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THE CLIMATE CONDUCIVE TO CREATIVITY
IN THE CITY AND ITS IMPACT

ON THE DEVELOPMENT OF CREATIVE SECTORS

Abstract. Nowadays, creativity has become one of the most important de-
terminants of the development of modern economy. In it lies the potential for
economic success not only of entire regions, but above all of business entities.
Although creativity is difficult to define, it more frequently becomes the sub-
ject of scholarly considerations. In this study, an attempt was made to explore
the climate for creativity because it determines the development of creativity
and creative attitudes in creative sectors. The main research goal was to show
the importance and pattern of the determinants creating a climate conducive to
creativity and its impact on the development of creative industries. The method
of the study was a critical analysis of the source literature and the author’s own
research. The aim of the work became the basis for formulating the following
research hypothesis: recognising the components constituting a pattern of the
climate conducive to creativity in the city will enable better development of en-
tities included in the creative sector. In order to achieve the set goal and verify
the research hypothesis, quantitative and qualitative research was carried out
among representatives of creative professions employed in the creative sectors.

Keywords: creativity, creative sector, climate to creativity, city, development,
creative development.

Introduction

In the source literature, researchers involved in analysing creativity
recognise a place as the causative factor of a creative character. It has been
proven that no creative activity happens in a vacuum because it is a much
more socially sensitive phenomenon than others. It is a fact that elements
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of social approval play a significant role in its reception and evaluation. Re-
search on supra-individual creativity is carried out using questionnaires for
this purpose as well as observation.
Conditions of the place, as a source of creativity, can be considered

with regard to: family context, work context – the organisation as space
– the context of the area in which people reside (live). In recent years,
representatives of the presented scientific trend have been intensively in-
volved in the environmental conditioning of creativity (for example: Florida,
2002; Landry, 2008; Howkins, 2001). Some of them meet with criticism and
rejection of certain assumptions, some recognise that they are interesting
and significant research that broadens the understanding of the presented
knowledge. In connection with the above, this article is only devoted to
the issues of the city space, as a territorial area of residence or tempo-
rary stay. The macrosocial level of the space in which creative processes
take place is conditioned by the following factors: standard of living, so-
cial, religious, ethnic, economic and political factors. It manifests itself in
conditions supporting creative people for their individual self-realisation,
but also in the whole of society. This dependence interacts in an interac-
tive way, creating feedback within which not only the public encourages
creativity, but creative people help in achieving the well-being of society.
Florida and Tinagli (2004) think that creativity is one of the main drivers
of economic growth. Hence, the place where creative processes take place is
extremely important.
Bearing in mind the above, to show a certain scientific area regard-

ing the conditions that create the climate of the city for the development
of creativity and creative sectors and subject it to analysis, two trends
are distinguished in the article. The first is of a cognitive character fo-
cused on analysis of the source literature. These studies included foreign
and Polish literature, which made it possible to carry out a critical anal-
ysis and to shape the research framework. They concerned issues related
to climate concepts for creativity in the city and to climate determinants.
The second trend focuses on conducted surveys in the form of a question-
naire and on focus studies on the diagnosis of the climate conducive to
creativity, and in the perspective of the development of creative sectors in
cities in Poland recognised as the locomotives of creativity i.e. Wrocław,
Poznań, Warsaw, Kraków, Katowice. Bearing in mind the purpose of the
research for comparison, the study was conducted independently in the city
of Szczecin, which is a city that is not considered to be among the top cre-
ative cities in which the creative sector is developing intensively. The article
assumes that selected climate factors that foster creativity in the city, cer-
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tainly creating its pattern, determine the development of the creative sector.
The research was conducted on a group of entities operating in the space
of the creative sector. The respondents taking part in the interview work
in Szczecin.

1. Creativity and its significance for the development
of creative sectors in the city

Creativity is a mental process, the ability to create new solutions,
that are unusual, original and effective (Torrance, 1966, 1988; Guilford,
1967; Guilford et al., 1978; Ruscio et al., 1998; Runco, 2004; Chavez-Eakle
et al., 2007; Gibson et al., 2009; Storm et al., 2011). Creativity requires
the use of imagination. Creativity to some extent remains elusive, but its
immaterial influence on the value of work results and development in the
creative sector is undeniable. It should be noted that as a resource, it gen-
erates value for the entity, and thus for the space in which it develops, when
conditions for its effective application are created. Skillful generation in en-
tities from the creative sector results in their development and an increase
in employees’ satisfaction because it encourages intellectual development.
However, innovation is the most tangible benefit of creativity for both the
entity and the city.
Creativity generates more opportunities for development (Ford, Gioia,

2000; Shin, et. al, 2012). When treating creativity in this way, it should be
taken into account that it becomes a means to survive, but it is also an
indispensable factor enabling innovative development.
Creativity as a source is distinguished by the following features:
– multidimensional and multifaceted nature, because it concerns various
spheres of human life – work, personal life, and leisure time;
– it is valuable because properly used and developed it constitutes an
added value;
– it is difficult to follow;
– it is inexhaustible, because it lies in the infinite number of possible
creative processes taking place in a given time and space;
– there is no substitute, as it is difficult to find creative entities with the
same level of ability;
– it requires the ability to synthesise and the ability to select facts, infor-
mation and knowledge;
– it is a universal good;
– it is elusive and its measurement is quite difficult;
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– it is dynamic, i.e. capturing only a small part of it can lead to its large
increase, and it also has the ability to grow during its use;
– to a large extent it is in the minds of people and it is down to them to
disclose it and make it accessible;
– it is independent of such factors as: gender, origin, race;
– its resources are unstable and can be modified at any time;
– it shows features of non-linearity – a lack of clear correlation between
the size of creativity and the resulting benefits;
– as a feature it belongs to a concrete individual that owns it, therefore
it cannot be bought;
– it can materialise, that is, manifest in products and services, which
means it can be imitated;
– its increase occurs when it is positively correlated with the sense of
human freedom;
– it is focused on discovering new hitherto unknown areas, it is focused
on challenges that can be a source of inspiration and not a problem;
– it is interdisciplinary and causes various synergistic effects at various
levels of application.
Creativity plays a special role in the development of creative enter-

prises included in the creative sector. The creative enterprise in this article
should be understood as an entity whose basis for systemic action is the
use of tangible and intangible resources in order to effectively use individual
mental activities towards merging them into collective processes, striving to
achieve a high-level creative process at different levels of organisation and
management. The most important resource conditioning the creative pro-
cess in an enterprise having the right potential of intellectual capital. The
pursuit of such an enterprise is dynamic achievement of the growth of value,
as well as competitiveness, taking into account the achievement of economic,
social and cultural objectives as well as prestigious goals. The productive
factor of this type of entity are ideas, products or creative services pro-
tected by copyright. In summary, a creative company is a system in which
dynamic abilities are used in order to develop creative processes that will
generate added value not only for itself, but also for the local environment
(Sokół, 2015).
On the other hand, the term creative sectors – in a very general sense

– is created by those types of activities in which a significant part of value
added arises from the use of intangible assets, and symbolic values of prod-
ucts often are as equally important as their utility value (Stryjakiewicz,
Stachowiak, 2010). In such assumptions, entities belonging to this sector
are enterprises that use the artistic/creative abilities of their employees or
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Table 1

Criteria for the division of creative sector enterprises

Category of Creative Activities related Cultural Activities related
activity activities to copyright activities to digital

processing

Type of
activities

advertising
architecture
design
computer soft-
ware,
electronic games
film and TV
music
publishing
fine arts

commercial art
film and video
musical works
publishing
phonography
software
and processing
systems data

museums and
galleries
fine arts
artistic crafts
artistic educa-
tion
radio and televi-
sion
cinematography
libraries

film and video
photography
electronic games
phonography
processing
and storage of
information

Source: on the basis on: (Hartley, 2004).

entities cooperating with them to make a profit. A common feature of all
definitions of the creative sector is that these represent areas of the econ-
omy based on the ingenuity and originality of activities using intellectual
resources.
The divisions and classifications of the creative sector presented in the

world differ from each other. Individual countries, or groups of countries,
adopt slightly different criteria for classification of this sector. Often these
divisions result from political conditions rather than economic decisions.
Such situations were shown by Howkins (2001), who pointed to an im-
portant problem that concerned defining and classifying creative sectors in
Great Britain and Australia (in the first edition of his book on the creative
economy). The problem in question was that a list of creative industries
was produced on which only arts and cultural industries were placed, and
the area of science and industry in the field of research and patents was
excluded.
In connection with the above, referring to the discussion conducted by

Howkins, it seems reasonable that while defining the creative sectors, ac-
tivities related to the intellectual property area should also be included.
The area which is expressed in four specific legal forms and other norms
also regulating intellectual property rights. These are: copyright law, patent
law, trademarks and design marks. With this view in mind, four industries
were defined, including the copyright industry (Copyright Industries), the
patent industry, trademarks (Trademark Industries) and design branches
(Design Industries). The copyright industry includes advertising industry,
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computer programs, design, photography, film, video, theatre productions,
music industry, publishing industry, radio, television and video games, art
and architecture. The patents department includes industries that manu-
facture or deal with patents, e.g. the pharmaceutical industry, information
and communication technologies, industrial design, chemicals, industry, au-
tomotive and other industries. The research and development activity pro-
vided by both institutions – commercial and scientific – is dominant – The
trade mark industry and the design industry cover a very wide range, within
which it is difficult to distinguish copyright from patent industries; and they
frequently overlap

2. Determinants of climate for creativity in the city and
the perspective of development of creative sectors

The climate for creativity in the city is conditioned by the occurrence
of factors that influence the degree of creativity of entities participating
in the creative sector. To be able to identify the factors that determine
that climate, in this article the analysis of available research in the field of
creativity and its relationships with the determinants of the environment
is used. At the same time, it should be noted that creativity is the basic
resource due to which creative sectors can develop. Hence, in the further
part of the study, when analysing determinants affecting creativity, it was
recognised that they directly affect the development of creative sectors.
The analysis of the source literature allowed indicating as the first of

the factors and one of the most important, defined as the sense of gain-
ing an award for creativity. Creativity cannot develop if there is no proper
system to encourage the individual to creative effort. Different forms of re-
ward, e.g. public support, a sense of social good, a sense of being honoured
and accepted for this form of contribution can become stimulants (Lep-
per, et. al, 1973; Deci, Ryan, 1985; Gagne, Deci, 2005; Klotz, et al, 2011).
Obtaining a reward is related to internal and external motivation, but it
should not become a target in itself, because that can cause bad relation-
ships in the community and bring about its disintegration (Luecke, 2003).
It is worth noting here that the climate for creativity, which is char-

acterised by the positive attitude of the community in the city towards
creativity, at the same time it eliminates fears among community members
of negative assessments and criticisms, which can significantly inhibit their
potential and willingness to share ideas with others in the group (Liao,
et al, 2007; Bao, et al, 2016; Lee, 2018). It is related to the psychologi-
cal aspect in the sphere of feelings in the field of security (Edmondson,
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1999, West, 2003). When community members feel they can take risks, they
are more likely to present creative ideas. Security is also associated with
a sense of trust. At this point it is worth emphasising that many researchers
have tried to explain this concept in the context of the development of cre-
ativity (Seligman, 1997), trying to distinguish between trust and acquain-
tance (Luhmann, 1988) confidence (Giddens, 1990, Seligman, 1997), faith
(Seligman, 1997) and show the relationship between it and the horizontal
creativity in the group. It turned out that trust is not only a psychologi-
cal phenomenon like the others mentioned above – it is also a social and
cultural phenomenon, essentially determining creativity (Bidault, Castello,
2009; Boies, et al., 2015; Yu, et al., 2018).
Another determinant for the development of creativity in the city is an

atmosphere conducive to learning and development, including the sharing of
knowledge. These behaviours are conditioned by environmental factors and
interpersonal relations, e.g. common language, common vision and strength
of social interpersonal bonds. This underlines the nature of knowledge flow-
ing through social networks (Brown, Duguid, 2002). Additionally, it is worth
stressing that knowledge can also be a valuable source of competitive ad-
vantage for business (Bashir, Verma, 2017).
An important determinant conditioning the culture that fosters creativ-

ity is proper social support and cooperation. Such support activities should
be considered important in four aspects: diversity of community members,
mutual openness of thought and ideas, encouraging constructive ideas and
shared responsibility for society (Sokół, 2018).
Moreover, cooperation and the level of competition affect the level of

culture that promotes creativity, and thus the development of the creative
sector. It is difficult to clearly determine what kind of cooperation and com-
petition favours the number of ideas generated. There is no unambiguous
compromise here, and both excessive competition, which causes the team’s
dysfunctions as well as its lack, are negative phenomena. Some studies have
shown that competition limits creativity (Amabile, 1982), and others indi-
cated that competition can drive creativity (Clydesdale, 2006; Chen, Chang,
2013; Dustin, et al., 2014).

3. Diagnosis of the climate conducive to creativity in the city –
the authors’ own research

Environmental conditions have a huge impact on the development of
creativity, including creative industries in cities. The state of development
of creativity and creative sectors in the city is influenced in an indirect or
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direct way by many factors creating a climate conducive to creativity, al-
though not all of them determine the development of these entities to the
same extent. Thus, the research element of this article attempts to answer
the question which of them stimulate most the development of the creative
sector in cities. Obtaining the answer to such a question was not easy, al-
though neither was it impossible, because to estimate which factors affect
the development of creativity and creative sectors in cities depended on the
locations in which the research was to be conducted. To be able to make
a comparative analysis, the cities at the forefront in the rankings for creativ-
ity were chosen for the study as representing the most conducive climates for
the development of this resource; these were the cities of Wrocław, Poznań,
Warsaw, Kraków and Katowice, plus one city that does not belong in this
group, namely Szczecin. Thus, it was possible to show differences by cre-
ating a model of the components of a climate conducive to creativity in
selected Polish cities recognised as those that support the development of
this resource and to indicate the level of deviations in the cities that do not
belong to this top group. Therefore, when conducting the research process,
an effort was made to show which determinants were considered by the re-
spondents as the most important and which were considered to be of lesser
importance. This created opportunities to formulate recommendations for
decision-makers as to which economic and social areas should be strength-
ened in order to achieve a higher added value in the form of more effective
development of the cities as incubators of creativity and creative sectors.

3.1. Material and methods
The article presents the scope of the problems of the author’s own re-

search. The research area of the presented topics includes becoming familiar
with the issues discussed both at the theoretical level (literature studies on
the impact of a climate conducive to creativity in the city in the perspec-
tive of the development of creative sectors) and empirical level (by way of
surveys and focus group interviews).
In the survey, closed questions were used in relation to the threads as-

sociated with a climate conducive to creativity and which conditions the
development of the creative sector in the city. The qualitative research fo-
cused on group interviews, commonly referred to as focus (FGI).
The research process was divided into three stages. The first stage was

conducted in a study group consisting of 241 subjects. These subjects were
representatives of creative professions who worked in creative sectors em-
ployed in the five cities above referenced recognised as being the most sup-
portive towards creativity. The research was conducted between April and
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December 2017, inclusive. The second stage was carried out in 2019 in order
to make a comparative analysis and show how people working in the cre-
ative sectors assess climate conditions in the city of Szczecin in relation to
creativity. Here, the study group consisted of 96 subjects. The area of empir-
ical research included becoming familiar with all the respondents’ opinions
on the climate conducive to creativity in the above mentioned cities. To
be able to recognise the opinions of people specifically representing creative
life orientations (that is, those who, by having creative orientation poten-
tial, can contribute much more to the development of creativity than the
remainder), the respondents were divided into two groups: one represented
those with a creative life orientation and the other, those with a conserva-
tive life orientation. This division was accomplished using the life orientation
questionnaire in the research process proposed by Cudowska (2014). In the
recognition of the preferences for the creative life orientations, the stan-
dardised written interview and the scaling method as the way of gathering
empirical material, typical of qualitative studies, were applied. The question-
naire consisted of 48 questions and allowed diagnosing creative – CrLO and
conservative life orientations – CoLO (version test Y, N, NK or A, a, b, B).
The questions related to 8 key considerations (components) directly related
to creativity and the development of a local climate capable of promoting
and supporting a creative sector in cities (Table 2). The three areas of the
studies were distinguished as: innovation, originality and value. These listed
values regardless of the accepted concepts of creativity, theoretical inspira-
tion or methodological depictions, were repeated in all characteristics of the
phenomenon, both in static and dynamic terms. Cudowska (2014) shows
that the questionnaire affords a high degree of reliability as a research tool.
The characteristics of the subjects taking into account the results of re-
search in the field of life orientation are presented in Table 2 below. The
third and final stage of the study, included focus studies. These were car-
ried out in June 2019 to add depth to the research results obtained. The
research was conducted in a group of 9 subjects (all working students) who
demonstrated creative life orientation. The aim of the focus study was to
deepen the results of the quantitative research and to provide justification
as to which determinants most affect the development of creative industries.
A common feature of the research processes was their cyclicality and

interdependence. In the research, different criteria for their division were
used. In terms of time criterion, historical (ex post), current and prospec-
tive (ex ante) studies were used. The aim was to assess the existing economic
phenomena as well as forecasting. The research also aimed to provide needed
information in the area of establishing the pattern of a climate conducive
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to creativity and its impact on the development of the creative sector in
the city. Taking into account the purpose of the research, exploratory, de-
scriptive and cause-and-effect research was applied.

Table 2

Creative study, life orientations – working in creative sector

Working in the creative sector – 214 subjects
Wrocław, Poznań, Warszawa, Kraków, Katowice

Test (Y, N, NK) Test (A, a, b, B)

CrLO – CoLO CrLO – CoLO

relation subjects % relation subjects %

>= 0* 63 29.44% >= 0 80 37.38%

< 0* 151 70.56% < 0 134 62.62%

Working in the creative sector – 96 persons
Szczecin

Test (Y, N, NK) Test (A, a, b, B)

CrLO – CoLO CrLO – CoLO

relation subjects % relation subjects %

>= 0* 28 29,16% >= 0* 31 32,29%

< 0* 68 70,83% < 0* 65 67,71%

Value of difference greater or equal to zero (>= 0) denotes a CrLO value. Value of
difference less than zero (< 0) denotes a CoLO value*

Source: authors’ own research.

In connection with the above, the following hypothesis has been put
forward: Recognition of the components constituting the pattern of a climate
conducive to creativity in the city will enable better development of entities
included in the creative sector.

3.2. Results of quantitative research
The research presented in this part of the article is to show what com-

ponents are included in the design of a climate conducive to creativity in
the city and which of them determine the development of creative sectors.
The decision as to how to conceptualise the climate conducive to in the city
in the form of choosing determinants was conditioned by the context of the
study and referred to the verification of the research presented in the article
shown in item 3 of the article.
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In order to be able to better define the specificity of the functioning of
creative sector entities in the context of the components needed to create
a suitable climate conducive to creativity in the city, a comparative analysis
has been made within the range of distinguishing entities located in the
cities of Wrocław, Poznań, Warsaw, Kraków and Katowice, and in contrast,
the city of Szczecin. Thus, as a result of the analysis of collected data, it can
be ascertained that in the study group of 214 subjects the most important
factors conditioning the development of creativity and creative industries in
the city (by number of respondents selecting the factor) were: atmosphere
for learning and development [5] – 178 (83.18% of respondents); social sup-
port [7] – 176 (82.24% of respondents); sense of security [6] – 156 (72.90% of
respondents); atmosphere for sharing knowledge [4] – 145 (67.76% of respon-
dents). Factors deemed to be of lesser significance by the study group, were:
reward recognition [1] – 109 (50.93% of respondents); social cooperation [8]
– 87 (40.65% of respondents); reward authority [2] 78 (36.45% of respon-
dents). By contrast, in the study group of 96 subjects the most important
factors for them were: the atmosphere for sharing knowledge [4] – 43 (44.79%
of respondents); reward recognition [1] – 38 (39.58% of respondents); sense
of security [6] – 34 (35.42% of respondents); reward celebration [3] – 29
(30.21% of respondents); social support [7] – 28 (29.17% of respondents).
Factors deemed to be of lesser significance by this group were: reward au-
thority [2] – 12 (12.50% of respondents); social cooperation [8] – 19 (19.79%
of respondents).

Table 3

Which factors, in your opinion, determine the climate conducive
to the sector creative?

214 subjects 96 subjects

CrLO CrLOAnswer Total Total63 subjects 31 subjects

Number % Number % Number % Number %

(A) I agree (B) I don’t agree (C) I don’t know

[1] Reward – recognition

(A) 109 50,93 28 44,44 38 39,58 15 28,57

(B) 74 34,58 32 50,79 24 25,00 8 25,81

(C) 31 14,49 3 4,76 34 35,42 8 25,81

[2] Reward – authority

(A) 78 36,45 20 31,75 12 12,50 19 61,29

(B) 23 10,75 15 23,81 34 35,42 4 12,90

(C) 113 52,80 28 44,44 50 52,08 8 25,81
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214 subjects 96 subjects

CrLO CrLOAnswer Total Total63 subjects 31 subjects

Number % Number % Number % Number %

(A) I agree (B) I don’t agree (C) I don’t know

[3] Reward – celebration

(A) 34 15,89 18 28,57 29 30,21 3 9,68

(B) 32 14,95 14 22,22 34 35,42 21 67,74

(C) 148 69,16 31 49,21 33 34,38 7 22,58

[4] Atmosphere – sharing knowledge

(A) 145 67,76 44 69,84 43 44,79 12 38,71

(B) 56 26,17 11 17,46 26 27,08 11 35,48

(C) 13 6,07 8 12,70 27 28,13 8 25,81

[5] Atmosphere – learning and development

(A) 178 83,18 51 80,95 23 23,96 8 25,81

(B) 29 13,55 4 6,35 39 40,63 17 54,84

(C) ‘7 3,27 8 12,70 34 35,42 6 19,35

[6] Sense of security

(A) 156 72,90 39 61,90 34 35,42 15 48,39

(B) 15 7,01 18 28,57 17 17,71 7 22,58

(C) 43 20,09 6 9,52 45 46,88 9 29,03

[7] Social support

(A) 176 82,24 42 69,84 28 29,17 9 29,03

(B) 36 16,82 15 23,81 25 26,04 15 48,39

(C) ‘2 0,93 6 9,52 43 44,79 7 22,58

[8] Social cooperation

(A) 87 40,65 29 46,03 19 19,79 21 28,57

(B) 65 30,37 23 36,51 30 31,25 3 9,68

(C) 62 28,97 11 17,46 47 48,96 7 22,58

Source: authors’ own research.

In presenting research results in relation to subjects who themselves
represent creative life orientations (63 subjects) in the group of 214 subjects,
it should be noted that for this particular study group the most important
factors for them in conditioning the development of creativity and creative
sectors were: atmosphere for learning and development [5] – 51 (80.95%
of respondents); atmosphere for sharing knowledge [4] – this 44 (69.84%
of respondents); social support [7] – 42 (66.67% of respondents); sense of
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security [6] – 39 (61,90% of respondents); reward recognition [1] – 28 people
(44.44% of respondents). Factors deemed to be of lesser significance by this
group were: reward celebration [3] – 18 (28.57% of respondents).
In relation to similarly creative life orientated subjects (31 subjects)

drawn from the group of 96 subjects in Szczecin, the most important fac-
tors for them in conditioning the development of creativity and creative
sectors were: social support [7] – 21 (67.74% of respondents); reward recog-
nition [1] – 15 (48.39% of respondents); sense of security [6] – 15 (48.39% of
respondents). Factors deemed to be of lesser significance in this group were:
reward celebration [3] – 3 (9.68% of respondents); atmosphere for learning
and development [5] – 8 (25.81% of respondents); social support [7] – 9
(29.03% of respondents).

3.3. Results of focus group research
In the qualitative study, focused group interviews, commonly referred

to as focus (FGI), were conducted. Discussion took place within which the
phenomena related to becoming familiar with detailed opinion on the re-
search components, their contribution to providing a climate conducive to
creativity, and their influence on the processes of promoting creativity and
developing a creative sector were analysed. The participants involved in the
discussion were employed in the following industries: advertising, promotion
and IT. In the first instance, the participants were asked about the role of
creativity as a value added generator in the aspect of obtaining economic
benefits in the city and its impact on the development of creative sectors.
In the survey group, this role was defined primarily as the source of any
innovation due to which progress and development take place. One of the
participants defined the role of creativity as a source of undeniable devel-
opment. Another believed that in their opinion creativity makes the world
more interesting because such development creates new opportunities, while
others indicated that creativity plays the role of a trigger for any develop-
ment, including creative industries. Taking into account the purpose of the
research, the participants were presented with the results of quantitative
research (cf. section 4.2) obtained in two research cycles. They were asked
to justify the choices made by the respondents and whether they agreed
with the results presented.
Among the answers provided, the participants were aware (given the an-

swers obtained in the questionnaires from both groups, both generally and
in the responses of creative life orientated subjects that formed sub-groups)
that social support is by far the most important factor for the development
of creativity in the community and for developing creative sectors. The jus-
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tification for this statement was that: when the group shows tolerance and
support then automatically (according to one of the participants) a sense of
security arises and this creates a space to acquire knowledge and share it
and a desire to use it to create new ideas. One participant suggested that
a sense of security in society triggers all other processes mentioned and that
in itself is an important development factor. Bearing in mind this statement,
the participants were then asked which of the determinants of the climate
for creativity is, according to them, more important for the development of
creativity and creative sectors and whether social support has an advantage
over the sense of security or vice versa. The participants agreed concor-
dantly that in their opinion social support gives a sense of security and
that it is this which is the key to the development of creativity and creative
industries, including the creation of a proper climate for creativity.
The participants were asked whether: they agree that reward recogni-

tion, reward authority and social cooperation are factors that have a much
smaller impact on a climate that properly favours creativity and thus on
creativity of the community and the development of creative industries in
the subject cities. In this regard, the participants were not concordant in
their answers. Namely, they acknowledged that the sense of being rewarded
always motivates people and not only for creative abilities. However, no
reward will be conducive to the development of creativity if there is no
social support, acceptance or sense of security. Therefore, the respondents
stated that reward could be considered as a less significant determinant.
As far as social cooperation is concerned, the participants decided that it
is definitely more important than reward because through cooperation the
group develops support, a sense of security and the atmosphere of sharing
knowledge. Thus, the respondents were asked whether support can be con-
sidered as a subordinate factor, or whether it should be classified in the first
group, i.e. as a determinant of key importance in creating a proper climate
conducive to creativity. Most of the participants indicated that social coop-
eration is also crucial for a climate conducive to creativity in the city. Good
cooperation, according to one of the participants, shapes the right social
relations and creates space for development.
The last issue was to become familiar with the opinion of whether

Szczecin stands out in the context of other cities studied in relation to the
climate for creativity and what it is that characterises the discussion of the
participants. The participants acknowledged that in Szczecin, in their opin-
ion, creativity could develop better. Again, in their opinion, the cities of
Warsaw, Wrocław or Poznań definitely provide a better atmosphere for cre-
ativity than Szczecin. In connection with this, the respondents were then
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asked what is such a distinguishing feature that makes these cities lead and
outrun Szczecin in creating a climate for creativity. The respondents be-
lieved that environmental conditions in the form of the promotion of cities
and encouraging initiatives caused that in those cities the climate for cre-
ativity was better. When asked to indicate specific solutions, the respon-
dents had a problem with their indication. One respondent replied that the
mentality instilled in recent years, that these cities are the leaders in eco-
nomic development compared to other Polish cities and that they foster the
development of creativity, makes us think so. However, another participant
pointed out that cultural initiatives and the promotion of culture are of
special importance in the development of creativity, and there are far fewer
intitiatives in Szczecin than in the cities mentioned.
Finally, the respondents were asked which of the listed components in

their opinion determines the development of creativity and creative sectors
(the respondents were required to take into account the level of importance
of the two most significant components, i.e. those that determine most).
According to the vast majority, they were: atmosphere for learning and
sense of security.

Conclusions

In the source literature, analyses of the climate conducive to creativ-
ity in the city inspire researchers to recognise further scientific areas and
contribute to the development of this issue. Unfortunately, this concept is
poorly recognised on both theoretical and empirical grounds. In the source
literature, if available, the analyses carried out relate to quantitative as
well as qualitative research. Although the latter is rare, its application may
make the knowledge contained therein deepen the empiria obtained from
analytical studies. This was also done in this study, in which, in addition to
quantitative research, focused group interviews were used. The conclusions
obtained in the study indicate that the appropriate pattern of climate for
creativity, according to the authors, has an impact on the development of
the creative sector. For the most part, the data gathered in our research,
illustrates the many years of similar research carried out by various other au-
thors on the factors involved in creating a climate conducive to promoting,
developing and supporting creativity, that has enabled a positive verification
of the hypothesis set in this article.
Thus on the basis of the results obtained from our research, it can be

said that the pattern of a creative climate in cities, recognised as conducive
to creativity, contains the following components: an atmosphere for learn-
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ing and development, social support, a sense of security and an atmosphere
for acquiring knowledge. However, in a city that does not meet the same
criteria, the climate pattern changes to consist of the following features: an
atmosphere for acquiring knowledge, reward recognition, a sense of security,
reward celebration and social support. For those who fall into the category
of being creative life orientated from cities recognised as less conducive to
creativity, the creative climate pattern includes: an atmosphere for learning
and development, an atmosphere for acquiring knowledge, social support,
a sense of security and reward recognition. Whereas, for those from a city
that is not designated as being creative, the pattern is: social support, re-
ward recognition and a sense of security.
In connection with the above an important determinant that favours

creativity in the context of elements that produce a climate conducive to its
promotion, is the adequate support of social groups, which was seen by the
respondents as important. While referring to this component, it is worth
mentioning that such support is in fact important in four aspects: diversity,
mutual openness of thought and ideas, the encouragement of constructive
ideas and shared responsibility (Amabile, 1988; Amabile et al., 1996 acc.
to: Franková, 2011). It was similarly observed that positive attitude and
support affect the sense of security. The research results also appear to
confirm the thesis presented in the source literature that the university
atmosphere of knowledge sharing, as one of the most important elements
of climate creativity, plays an equally important role in the development of
creativity in business entities and cities.
Social cooperation and its resulting synergy affect the level of creativ-

ity development and entities included in the creative sector. However, it is
difficult to clearly determine what kind of cooperation is conducive to the
number and variety of ideas generated.
Bearing in mind the development of a proper climate for creativity

in the city, local authorities should pay special attention to the aspects
mentioned above, because they are important components that conditions
the development of potential for innovation. Care in fostering these key
aspects will also lead to improvements in the life of the inhabitants of
a given territorial area. Bearing in mind the development of the creative
sector in the context of the indicated patterns of the climate conducive to
creativity, decision-makers should take specific actions in the field of its
development:
– creation of the function of ambassadors of creativity;
– supporting the development of infrastructure/tools that allow the de-
velopment of creative entities;
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– facilitating access to external financing sources for research and devel-
opment as well as to private and public creativity;
– supporting the development of the information society;
– orientation of the research and scientific community and entrepreneurs
towards development purposes;
– promoting cooperation between the world of scientists and entities de-
veloping creativity other than universities;
– activation of cooperation between central and regional government lev-
els in the scope of shaping and implementing educational policy focused
on the development of creative entities;
– creation of a proper information exchange system;
– creating an appropriate system for measuring and monitoring changes
in the area of networking and information exchange.
– promoting and stimulating creative attitudes in society by involving
people who are known and liked in propagating the above ideas;
– effective use of creative potential inherent in local society and promoting
its development;
– tolerance for diversity and otherness;
– freedom to express oneself.
– reducing the stereotypes of thinking and perception of others and their
otherness;
– environment orientation (change of the mental model) towards the needs
of the economy;
– dissemination of modern communication methods and popularisation
of creative content;
– transformations in the field of social awareness – elimination of stereo-
types, illusions and prejudices in order to build a society open to
changes;
– creating a new city culture aimed at effective creative development,
especially in the defined enclaves of poverty.
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