinki. The workers on 
the other hand, both creative and knowledge, are the most settled in their neighbourhood. Age 
and stage in life cycle has a lot to do with this, since the graduates are clearly younger than 
the workers in the sample, and have not to the same extent settled down. Nevertheless, there 
are no differences really in how long the groups have lived in the Metropolitan area.  

In general the creative knowledge workers in Metropolitan Helsinki seem to be much more 
settled than theory on highly qualified creative people’s residential behaviour suggests. The 
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attachment to Helsinki, particularly the fact that as many as 43 percent of the sample is born 
in the city, is important to keep in mind in the results. These people are probably not the right 
people to tell what draws them to the region, and what makes the place attractive for an in-
migrant. However, for the city, keeping the talent in the region is just as fundamental as 
attracting new ones.  

 
Table 3.9 – Summary table of how settled the respondents are in the Helsinki region according to 
target group 
    Creative 

workers 
(%) 

Creative 
graduates 

(%) 

Knowledge 
workers 

(%) 

Knowledge 
graduates 

(%) 

Total 
sample 

(%) 

Total 
sample 

(number) 
Metropolitan Helsinki 42,9 36,0 38,8 68,0 43,4 95 Place of birth 
Elsewhere in Uusimaa region 7,1 4,0 3,5 0,0 4,6 10 

 Elsewhere in Finland 48,8 56,0 57,6 32,0 51,1 112 
  Abroad 1,2 4,0 0,0 0,0 0,9 2 

Less than one year 0,0 0,0 1,1 0,0 0,4 1 
1-2 years 0,0 0,0 1,1 0,0 0,4 1 

Time lived in 
Metropolitan 
Helsinki 2-5 years 5,7 0,0 2,2 0,0 3,1 7 
 5-10 years 9,2 8,0 7,8 8,0 8,4 19 
  Over 10 years 85,1 92,0 87,8 92,0 87,7 199 

Less than 1 year 9,2 12,0 3,3 4,0 6,6 15 Time lived in 
neighbourhood 1-5 years 24,1 52,0 17,8 36,0 26,0 59 
 5-10 years 20,7 12,0 15,6 44,0 20,3 46 
  More than 10 years 46,0 24,0 63,3 16,0 47,1 107 

 
When analysing the kind of accommodation the respondents have, it becomes clear that 
among these high-skilled workers, owning their home is the most common. The biggest share 
of the respondents, 82 percent, lives in an own accommodation. This reflects the common 
desire in Finland to own the home you live in, even though you need to get a large mortgage. 
Half of all the respondents have a mortgage on their home. Only 14 percent are tenants.  

 
Table 3.10 – Housing type according to economic subsector 

  Creative 
graduates 

(%) 

Adver- 
tising 
(%) 

Software 
(%) 

TV/radio/ 
video/film 

(%) 

Knowledge 
graduates 

(%) 

Finance 
(%) 

R&D 
(%) 

Law 
(%) 

Total 
(%) 

Total 
(number) 

Own 
without 
mortgage 

12,0 22,2 25,7 23,5 28,0 32,1 62,5 40,9 32,6 74 

Own with 
mortgage 

68,0 55,6 57,1 41,2 60,0 53,6 27,5 45,5 49,3 112 

Tenant 8,0 22,2 17,1 32,4 4,0 14,3 2,5 13,6 14,1 32 
Other/Don't 
know 

12,0 0,0 0,0 2,9 8,0 0,0 7,5 0,0 4,0 9 

TOTAL 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 100,0 227 
Source: Own survey 2007 

 
There are apparent differences in housing type between the knowledge intensive and the 
creative sector. The workers in knowledge intensive more commonly have their own 
accommodation (90 percent) than the workers in creative industries (75 percent), and 
correspondingly more rarely live on rent. It is also worth noting that as many as 63 percent of 
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the respondents from the R&D sector have no mortgage on their home, significantly more 
than the workers in the other subsectors (Table 3.10). In R&D, only 3 percent are tenants, 
while the highest share of tenants, 32 percent, is found among the workers from the 
TV/radio/video/motion pictures –sector. The housing choices are clearly associated with 
income levels. Generally speaking, the creative knowledge workers are clearly better-off 
economically than the rest of the population, because home owning is this common. 

3.3 Basic employment features 

In this section we will have a look at what types of jobs the sampled creative knowledge 
workers have. We will analyse basic employment features, such as employment and contract 
status, size of the workplace and working hours. In Table 3.11 we present the surveyed groups 
once again according to the sector in which they work. As has been mentioned already in the 
methodology part, the graduates are employed in more diverse sectors, all of which still are 
included in the broad definition of the creative knowledge industries. Table 3.12 presents a 
summary of the main employment features according to the target groups.  

 
Table 3.11 – The economic sectors surveyed in the study 

Target group Code Description of sector Respondents 

Creative workers 722 Software consultancy and supply (including computer 
games, software, electronic publishing) 

35 

 744 Advertising 18 
 921 & 922 Motion pictures and video activities and radio and TV 

activities 
34 

Knowledge workers 65 Finance 28 
 73 R&D and higher education 40 
 741 Law 22 
Creative graduates  Art / media school graduates 25 
Knowledge graduates  University / polytechnic graduates 25 
      227 

Source: Own survey 2007 
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Table 3.12 – Employment features according to target group in the sample 
    Creative 

workers 
(%) 

Creative 
graduates 

(%) 

Knowledge 
workers 

(%) 

Knowledge 
graduates 

(%) 

Total 
sample 

(%) 

Total 
sample 

(number) 
Employed 71,3 48,0 93,3 96,0 80,2 182 Employment 

status Self employed/freelance 28,7 52,0 6,7 4,0 19,8 45 
Limited permanent contract 87,4 60,0 93,3 72,0 85,0 193 Contract 

status Contract for a specific project 4,6 12,0 2,2 0,0 4,0 9 
 Fixed term contract, less than 

12 months 
0,0 4,0 0,0 8,0 1,3 3 

 Fixed term contract, 12 
months or more 

1,1 0,0 2,2 12,0 2,6 6 

 Without written contract 2,3 0,0 0,0 0,0 0,9 2 
 Other 3,4 16,0 2,2 8,0 4,8 11 
 Don't know 1,1 8,0 0,0 0,0 1,3 3 

under 10 29,9 32,0 7,8 8,0 18,9 43 Size of 
workplace 10-99 35,6 28,0 33,3 24,0 32,6 74 
 100-499 11,5 16,0 24,4 24,0 18,5 42 
 more than 500 18,4 4,0 34,4 44,0 26,0 59 
 don't know 4,6 20,0 0,0 0,0 4,0 9 

Less than 20 4,6 0,0 1,1 0,0 2,2 5 
21-30 5,7 12,0 2,2 0,0 4,4 10 

Working 
hours per 
week 31-42 47,1 48,0 51,1 52,0 49,3 112 
 43-55 26,4 24,0 34,4 40,0 30,8 70 
 More than 55 hours 8,0 0,0 3,3 4,0 4,8 11 
 Varies per week 8,0 16,0 6,7 4,0 7,9 18 
  Don't know 0,0 0,0 1,1 0,0 0,4 1 

Source: Own survey 2007 

 
The absolute majority of the survey participants, 80 percent, are employed. Correspondingly, 
20 percent are self-employed of freelance workers. There is an obvious difference in 
employment status according to our target groups. As expected, being self-employed or 
working as a freelancer is much more common in the creative industries than in the 
knowledge intensive industries. As many as 84 percent of all self-employed/freelancers in the 
sample are active in the creative sectors. When looking at a more detailed division of the 
sectors, we can see that being self-employed or a freelancer is particularly common among the 
creative graduates. The respondents in this group are occupied in somewhat different branches 
than the sampled creative workers, and included professionals in sectors such as graphic, 
clothes, textile and interior design, which might explain the differences. 

Regarding contract status, 85 percent of the respondents work with a permanent contract. The 
tendency is similar in all branches, although the shares are slightly smaller in the creative 
sector. In our sample, every single one of the respondents in the finance and software 
branches had permanents contracts.  

The respondents’ workplaces vary in size. Generally speaking, participants from creative 
sectors more often work in small companies. This is particularly common among the 
respondents working in advertising and the radio/TV/video/motion pictures, as well as among 
the creative graduates, who were occupied in “highly creative” industries. An exceptionally 
high share, almost 40 percent, of workers in companies with more than 2,000 employed are 
found in finance and among the knowledge graduates.  
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On average, the respondents have been in their current company for 9.7 years. For 
knowledge-intensive industries the mean is 13 years and for creative industries 8.6 years.  

Almost half of the respondents work 31-42 hours a week, and one third 43-55 hours. Only 
five percent of the participants in the survey work more than 55 hours a week. There are slight 
differences according to branches, but overall the results look alike. Workers in creative 
branches tend to have somewhat shorter work days than workers in the knowledge intensive 
sectors. 
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4 SATISFACTION WITH THE CITY 

4.1 Reasons for living in Metropolitan Helsinki 

In theories on creative workers the underlying assumption is that creative knowledge workers 
have high demands of the cities they move to and in which they live. Thus, a city needs to be 
attractive in order to draw talent to it. The creative knowledge workers are claimed to have 
different residential preferences than other employees, even special lifestyles (Florida 2002, 
2004). Assumedly this group value soft location factors higher than other people coming to 
the area or living in it. What exactly these soft factors are, is not easy to define. Florida 
stresses an attractive living and residential environment, high quality of life, an attractive 
urban atmosphere and high levels of tolerance and diversity in the city. In this chapter we will 
first examine why the creative knowledge workers have chosen to live in Metropolitan 
Helsinki, and the role the soft factors have for these people to settle in the Helsinki 
Metropolitan Area. In the following sections we will then investigate how satisfied they are 
with different aspects in the city, such as leisure activities and public services, as well as what 
their concerns for the city is. Through all these topics, special attention is paid to the soft 
location factors.  

So, to begin with, we will analyse the reasons for living in the city. In the survey, the 
respondents were asked to rank the four most important reasons why they currently live in the 
metropolitan area. Unfortunately, despite clear instructions to choose only the four most 
important factors, many of the respondents had misunderstood the question, and had ranked 
more than four factors as being “the four most important”. We decided to omit these answers 
from the data, which left us with 186 valid answers out of 227, which is the number of 
participants in the survey. This was unfortunate, but we believe the results are still valid and 
representative. Omitted answers are found in all subgroups of the sample.  

Why do the creative knowledge workers live in Metropolitan Helsinki? The results show that 
a few factors clearly stood out as being the most important for living in Helsinki. For most of 
the respondents, the reasons were related either to personal issues (e.g. the respondent was 
born in the metropolitan area or the family or friends live there) or on the employment 
possibilities (has moved because of the job or that there are good job opportunities in the 
metropolitan area). It must be stressed that these factors were very dominant in the results. 
Although the size of the city and diversity of leisure and entertainment were also mentioned 
by almost every third of the respondents among the four important factors, they did not appear 
among the most important factors (Tables 4.1 and 4.2).  
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Table 4.1 – Reasons for living in Metropolitan Helsinki (N=186) 

Reason for living Ranked 1-4 Ranked of all 
respondents (%) 

Good employment opportunities 100 53,8 
Family lives here 96 51,6 
Proximity to friends 68 36,6 
Size of city 63 33,9 
Born here 56 30,1 
Moved because of my job 52 28,0 
Diversity of leisure & entertainment 48 25,8 
Studied in City 41 22,0 
Good transport links 38 20,4 
Presence of good universities 31 16,7 
Housing quality 30 16,1 
Open minded and tolerant 27 14,5 
Diversity of built environment 21 11,3 
Cultural diversity 12 6,5 
Moved because of partner's job 10 5,4 
Safe for children 9 4,8 
Higher wages 8 4,3 
Other 8 4,3 
Proximity to natural environment 7 3,8 
Overall friendliness 6 3,2 
Housing affordability 4 2,2 
Open to different people 4 2,2 
Weather/climate 2 1,1 
Housing availability 2 1,1 
Gay/lesbian friendly 1 0,5 
Language 0 0,0 

Source: Own survey 2007 
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Table 4.2 – The most important reason for living in the city (N=186) 

Reason for living Times ranked 1st Ranked 1st of all 
respondents (%) 

Family lives here 45 24,2 
Moved because of my job 36 19,4 
Born here 33 17,7 
Good employment opportunities 21 11,3 
Studied in City 11 5,9 
Presence of good universities 7 3,8 
Proximity to friends 6 3,2 
Moved because of partner's job 4 2,2 
Housing quality 4 2,2 
Open minded and tolerant 4 2,2 
Size of city 3 1,6 
Diversity of built environment 3 1,6 
Housing affordability 2 1,1 
Proximity to natural environment 1 0,5 
Safe for children 1 0,5 
Open to different people 1 0,5 
Overall friendliness 1 0,5 
Diversity of leisure & entertainment 1 0,5 
Cultural diversity 1 0,5 
Other 1 0,5 
Higher wages 0 0,0 
Weather/climate 0 0,0 
Good transport links 0 0,0 
Housing availability 0 0,0 
Gay/lesbian friendly 0 0,0 
Language 0 0,0 
TOTAL 186 100,0 

Source: Own survey 2007 

 
In order to more easily be able to investigate the role of the soft factors in the reasons for 
living in Helsinki, we grouped the factors into four overarching categories: personal reasons, 
job-related reasons, hard location factors and soft location factors (Figure 4.1). The 
classification is our own, and surely not the only way to categorise the factors. Naturally 
many of the personal, or at least job-related reasons could be included as hard factors.  
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Figure 4.1 – Reasons for living in Metropolitan Helsinki grouped in categories 

 

Source: Own survey 2007 

 
The study shows that only a few soft location factors were ranked relatively high in the total 
count. Soft factors that was mentioned the most was diversity of leisure and entertainment, 
housing quality, open mindedness and tolerance and diversity of built environment. The other 
soft factors received only a few mentions. Soft factors were more popular than our group of 
(“other”) hard factors, but it is probable that this could be attributed to there being more 
categories among the soft factors than hard factors. All in all, the soft factors are small in 
importance when compared to the primary reasons of living in the city: personal reasons and 
the job.  
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Table 4.3 – Creative knowledge workers’ reasons for living in Metropolitan Helsinki 
Reason for living Times ranked 1st Ranked 1st (%) Times mentioned 

(ranked 1-4) 
Personal reasons 95 51,1 261 
Job related reasons 61 32,8 170 
Hard location factors 12 6,5 138 
Soft location factors 17 9,1 167 
Other 1 0,5 8 

 
There is no indication that the creative workers would have different residential preferences 
than the knowledge workers; quite the opposite. The two groups had remarkably similar 
views in respect to the importance of soft conditions (Table 4.11).  

 
Table 4.11 – Soft factors mentioned as reasons for living in Helsinki (ranked 1-4) according to 
creative and knowledge subgroups 

  Creative Knowledge 

Diversity of leisure & entertainment 27 21 
Housing quality 14 16 
Open minded and tolerant 11 16 
Diversity of built environment 10 11 
Cultural diversity 7 5 
Safe for children 4 5 
Proximity to natural environment 3 4 
Overall friendliness 4 2 
Open to different people 2 2 
Weather/climate 1 1 
Gay/lesbian friendly 1 0 
Language 0 0 
TOTAL 84 83 

 
One explanation for the huge importance of personal reasons is of course the fact that the 
respondents are settled in Helsinki since long, and almost half of the sample has been born in 
the region. This made us wonder whether the people who have moved to Metropolitan 
Helsinki have different residential preferences than the people that originate from the region. 
Our analysis shows that there of course are apparent distinctions in what is considered 
important for living in the city. The workers that are born in Metropolitan Helsinki obviously 
states that as a main reason, as well as other personal reasons. The respondents from other 
parts had come to Helsinki for job-related reasons, or reasons that had to do with social 
relations. But in regard to the support of soft conditions, there is not any fundamental 
difference (Tables 4.12 and 4.13).  

 



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 40

Table 4.12 – Reasons for living in Helsinki according to whether or not the respondent is born in the 
Metropolitan Area (N=179) 
Reason for living Born in 

Helsinki 
Average times 
mentioned per 

respondent 

Born 
elsewhere 

Average times 
mentioned per 

respondent 
Personal reasons 148 2,0 107 1,0 
Job related reasons 45 0,6 116 1,1 
Hard location factors 42 0,6 91 0,9 
Soft location factors 62 0,8 98 0,9 
Other 3 0,0 4 0,0 
TOTAL mentions 300  416  

Source: Own survey 2007 

 

Table 4.13 – Top 10 of reasons of living in Helsinki according to whether or not the respondent is 
born in the Metropolitan Area (N=179) 

  Born in Metropolitan Helsinki Born Elsewhere 

1 Born here Good employment opportunities 
2 Family lives here Family lives here 
3 Proximity to friends Moved because of my job 
4 Good employment opportunities Size of city 
5 Size of city Proximity to friends 
6 Housing quality Diversity of leisure & entertainment 
7 Diversity of leisure & entertainment Good transport links 
8 Studied in City Studied in City 
9 Good transport links Presence of good universities 
10 Diversity of built environment Open minded and tolerant 

Source: Own survey 2007 

 
Despite the fact that the study shows that creative knowledge workers live in Helsinki mainly 
because they have settled here or have a job in the area, it is worth noting that almost 70 
percent of all the respondents mentioned at least one soft factor as one of the four most 
important reasons for living in Helsinki. This indicates that soft factors may play a part in the 
creative knowledge workers’ decision to stay in or move to the area. Instead of decisive 
reasons for living, they should instead be seen as supporting the choice of living in 
Metropolitan Helsinki.  

One further question that rises from the analysis above, is who the people are who have 
strongly supported soft conditions? For this we isolated the respondents (34 in total) who had 
ranked a soft condition as the most or the second most important reason for living in Helsinki, 
and analysed them against several background variables. Overall, they did not show any clear 
characteristics, or to be a distinctive group. They were to a higher extent women, lived more 
often in central-city locations and from single households. A larger proportion came from the 
creative graduates group or were occupied in TV/radio/video/film or law. However, the 
differences were quite small, so no far-reaching conclusions can be drawn from this analysis. 
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4.2 Leisure activities, public services and environmental aspects 

This sub-chapter concentrates on the respondents’ experiences of the metropolitan area. The 
respondents were asked how often they are involved in different activities (Table 4.2). Most 
frequent leisure activity among the respondents is walking at the city centre. More than half of 
the respondents (56 percent) are involved in walking at the city centre at least once a week, 
and those working in knowledge intensive industries a bit more often than those working in 
creative industries. Excursions in parks or other green areas outside the city centre are also 
very important to the respondents: more than two fifths of the respondents are involved in 
these kinds of excursions at least once a week. Half of the respondents go to parks at least 
once a week. The difference between knowledge-intensive and creative industries is not 
significant in this matter.  

 
Figure 4.2 – How often the respondents are involved in the following activities  
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The second most important leisure time activity for the respondents is visiting friends. Even if 
this is not done on a daily basis, but almost 40 percent of the respondents visit their friends 
weekly. Other forms of going out are much less popular. Only 9 percent of the respondents go 
to pubs or movies on weekly basis. One third of the respondents (varying from 64 of creative 
graduates to 28 of knowledge graduates) never go to a nightclub. There is really no difference 
in terms of the living location. The ones living outside the city act about the same as the ones 
living in the city centre. Two fifths of the respondents eat at restaurants at least once a week 
and those in knowledge-intensive industries more often than those in creative industries. Half 
of the ones living in the city centre eat out at least once a week. A similar number of the 
respondents visit their friends weekly. However, going to movies, theatres, pubs, museums or 
galleries is something that almost every respondent does sometimes, but these kinds of 
activities are not done on a regular basis. There is a small group among the creative workers 
(9%) that never visits museums or galleries. 

Participating in political or religious activities is not all common among those surveyed. 
About 80 percent of those surveyed never participate in religious activities. A similar share of 
respondents never takes part in political activities. Even if many of the respondents are 
sometimes active in community work or neighbourhood activities (40%), less than one in ten 
respondents are involved on the weekly basis. At the same time half of those surveyed never 
participate on those activities.  

All in all it is clear that the creative knowledge workers in Helsinki rather spend their free 
time outdoors in green areas and with friends, instead of consuming cultural activities that 
much. Walking in the city centre is common recreation, and the respondents eat out fairly 
often, but other than that, the city centre and its cultural amenities is not used weekly. 
However, nearly all sometimes go to the movies or theatre, the pub or a museum.  

The respondents are quite satisfied with leisure activities that are offered in the metropolitan 
area (Table 4.14). There are not significant differences when the knowledge intensive and 
creative industries are compared. On a scale of 1-5 (1 being very dissatisfied and 5 very 
satisfied) quality of shopping areas gets the best mean value (4.00). In addition, the quality of 
cinemas, quality and range of art galleries, museums and restaurants score high in the survey. 
The biggest differences concerning the two segments, knowledge intensive and creative, are 
in reference to galleries, museums, pubs and restaurants, for which those who work in 
knowledge-intensive industries give somewhat better grades than those in the creative 
industries. On the other hand, respondents from knowledge intensive industries are not as 
satisfied with the architecture of the city as the creative workers.  
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Table 4.14 – Satisfaction with leisure activities in Metropolitan Helsinki (%) 
  Very 

satisfied 
Satisfied Neither Dis-

satisfied 
Very 

dissatisfied 
Don't 
know 

Total 

Quality of public spaces 6 58 29 6 2 0 100 
Quality of sport facilities 4 43 35 3 0 15 100 
Quality and range of festival 
events and cultural activities 

13 52 26 1 0 8 100 

Quality and range of art 
galleries/museums 

18 54 20 2 7 0 100 

Quality and range of restaurants 19 59 17 3 0 2 100 
Quality of pubs 11 44 29 4 2 11 100 
Quality of cinema's 16 60 16 4 0 3 100 
Quality of shopping areas 22 56 16 3 3 0 100 
Architecture of city/relevant 
monuments 

7 52 31 8 1 0 100 

Number of associations/ 
organisations for social activities 

7 23 43 0 27 0 100 

Source: Own survey 2007 

 
Among public services the quality of transport system gets the best scores (Table 4.15). 73 
percent of the respondents are satisfied with the transportation system in Metropolitan 
Helsinki. However, when examined more in detail, major differences appear. Within the 
actual city centre of Helsinki transport (understood as the fluency of traffic) is seen as quite 
dissatisfactory. Almost half (45 %) of the respondents is dissatisfied with the transport within 
the city. Even the connections to the rapidly growing peripheries are seen more satisfying. 
Maybe somewhat surprising is also the dissatisfaction towards health services. Even if it has 
been quite topical issue in Finnish public debate during last year or so (related to the fast 
ageing of Finnish population) the share of dissatisfied people is quite high. One third of the 
respondents are either dissatisfied or even very dissatisfied with that public service.  

 
Table 4.15 – Satisfaction with public services in Metropolitan Helsinki (%) 
  Very 

satisfied 
Satisfied Neither Dis-

satisfied 
Very 

dissatisfied 
Don't 
know 

Total 

Quality of City's transport 
system 

15 58 15 6 4 3 100 

Transport within the city 3 18 33 35 10 1 100 
Connectivity between city 
and periphery 

5 48 27 16 1 3 100 

Safety on streets 4 52 27 14 3 1 100 
Police services 4 42 40 4 1 10 100 
Number of bicycle lanes 6 39 32 17 3 4 100 
Quality of tourist 
attractions 

3 37 42 3 0 15 100 

Social security 5 41 34 9 0 10 100 
Health services 1 35 30 24 7 3 100 
Source: Own survey 2007 

 
The workers in the knowledge intensive industries are clearly more satisfied with the public 
services that are offered in the metropolitan area than those in creative industries. On a scale 
of 1-5 (1 being very dissatisfied and 5 very satisfied) quality of transport systems gets the best 
mean (3.76, n=all respondents). 
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Environmental aspects yield relatively high satisfaction rates as well. The quality of water and 
the garbage/waste collection is seen as particularly good. There is some dissatisfaction 
concerning traffic congestion and availability of parking space.  

 
Table 4.16 – Rating of environmental aspects of the city (%) 
  Very 

good 
Good Average Poor Very 

poor 
Don't 
know 

Total 

Pavement condition of city 
streets & sidewalks 

4 37 51 6 1 0 100 

Condition/cleanliness of city 
streets & sidewalks 

2 40 45 11 1 0 100 

Recycling collection services 4 36 37 16 4 5 100 
Quality of drinking water 45 45 7 2 0 0 100 
Garbage/waste collection 13 66 19 2 0 0 100 
Cleanliness of facilities in city 
parks 

2 46 43 7 1 0 100 

Traffic congestion 1 19 46 26 7 0 100 
Availability of parking space 1 15 33 34 10 6 100 
Availability of bicycle lanes 2 28 41 21 3 5 100 
Noise pollution 1 15 60 18 4 2 100 
Air pollution 1 21 55 19 3 1 100 
Quality of playgrounds of city 1 27 36 8 0 28 100 

Source: Own survey 2007 

 
All in all, Helsinki’s knowledge workers are generally satisfied with the city, particularly the 
leisure activities. The respondents are however less content with public services, particularly 
health services and transport related issues, such as transport within the city, traffic 
congestion, availability of parking space and bicycle lanes.  

4.3 Concerns in Metropolitan Helsinki 

There seems to be one worry above all among the respondents - affordable housing. Almost 9 
out of ten respondents are worried about this issue (Table 4.17). This is an equally big 
concern in both target groups, the knowledge intensive and creative industries. On a scale of 
1-5 (1 being not worried at all and 5 very worried) the availability of affordable housing gets 
a mean value of 4.31.  

After the housing costs, the second major set of worries relate to the social environment, 
particularly antisocial behaviour or safety issues. About half of the respondents are worried 
about crime, safety and anti-social behaviour in the region. Very closely related is also the 
worry about homelessness. Also traffic and air pollution get a mean bigger than 3.5 – 
meaning that the respondents are somewhat worried also about these issues. On the other 
hand, people do not worry much about demonstrations on public spaces, availability of jobs or 
public transportation or recreation for children in the metropolitan area. Demonstrations are 
not very visible of frequent in the area, and the situation with the other issues seems quite 
good.  
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Table 4.17 – How worried are you about the following issues in Metropolitan Helsinki? (%) 
  Very 

worried 
Somewhat 

worried 
Not 

particularly 
worried 

Not 
worried 

Not 
worried 

at all 

Don't 
know 

Total 

Amount of crime in city 4 50 36 7 2 0 100 

Safety 3 45 39 11 3 0 100 

Availability of 
recreation for teenagers 

5 43 26 13 2 10 100 

Availability of 
affordable housing 

48 36 12 2 0 2 100 

Availability of 
recreation for seniors 

6 23 30 15 4 23 100 

Availability of jobs 4 20 41 25 7 2 100 

Availability of public 
transportation 

1 19 41 32 6 1 100 

Availability of 
recreation for children 

0 23 34 21 6 15 100 

Amount of graffiti 8 32 33 16 8 1 100 

Drug problems 27 51 14 4 1 3 100 

Homelessness 12 50 25 7 2 3 100 

Aggressive/anti-social 
behavior 

14 58 20 6 1 0 100 

Prostitution on streets 5 29 37 16 9 4 100 

Traffic 11 43 37 6 3 0 100 

Air pollution 14 55 25 5 2 0 100 

Demonstrations on 
public spaces 

0 4 31 32 30 4 100 

Source: Own survey 2007 

 
As seen above, housing costs seem to be a big problem in the metropolitan area. Almost every 
respondent thinks that housing is expensive and 70 percent of the respondents think that 
housing costs are very expensive in this region (Figure 4.3). Small differences emerge 
according to subgroup (Table 4.7.). A larger share of respondents from the creative industries 
compared to the knowledge sector consider the housing costs as very expensive. Joint by the 
notion of very expensive housing costs is the feeling that also the costs of basic services 
related to housing are expensive. Almost 60 percent of the high-skilled workers feel that basic 
service costs in this respect are high, about one third of those think that they are very 
expensive. In addition, the general cost of living is considered to be expensive or very high 
(on a scale of 1 to 5, where 1 is very cheap and 5 very expensive, the general cost of living 
gets a mean of 4.00).  
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Figure 4.3 – Costs of living in Metropolitan Helsinki (%) 
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Interestingly there is no relationship between income and how expensive housing is 
perceived. All income groups feel that housing is expensive.  

4.4 Transportation in the metropolitan area 

This sub-chapter concentrates on the transportation and transport-concerned experiences of 
the respondents in the metropolitan area. The main mode of transport for the respondents is 
distinctly a private car: a little over half of the respondents state that the main mode of 
transport is a car. A relatively bigger part of those working in creative industries tells that a 
car is their main mode of transport when compared to those working in knowledge-intensive 
industries. 15 percent of the respondents use mainly bus and those in the knowledge-intensive 
industries more often than those in creative industries. For the second family member (who 
most commonly is the respondent’s partner) the main mode of transport is most often a 
private car. For the third family member (usually a child) the main mode of transport is 
walking (17 percent), bus (15 percent) or a private car (12 percent). 

Nearly 30 percent of respondents use public transport at least five days a week but, on the 
other hand, 6 percent never use it. Relatively more respondents in knowledge-intensive 
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industries use public transport (39 percent use it at least five days a week) than those in 
creative industries. 13 percent of the respondents in creative industries never use public 
transport. 

One third of the respondents declare that it takes 15 to 29 minutes to travel to work. 28 
percent estimate that it takes 30 to 44 minutes and 12 percent say it takes 45 to 59 minutes. 
There is a difference between respondents from knowledge-intensive and creative industries: 
One tenth of those working in creative industries work from home whereas those in 
knowledge-intensive industries do not typically work from home. Of all the creative graduates 
that took part in the survey, every sixth works from home. 

There is not a typical length of journey to work. Every fourth respondent tells the trip (one-
way) is something between 15 and 29 kilometres. For every fifth respondent the length is 
between 5 to 9 kilometres and to an almost similar number of respondents it is 10 to 14 
kilometres. 

In 55 percent of the respondents’ households there is one car and in one third there are two 
cars. Every tenth household does not have any car. In car ownership-related issues there are 
not any significant differences between respondents from knowledge-intensive and creative 
industries.  

4.5 Tolerance in Metropolitan Helsinki 

One of the most novel concepts Richard Florida introduced when studying the Creative Class, 
is the significance of tolerance. According to Florida (2002), tolerance is crucial for a region 
to attract creative talent. He has found that tolerance is closely associated with economic 
growth and innovation. His hypothesis is that creative people, the talent, prefers places that 
are culturally diverse and has an open-minded climate. So, is this the case also for the creative 
knowledge workers in Helsinki? Do they think Metropolitan Helsinki is a tolerant region? In 
our survey, we have asked a few questions about tolerance, which we will have a look at in 
the following.  

The opinions concerning the tolerance is presented in Figure 4.4. It is not very easy to draw 
any conclusions out of the results. It is expected that in Helsinki attitudes against visible 
minorities are perhaps the most negative, whereas the city is perceived as being relatively 
tolerant towards foreigners in general. There are however those (16 percent) who feel 
Helsinki is not at all welcoming even towards people from foreign countries in general. The 
quite important question in relation to the future of this region (with 100 000 more 
immigrants by the year 2025) is the question of this region being welcoming to visible 
minorities. 30 percent of the respondents disagree with this quite crucial dimension of 
tolerance. Opinions towards the gay and lesbian minorities are generally quite positive. On a 
national scale, gays and lesbians tend to move to Helsinki because of its open minded 
attitudes, at least compared to more peripheral parts of Finland.  
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Figure 4.4 – Opinions on tolerance 
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Source: Own survey 2007 

 
Slightly surprising, but maybe cultural, is also the result that one third of the population thinks 
that this city is a place with tensions between different income groups. Even if the income 
differences in Finland and Helsinki region are still relatively modest from an international 
perspective, there has been slight increase in differentiation. The top decile has increased its 
difference from the rest, and this has been a new phenomenon. For decades the income 
differences have been diminishing, and now some difference emerges. The group that stands 
out in this respect is the creative graduates, of whom as many as 64 percent agree with the 
statement that there are tensions between income groups in Metropolitan Helsinki (Table 
4.17). The other groups do not feel nearly as strongly about this issue, on the contrary, 30-40 
percent of the respondents in the other groups disagree with the statement altogether.  

 
Table 4.17 – Opinions on tension between income groups (%) 
  Strongly 

agree 
Agree Neither Disagree Strongly 

disagree 
Don't 
know 

TOTAL 

Creative workers 5 31 31 29 2 2 100 
Creative graduates 24 40 24 4 4 4 100 
Knowledge workers 8 19 29 36 7 2 100 
Knowledge graduates 0 24 36 36 4 0 100 
Creative workers 7 26 30 30 4 2 100 

Source: Own survey 2007 

 
The results on the tolerance level in Metropolitan Helsinki are somewhat ambiguous, but 
suggest that some people perceive Helsinki as a tolerant city, others do not. It is reasonable to 
think that in Finland, Helsinki is as tolerant as any city can be, while from an international 
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perspective the city might not be seen as particularly open-minded. So the answers depend on 
what you compare with. It will be interesting to explore this issue when interviewing the 
international migrants in future stages of the ACRE project.  

4.6 The overall satisfaction with Metropolitan Helsinki 

To sum up the part on satisfaction on Metropolitan Helsinki, we will look at some questions 
regarding the overall satisfaction of the city and the quality of life. At first look, the creative 
knowledge workers in Helsinki seem satisfied overall with the city. Most, almost 60 percent, 
also are quite satisfied. Nevertheless, 26 percent are relatively neutral in their views on 
satisfaction, and as many as 15 percent clearly dissatisfied, which might be considered a 
relatively high share (Figure 4.5).  

 
Figure 4.5 – Overall satisfaction with city, classified into categories 

 

Source: Own survey 2007 

 
Regarding quality of life the results are similar. 38 percent of the respondents think that the 
quality of life in the metropolitan area has stayed the same during the last five years, and 36 
percent even feel it is has gotten better. Nevertheless, quite strikingly, 22 percent of the 
creative knowledge workers think that the quality of life has gotten worse in the last five years 
(Figure 4.6). This result is important to keep in mind when considering the attractiveness of 
the region. What is it that has made these people think that the quality of life has gone down? 
In the open ended answers the main reasons they stated were that the rising costs of living in 
the Metropolitan Area, particularly for housing, made their lives much harder. Some of the 
respondents said that even with high incomes, they cannot afford the type of house they 
would like for the family, and have to live crammed in a too small apartment. Many would 
have liked to live in another residential area.  
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Figure 4.6 – Has quality of life in this city improved, stayed the same or gotten worse? 

 

Source: Own survey, 2007 

 
When looking at the results of the overall satisfaction levels and the opinions on quality of life 
in Helsinki, not much difference is seen between the subgroups, with one exception (Table 
4.18 and 4.19). The creative graduates again demonstrate a slightly different profile. They are 
generally speaking more satisfied, and have the highest share of respondents who think that 
quality of life has improved. This “highly creative” group consist of somewhat younger 
respondents, which could explain some of the difference, as it seems that dissatisfaction 
increases with age.  

 
Table 4.18 – Overall satisfaction with city on a scale from 1 (best) to 10 (worst)  
according to subgroup (%) 
    Creative 

workers 
creative 

graduates 
knowledge 

workers 
knowledge 
graduates 

Total 
sample 

Very satisfied 1 9 12 9 16 10 
 2 18 40 17 28 21 
 3 28 36 29 20 28 
 4 16 4 14 8 13 
 5 3 4 1 0 2 
 6 5 0 7 4 5 
 7 5 0 6 12 5 
 8 13 4 13 8 11 
 9 3 0 4 4 4 
Very dissatisfied 10 0 0 0 0 0 
TOTAL   100 100 100 100 100 
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Table 4.19 – Has quality of life in this city improved or stayed the same? Answers according to target 
groups (%) 
  Creative 

workers 
Creative 

graduates 
Knowledge 

workers 
Knowledge 
graduates 

Total 

Improved 29 52 39 32 36 
Stayed the same 39 24 40 40 38 
Gotten worse 25 20 20 20 22 
Don’t know 7 4 1 8 4 
  100 100 100 100 100 
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5 SATISFACTION WITH WORK AND WORK ENVIRONMENT 

This chapter investigates how satisfied the respondents are with various aspects of work and 
their workplace. A general assumption is that creative (knowledge) workers are highly mobile 
in their professional assignments. Another hypothesis is that creative workers are more 
satisfied with their working conditions than knowledge workers, but they have more often 
assigned to temporary contracts or they are self employed than for knowledge workers. Next 
we will look at the opinions of Helsinki’s creative knowledge workers, and their work 
characteristics. 

In general, the respondents are quite satisfied with their jobs. About 82 percent of the 
respondents are satisfied or very satisfied with their job. Only six percent of the workers were 
dissatisfied with their job. In general, the creative knowledge workers in Metropolitan 
Helsinki are particularly happy with the scope of using their own initiatives in their job, with 
the amount of influence they have over their job, the intellectually stimulating aspect of the 
job and the friendliness of the working environment. Respondents were the least satisfied with 
their salaries and prospects for career advancement (Figure 5.1). 
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Figure 5.1 – Satisfaction with job related aspects 
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Source: Own survey 2007 

 
There are, however, some differences between the different subgroups in the sample. Those 
who work in knowledge intensive industries are somewhat more satisfied than those working 
in creative industries with the ability to meet and network with professionals from the same 
field, with the training they receive in their job and the amount of holiday time/paid leave in 
their work. Respondents from the subgroup of knowledge workers were also more satisfied 
with job security than the other groups, including also knowledge graduates.  

The respondents from the creative industries on the other hand, were visibly more satisfied 
with the amount of influence they have over their job. The creative graduates were also 
particularly happy with the friendliness of the working environment and the sense of 
achievement they get from their work. In addition, the overall satisfaction with the job is 
particularly high among the creative graduates.  

Generally speaking then, it seems as the respondents from knowledge intensive sectors are the 
most content with “hard” factors at work, whereas those from the creative sectors are more 
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satisfied with “soft” factors regarding their work and work environment. However, as we can 
see, there are exceptions to the rule. In addition, it must be noted that the differences between 
the groups are not exceptionally large.  

 
Table 5.1 – Satisfaction with job related aspects according to target groups (%) 

Source: Own survey 2007 

Income levels play a part in the level of satisfaction with the respondents’ job, although it is 
perhaps not as important as expected. High income respondents are somewhat more satisfied 
with their jobs. More than 90 percent of those with household incomes of more than 6,000 
euros are satisfied or very satisfied with their jobs (Table 5.2). The corresponding figure for 
the whole sample is 84 percent, and for the lowest income group (less than 2,000 euros) 75 

    Creative 
workers 

Creative 
graduates 

Knowledge 
workers 

Knowledge 
graduates 

Total 
sample 

Satisfied 72 84 76 76 75 Sense of achievement you get 
from your work Neither 16 8 16 12 15 
 Dissatisfied 11 8 9 12 10 

Satisfied 77 80 72 60 74 Amount of influence you have 
over your job Neither 17 12 23 28 20 
 Dissatisfied 6 8 4 12 6 
The facilities in the workplace Satisfied 64 56 74 76 69 
 Neither 22 20 14 8 17 
 Dissatisfied 14 24 11 16 14 

Satisfied 79 96 77 80 80 The friendliness of the working 
environment Neither 17 0 21 16 17 
 Dissatisfied 3 4 2 4 3 
The training you receive Satisfied 54 48 74 60 62 
 Neither 33 28 22 20 27 
 Dissatisfied 13 20 3 20 11 
The amount of pay you receive Satisfied 44 44 56 44 48 
 Neither 38 28 26 24 30 
 Dissatisfied 18 28 19 32 21 

Satisfied 44 44 77 68 59 The amount of holiday time/paid 
leave Neither 33 24 14 24 24 
 Dissatisfied 23 32 8 8 16 
Your job security Satisfied 57 52 80 52 65 
 Neither 31 24 14 20 22 
 Dissatisfied 11 20 6 28 12 

Satisfied 46 44 50 40 47 Prospects for career 
advancement Neither 43 36 36 40 39 
 Dissatisfied 11 16 13 20 14 

Satisfied 48 60 59 60 55 The ability to balance your 
professional & personal life Neither 28 16 23 20 24 
 Dissatisfied 23 24 18 20 21 

Satisfied 60 64 81 84 71 
Neither 33 28 16 12 23 

Ability to meet & network with 
professionals from your same 
field Dissatisfied 6 8 3 4 5 
Overall satisfaction with job Satisfied 78 92 86 76 82 
 Neither 17 0 8 16 11 
  Dissatisfied 5 8 7 8 6 
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percent. However, it is worth noting that none of the respondents with lowest income 
(household incomes of 2,000 or less) were dissatisfied with their jobs.  

 
Table 5.2 – Overall satisfaction with job according to monthly household income level (%) 
 > 2,000 2,000-

3,999 
4,000-
5,999 

6,000 or 
more 

Total 
sample 

Very satisfied 19 26 12 36 22 
Satisfied 56 57 71 55 62 
Neither 25 10 11 6 11 
Dissatisfied 0 6 7 3 5 
Very dissatisfied 0 1 0 0 1 

Source: Own survey 2007 

 
Figure 5.2 – Expected time to remain working in the current company/organisation 
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Source: Own survey 2007 

 
Creative knowledge workers are assumed to be mobile in their professional career. This 
certainly holds true for the workers in Metropolitan Helsinki. Many respondents want to 
change their workplace in the near future (Figure 5.2). Almost half of the participants in the 
survey want to leave their job in the next five year; the majority of them from one to three 
years from now.  

According to major subgroup, some differences stand out (Table 5.3). Respondents from the 
knowledge intensive sector have plans to stay longer at their current workplace than those 
from the creative sector. In addition, the respondents in the creative industries feel more 
uncertain about their future intensions in the current company/organisation; 27 percent don’t 
know how long they will remain compared to 11 percent in the knowledge intensive sector.  
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Table 5.3 – Time expected to remain in the same workplace, creative/knowledge industries (%) 
  Creative Knowledge Total sample 

Less than 1 year 7 8 7 
1-5 years 37 43 40 
More than 5 years 29 37 33 
Don't know 27 11 19 

Source: Own survey 2007 

 
The most important reasons for a respondent to leave the company (if expected to leave) is to 
seek a more interesting job and to seek a better pay. For creative workers important is also to 
find a less stressful job. The knowledge graduates are most likely to leave the company, and 
their reasons are more than for the other subgroups associated with getting a more interesting 
job with a better salary.  

 
Table 5.4 – Reasons for leaving current job according to subgroup (%) 
  Creative 

workers 
Creative 

graduates 
Knowledge 

workers 
Knowledge 
graduates 

Total 
sample 

To seek a more interesting job 21 24 19 32 22 
To seek better pay 20 20 24 36 23 
To seek a less stressful job 18 12 10 8 13 
To seek better conditions 6 20 6 20 9 
My work contract will be over 6 0 3 12 5 
I am moving out of this city 3 4 6 0 4 
I am leaving the country 5 12 4 8 6 
Other reasons for leaving the current 
company 

14 4 8 4 9 

Not expecting to leave the company 54 52 60 40 55 

Source: Own survey 2007 

 
In our sample, commuting distance had no significant influence on job satisfaction. Neither 
did the hours the respondents worked.  
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6 SATISFACTION WITH NEIGHBOURHOOD 
AND LIVING ENVIRONMENTS 

In this chapter, we will examine how satisfied the creative knowledge workers are with the 
neighbourhood and the dwelling in which they live in, and what prompted them to move to 
their current homes. What are the most important things these people take into consideration 
when choosing a particular place of residence? We are once again principally interested in the 
role of “soft” and “hard” location factors. In addition, we will focus on whether there are any 
differences between creative and knowledge workers in how they value their neighbourhood 
and choose where to live.  

6.1 Satisfaction with various aspects of life in the neighbourhood 

All in all, it seems as the creative knowledge workers in Metropolitan Helsinki are very 
content with their area of living; 98 percent of the respondents are satisfied or very satisfied 
with the overall quality of life in their neighbourhood (Figure 6.1). Also, in 97 percent of all 
the cases in the sample, the neighbourhood has lived up to the respondents’ expectations. 
Good satisfaction scores are also given to factors like personal safety, level of traffic noise 
and pollution, the appearance of the neighbourhood, access to commercial facilities and 
access to public spaces. The aspect of life that the respondents are the least satisfied with was 
the provision of childcare.  
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Figure 6.1 – Satisfaction with aspects of life in area of living 
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It is worth noting that the respondents are more content with their neighbourhood than with 
the city as a whole. It is interesting also how people show concern about various issues on the 
city level, such as about personal safely, antisocial behaviour, drugs and so on, but still 
consider their own neighbourhood as being safe. We have to remember however, that the 
respondents to a large extent consist of better-off people, who have been able to choose where 
they live. Thus, they probably live in the most attractive neighbourhoods, which to a certain 
extent could explain the high levels of satisfaction. 

When analysing the level of satisfaction with neighbourhood, no striking differences are 
found between the target groups. The creative graduates are somewhat more satisfied than the 
other groups with nearness to employment, access to commercial facilities and public 
transport, and also less satisfied with the level of pollution. Differences in these particular 
aspects are most likely due to the fact that creative graduates more often live in the centre of 
the city.  
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Table 6.1 – Satisfaction with aspects related to area of living according to target group (%) 

    Creative 
workers 

Creative 
graduates 

Knowledge 
workers 

Knowledge 
graduates 

Total 
sample 

Satisfied 67 88 67 72 70 Nearness to 
employment 

Neither 15 8 22 12 17 
 Dissatisfied 18 4 11 16 14 

Personal safety Satisfied 95 100 97 100 97 
 Neither 3 0 3 0 3 
 Dissatisfied 1 0 0 0 0 
Level of traffic noise Satisfied 80 76 81 76 80 
 Neither 17 24 16 20 18 
 Dissatisfied 2 0 3 4 3 
Level of pollution Satisfied 75 64 81 76 76 
 Neither 21 28 17 20 20 
 Dissatisfied 5 8 2 4 4 

Satisfied 59 68 62 72 63 The provision of 
childcare 

Neither 6 4 3 4 4 
 Dissatisfied 36 28 34 24 33 

Satisfied 69 76 61 64 66 The provision of 
healthcare facilities 

Neither 14 20 28 24 21 
 Dissatisfied 17 4 11 12 13 

Satisfied 71 84 76 68 74 

Neither 13 8 16 24 15 

The level of social 
interaction between 
neighbours 

Dissatisfied 16 8 9 8 11 

Satisfied 85 84 87 92 86 Appearance of the 
neighbourhood 

Neither 10 16 12 4 11 
 Dissatisfied 5 0 1 4 3 

Satisfied 86 96 81 88 85 Access to 
commercial facilities 

Neither 11 0 13 12 11 
 Dissatisfied 2 4 6 0 4 

Satisfied 86 92 93 88 90 Access to public 
spaces 

Neither 9 0 3 12 6 
 Dissatisfied 5 8 3 0 4 

Satisfied 66 88 84 72 76 Access to public 
transport 

Neither 17 4 10 24 14 
 Dissatisfied 17 8 6 4 10 

Satisfied 99 96 99 96 98 Overall quality of life 
in neighbourhood  

Neither 1 4 1 4 2 

Source: Own survey 2007 
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Table 6.2 – Satisfaction with aspects related to area of living according to location of home (%) 
    Centre of 

city 
Outside 
centre 

Total 
sample 

Nearness to employment Satisfied 87 62 69 
 Neither 10 20 17 
 Dissatisfied 3 18 14 
Personal safety Satisfied 96 97 97 
 Neither 4 2 3 
 Dissatisfied 0 1 0 
Level of traffic noise Satisfied 75 82 80 
 Neither 22 15 18 
 Dissatisfied 3 3 3 
Level of pollution Satisfied 58 83 76 
 Neither 34 14 20 
 Dissatisfied 7 3 4 
The provision of childcare Satisfied 52 66 62 
 Neither 4 5 5 
 Dissatisfied 43 29 33 
The provision of healthcare facilities Satisfied 64 66 65 
 Neither 19 23 22 
 Dissatisfied 16 12 13 

Satisfied 61 79 73 The level of social interaction between 
neighbours Neither 18 14 15 
 Dissatisfied 21 8 12 
Appearance of the neighbourhood Satisfied 75 91 86 
 Neither 21 7 11 
 Dissatisfied 4 2 3 
Access to commercial facilities Satisfied 88 84 85 
 Neither 6 14 11 
 Dissatisfied 6 3 4 
Access to public spaces Satisfied 94 88 90 
 Neither 6 6 6 
 Dissatisfied 0 6 4 
Access to public transport Satisfied 94 68 76 
 Neither 3 18 14 
 Dissatisfied 3 14 10 
Overall quality of life in neighbourhood Satisfied 99 98 98 
  Neither 1 2 2 
Source: Own survey 2007 

 
Consequently, when crosstabulating the questions on various aspects of satisfaction with the 
location of home, larger distinctions stand out (Table 6.2.). As expected, respondents that live 
in the centre are more content with the public transportation and nearness to work and 
commercial facilities. Further, they are not as happy as the people living outside the core city 
with childcare and pollution levels.  

6.2 Important factors in residential choice  

The Creative Class theory assumes that creative knowledge workers have different residential 
preferences than other workers. Once again, the hypothesis is that soft factors are important 
for choosing a place to stay. Also, creative workers and knowledge workers are thought to 
differ in their preferences, which would reflect their different lifestyles. We will now see if 
this is the case for the creative knowledge workers in Metropolitan Helsinki. 
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The respondents were asked to rate given factors according to the level of importance of these 
factors in the respondent’s decision to move to the current residence (Figure 6.2.). As always 
in these kind of surveys, at least in Finland, the characteristics of the dwelling always come 
first, most importantly its size and cost. These are the clearly most dominant factors for 
choosing a home. After those factors, both hard and soft factors come in. Hard location 
factors, such as closeness to services and public transport are considered important for about 
60 percent of the respondents. Interestingly, soft conditions also seem significant, particularly 
the neighbourhood atmosphere and the availability of private open space.  

Factors like nearness to entertainment and leisure facilities are almost meaningless when 
choosing where to live. For Helsinki’s creative knowledge workers in general, closeness to 
city centre is not important at all.  

 
Figure 6.2 –The importance of the following factors on the decision to move to the current place of 
living (%) 
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When comparing the different target groups, the importance of these factors are quite similar 
to all. No clear distinctions are found between the views of respondents from creative 
industries versus respondents from knowledge intensive industries. However, the two groups 
of graduates have different values compared to the workers concerning certain soft location 
factors; quality of surrounding neighbourhood, closeness to public open spaces and the 
neighbourhood atmosphere. When comparing the two graduates’ groups, the creative 
graduates appreciate the proximity to public transport more than knowledge graduates. This 
can be attributed to the fact that they, as mentioned, to a greater extent live in the city centre.  

 

Table 6.3 – The importance of different factors on residential choice according to target groups (%)  
    Creative 

workers 
Creative 

graduates 
Knowledge 

workers 
Knowledge 
graduates 

Total 
sample 

important 51 50 60 58 55 Distance from home to 
work unimportant 49 50 40 42 45 
Cost of dwelling important 67 60 61 71 64 
 unimportant 33 40 39 29 36 
Size of dwelling important 83 84 88 88 85 
 unimportant 17 16 12 13 15 

important 69 68 65 75 68 Availability of private 
open space unimportant 31 32 35 25 32 

important 34 40 38 42 37 Proximity to 
family/friends unimportant 66 60 62 58 63 

important 68 64 64 58 65 Closeness to 
services/facilities unimportant 32 36 36 42 35 

important 56 76 61 54 60 Proximity to public 
transport unimportant 44 24 39 46 40 

important 54 48 48 50 51 Proximity to major 
roads/highways unimportant 46 52 52 50 49 

important 11 4 6 13 8 Nearness to 
pubs/nightclubs unimportant 89 96 94 88 92 

important 42 44 45 33 42 Closeness to city 
centre unimportant 58 56 55 67 58 

important 23 27 25 21 24 Proximity to good 
quality schools unimportant 77 73 75 79 76 

important 32 48 35 36 35 Availability of crèches 
unimportant 68 52 65 64 65 
important 33 40 44 38 39 Availability of leisure 

facilities unimportant 67 60 56 63 61 
important 39 56 40 58 43 Quality of surround-

ding neighbourhood unimportant 61 44 60 42 57 
important 40 60 42 58 45 Closeness to public 

open spaces unimportant 60 40 58 42 55 
important 70 80 69 79 71 The neighbour-hood 

atmosphere unimportant 30 20 31 21 29 
Source: Own survey 2007 
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7 SUMMARY AND CONCLUSIONS 

This study sheds light on the values and opinions of higher educated workers in creative and 
knowledge intensive industries in the Helsinki Metropolitan Area. The aim is to try to 
understand why these people live and work in Helsinki, and how satisfied they are with their 
city and their workplace. This will provide some insight into how attractive Helsinki is from 
the perspective of creative knowledge workers, which in turn will show what the city’s 
potential is to draw more talent into the region, as well as retain its current creative workforce.  

In Metropolitan Helsinki the workers in the creative and knowledge intensive industries are 
an important and relevant group to study. In these particular sectors economic growth has 
been notable, and they currently provide more than 30 percent of the jobs in the region. 
Richard Florida’s “creative class” approach has raised enormous interest and much debate in 
recent years, also in Finland. In Florida’s view, the competitiveness of a city is dependent on 
its ability to attract, retain and develop creative people. The firms will follow and establish 
themselves where the right workers are available (Florida, 2002; Florida & Tinagli, 2004). 
Many cities have already taken measures to adopt this view for their urban policies and 
development strategies. This study thus emphasises the drivers behind the location patterns of 
people, not firms.  

In this study we focus more closely on a few sectors of the creative and knowledge industries. 
Firstly, the creative workers have been selected from the fields of (1) advertising, (2) 
film/video/radio/TV activities and (3) software. The knowledge workers, on the other hand, 
are from the sectors (1) law, (2) finance and (3) R&D or higher education. Our third target 
group, the graduates, is occupied in both in the above sectors as well as in other fields, but 
still all work in the creative knowledge industries.  

The underlying assumption was that the creative and knowledge workers would have different 
residential preferences and values on what makes a city region attractive. This study shows 
however that in Metropolitan Helsinki they are actually quite similar, and can be considered 
as one group. Generally speaking, they are a high-skilled, well-educated group with high 
income levels, which certainly is reflected in their values and opinions on the city, their place 
of living, dwelling and work. Owning their home for instance is more a rule than exception. 
In Finland home ownership is widely considered as the most desired and esteemed way of 
living. Further, it seems as Helsinki’s creative knowledge workers often have the resources to 
choose their place of living and the most attractive neighbourhoods, which to a certain extent 
could explain the high levels of satisfaction observed in our survey results.  

Further, the respondents possess certain features that are attributed to creative knowledge 
workers, such as a desire to change their jobs at frequent intervals. Nevertheless, it looks as 
the workers are not nearly as mobile in respect to their place of living, and are fairly attached 
to place. Living close to their jobs is not considered that important; home is a more permanent 
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place than the workplace for the creative knowledge workers. This puts high expectations on 
movement within the city, as the distance to work is quite high. As we can see from relatively 
low levels of satisfaction with certain aspects of transportation (availability of parking space 
and bicycle lanes for example), these demands are not always met. Regarding their jobs, the 
creative knowledge workers in Helsinki are on the whole very satisfied with what they do, 
and feel that they have intellectually stimulating jobs with much room for own initiatives.  

However, as suggested in the theories on the creative class, there are certain differences in 
Helsinki in the characteristics of two target groups, the creative workers and the knowledge 
workers. The dissimilarities are found particularly in respect to their jobs. As expected, the 
persons occupied in the creative jobs are more often self-employed or free-lancers, or work in 
smaller companies. This explains why they are less content than knowledge workers with 
hard factors associated with work, such as the amount of holidays and training they receive 
and their job security. Additionally, the respondents from knowledge intensive sectors have 
higher incomes overall.  

Although in our study the differences between the creative workers and the knowledge 
workers were not as large as many theories would suggest, one of our target groups - the 
creative graduates- stands out as a special case in many regards. Due to the sampling 
strategies this group happened to consist of workers from “particularly" creative” fields, such 
as graphic, clothes, textile and interior design. In this study they demonstrate characteristics 
often associated with the creative class. The “highly creative” graduates have chosen inner-
city locations, are clearly more often self-employed or free-lancers, have more varied working 
days and are the most satisfied with their work. They also value the city being open minded 
and tolerant clearly more often than the rest of the surveyed. These features are not as visible 
among the creative workers in the fields we specifically selected for the study; advertising, 
film/video/radio/TV and software. However, the “highly creative” do not value other soft 
location factors more highly than the other target groups, so the result is not completely 
straightforward.  

One of our major results has to do with the importance of hard and soft factors for living in 
Metropolitan Helsinki. The assumption in the creative class approach is that the soft factors 
play an important role for creative and knowledge workers when they choose where to live 
and work. Soft factors such as cultural and leisure amenities as well as a tolerant atmosphere 
have been claimed as being crucial in attracting talent to a city (Florida, 2002). Our study 
shows however that for the creative knowledge workers in Helsinki the soft factors are not 
among the most important reasons to live in the city. Personal reasons related to family, 
friends, and being born in the region, as well as motivations connected to employment are 
unquestionably the principal factors when deciding where to live. Generally speaking then, if 
the creative knowledge workers who are not born in the region have come to Helsinki because 
of a particular job or the employment opportunities, or because of social relations. This result 
is very clear, and the importance of other factors are far behind. However, nearly 70 percent 
still mentions at least one soft factor when asked to rank four reasons for living in Helsinki, 
particularly in respect to the supply of leisure and entertainment activities, the quality and 
diversity of housing and built environment as well as tolerance. Soft factors are not among the 
factors ranked as the most important, but it appears as the workers are not indifferent to them, 



SUMMARY AND CONCLUSIONS 

 

 67

and they play some part in the decision to choose where to live. The people that have ranked a 
soft factor as the first or second most important reason do not stand out as a distinct segment 
that can be clearly characterised, although certain distinctive traits seem to emerge. The 
people who valued soft conditions the highest are somewhat more often women, central-city 
dwellers and from single households. In addition, they more often come from the creative 
graduates group or work in film/video/radio/TV activities or law.  

The workers’ satisfaction levels with Metropolitan Helsinki are very high overall. The city’s 
creative knowledge workers are particularly pleased with the offered leisure activities and 
amenities. Public services, on the other hand, raises more discontent, particularly health 
services and traffic related issues. Satisfaction with the neighbourhood is even higher, even 
strikingly high: not one of the respondents was dissatisfied with the quality of life in their 
neighbourhood.  

In Metropolitan Helsinki hard location factors are the most important when creative 
knowledge workers decide where they want to live. Two principal factors stand out above all; 
the size and cost of dwelling. The quality and price of the dwelling always come up in these 
types of surveys in Helsinki as the crucial ones when deciding where to move (e.g. Kortteinen 
et al, 2005). However, it is quite surprising that after those fairly evident motives, the next 
most important factors for residential choice are soft. Nearly 70 percent of the creative 
knowledge workers considered neighbourhood atmosphere and availability of private open 
space as important when they made the decision to move to their current neighbourhood. 
Thus it seems as the soft factors play a bigger part in the residential moves within 
Metropolitan Helsinki, than when moving to Helsinki from outside the Metropolitan Area.  

Consequently, our study suggests that for the creative knowledge workers in Metropolitan 
Helsinki the neighbourhood is a more important place than the city in general. The 
neighbourhood is also where softer location factors matter more, such as a good atmosphere. 
The neighbourhood of living seems to raise stronger opinions and yields higher satisfaction 
values than the city as a whole. Perhaps these people invest so much time and energy into 
work, that they value their home and home neighbourhood higher. The requirements of their 
demanding work seem to be reflected in their values. Individuality and sovereignty is much 
more important than before. People want to be able to influence and even control what goes 
on in their immediate surroundings. After a hard days work, creative knowledge workers want 
to go home to a peaceful and safe place. The city or the Metropolitan Region is more seen as 
remote entity, a provider of services, and does not raise that strong feeling of belonging.  

A major result of our study thus is that the creative knowledge workers in Helsinki do not 
seem to be the typical creative workers referred to in literature on the subject who are active 
consumers of cultural and leisure activities. Closeness to the entertainment and the city centre 
is not considered that important when people decide where to move. Instead, they value a 
comfortable and welcoming neighbourhood and spend their free time to a large extent at 
home in the suburbs, with friends and outdoors in parks or green areas. Naturally, there are 
individuals within the respondents who demonstrate more anticipated “creative class 
qualities”, particularly the “highly creative” workers’ group mentioned above.  



THE ATTRACTIVENESS OF THE METROPOLITAN REGION 
 

 68

The study raises one main concern above anything else – housing costs. Almost all of the 
creative knowledge workers surveyed think that housing is expensive and it worries them. 
What is particularly noteworthy is that over 20 percent of the respondents feel that the quality 
of life in Metropolitan Helsinki has gotten worse. The reason mentioned most frequently was 
the cost of housing. In Helsinki, housing costs consume a large chunk of people’s incomes, 
which leaves less money to other living costs. Many of the respondents feel that they have to 
live in too small apartments and cannot afford the cost of living in Helsinki, due to the high 
costs of housing and living in general in the city.  

Metropolitan Helsinki is a clear primate city in Finland, dominating the country’s economic, 
cultural and economic life, and the only metropolis in Finland. For cultural knowledge 
workers and firms it has been considered “the only” place to locate in. Despite the city’s 
leading position, there is no basis for complacency in Metropolitan Helsinki. There are many 
smaller competitive cities in the southern parts of Finland that have experienced growth in 
recent years, particularly in the field of ICT. These city regions are competing for the same 
people, and are likely to attract people that are unsatisfied with their living conditions in a big 
city, and want to live in a more affordable and peaceful setting. This study has shown that 
Metropolitan Helsinki despite its leading position has reason for concern. Surprisingly many 
creative knowledge workers are unhappy with their living conditions, housing in particular.  

This study thus suggests that attractive residential areas are important for pulling new creative 
knowledge workers into the city and keeping the old ones. Thus, when considering policy 
measures for Metropolitan Helsinki, the provision of good neighbourhoods and housing 
should be a major area of focus. Although right now it seems as the creative knowledge 
workers are relatively settled in Metropolitan Helsinki, they are however highly mobile in 
respect to their jobs. Therefore there is always a risk that they choose a job outside the 
metropolitan area, particularly if they cannot find or afford a good home in an attractive 
residential area in the region.  

Helsinki has frequently been ranked high in international comparisons of creative cities, and 
is considered to have a highly developed and competitive knowledge-based economy. 
Nevertheless it is still a very remote and relatively small city region with a cold climate, 
which makes it harder to attract talent from abroad. As only few respondents had other 
nationalities than Finnish, this study cannot answer the question of how attractive Helsinki is 
seen for international creative knowledge workers. 
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