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Abstract 
This thesis examines the relationship between place and creative people and industries. 

The shift from industrial economies to knowledge-driven economies has ushered in 

what some scholars refer to as the Creative Economy. At the heart of this new economy 

are the Creative Industries, which consist of people, creativity, skill and talent. These 

industries, which are creating more jobs and adding increased value to products and 

services, represent one of the largest and fastest growing sectors. In Sweden, the 

Creative Industries are increasingly being recognized as an important asset for global 

competitiveness and research reveals that 35% of Sweden’s employed are considered 

part of the so-called ‘Creative Class’: artists, researchers, managers and other related 

professionals. The research also reveals, however, that there is an uneven distribution of 

this talent pool throughout the country. As regional growth is of continual concern in 

Sweden, there has been an increased focus on the potential of the Creative Industries to 

stimulate development on the local and regional level. The municipality of Kalmar 

recognizes that its strong cultural institutions are among its greatest assets and they are 

working to integrate culture and cultural values into the city planning process in order to 

create an attractive environment. In addition, their recent establishment as a university 

town is considered to be of the utmost significance in their struggle to attract creative 

people and industries, and Linnaeus University is recognized as an important motor for 

regional development as well as a seedbed for innovation, research and new companies.   

 
Keywords: Creative Industries, Creative Class, Place, Regional Development, Linnaeus 

University 

 

Abstrakt 
Uppsatsen undersöker relationen mellan plats och kreativa människor och industrier. 

Övergången från industriella ekonomier till kunskapsdrivna ekonomier har inlett vad 

vissa forskare hänvisar till som den kreativa ekonomin. I hjärtat av denna nya kreativa 

ekonomi finns de kreativa näringarna som består av människor, kreativitet, skicklighet 

och talang. Dessa industrier, som skapar fler arbetstillfällen och lägger ökat värde till 

produkter och tjänster, utgör en av de största och snabbast växande branscherna. I 

Sverige ses de kreativa näringarna mer och mer som en viktig tillgång för den globala 

konkurrenskraften, och forskning visar att 35% av Sveriges anställda anses vara en del 

av den så kallade "kreativa klassen": konstnärer, forskare, företagsledare och andra 

relaterade yrkesgrupper. Forskningen visar dock att det finns en ojämn fördelning av 

denna talangpool. Eftersom den regionala tillväxten fortsätter att vara ett orosmoln i 

Sverige, har det skett en ökad fokusering på de möjligheter som de kreativa branscherna 

har för att stimulera utvecklingen på lokal och regional nivå. Kommunen Kalmar 

erkänner att dess starka kulturella institutioner är bland dess viktigaste tillgångar och  

arbetar för att integrera kultur och kulturella värden i stadens planering för att skapa en 

attraktiv miljö. Dessutom anses dess etablering som universitetsstad vara av största 

betydelse i kampen för att locka kreativa människor och industrier, och 

Linnéuniversitetet är erkänt som en viktig motor för regional utveckling samt en 

grogrund för innovation, forskning och nya företag. 

 
Nyckelord: Kreativa Näringar, Kreativ Klass, Plats, Regionalutveckling, Linnéuniversitetet  
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1. Introduction 

An important factor in economic geography is the distribution of talent or human capital 

(Florida 2002a.). A unique and growing sector within the economy is known as the 

Creative Industries. These industries, which consist of people, creativity, skill and 

talent, are creating more jobs and adding increased value to products and services within 

the Nordic region (Fleming 2007; Storvik 2007). The heart of the Creative Economy, 

the Creative Industries, represents one of the largest and fastest growing sectors (Bilton 

2007: xvi; Fleming 2007). 

 

For regions such as Sweden, the Creative Industries are increasingly being recognized 

as an important asset in the struggle for global economic competitiveness (Fleming 

2007). At both a national and regional level, many different types of creative strategies 

are being introduced in Nordic countries (Andersen et al. 2008). In Sweden, a transition 

is occurring in the economy toward an economic system where technological products, 

as well as creative, innovative services are prevalent. According to Tingali et al. (2007), 

35% of Sweden’s employed, work in creative types of jobs, making them part of what 

the authors call the ‘Creative Class’: artists, researchers, managers and other related 

professionals. Their research, however, reveals an uneven distribution of this 

transformation throughout the country, as 60% of all of Sweden’s ‘Creative Class’ are 

concentrated in Stockholm County, the Malmö-Lund region and the Gothenburg region 

in Västra Götaland County. This suggests that the more densely populated larger city-

regions can more easily attract creative talent and thereby develop the social and 

economic diversity necessary to sustain their growth (Tingali et al. 2007).  

 

In 2011, the Regional Council in Kalmar County (Regionförbundet) released a report 

based on their mapping of Kalmar County’s creative industries. The study signified the 

beginning of the investment in, and development of, the creative sector in Kalmar 

whose purpose is to increase the region’s growth and attractiveness (Regionförbundet 

2011).  Based on their research Tingali et al. (2007) consider Kalmar to have great 

potential for the future. The authors list Kalmar as an up-and-comer whose position is 

improving partially due to its university that can help enable the growth and 

development process.  
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1.1 Purpose 

The purpose of this thesis is to study the relationship between place and creative people 

and industries. The scope of the thesis will be limited with the help of the following 

questions: 

 

How significant are creative people and industries for the municipality of Kalmar? 

How can the municipality of Kalmar attract and support creative people and industries? 

How significant is Linnaeus University for attracting creative people and industries? 

 

2. Method 

This thesis used a qualitative research method with an interpretive approach to draw a 

descriptive picture of the relationship between place and creative people and industries. 

The qualitative method is appropriate for the research problem because people’s stories 

and experiences regarding the relationship between place and creative people and 

industries are interesting for the thesis. With the help of an interpretative approach it 

was possible to interpret and express the meaning in both the interview texts and the 

theoretical texts in order to better understand the relationship between place and creative 

people and industries. Grønmo (2006: 367) explains that interpretive studies strive to 

develop a holistic understanding of the situation being studied and to shed light on what 

meaning or significance the situation or events of society has. A holistic understanding 

and interpretation of meaning requires that the chosen objects of study are examined as 

parts of a larger social context, and that they are analyzed in the sense of that context. It 

is in just that specific context that the events appear as a whole and become meaningful 

(Grønmo 2006: 367).  

 

2.1 Selection 

The thesis is a case study that focuses on the municipality of Kalmar. A case study 

limits itself to just one object of study where the purpose is to create a holistic picture of 

the study object (Grønmo 2006: 96; Denscombe 2009: 60-61). Denscombe (2009: 60-

61) explains that case studies are used when the researcher wants, for example, to 

describe events or relationships that occur within the frame of reference of the case 

study. The purpose of a case study is to give a general picture of phenomena by 

examining specific examples (Denscombe 2009: 61). By studying the case of Kalmar, it 

is possible to draw conclusions for other Swedish municipalities that are dealing with 

the shift from an industrial based economy to a knowledge based economy, and that are 
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trying to attract and support creative people and industries as a way to stimulate 

regional development. 

 

Because the purpose of this thesis is to create a holistic picture of the relationship 

between place and creative people and industries, the interview respondents were 

strategically chosen. The purpose of studying the choice of individuals impacted by the 

research problem is to develop a holistic picture of the bigger group or the context made 

up by the individuals together. The choice was made based on an assessment of which 

individuals were most relevant and most interesting for the study (Grønmo 2006: 94).  

For this study, the following respondents were interviewed: Maria Agestam - 

Coordinator of Design and Culture – Regional Council for Kalmar County  

(Regionförbundet i Kalmar Län); Thore Berggren - Communications Manager in the 

Development Department - The Municipality of Kalmar’s City Management Office. 

Project member and co-author of Kalmar as a University Town 2020 

(Universitetsstaden Kalmar 2020); Thomas Davidsson - Head of Business Relations – 

Municipality of Kalmar; Lina Hultberg - Entrepreneur – owner-operator of 

HULTBERGMARTENS Graphic Design Bureau; Tove Martens - Entrepreneur – 

owner-operator of HULTBERGMARTENS Graphic Design Bureau; Bengt Skoog - 

Attractor – Destination Kalmar; and, Louise Östlund - Managing Director – Kalmar 

Science Park. Project member and co-author of Kalmar as a University Town 2020 

(Universitetsstaden Kalmar 2020). 

 

2.2 The interplay between theory and empirical data 

Relevant theory in the form of academic articles and books were used throughout the 

study process. Through a review of the theoretical literature before, during and after the 

collection of empirical data, I was able to continually increase my understanding of the 

problem. This also created the conditions to conduct good interviews since a well-

prepared researcher has a better chance of posing relevant questions and focusing on the 

most important things during the collection of empirical data (Grønmo 2006: 44; 163). 

  

2.3 The Collection of Empirical Data 

Interviews were conducted to gather empirical data for this study. As Kvale and 

Brinkmann (2009: 27) explain, qualitative research interviews attempt to understand the 

world from the perspective of the interviewee. Interview guides, that outlined the 
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important questions and themes that were interesting for the study, were prepared for 

each of the interviews. interviews were recorded on my computer with the permission of 

the interview respondents. Before the data was analyzed the recordings were 

transcribed, making the transcription the actual data (Grønmo 2006: 166). All of the 

interviews were conducted in Swedish. The transcriptions and the quoted material found 

in the thesis were translated into English by the author. 

 

2.4 Triangulation 

Triangulation means that one examines the same phenomenon, or research question, 

from more than one empirical source (Denscombe 2009: 184). Denscombe explains that 

the principle behind this is that by using different empirical sources the researcher can 

get a better understanding of the phenomenon being studied since she can observe it 

from different positions. With the help of triangulation the researcher has better control 

over the validity and relevance of the results (Bryman 2002: 656). By conducting 

multiple interviews I was able to get many different opinions and perspectives and 

thereby increase the validity of this study.  

 

2.5 Method Critique 
Because the research revealed the great significance of Linnaeus University in Kalmar’s 

relationship with creative people and industries, if I were to do the study over again I 

would certainly have conducted an interview with a representative from the university. 

In addition, had time and resources allowed, it would have been interesting to interview 

more of Kalmar’s ‘Creative Class’, especially those who has also attended Linnaeus 

University, as it surely would have contributed to the study.  

 

With the study of applicable literature in the form of scholarly articles, books and 

reports, and interviews with key people representing relevant stakeholders as a starting 

point, the relationship between place and creative people and industries in the 

municipality of Kalmar was studied. A presentation of the theoretical foundation on 

which this study is based now follows. 
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3. Contextual Introduction 

 

3.1 Knowledge economy   

Renewed globalization has meant that many of the world’s cities are in transition. The 

nature of these transitions differs from place to place. In Asia, for example, cities are 

growing, and in Europe, traditional manufacturing is disappearing and being replaced 

by service industries and intellectual capital (Landry 2000: xiii). The decline of the 

industrial production sector, which formerly had been the leader in growth, innovation 

and employment, ushered in what has varyingly been dubbed, the new economy, the 

information economy or the knowledge economy (Hall 2000; Storpor & Scott 2009). 

Creativity and knowledge have always been important factors in the economy where, 

for example, advanced capitalist economies have long stood on the building blocks of 

universities and high-tech manufacturing. The concept of the knowledge economy, 

however, goes further in that it captures the paradigm shift in which knowledge 

production deployed by companies to meet the changes in the structure of demand, 

make up a large part of economic activity (Work Foundation 2007). The knowledge 

economy is characterized by high-technology, innovation, digital production and 

communication, and is largely made up of design-, technology- and service sectors 

which has created a new division of labor where intellectual property and skills play an 

increasingly important role (Storpor & Scott 2009).  

 

4. Creative Economy 

According to Hall (2000), nations and cities have shifted from industrial economies to 

information economies and further into the so-called cultural economy. Florida (2002b.: 

4, 47), on the other hand, while he agrees that the advanced nations have experienced a 

shift towards information-based, knowledge-driven economies, argues that today’s 

economy is essentially a Creative Economy. He claims that the driving force behind our 

changing society is the increased importance of human creativity, and it is that human 

creativity that is the main element in our economy. In his book, The Rise of the Creative 

Class, Florida claims that creativity is now the most important commodity, and as the 

elemental source of creativity, people are therefore the most essential resource in the 

knowledge economy (Florida 2002b.: 5-6; Hansen et al. 2007; Hansen et al. 2009). 

Similarly, highly educated people, referred to by some theorists as ‘human capital’, are 

also seen as motors of regional growth and economic development (Florida 2002b.: 
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222). Advocates of the human capital theory claim that the key to regional economic 

growth is no longer the traditionally held proximity to transportation routes or natural 

resources, but rather the ability to accumulate highly educated and productive people 

(Florida 2002b.: 222; Landry 2000: xiii). Because in the Swedish context, there is a high 

correlation between the creative class and human capital (Hansen 2007), the terms are 

used interchangeably within the framework of this thesis. Florida’s ideas have spread 

throughout much of the Western world, attracting interest and criticism from academics, 

politicians and policy-makers, and his ‘Creative Class’ theory has been used as the basis 

for planning strategies on local and regional levels (Andersen et el. 2010; Asheim & 

Hansen 2009; Hansen 2007). The creativity of the residents and policy-makers of 

today’s cities will decide their success or failure in the future (Landry 2000: xiii). 

 

According to Florida (2002b.: 249), what he calls the 3T’s of economic development: 

Technology, Talent and Tolerance, are the key to understanding the new economic 

geography of creativity. Florida claims that a place that wants ‘to attract creative people, 

generate innovation and stimulate economic growth, … must have all three’. He 

explains that ‘creative people … prefer places that are diverse, tolerant and open to new 

ideas’. A place’s diversity will serve to attract a variety of people with different types of 

creative skills and ideas, and the concentration of this type of creative human capital in 

one place will in turn stimulate innovation, jobs and economic growth (ibid). In a 

collaborative study, which included Florida, Tingali et al. (2007) used the ‘3Ts’ 

framework to study the creative potential of Swedish cities and regions by ‘measuring 

the presence and structure of high tech industry, … the availability of a pool of talented 

and creative people, … the diversity and richness of the cultural background, and the 

acceptance of different lifestyles’. 

 

4.1 Creative Industries 

At the heart of the Creative Economy are the Creative Industries, which represent one of 

the largest and fastest growing sectors (Bilton 2007: xvi; Fleming 2007), and whose 

major asset is intellectual property (Bilton 2007: xviii; Fleming 2007). Intellectual 

property means that a person owns his or her innovation and creativity and can thereby 

control, and be compensated for, the use of their intellectual property, which in turn 

encourages further creativity to the mutual benefit of all (Stockholms Län 2004). The 

four most common types of intellectual property are: patents, trademarks, designs and 
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copyright (Bilton 2007: xviii; Stockholms Län 2004). Intellectual property has now 

become a major component in traditional industries (Bilton 2007: xviii). Chris Smith, 

the Minister for Culture and Heritage in the UK, at the time that the DCMS Mapping 

Document was released, made the following statement: ‘Industries…that rely on 

creativity and imaginative intellectual property, are becoming the most rapidly growing 

and important part of [the UK’s] national economy. They are where the jobs and the 

wealth of the future are going to be generated’ (Smith cited in Flew 2002; Flew 2012: 

9). 

 

4.2 Defining the Creative Industries  
Today, the term ‘creative industries’ is used liberally (Smith 2001), but as Drake (2003) 

points out, the term itself can be difficult to define. Countries all over the world have 

invested in initiatives aimed at stimulating the creative industries in their respective 

countries (Nielsen 2008). Nielsen divides these initiatives into two categories: 1.) the 

group of industries named varyingly: cultural industries, creative industries, 

entertainment industry and copyright industries, and, 2.) the economy in general, or a 

large part thereof, referred to as: creative economy, cultural economy, experience 

economy or entertainment economy. What differentiates these categories is rarely clear 

or logical (ibid). However, although they are varyingly defined, the creative industries 

are generally thought to be an integral part of the knowledge economy (Hartley 2005: 

1).  

 

The concept of the creative industries originated in Great Britain in 1997 (Flew 2002; 

Flew 2012: 9; Nielsen 2008). Lead by Tony Blair, the British Labour government 

established a Creative Industries Task Force (CITF), as part of their Department of 

Culture, Media and Sport (DCMS). This task force was given the assignment to map the 

UK’s creative industries, to measure their contribution to Britain’s economy and to 

report on ways to further their development (Flew 2012: 9). The resulting Creative 

Industries Mapping Document released in 1998, defined the creative industries as: 

‘those industries which have their origin in individual creativity, skill and talent and 

which have a potential for wealth and job creation through the generation and 

exploitation of intellectual property’. These industries were said to include 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. Other sectors such as tourism hospitality, 
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museums and galleries, heritage and sport, were also recognized for their economic 

relationships (DCMS 2001; DCMS 1998 cited in Flew 2012). The DCMS’s mapping 

document created an international discourse for identifying and evaluating the creative 

industries (Flew 2012: 10).  

 

While the DCMS Mapping Document was perceived as significant for many, it was also 

the subject of a great deal of criticism. Critics of the DCMS model charge that the 

concept of the creative industries is oversimplified and vague and can include a 

heterogeneous group of practices and industries. These critiques have also raised 

questions regarding whether or not the arts and culture should be associated with 

discourses regarding economic development and wealth creation (Bilton 2007: xvi; 

Flew 2012: 17), and regarding the validity of Florida’s ‘Creative Class’ theory (Flew 

2012: 17; Florida 2002b.: 8).  

 

In Sweden, the most commonly used definition of the creative industries, often referred 

to as the ‘experience industry’, comes from the Knowledge Foundation (KK-stiftelsen). 

This definition, based on the consumer perspective, encompasses ‘people and 

companies with a creative approach whose primary purpose is to create and/or deliver 

experiences in some form’ and includes architecture, art, design, dining, experience-

based learning, fashion, film, literature, market communications, music, performing 

arts, photography, the media, tourism and video games (Heed et al. 2008; Nielsen 

2008). While this definition is very similar to the DCMS definition, one difference is 

that dining and tourism are included in the Swedish experience industry. While these 

two industries are included in some studies related to the creative industries, they are 

not often seen as part of its core, but rather a sub-division of related industries 

connected to the distribution and consumption of activities (Stockholms Län 2004). 

This is just one example that reveals how the varying definitions make it difficult to 

measure the size and significance of the creative industries and to compare results 

between countries (Nielsen 2008; Stockholms Län 2004). 

 

Drake (2003) points out another difficulty, which is that there is no consensus on the 

distinction between the cultural and creative industries, and other types of economic 

activity. In addition, it is unclear whether or not the terms ‘creative industries’ and 

‘cultural industries’ are interchangeable or whether they represent distinctive areas of 
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activity. Flew (2012) explains that both the use and relevance of these two terms has 

been the subject of debate since the release of the DCMS Mapping Document. While 

some scholars prefer the term ‘creative industries’, because it offers a broader, more 

comprehensive and more modern understanding of the field that has displaced the 

concept of the ‘cultural industries’, others feel that the term ‘creative’ is too broad and 

diminishes the significance of the cultural aspect of these industries. This lack of 

consensus makes sorting through the available literature difficult, as different authors 

use different terms (Drake 2003). In a report commissioned by the DCMS, The Work 

Foundation (2007), describes the creative industries as ‘first cousins’ to the cultural 

industries, explaining that they are, in fact, ‘distinct but obviously from the same family 

of activity’. The report continues by pointing out that the products of both industries 

have a high level of functional and expressive value and that while not all the products 

of the creative industries express embedded cultural values, those that do will generally 

be more vital (ibid). Flew (2002) argues that it is the rise of the cultural industries that 

has greatly contributed to the emergence of the creative industries, along with the 

growing importance of the service sector and the significance of knowledge in all areas 

of economic production, distribution and consumption. Drake (2003) suggests that the 

term ‘creative industries’ arose in connection with an increased interest in their 

promotion on the part of local and national governments. He refers to O’Connor who 

further suggests that the term ‘creative industries’ may have been preferred because of 

its emphasis on the financial value of products rather than complex concept of culture. 

 

Because there are a variety of terms and concepts used to define just what the creative 

industries are, it is important to identify the definition being used in order to avoid 

confusion (Stockholms Län 2004). This thesis is based on the Swedish definition put 

forth by the Knowledge Foundation (Heed et al. 2008; Nielsen 2008), since the context 

of this thesis is the municipality of Kalmar in Sweden, and because it is the definition 

used by the Regional Council of Kalmar County in their mapping study of the area’s 

creative industries (Regionförbundet 2011).  

 

4.3 Significance of the Creative Industries  

According to Bilton (2007: xvi), the combination of art and industry in cultural policy 

started out as an opportunistic way of attracting investors and advocates. Now, however, 

the umbrella term, ‘creative industries’, is being used internationally by scholars, 
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analysts and politicians to include all the associated branches of the knowledge 

economy, including the arts, media and entertainment industries (ibid). Countries 

around the world, including Sweden, are now focusing on the creative industries 

(Nielsen 2008) as drivers for regional growth, redevelopment and identity. The presence 

of a strong creative sector is expected to increase a region’s attractiveness, increase 

integration and improve the quality of life for its residents. This in turn is expected to 

result in an increase of visitors, in-migration and investments (Nielsen 2008; 

Stockholms Län 2004).  

 

According to Hartley (2005: 2), the creative industries are significant drivers of the 

knowledge economy as well as enablers for other industries and services. In world cities 

like, New York, Berlin, London and Milan, 3-5% of the workforce is employed in 

cultural industries (Landry 2000: 9). In Europe, the creative and cultural sector together 

generated a turnover of more than € 654 billion, contributed 2.6% to the EU’s GDP in 

2003 and between 1999 and 2003 achieved a growth that was 12.3% higher than the 

growth of the general economy (KEA European Affairs 2006). In Sweden, the 

‘experience economy’ represents 5% of the GDP and employs roughly 280,000 people 

(Algotson & Daal 2007). In addition, these industries, which include micro-businesses, 

SMEs and at the same time some of the largest corporate brands in the world, are said to 

attract artists, musicians, professors and scientists and to broaden the base of 

entrepreneurial activity (Hartley 2005: 2). Among the direct effects of the creative 

industries on regional development is employment, as an increased number of people 

are working in these industries either as employees, entrepreneurs or freelancers. In 

addition, the creative industries generate export income by attracting visitors whose 

spending contributes to the local economy, and by selling products in the international 

market (Stockholms Län 2004).  

 

Bilton (2007: xvi) explains that the creative industries are not just measured in terms of 

export earnings and their contribution to the GNP. A wide range of non-economic 

benefits is also attributed to them by politicians and artists alike. For example, 

employment in the creative industries is said to foster such benefits as social inclusion, 

self-esteem and spiritual regeneration and even a new spiritual basis for our society.  

Bilton states, however, that there is little supporting evidence for such claims. He 

claims, in fact, that research into the impacts and benefits of the creative industries has 



  
 

11 

been dictated by political policy instead of the policies being dictated by the research 

(Bilton 2007 xvi). 

 

5. Significance of place 

During the early development of new media technologies, there were predictions of the 

death of geography and the decreased significance of place (Flew 2002; Florida 2002b.: 

6, 219). The reality, however, has revealed itself to be quite the opposite and much of 

the literature on the creative industries already recognizes the relationship between 

creativity and place (Drake 2003). As Florida describes it ‘place has become the central 

organizing unit of our time, taking on many of the functions that used to be played by 

firms and other organizations’. Today’s shift from a traditional corporate-centered 

system characterized by large companies, to a people-driven one, means important 

effects on the economic and social geography of our communities. According to 

Florida, in today’s environment where people change jobs frequently, it is now place 

that plays a significant role in matching people and jobs, rather than corporations. 

Where traditionally, proximity and access to natural resources were important factors 

for industrial economies, in today’s economy, it is now access to a creative and talented 

workforce that is crucial, as companies will choose to establish themselves in places 

where there are concentrations of the ‘Creative Class’. Florida argues, therefore, that in 

order for places to be successful, they must be able to attract creative people, and that 

creative people gravitate to stimulating, diverse places with a broad range of lifestyle 

amenities that encourage their creativity and reinforce their identities  (Florida 2002b.: 

6, 15, 222-223, 235). 

 

According to Landry (2000: 3), what successful cities have in common are creative 

individuals, innovative organizations and a political structure with an aligned purpose. 

Cultural and economic activity has always been concentrated in cities as they produce 

culture in the form of art, design, fashion and lifestyles which in turn produces high 

levels of growth and innovation (Scott 2000: 2). Landry (2000: 132) continues that the 

ability of some cities to embed creativity into their ‘genetic code’ through the use of 

non-traditional, innovative development approaches, has been instrumental for their 

success and raised interest in the idea of a ‘creative milieu’. A creative milieu is a place 

that contains the fundamental elements of ‘hard’ and ‘soft’ infrastructure necessary to 

foster an exchange of new ideas and innovations. In the physical setting of this milieu ‘a 
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critical mass of entrepreneurs, intellectuals, social activists, artists, administrators, 

power brokers or students can operate in an open-minded, cosmopolitan context 

…where face to face interaction creates new ideas, artefacts, products, services and 

institutions and as a consequence contributes to economic success’ (Landry 2000: 133). 

The necessary ‘hard’ infrastructure includes educational and research institutions, 

cultural facilities and services such as health facilities and transport. ‘Soft’ infrastructure 

includes social networks and human interactions that support and stimulate the 

exchange of new ideas and innovation (Landry 2000: 133). A supportive milieu, 

receptive to all kinds of creativity, provides an environment in which this diverse set of 

creativity can embed itself and flourish (Florida 2002b.: 55). Cities can foster such a 

milieu through public policy, regulation and incentives which can include investment in 

improved public transportation or even a more lenient licensing protocol for pubs and 

restaurants to encourage a vibrant social setting (Landry 2000: 133). In addition, by 

supporting the cultural community and fostering a vibrant art and music scene, cities 

can attract creative people and vitalize their creativity (Florida 2002b.: 55). 

 

5.1 Quality of place 

A major theme in the ‘creative class’ approach is the assertion that creative people are 

attracted to regions that have an appealing people climate. A people climate can be 

thought of as the set of ingredients that contribute to the quality of place. Among these 

elements are a place’s cultural supply and its level of tolerance and inclusiveness 

(Hansen 2007; Hansen & Niedomysl 2009). 

 

5.1.1 Culture 

 Today, the availability and quality of the local  cultural resources … can determine 

whether or not people think their area is a “good place to live”. 

(Fleming 2007) 

 

With the above quote, Fleming (2007) illustrates the way in which culture and creativity 

are more and more associated with quality of life. Place-making strategies are 

increasingly focusing on the establishment of a cultural infrastructure, the presence of a 

broad range of cultural amenities and activities and a vibrant creative industries sector, 

with the purpose of creating dynamic, positive images and uniqueness in order to attract 

creative people and to encourage in-migration (ibid). Place and culture are inescapably 

interconnected, as places are the settings for human interaction from which culture, in 
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part, emanates, and culture is a phenomenon that is often strongly embedded in places 

(Scott 2000: 3). Furthermore, culture and creativity are also interwoven with each other 

(Landry 2000: 6). Cultural assets are a city’s natural resources that differentiate it from 

other places (Landry 2000: 7; Scott 2000:3) and creativity is the method of utilizing 

these resources and helping them to develop and flourish (Landry 2000: 7). While 

creativity and the creative economy have been broadly defined to include other related 

industries, so too has culture been redefined to encompass mainstream and commercial 

types of entertainment activities (Bilton 2007: xviii). 

 

Advocates of the creative economy claim that we are entering a ‘new industrial age, 

based on culture and creativity instead of material things’ (Scott 2000: 3). Creativity, 

however, is not just about an endless pursuit of new ideas and innovations, but also 

about embracing cultural heritage resources of the past, which can be a source of 

inspiration for the future. After all, what is viewed as “classic” today, was considered 

“innovative” not long ago (Landry 2000: 7). 

 

In order to compete for funding and resources, as well as status, the cultural sector 

highlights its economic strength in the form of export revenues, contribution to the GNP 

and employment, as well as its significance in terms of quality of life, urban 

regeneration and tourism (Bilton  2007: xviii). Cultural institutions are attributed with 

the ability to build social stability, to elevate well being and to attract companies who 

want to locate in places with a lively cultural life (Landry 2000: 9). The job, therefore, 

set before city planners is to responsibly identify, maintain and promote their cultural 

resources. Culture, Landry explains, should not only be seen as equally important as 

issues like transportation, housing and land-use, it should be used to shape the details of 

city planning (ibid). 

 

Cultural resources are not just ‘things’ like museums and castles, but also ‘symbols, 

activities and the repertoire of local products in crafts, manufacturing and services’ that 

manifest themselves through creative people (Landry 2000: 9). Different types of 

cultural production can be uniquely embedded in particular places, for example film 

production in Paris or Hollywood. As a result, not only do they attract a concentration 

of cultural labor, but also they serve as centers for social reproduction where essential 
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expertise is cultivated and distributed. As such, they attract creative people from other 

places who in turn further contribute to the local cultural vitality (Scott 2000: 32). 

 

5.1.2 Tolerance  

Tolerance is thought to be a critical requisite  

for the creative potential and innovativeness of a region. 

(Ström & Nelson 2010; Tingali et al. 2007) 

 

As the above statement suggests, tolerance is a very important issue. According to 

Mellander and Florida (2011) tolerance and openness to diversity play an important role 

in the distribution of human capital. According to Florida’s (2002b.; 226-227) research, 

people are attracted to diverse places that include people of different sexual orientations, 

different ethnic groups and races, different ages and people with alternative lifestyles 

and appearances. Diversity is also taken to mean ‘excitement’ and ‘energy’, and 

includes, for example, different kinds of food and music. Florida argues that tolerance 

and openness to diversity are qualities that promote risk-taking, entrepreneurship and 

innovation (ibid).  

 

6. Universities  

Universities help to establish a broader quality of place for the communities in which 

they are located. 

(Florida 2002b.: 292) 

 

Another factor that can impact the distribution of human capital and the ‘Creative Class’ 

is the presence of a university and research facilities (Mellander & Florida 2011). 

According to human capital theory, places with a concentration of highly educated 

people are more likely to grow than those without (Florida 2002b.: 249). A research 

university is an important element in the Creative Economy infrastructure and one that 

offers a substantial competitive advantage (Florida 2002b.: 292-293; Mellander & 

Florida 2011). More and more, universities and colleges are being acknowledged as 

powerful motors for regional and economic development (Abel & Deitz 2012; Kalmar 

Kommun 2012a.). However, while the potential of universities to stimulate growth has 

captured the interest of scholars, business leaders and policy makers, Florida (2002b.: 

292) warns that assuming there is a linear advance from university research to 

innovation in business and entrepreneurship is misguided. In order for a university to 
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effectively contribute to growth and development it must personify the ‘3T’s: 

Technology, Talent and Tolerance’. 

 Technology: Universities are home to research facilities that can stimulate and 

create new technologies, knowledge spillovers and spin-off companies (Abel & 

Deitz 2012; Florida 2002b.: 292). 

 Talent: Universities are very important for their ability to attract talent, 

including graduate students, scholars, researchers and companies.  

 Tolerance: Universities are instrumental in creating an ‘open and tolerant 

people climate’ in part by providing an inclusive environment for so-called 

‘outsiders’ and also by attracting students from other regions, countries and 

cultures (Florida 2002b.: 292). 

The university is only one piece of the puzzle, however. A collaboration and 

cooperation between the university, private industries and the public sector, sometimes 

referred to as “Triple Helix”, is also necessary (Power 2009; Etzkowitz & Leydesdorff 

2000). In order to succeed the university needs support from its surrounding 

community, which must be able to bring the new technologies and innovations 

generated by the university, into the fold, as well as provide an attractive environment 

to help ‘retain the talent the university has attracted’ (Florida 2002b.: 292-293). In their 

study, which addressed the geographic distribution of human capital in Sweden, 

Mellander and Florida (2011) found that people there were relatively less prone to 

move. They concluded therefore, that universities in Sweden might play an even more 

important role in the ability of a region to attract talent. They also found, however, that 

while there does exist concentrations of human capital in regions with universities, 

some university regions risked ‘serving as “talent factories” which “export” highly 

educated people to other regions’, due to the lack of an ‘attractive people climate’ (ibid).  

 

7. The Nordic Region 

In today’s economy, human creativity is the driving force behind new technologies and 

economic development and thus is an important source of competitive advantage 

(Tingali et al. 2007). Nations and regions that can create an environment that inspires 

and elevates creativity can not only garner the best from their own residents, but can 

also attract talented and creative people from other places. According to Florida 

(2002b.: 235) and Tingali et al. (2007), the regions that have been most successful are 
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those that have cultivated three essential factors for economic development: ‘Talent, 

Technology and Tolerance, or the 3T’s of economic development’. Not all places are 

equally capable and positioned to compete in these terms, however. Studies of the 

European countries have revealed that rather than traditional economic powers like 

Germany and France, it is the Nordic countries, lead by Sweden, that are taking the lead 

in this new economy characterized by innovation and creativity (Tingali et al. 2007).   

 

In A Creative Economy Green Paper for the Nordic Region, commissioned by the 

Nordic Innovation Centre (NICe), Fleming (2007) states that the creative industries are 

one of the most important assets and areas of opportunity for the countries of Sweden, 

Norway, Finland, Denmark and Iceland. According to Kjetil Storvik, Managing 

Director of the Nordic Innovation Centre, the creative industries are creating more jobs 

and adding increased value to products and services within the Nordic region (Fleming 

2007; Storvik 2007). These countries were world leaders in the knowledge economy in 

the 1990s and 2000s, and have their own unique approaches for the development of the 

creative industries and the creative economy (Flew 2012: 37). As a whole, the Nordic 

countries have proven to be global leaders in creative sectors, with particular strengths 

in games and design, integrating new technology with creative content and, with their 

tradition of state support for culture, in developing cultural tourism. Individually, 

however, their strengths are reduced as each of these countries is relatively small and all 

of these countries are, geographically, somewhat removed from the world’s cultural 

centers (Fleming 2007; Flew 2012: 37).  

 

7.1 Sweden  
In addition to being peripherally located (Fleming 2007; Flew 2012: 37; Nielsen 2008; 

Ström & Nelson 2010), Sweden is sparsely populated. While 84% of its 9 million 

citizens live in urban areas, those make up only 1.3% of the country’s total land area 

(Nielsen 2008). Whether or not it is because of, or despite these ‘geographic and 

demographic disadvantages’, Sweden has shown itself to be a very innovative and 

successful economy (Ström & Nelson 2010). Sweden has an advanced technological 

infrastructure, highly educated workers and a great many creative and talented people as 

well as a relatively tolerant and open social context (Tingali et al. 2007). However, 

because it is made up of sparsely populated regions (Nielsen 2008), with highly 

concentrated urban structures, the distribution of economic benefits and innovation to 
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smaller, remote locations can be limited, resulting in a geographically concentrated 

‘Creative Class’ (Ström & Nelson 2010).   

 

According to Tingali et al. (2007), the ‘Creative Class’ that includes artists, researchers, 

managers and other related professionals, makes up 35% of Sweden’s workforce. Their 

research, however, reveals an uneven distribution of this talent pool throughout the 

country, as 60% of all of Sweden’s ‘Creative Class’ are concentrated in Stockholm 

County, the Malmö-Lund region and the Gothenburg region in Västra Götaland County. 

This suggests that the more densely populated larger city-regions can more easily attract 

creative talent and thereby develop the social and economic diversity necessary to 

sustain their growth (Tingali et al. 2007).  

 

7.2 Kalmar County 
Strong partnerships between culture and industry create a fertile ground for a dynamic 

innovative force in the county. Here, [in Kalmar County] there exist good and long-term 

conditions for entrepreneurship in the cultural and creative industries that can increase 

business ideas and entrepreneurship. 

(Regionförbundet 2012) 

 

As regional growth is of continual concern in Sweden, there has been an increased focus 

on the potential of the creative industries to stimulate development on the local and 

regional level (Nielsen 2008). The above quotation comes from Kalmar County’s 

Culture Plan 2012-2014 document under the heading, ‘political vision’. According to 

this same document, culture and creativity are essential resources for the county to 

create an environment conducive to new and growing businesses and to strengthen the 

region’s competitiveness (Regionförbundet 2012). In 2011, the Regional Council for 

Kalmar County released a report based on their mapping of Kalmar County’s creative 

industries. The study signified the beginning of the investment in, and development of, 

the creative sector in Kalmar County whose purpose is to increase the region’s growth 

and attractiveness (Regionförbundet 2011).  

 

8. The Case of Kalmar 

At the city level, the municipality of Kalmar recognizes that its strong cultural 

institutions are among its greatest assets and they are working to integrate culture and 

cultural values into the city planning process in order to create an attractive 
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environment. It also recognizes that Linnaeus University is a potential motor for 

regional development and growth as well as a seedbed for innovation, research and new 

companies (Regionförbundet 2012).  

 

8.1 Shaping the character of Kalmar  
The municipality of Kalmar has a long and rich history, primarily as a center of 

commerce (Aronsson et al. 2007; Kalmar Kommun 2012b.). During the Middle Ages, 

Kalmar was one of Sweden’s most important cities (Aronsson et al. 2007), as it was in 

charge of the administration and management of southern Sweden and served as a major 

center for trade with other countries (ibid; Kalmar Kommun 2012b.) Because of its 

excellent location, it was a venue for national and international conferences throughout 

the Middle Ages and in particular was the meeting place for kings and other diplomatic 

representatives (Kalmar Kommun 2012b.) Much of the city’s cultural heritage from the 

1600s is preserved and Kalmar Castle is the Nordic Region’s best preserved castle from 

the Renaissance Period (Aronsson et al. 2007). Kalmar’s historical significance as one 

of Sweden’s most important cities during the 1600s, when Sweden was a super power, 

continues to affect its self-image today (Kalmar Kommun 2012a.). During the 1700s 

and the first half of the 1800s, the sea was the most important transportation link and 

shipping trade dominated the world’s oceans (Aronsson et al. 2007; Kalmar Kommun 

2012a.). Kalmar’s coastal location made it an important harbor town and shipping port 

well into the 1900s and as such it was exposed to international influences that shaped its 

character (Kalmar Kommun 2012a.; Kalmar Kommun 2012b.). In the 1900s however, 

land transportation displaced ocean shipping as the most important mode of 

transportation, and on the east coast of Sweden both the railroad and the major highway 

were built inland, leaving Kalmar isolated at the end of a line in a situation where 

people only came if they had a specific errand there, and seldom because they happened 

to be passing by. This situation was further aggravated by the creation of the Iron 

Curtain in the wake of World War II. As a result, foreign policy and trade shifted from 

Eastern Europe to the West and Sweden’s west coast took over as the gateway to the 

surrounding world (Berggren 2012-11-30; Kalmar Kommun 2012a.). 

 

8.2 Today’s Kalmar  
Today, Kalmar’s residents continue to be proud of the city’s great, historical 

significance (Skoog 2012-11-29). Throughout its history, the strength and economic 

success of the city of Kalmar has depended on its ability to embrace the demands, 
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expectations and values of the surrounding world and to find a suitable role to play 

(Kalmar Kommun 2012b.). Like cities all over the world, Kalmar finds itself in the 

middle of a paradigm shift, as industrial society is being replaced by a knowledge 

society in which human creativity is the cornerstone. Much like it was 150 years ago, 

Kalmar today is faced with having to build a city that can meet the demands of the 

future and thrive (ibid).  

 

A generally accepted principle has long been that economic growth is related to 

population growth (Kalmar Kommun 2012a.). In the latter half of the 20th century, this 

principle has been refined by many scholars who agree that the key to regional 

economic growth is the ability to attract and retain creative people and highly educated 

people (Andersen et al. 2008; Florida 2002b.: 222; Hansen 2007; Hansen & Niedomysl 

2009; Landry 2000: xiii). Today, Kalmar has about 63,000 residents (Aronsson et al. 

2007; Kalmar Kommun 2012b.). The city is growing because there are more births than 

deaths and because of immigration from other countries. However, there are more 

people who move away from Kalmar than move to it, in particular people between the 

ages of 25-34 (Kalmar Kommun 2012b.). While there was no indication of the 

education level of these out-migrants from Kalmar, in their study of the migration 

patterns of the ‘Creative Class’ in Sweden, Hansen & Niedomysl (2009) found that 

highly educated people tended to move in their mid- to late twenties, which corresponds 

to a time when most young people graduate university and enter the job market. People 

between the ages of 25-29 tend to move from university towns to large cities and 

suburban municipalities (Kalmar Kommun 2012b.). 

  

9. Linnaeus University 

Based on their research, Tingali et al. (2007) consider Kalmar to have great potential for 

the future. The authors list Kalmar as an up-and-comer whose position is improving 

partially due to its university, which can help enable the growth and development 

process. In January 2010, as a result of a merger between Kalmar College and Växjö 

University, Linnaeus University became Sweden’s newest university (Kalmar Kommun 

2012a.). The establishment of Kalmar as a university town, with its associated 

opportunities and development potential, is considered to be one of the most important 

things to happen in the municipality’s modern history (Kalmar Kommun 2012a.). 

According to Kalmar’s Master Plan document, Linnaeus University is a driving force of 
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creativity for the whole region’s business community. Because in the Swedish context, 

talented people are less inclined to migrate, Mellander and Florida (2011) believe that 

universities can be even more important as a magnet for creative people. 

 

9.1 The Significance of Linnaeus University 
The University will serve to create a whole other drive for Kalmar.  

It is still relatively new, but of course it has great potential. 

(Skoog 2012-11-29) 

 

The above statement comes from Bengt Skoog (2012-11-29), who is the Attractor 

(Aktraktör) for Destination Kalmar, and his sentiment is generally echoed by all of the 

interview respondents who agree that the establishment of Linnaeus University is 

significant for attracting creative people and industries. As Thomas Davidsson (2012-

11-26), Head of Business Relations for the Municipality of Kalmar states, it is very, 

very important that Kalmar has become a university town, because companies that are 

located in university towns will always attract the new power of young people. The key, 

he explains, is to create a ”triple helix” with the university, the municipality and in this 

case, Kalmar Science Park, as the creation of pathways between these entities is very 

important. However, because Kalmar is very young as a university town, it will take 

some time before it has learned these kinds of interactions, ‘but imagine how it might 

look in ten years when the university has been established for some time and we have 

found the channels for working together. It’s very exciting’ (Davidsson 2012-11-26).  

 

Maria Agestam (2012-12-12), Coordinator of Design and Culture for the Regional 

Council for Kalmar County, agrees that the university is very important for Kalmar and 

the creative industries. She believes that it is of course, interconnected; that a university 

that is accessible and anchored in the surrounding community can have spillover effects 

in terms of attracting highly educated people and researchers, as well as helping to 

retain graduating students. She explains that it is the university’s “third mission” to 

work with the community and the local business world. The university also needs to 

have programs that are anchored in, and connected to, the local businesses. In addition, 

she believes that the university must also have more types of educational programs in 

order to be able to influence the supply of, and access to, ways of making a living 

within cultural and creative industries (Agestam 2012-12-12).  
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Thore Berggren (2012-11-30), Communications Manager in the Development 

Department for Kalmar’s city management office, agrees that the university is a motor 

for attracting creative industries, but believes that in Kalmar it will take longer because 

the city hasn’t really begun to understand just what it means to be a university town. 

Berggren explains that prior to moving to Kalmar a couple of years ago, he lived in 

Norrköping for 30 years, where he witnessed that city’s dramatic decline. The turning 

point for Norrköping, Berggren believes, came in the mid 1990s, when Linköping 

University established a campus there. Berggren arrived in Kalmar just as it became a 

university town as well. The dramatic difference, he explains, was that in Norrköping 

they were acutely aware that they were in the middle of a major crisis, so when the 

university decided to establish itself there, Norrköping embraced it as their salvation. 

Norrköping’s residents rejoiced and enjoyed seeing the students and their activities 

around town. Berggren describes, in fact, the first time the campus bus, which runs 

between Linköping and Norrköping and is painted with the university’s logo, was going 

to take its maiden voyage. It took a lap of honor around town because the people of 

Norrköping wanted to see it, wanted to experience what was happening. In Kalmar, on 

the other hand, there is not the same sense of crisis consciousness. Even though Kalmar 

has experienced a similar loss of its industries, Kalmar does not understand how bad it 

is. In addition, they view the city center as some kind of exclusive place, where blaring 

students and their activities are not welcome (Berggren 2012-11-30). This was 

illustrated in a letter to the local newspaper, where a Kalmar resident, irritated by the 

parties and noise created by university students, suggested that student housing and 

activities should be located well outside of the city’s center in Snurrom (Barometern 

2011-09-08). While Berggren himself says that comparing Norrköping and Kalmar is 

perhaps absurd, it does serve to illustrate how differently the two towns experienced the 

establishment of a university (Berggren 2012-11-30).  

 

Louise Östlund, (2012-12-07), Managing Director for Kalmar Science Park, and co-

author of the pilot-study Kalmar as a University Town 2020 (Universitetsstaden Kalmar 

2020) with Berggren, among others (Kalmar Kommun 2012a.), adds that when Kalmar 

became a university town, there should have been a city-wide party, but as it is she feels 

that one of Kalmar’s biggest impediments is that it hasn’t really understood how 

incredibly important it is to be a university town. She explains that the university is so 
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important because it will eventually attract researchers from other places, and hopefully 

from other countries, who will move here with their families and bring their particular 

skill sets. In addition, there are a number of young, creative companies at Kalmar 

Science Park that are products of Linnaeus University, as they have been established by 

graduating students, which is an indication of what a good attractive force the university 

is for Kalmar (Östlund 2012-12-07).  

 

One such example is HULTBERGMARTENS, an award winning graphic design 

bureau, established by entrepreneurs, Lina Hultberg and Tove Martens in 2010, both of 

whom studied Graphic Design and Visual Communication at Linnaeus University 

(Brandell 2012). Martens, (2013-01-02) who is originally from Vadstena, states that she 

would never have moved to Kalmar if it wasn’t for the fact that she wanted to study at 

Linnaeus University. For her, Kalmar had been a rather anonymous town, both because 

it is somewhat remote in terms of public transportation, and also because it is so out of 

the way when you come from somewhere else. Even after moving to Kalmar to study, 

Martens thought she would most likely move somewhere else after graduating (Martens 

2013-01-02). Hultberg (2013-01-02), who comes from Kalmar, but had been living in 

Gothenburg before returning to study, says that she didn’t think she would stay in 

Kalmar after graduation either. During the course of their studies, however, the two of 

them decided that they wanted to start their own business together. Many of their 

classmates moved to bigger cities like Stockholm and Gothenburg (Hultberg 2013-01-

02). Hultberg and Martens however, felt as though they had a fairly large network of 

contacts in Kalmar, which is extremely advantageous for a start-up company. Most of 

these contacts were made through the university, though many were made with the help 

of Drivhuset (Hultberg 2013-01-02; Martens 2013-01-02), an organization that helps 

students start and run their own companies (Drivhuset Kalmar 2013-01-09). Since 

neither of them had ever run their own company or even worked within their field 

before, they felt that the small connections they had in Kalmar was something they 

could at least start with, instead of moving to Stockholm where there may be more 

work, but where they didn’t know anyone (Hultberg 2013-01-02; Martens 2013-01-02).  

 

9.2 A New Campus for Linnaeus University? 
Already in 2008, before Linnaeus University was founded, plans were being made to 

create a university that would be integrated in the city of Kalmar. It is believed that a 
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more collected set of buildings, or campus, as it is referred to in this thesis, will create 

more synergy and facilitate meetings between different departments and faculty 

members, which in turn will create positive effects for the university’s research and 

educational programs (Linnéuniversitetet 2011). Building plans, however, have met 

with controversy, in particular with regards to where the building will be located 

(Carlsson 2012). 

 

Skoog (2012-11-29) argues that in Kalmar they have attributed too much value to the 

idea that the university lives a kind of small town life, where a little bit is here and a 

little bit is there. He contends that an integrated university does not mean having small 

parts of the university interspersed throughout the city, nor does that constitute an 

institution. He doesn’t think it should be located well outside of town either, but rather 

should be a whole university where everyone runs into everyone else and where there’s 

a higher level of intensity (Skoog 2012-11-29). Davidsson (2012-11-26) would agree as 

he feels that the university shouldn’t be an isolated island, but rather should be seen and 

integrated into what is happening in Kalmar all of the time. He stresses that it’s very 

important that the university is close to public meeting places so that the students come 

in contact with people on their way to and from work, and with retirees and visitors in 

the squares, and so that those people in turn come in contact with the students. He adds 

that those students around town, with their books under their arms, are the young 

representatives who will take care of them later on (Davidsson 2012-11-26). 

 

According to Östlund (2012-12-07), they should just build it, and now! She argues that 

a joint campus would serve as a clear entryway to the university and create a landmark 

for Kalmar. She believes that Kalmar has an incredibly important opportunity and that 

they have one chance to take advantage of it, and that is now. She understands that there 

are formalities and investigations to be completed, but stresses that as soon as they get 

the go-ahead, they should start building immediately, because a campus will be 

tremendously attractive for Kalmar (Östlund 2012-12-07). Agestam (2012-12-12) 

stresses that Kalmar needs to acknowledge the value of the university and its faculty 

and personnel, because it’s important that they keep Linnaeus University here. It cannot 

be allowed to become a question of extraction, where after the university has been 

trifled with so much that they eventually decide to reject Kalmar and move to Växjö, for 

example, where they will be wanted and where there is space for them. If Kalmar wants 
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to keep the university, then it has to actively care about it, be bold and sacrifice a little 

bit as well (Agestam 2012-12-12). 

 

Berggren (2012-11-30) reminds us that the university will survive no matter where it is. 

It doesn’t need to be in the city’s center in order to develop, but rather it needs to be in 

the city center so that Kalmar can develop. ‘It should be palpable and visible and when 

that happens it will definitely begin to impact the city’. Berggren describes an encounter 

with a businessman from Stockholm who worked in management for a large building 

company. The man had heard that there was some kind of controversy over the plan to 

build a campus in Kalmar and observed to Berggren that, the fact that the university 

wanted to invest in Kalmar was a dream come true for any municipality, but wondered 

why then, did Kalmar act as though it was some kind of molestation? (Berggren 2012-

11-30). 

 

Hultberg and Martens, themselves both graduates from Linnaeus University, were less 

sure about the idea of a joint campus. Hultberg finds herself of two minds. She was so 

satisfied with her experience in Pukeberg, which she describes as a fantastic area. ‘It 

was so nice’, she explains, ‘there were relatively few students so everyone got to know 

everyone else, and the teachers were very accessible and approachable’. At the same 

time she understands that the Design Program could benefit from moving into Kalmar 

as it would enable collaborations with other programs, for example. She fears, however, 

that the program might lose sight of its focus on sustainable and timeless design that 

characterized the curriculum in Pukeberg. Martens (2013-01-02) agrees that there is risk 

that the program might change, and lose its good design mentality.  

 

10. Kalmar’s Quality of Place  

Hansen (2007) explains that while the existence of a college or a university in a less 

urban area can help attract and retain highly educated people, he cites Wikhall who, like 

Mellander and Florida (2011), observes a serious problem for some university towns in 

less urban areas, which is that they often end up exporting educated people to other 

areas. This is partly because they want to move to more urban settings and partly 

because there are fewer job opportunities in less urban areas (Wikhall 2001, cited in 

Hansen 2007). The question therefore arises: 
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What would persuade creative, educated people to want to live and gather here in 

Kalmar rather than anywhere else? 

 

This question was posed in the pilot-study document, Kalmar as a University Town 

2020 (Universitetsstaden Kalmar 2020) (Kalmar Kommun 2012a.). In response, 

advocates of the ‘Creative Class’ theory would promote the development of an 

attractive people climate, characterized by tolerance and inclusiveness, sexual and 

cultural diversity and a broad range of welfare and cultural amenities, as well as an 

attractive business climate (Asheim & Hansen 2009; Florida 2002b.: 283; Hansen & 

Niedomysl 2009). Hansen & Niedomysl (2009) point out that even university towns, 

with their potential resources of educated people, and facilities to start up businesses, 

are not always successful in promoting growth and development. Something they partly 

attribute to a lack of an attractive people climate.  

 

10.1 Kalmar’s People Climate 
Östlund (2012-12-07) herself comes from the academic world and completely endorses 

the notion that when these groups of highly qualified and educated people, who are 

attracted by the university, come with their husbands and wives and families, they will 

have different cultural needs than what Kalmar has to offer today. Agestam (2012-12-

12) would agree as she states that highly educated people do not move to places that 

don’t have a certain level of cultural supply. Östlund (2012-12-07) explains that a city’s 

cultural supply is extremely important in terms of success factors that help a city to 

function. While it may not be possible to offer something for everyone, that should at 

least be the goal. This is exactly what creative industries work with, and innovations 

within this area are becoming extremely important. She adds that when creative and 

cultural industries are in place, serving as a kind of honey pot, they will attract others 

(ibid).  

 

While Skoog (2012-11-29) believes that people are still very pragmatic and decide 

where to live based on where they can find jobs and housing, he agrees that when the 

university has really established itself as part of the city, then there will be a category of 

educated people who will not just want to eat, sleep and work. They are going to want 

to have more mental stimulation. This means that there will no longer be a just a small 

click of people who are interested in culture in Kalmar, but rather a whole new market, 



  
 

26 

and therefore there needs to be more cultural choices from which to choose. He 

explains, however, that in terms of Kalmar’s cultural supply, to some extent there is an 

attitude in Kalmar that the more events the better, and that they should especially focus 

on those events that draw large audiences. Skoog feels however, that it would be 

exciting to stretch the breadth of the cultural offerings by investing in high-quality, 

smaller events that may not attract as many people, like poetry readings or student 

exhibitions, but that would add to the diversity of the cultural supply. ‘It just as 

important to be diverse’, he adds, ‘as it is to be popular’ (Skoog 2012-11-29).  

 

Although Davidsson (2012-11-26) does not think that a place’s cultural offerings are a 

determinant factor in the decision of where to establish oneself, he goes on to say that 

people do not just throw open an atlas and choose a place randomly either. People and 

companies choose Kalmar for a reason, and it may depend on the culture or the 

university or a combination of things. Among these things are the quality of life factors 

available here (ibid). Östlund (2012-12-07) would agree as she states that because of 

Kalmar’s quality of life, there are Kalmar natives who moved away to start their careers 

or companies in bigger cities, who are now returning, since here they don’t have to sit in 

traffic for two hours in one direction just to leave the kids at daycare, for example.  

 

Hultberg (2013-01-02) warns, however, that the reason why people think about moving 

away from Kalmar to bigger cities is because there isn’t enough creative input here. In 

her opinion there is not enough happening and she feels that there needs to be more 

modern, contemporary flow from other creative people. While she appreciates the art 

museum, she thinks it would be better if it offered a wider range of exhibitions. Martens 

(2013-01-02) perceives the art museum to be very internal and adds that she doesn’t 

know anything about the people who work there. Her perception is that they bring in 

serious artists that they personally like, instead of trying to attract a broader audience 

that would create some flow and give the museum the kind of vitality that would make 

it a natural meeting place for people. Hultberg (2013-01-02) also feels that it’s a matter 

of quality of life, and she believes that if the city invested in the kinds of things that 

foster  creative input it would be easier for them to get people to stay. She adds that 

young companies, especially those that work with creative production and want to be 

involved in what’s happening, require a fair amount of creative flow (Hultberg 2013-01-

02). Martens (2013-01-02) agrees, and adds that they would greatly benefit from a 
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natural meeting place and events that served to unite the different creative companies 

and provide a place where they could exchange ideas and develop their creative energy. 

As it is now, she explains, the people who work in similar fields sit isolated in their 

respective offices without ever seeing each other (Martens 2013-01-02). Kalmar is full 

of creative spirits, Skoog (2012-11-29) observes, and the city’s roll is not to direct those 

people’s creativity, but is rather to make those people welcome and provide a 

permissible climate so that they feel like they want to get involved (Skoog 2012-11-29). 

 

10.2 Kalmar’s Diversity and Tolerance 

A city’s creative capacity is impacted to a great degree by social and cultural diversity 

(Landry 2000: 111), and diversity, tolerance and openness are essential elements for the 

success of the creative industries (Work Foundation 2007). Many visitors come to 

Kalmar, and in recent years increased immigration has resulted in a greater diversity of 

people with different cultural backgrounds (Aronsson et al. 2007). In Kalmar, some of 

these people from other countries have, for example, established restaurants and pubs 

that are immensely popular. These people are like ambassadors of other cultures that are 

appreciated and very much loved by the town (Skoog 2012-11-29). Besides those who 

want to stay and live in Sweden, there are also those who come here to study 

(Davidsson 2012-11-26). This, explains Davidsson, means that we can learn new things 

and gain new impulses and a new mindset that hasn’t existed in Sweden before. He 

feels that as a university town, Kalmar can greatly benefit from this phenomenon (ibid). 

Östlund (2012-12-07) would agree as she states that people from different cultures bring 

with them their heritage and when those new cultures juxtapose with a different 

environment or another country, that’s when it gets really cool. She gives an example of 

some foreign students from the university who have started companies in Kalmar 

Science Park’s incubator, and even though they have very different approaches to 

running their businesses, are still very successful. This is important because their 

different ideas can rub off on others and encourage them to take chances that they might 

not otherwise have dreamed of (Östlund 2012-12-07). Agestam (2012-12-12) feels that 

it would be very advantageous for Kalmar to become more diversified, not just in terms 

of new Swedes, but also young people and women. Kalmar needs to see to it to get 

these people into leadership positions in business and politics in order to influence 

positive changes (ibid).  
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In Kalmar, however, there are fewer immigrants than in other cities, and above all there 

are fewer than are found in other university towns. Berggren argues that in Kalmar there 

is a strange notion that integration means that those immigrants that are here should 

become as Swedish as possible. Instead of embracing the new ideas that they bring with 

them, they are dismissed as not useful. This is something that Berggren feels is a 

tremendous barrier. He believes that in today’s competitive environment, Kalmar would 

greatly benefit from becoming more open-minded and more accessible so as to attract 

more people with foreign backgrounds, and in turn, to listen to them and learn from 

them. As it is now, however, Kalmar’s proclivity for narrow-mindedness and relatively 

small number of people from other cultures make it more vulnerable and less able to 

compete with surrounding areas that are developing in this way faster. The above 

sentiments are supported by Landry (2000: 111) who states that, ‘in an environment 

where the contribution of [immigrants and people from other backgrounds] is allowed 

to flourish, rather than be feared, their different skills, talents and cultural values lead to 

new ideas and opportunities’. 

 

10.3 Kalmar’s Business Climate 

A town can be as cultural or as creative as can be,  

but if there are no jobs people will not move there. 

(Maria Agestam 2012-12-12) 

 

The above statement illustrates the more practical and traditional view, that people still 

follow jobs and not the reverse. While ‘Creative Class’ advocates emphasize the 

importance of a good ‘People Climate’ characterized by tolerance, diversity and a broad 

cultural supply (Hansen 2007; Hansen & Niedomysl 2009; Mellander & Florida 2011), 

Hansen and Niedomysl (2009) argue that the migration habits of the ‘Creative Class’ in 

the Swedish context, which mostly occurs just after graduating university, are primarily 

motivated by other factors, especially the character of the job market. The municipality 

of Kalmar appears to acknowledge this as their Master Plan document states that in 

order to prevent out-migration concurrent with the completion of higher education, a 

broad job market is required (Kalmar Kommun 2012b.). This is a major challenge for 

Kalmar in the struggle to attract creative people and businesses (Östlund 2012-12-07). 

There has to be interesting jobs for them. This, observes Östlund, is an example of the 

“chicken or the egg”. The right kind of businesses have to be in place here in order to 
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attract that group of people, and it is that group of people who often start those kinds of 

businesses. Therefore, she argues, both aspects must be addressed simultaneously 

(Östlund 2012-12-07). Agestam (2012-12-12) adds, that for many people today who are 

in a couple relationship, it is important that both can find work. This is confirmed by 

Andersen et al. (2008) who state that it is often difficult for both members of a couple to 

find highly skilled jobs in the small regional job markets typical in Sweden. Östlund 

(2012-12-07) continues that even though Kalmar has an amazing environment, people 

won’t just come here because they can live by the water. They can do that anywhere 

along the coast of Sweden. There has to be something different here as well, something 

that can help people to grow and develop (ibid). Davidsson (2012-11-26) admits that to 

some extent it’s true that the number of available jobs in Kalmar is limited, but adds that 

Kalmar is a city that grows by 600-700 new people every year, and that means new, 

modern and cool jobs will be created in this city as well. Davidsson believes that change 

is coming, but that more exciting dynamics need to be created. This is where Kalmar 

Science Park can come in, for example, as a way of staying ahead of the game in terms 

of these exciting jobs. He also suggests that a strategy to encourage students to stay 

after graduation would be to create connections between first-year students and local 

companies that match the student’s career goals, so that during their academic journey 

they can learn to get to know each other and so that the students will begin to like 

Kalmar. He explains further that it is necessary to create a dialogue between students 

and companies because such a dialogue can lead to many possibilities, including 

cooperation and collaborations (Davidsson 2012-11-26).   

 

11. The Significance of Creative People and Industries for Kalmar 

The cultural and creative industries are very important for Kalmar (Östlund 2012-12-

07). There are many reasons for why it all interconnects, but in order for a municipality 

to be able to develop, there needs to be good job opportunities, there needs to be 

adequate, comfortable housing, there should be different, quality educational 

institutions, and in addition, there should be a diverse cultural supply. If people are 

going to be persuaded to live and stay in Kalmar, there has to be a cultural supply that 

meets their cultural tastes throughout their lives. That means that Kalmar’s goal should 

be to match those needs. The challenge is to find the necessary elements to do so, and 

that’s where the creative industries come in. It’s a puzzle that needs to be laid so that 

there’s a little bit of everything, and then those things will begin to cross pollinate and 
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that is when things will start to be really cool and exciting (Östlund 2012-12-07). In 

addition, to the their value for attractiveness, the creative industries are very important 

for Kalmar’s growth and development (Davidsson 2012-11-26; Skoog 2012-11-29). It is 

exactly those industries that help to create dynamism (Davidsson 2012-11-26). Skoog 

(2012-11-29) adds that by making room for events and meetings between people and by 

shaking things up a bit, it can spark new conceptions of Kalmar and make it more 

inviting. 

 

11.1 Creative in Kalmar – HULTBERGMARTENS 

Hultberg and Martens (2013-01-02) describe some of the advantages they experienced 

in establishing their graphic design bureau in Kalmar. In Kalmar, Martens explains, 

many large, exciting companies that they work with now, had never worked with a 

design bureau before, which means that HULTBERGMARTENS was able to come in 

and create a visual framework for those companies in particular. In larger cities it is 

common for companies to have collaborations with many bureaus, which means that 

new bureaus have to beat out the existing competition just to get started, and then, in 

some cases they have to take over an existing profile (Martens 2013-01-02). Hultberg 

(2013-01-02) adds that they have already worked a great deal with the municipality of 

Kalmar, as well as the municipality of Nybro and Linnaeus University. She points out 

how cool it is that these institutions should dare to use such a new company as theirs 

and feels that, had they been in a larger city, that working with a municipality would not 

seem nearly as accessible. The fact that they have already succeeded in working with 

such large public institutions is something that Hultberg attributes to Kalmar’s more 

moderate size and the fact that there are fewer bureaus with which they must compete. 

She points out that if there were more start-up companies within the same general field, 

and especially if they too came from Linnaeus University, meaning they would have 

similar backgrounds and the same fundamental knowledge, it would facilitate 

collaborations (Hultberg 2013-01-02). What was challenging in the beginning for 

HULTBERGMARTENS, was that they perceived Kalmar’s business world to be very 

internal and therefore difficult to access (Hultberg 2013-01-02). There is no easy way 

in, Hultberg explains, but rather you have to break your way in. She believes that in 

Stockholm, for example, it is more common for companies to dare and try different 

bureaus, but in Kalmar, companies are more inclined to stay loyal to one. That’s great 
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when that one is your bureau, she admits, but it can be challenging when you’re new 

and trying to break in (ibid).   

 

12. What can Kalmar do? 

All of the interview respondents were asked how the municipality and other 

stakeholders could help to retain and attract creative people and industries. Agestam 

(2012-12-12) feels, for example, that it is important that the cultural and creative 

industries are acknowledged and welcomed, especially by key people like the head of 

business relations or representatives of ALMI, and that those people should be more 

knowledgeable about those industries and able to help them tap into a network. These 

industries, she adds, should be helped to understand that they are valued for their 

potential. They, in turn, need to appreciate their own potential and not devalue their 

creativity (Agestam 2012-12-12).  

 

Östlund (2012-12-07) thinks that Kalmar is on the way to taking some strides by 

investing in a cultural center. While the concept is still only in the thinking stage, there 

are lots of different ideas of how it could be. She believes that it is very important to 

build something new where all this creativity can congregate, because then, insights 

from different sources and businesses can be gained. This is important, because it will 

benefit all types of companies, not just those who are perhaps most associated with the 

creative aspect themselves. Those people who are very creative in finding new 

approaches and new ways of connecting with others will rub off on others (Östlund 

2012-12-07).  

 

12.1 Challenges and Obstacles 

While Kalmar has all the necessary components to make progress and develop, what is 

greatly lacking is the right attitude and motivation of the people (Berggren 2012-11-30). 

If the people of Kalmar can be made to realize that it does, in fact, have a crisis 

situation, and the only way to change that is to attract these young, creative people who 

come to study, and get them to stay and establish themselves, that’s when Kalmar can 

really begin succeed. When that happens, when young, creative people start to remain in 

Kalmar, new forces, new markets and a seedbed for the establishment of new 

companies will be created. On the other hand, there is risk for a much darker scenario 

where young, creative people come to study, and circulate within the university without 
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ever really coming into contact with Kalmar and its residents. Then, on those few 

occasions they get a chance to form an opinion of Kalmar, they perceive it as dull, too 

traditional, not modern and not the kind of place where they can develop, so after 

graduating they move somewhere else. This is how Berggren sees the two extreme 

scenarios and why he persists in thinking the change necessary in Kalmar is in the 

minds and attitudes of it residents. He believes that when Kalmar can change its self-

image to match its reality, then other things will fall into place. Berggren continues that 

people don’t move to places just because there’s available housing. People move to 

places where they feel like they can grow. It is so easy to blame a lack of jobs or a lack 

of housing, but what people are really thinking is that they don’t want to live 

somewhere where they feel like they can’t breathe. Policy is typically so focused on 

technicalities; build homes, attract businesses. But when you look at it from another 

angle it may read more like, attract people and people will start businesses (Berggren 

2012-11-30). Agestam (2012-12-12) believes that in order for Kalmar to develop there 

has to be a conscious, long-term political undertaking, with very clear goals, that is 

firmly established in all realms so that even if there is an election in between, the 

operation continues to endure over time, and so all of the interested stakeholders know 

where things are going. Otherwise, she warms, the result might be some beautifully 

written documents, and not much more (Agestam 2012-12-12). 

 

13. Conclusion 

This thesis has examined the relationship between place and creative people and 

industries through a case study of the municipality of Kalmar. Much of the theoretical 

research on which this thesis is constructed, is based on Florida’s (2002b.) ‘Creative 

Class’ theory. His theory argues that in today’s knowledge-driven creative economy, 

creative people are the most important commodity, as human creativity is the driving 

force behind new technologies and economic development, and is thus an important 

source of competitive advantage. In this creative economy, in order for places to be 

successful, they must be able to attract creative people, by providing a stimulating, 

diverse environment with a broad range of lifestyle amenities that encourage their 

creativity and reinforce their identities. Place, culture and creativity are inescapably 

interconnected, as places are the settings for human interaction and culture is a 

phenomenon that is often strongly embedded in places. Cultural assets are a place’s 
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natural resources that differentiate it from others places, and creativity is the method of 

utilizing these resources and helping them to develop and flourish.  

 

Based on the theoretical research and the empirical data presented here, this study 

concludes that creative people and industries are very important for Kalmar. It is exactly 

these industries that can create new jobs and dynamism and thereby serve to increase 

Kalmar’s attractiveness and promote growth and development. One of the most 

significant factors for Kalmar’s ability to attract and retain creative and highly educated 

people, and thereby stimulate a good business climate, is their recently acquired status 

as a university town, which came with the establishment of Linnaeus University in 

2010. Because the research suggests that the ‘Creative Class’ in Sweden is less mobile 

than in other countries, the role of the university is even more important as a talent 

magnet, especially in less urban areas. New creative companies, that are the direct 

product of the university, have already been established in Kalmar, including the award 

winning, HULTBERGMARTENS. In order to fully garner the potential benefits of the 

university, Kalmar needs to strengthen the connection between the university, its 

business community and the public sector. In addition, Kalmar needs to appreciate the 

significance of Linnaeus University and foster its existence. The public sector needs to 

lead by example, by embracing the university publically and demonstrating to the 

residents its irrefutable value for the community. This includes an appreciation for the 

student’s and the kind of vitality that they, and their activities, lend to the city’s center, 

as well as support for a joint campus that will reinforce the university as a new, tangible 

landmark for Kalmar and further its integration into the city and the community. 

 

At the same time, Kalmar needs to invest in its people climate, which should include 

tolerance, inclusiveness and sexual and cultural diversity, as well as a broad cultural 

supply that meets the needs of the creative people that it is trying to attract. The 

empirical data suggests that natural meeting places, like the suggested cultural center, 

would serve to unite creative people and companies, and provide a place where they 

could exchange ideas and develop their creative energy. In addition, Kalmar needs to 

embrace and encourage its cultural diversity, by being receptive to the new ideas and 

ways of thinking that people from different backgrounds can bring to the table. Without 

a good people climate, Kalmar will have difficulty attracting and retaining talented and 

highly educated people, and therefore risks becoming a region that exports highly 
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educated people to other regions, when, for example, those people decide to move 

elsewhere after graduation. Finally, long-term, public policy, with clearly defined goals, 

and where the roles and expectations of the stakeholders are plainly outlined, needs to 

be established so that all the interested parties can align themselves in purpose.  

 

Even though the research suggests that, in the Swedish context, the ‘Creative Class’ is 

more pragmatic and continues to move where there are jobs and housing, an investment 

in the attraction of creative people and industries, as sketched out above, can enable 

Kalmar to create more exciting jobs and thereby increase its growth and development 

potential.  
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