

  JOItmC-08-00017




JOItmC-08-00017







J. Open Innov. Technol. Mark. Complex. 2022, 8(1), 17; doi:10.3390/joitmc8010017




Article



The Creative Services Sector in Polish Cities



Radosław Wolniak *[image: Orcid] and Izabela Jonek-Kowalska[image: Orcid]





Faculty of Organization and Management, Silesian University of Technology, 44-100 Gliwice, Poland









*



Correspondence: Radoslaw.Wolniak@polsl.pl







Received: 16 November 2021 / Accepted: 7 January 2022 / Published: 12 January 2022



Abstract

:

The creative services sector plays an important and constantly growing role in the modern economy. This publication presents the results of extensive research on the functioning of the creative sector in Polish cities, conducted on a representative sample of 287 cities located throughout Poland. The sample was good in such a way as to maintain the structure by province. The survey included questions rated on a 5-point Likert scale. The aim of the research was to study the functioning of the creative sector in Polish cities and to determine whether the active involvement of public administration in its development has a positive impact on this sector. The research was carried out on the example of a medium-sized European country, which is Poland. The original contribution of the authors of the publication is to demonstrate, on a large research sample, the existence of a positive impact of the municipal office’s activities on the creative sector for example using special funds to boost creativity sector in the city, and to ascertain the existence of a linear relationship between the city size and the level of the creative sector functioning in it.
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1. Introduction


Creative industries are almost equated with cultural industries, but their scope is slightly bigger than in the case of cultural industries. The idea of creativity as an important resource emerged on the first decade of the 21st century. Authors related creativity to innovations, and they see it as a very important factor of development of economic competitiveness [1]. According to the European Union definition, cultural and creative sectors are comprised of all sectors in which activities are based on cultural values or other artistic individual or collective creative expressions [2]. Creative industries are mainly centred on cultural industries but they are not restricted to them. The only way to differentiate cultural industries is that they can have a cultural characteristic which is not measurable by monetary funds. The difference is also connected with the situation where the production of cultural products requires human activity input. In contrast to culture industries, we can observe that creative industries are mainly big or middle size companies. They pay high salaries, especially to the senior staff. Most of the organizations functioning in the creative industries have fixed working hours for their employees [3].



A more extensive conception of analysis of differences between creative and cultural industries was presented by Tomczak and Stachowiak. According to them, in the case of utility value in creative industries we can observe the dominance of utility over symbolic value, in cultural industries the predominance of non-material values. In the case of commercialisation in creative industries we can observe the high level of commercialization but in cultural industries low level of commercialization. In creative industries the final product is an intermediate commodity used in further production but in cultural industries it is a cultural good the consumption of which is the aim of the process. Creative industries are located mainly in a concentrated way or clustered, but in the case of cultural industries they have many dispersed locations in urban and also non-urban areas. Creative industries are orientated towards the global market, but cultural industries tend to be mainly orientated towards the local market [4,5,6,7].



Creative industries are a relatively new sector of the world economy. This sector is based on creative, innovative and talent-driven activities of creators in the broadly understood areas of art, media and design [8,9]. An important factor allowing for the activity in the area of the creative sector is the fact that creators possess rich and interdisciplinary knowledge, as a result of which products and services with added value are produced [10]. Products developed in the creative services sector meet the established market goals and bring significant economic benefits in other sectors, which very often intertwine with the creative services sector. In the case of creators who operate in the creative services sector, the most common source of profit for them is income from trade and intellectual activity.



The international research conducted by Zheng Liu shows that government policies can have an impact on innovativeness of creative industries [11,12,13]. The creative industries play a very important role in innovativeness generation. Recently they have experienced many changes and transformations connected with user engagement, flexibility, technology advancement, digitalization and open platforms.



The issue of creative industries is very important nowadays, because in developed countries they develop very dynamically and have a significant share in creating added value [10,14,15]. Creative sectors are also associated with the implementation of the Smart City concept in the city, as many of the creative solutions are implemented in the form of smart solutions, positively affecting the quality of life of residents, or the digitisation of city management processes.



It is believed that the creative sector is now a very dynamic part of the economy, having a significant impact on economic growth, job creation and internationalisation. Currently, the creative sectors experience a rapid development, contributing, inter alia, to the growth of exports and to the increase of the GDP level [16,17,18].



There is also a significant resistance of the creative sector to economic crises [19]. At the same time, it is worth noting that the current crisis related to the COVID-19 pandemic has severely affected creative industries in many countries [20,21]. In particular, the lockdowns introduced and the inability to organise large events had a significant impact on numerous areas of creative activity. However, those creative organisations that could transfer their business activities online handled it the best [22]. Moreover, the creative industry promotes the innovations in society [23,24]. Some authors think that the creative industry has a positive impact on sustainable development and the development of urban economy [25,26].



Despite their growing importance, issues related to creative industries are not widely discussed in the literature on the subject of their functioning in the city. Authors usually focus on individual creative services or individual cities [27,28,29,30,31,32]. There is a cognitive gap in the literature regarding comprehensive research on the scope of the functioning of creative sectors in cities and the factors that may affect their development. This gap was based on our analysis of the related literature on the subject [15,16,17,18,19,20,21,22,27,28,29,30,31,32,33]. Furthermore, we think that the problem is very important from a practical point of view for the current creative industries. These industries are very important to today’s economy, and because of that it is worth researching on what level it is now and what are the main factors needed for its development. Especially we think it is interesting to investigate if the engagement of local authorities has a positive impact on the level of creative industries in the city.



This research was designed to fill this gap. The aim of the research, resulting from the identified research gap, was to study the functioning of the creative sector in Polish cities and to determine whether the active involvement of public administration in its development has a positive impact on this sector. The research was carried out on the example of a medium-sized European country—Poland.



To achieve the research goal, the following research questions were asked:




	
What is the level of functioning of the creative sector in Polish cities?



	
Does the geographical location of the city and its size affect the presence of the creative sector in its area?








For these purposes, the following research hypotheses were defined:



Hypotheses 1 (H1).

There are statistically significant differences between the level of functioning of the creative sector in individual provinces in Poland.





Hypotheses 2 (H2).

The size of a city has a statistically significant impact on the functioning of the creative sector in its area.





Hypotheses 3 (H3).

Active activities of the city authorities stimulating the creative sector have a positive impact on its functioning in the city in Poland.





Hypotheses 3a (H3a).

Public administration support for the creative sector in the city has a positive effect on its functioning.





Hypotheses 3b (H3b).

Starting special funds for the creative services sector has a positive effect on the functioning of this sector.






2. Literature Review


The term creative industries appeared in the 1990s, and it began to be used on a larger scale when the Creative Industries Task Force was established in 1997 in Great Britain [34]. The first mentioned report by the research team contained a definition of the creative industry. According to it, creative industries are: activities that stem from individual creativity and talent, and which have the potential to create wealth and employment by producing and using intellectual property rights.



Creative economy is based on innovative ideas but not on the typical use of limited conventional Resources [35,36,37,38,39,40]. A creative organisation is an organisation in which all types of creative intelligence and awareness play the dominant function [41].



An example of another definition of creative industries is the one proposed by Caves, who stated that the creative industries supply products and services that are broadly associated with cultural, artistic or entertainment value. In the literature on the subject, the creative sector is considered to be activities that are based on intellectual property and have their roots in science or culture. In this case, there is a division into two groups: creative industries and knowledge intensive industries [42].



The contribution of the creative sector to the economy offers creative products and services to the customer as well as direct and indirect influence by the creative sector on other areas of the economy, for example as a result of cross innovations and collaborations between an organisation and suppliers and customers [43,44,45,46]. It is not easy to measure the activities in the creative sector [47,48]. When we speak about R&D we can measure it using the innovation indicator [49]. However, in the case of creative innovation this measure cannot be fully allocated. This is because companies doing business in creative industries spend less than industrial companies on R&D [42,50]. This does not mean that they are less innovative, but that the innovations can take other forms. We should mention that the innovation in creative industries is a result of both individual and group creativity and therefore it is more difficult to properly measure it. Moreover, those creative innovations are less spectacular compared to traditional innovations.



An example of the classification of creative activities is the classification according to UNCTAD (United Nations Conference on Trade and Development), which is synthetically presented in Table 1.



Another division of creative activity was proposed in the study: The economy of culture [53]. In line with it, the following types of creative activity can be distinguished [53]:




	
home arts:




	○

	
visual arts,




	○

	
performing arts,




	○

	
heritage,









	
cultural industry areas:




	○

	
film and video,




	○

	
television and radio,




	○

	
video games,




	○

	
music,




	○

	
books and press,




	○

	
design,




	○

	
architecture,




	○

	
advertisement,









	
related industries:




	○

	
computer manufacturers,




	○

	
mp3 player manufacturers,




	○

	
mobile phone industry.














In the case of Poland, the Statistics Poland defined, in accordance with the classification of PKD 2007 (Polish Classification of Activities), the areas classified as creative industries as [54]:




	
architecture and interior design,



	
publishing activity,



	
national heritage, libraries, archives,



	
artistic education,



	
fashion and industrial design,



	
film and television production,



	
radio and music production,



	
programming,



	
advertising and related activities,



	
artistic handcraft,



	
performing arts,



	
visual arts.








Creative industries can nowadays become a tool used in many areas of life. They have such aspects as: social, economic, cultural, related to Smart Cities or sustainable development [55,56,57]. Creative industries in particular are associated with the so-called Creative City concept which is one of the extensions of the Smart City concept [58,59]. Looking from a multidimensional, holistic perspective, the functioning of a modern Smart City can be measured from many perspectives, such as: connectivity, innovation, creativity, diversity, culture and the environment [60,61]. According to Caragliu [62,63,64] cities’ urban performance depends not only on physical capital, but also on human and social capital and its creativity. Camagni [58] thinks that cognitive capital and environmental capital are indispensable parts in the process of building Smart City. The cities today should be very creative and innovative to stimulate existing opportunities and stimulate entrepreneurship [65,66,67,68,69,70,71].



A creative city can be considered as a city that has the ability to generate and implement new ideas, projects and innovations, and has the ability to attract and retain creative people and entities from the creative sector. In particular, a creative city should be characterised by presence [16]:




	
creative activities that should appear as a response to the formation of the structures of a new, creative economy,



	
a creative class, i.e., a certain part of society with high competences, working in strictly defined professions, entrepreneurial, easily adapting to rapidly changing conditions,



	
appropriate quality of space, especially in terms of those factors that will be considered by residents to decide on the choice of a place to live or invest,



	
technological infrastructure, that is investments in hard and soft projects, allowing to build a strategic advantage in relation to other entities.








A high level of creativity in a city can only be achieved if the city has many different organisations operating in the creative industries. The lack or insufficient number of such organisations may significantly hinder the city’s development, as there will be insufficient potential to stimulate innovative and entrepreneurial activities. The presented considerations confirm the importance of the issue of creative services in cities and the importance of conducting a detailed diagnosis of the current situation in the creative industry.



Some authors also put emphasis on the role of happiness in creativity [72,73,74,75]. For example, Cloutier analysed the relations between sustainable development and well-being in urban areas. He found that happiness and sustainable development are positively associated. He also thinks that happiness should be a part of the sustainable development index because it is what drives people in almost all areas of their lives [76]. The direct relation between creativity and happiness of the people was found by Ceci and Kumar [72]. According to their research especially intrinsic motivation is significantly correlated with creativity and is also associated with being positive and a happy mood. The positive relation between creativity and happiness was also observed by Tan et al. They found a bidirectional relationship that exists between well-being and creativity in the example of Malaysia.



The implementation of creative city conception on the city level can boost the innovativeness and open innovation ecosystem in the city [51,60,61,62,66,67,68]. It is very important to facilitate open innovation in regions, cities and communities. It is possible when we have an innovative ecosystem which can be used to coproduce, cocreate and evaluate new services and products by users and experts [12,13,38,39]. Public policy should create an open innovation environment accordingly with the conception of quintuple helix harmonizing the ecosystem to internalize emerging new innovative concepts in the creative city [77,78].



The main difference between our paper and the previous research is the analysis on the impact of active involvement of public administration on the creative sector. We did not spot any direct research on this problem and we think the problem is important because the identification of this relation can be beneficial both from a theoretical and practical point of view.



The creative sector in Poland combines many different areas of activity and objectives, and one of its main characteristics is strong objectives of activity, and one of its basic characteristics is its strong internal diversity. One of its key characteristics is its strong internal diversity in terms of the organisational forms it takes of its operations and the location of its headquarters.



When analysing the issue of diversification of organisational forms and objectives of operation, it can be noted that within particular sub-sectors of creative industries there appear various organisational forms within particular sub-sectors of creative industries, which may include [79]:




	
enterprises (e.g., sole proprietorship, civil partnership, limited liability company)



	
public entities (e.g., state, voivodeship, poviat organisational units),



	
non-governmental organisations (e.g., foundations, associations, economic self-government).








Such a strong diversity of organisational forms translates directly into the diversity of their operational goals. The creative sector seems to be a unique sector in the contemporary economy, where at the same time there are cooperate entities oriented at profit maximisation and entities oriented at maximisation of indicators other than profit (e.g., providing access to culture and national heritage). The diversity of objectives within this sector creates an original mosaic of forms of activity and directions of action. From this point of view, this sector seems to be an interesting place for activity both for profit and not for profit, and allows for absorption of diverse human activity.



According to entities operating in the creative sectors in Poland, the biggest obstacle to their further individual as well as collective development is the financial deficit. The lack or shortage of money is a significant impediment to day-to-day operations. It seems, however, that the financial barriers are smaller than is commonly believed and do not pose such a big threat to the dynamic development of the creative industries. The basis for optimism is provided by alternative forms of financing business activity development on the financial market. Networks of private investors, the so-called Business Angels, are a good partner for companies from creative industries, but even better may be communities of engaged clients, consumers, users, enthusiasts or fans. Social funding is rapidly gaining in popularity and is slowly playing a more important role [33].




3. Methodology


The research on which this publication was based was carried out at the turn of 2019/2020 by a professional research agency at the request of the Faculty of Organization and Management of the Silesian University of Technology in Gliwice. The Agency was provided with a research questionnaire developed by the authors of the publication concerning, inter alia, the issues of the creative sector in Polish cities. The questionnaire was sent to about 30% of all Polish cities. In Poland in the year of research there were 954 cities—the questionnaire was sent to 314 of them. The agency obtained correctly filled questionnaires from 287 cities located in Poland, the sample selection was done through a random method. The relatively high response rate of the questionnaires results from the fact that cities are obliged to provide public information in the case of conducting scientific research. The sample was selected to maintain the structure of the sample by provinces. The research was carried out using a questionnaire placed on the Internet, to which the link was sent to representatives of Polish cities. The survey included questions rated on a 5-point Likert scale. The questionnaire was addressed to the plenipotentiaries of the city authorities (mayor or city council) in charge of city development or, if such a function does not exist in a given city, to the plenipotentiary dealing with a similar range of tasks.



As a result of the research, 287 correctly completed questionnaires were received. The distribution of the sample by individual provinces was as follows: Dolnośląskie—27; Kujawsko-Pomorskie—16; Lubelskie—15; Lubuskie—13; Łódzkie—13; Małopolskie—19; Mazowieckie—26; Opolskie—11; Podkarpackie—15; Podlaskie—12; Pomorskie—15; Śląskie—21; Świętokrzyskie—13; Warmińsko-Mazurskie—15; Wielkopolskie—34, Zachodniopomorskie—20. We put the amount of researched cities from each of the Polish provinces on the map of Poland in Figure 1.



The aim of the research was to determine the level of quality of customer service (residents) by municipal offices and whether the monitoring of the quality of life carried out by the office has an impact on the quality of customer service.



In the first part of the research, the level of functioning of the creative sector and its individual sectors in the city was measured. The variables were determined on the basis of the analysis of the literature on the subject [51,52,53,54,65,66,67,68] and the expert method. Individual variables were measured on a five-point scale of 1–5, where 1 is very bad and 5 is very good.



The following variables were included in the research:




	
C1—The presence of organisations in the city dealing with visual art (paintings, sculptures, photographs, antiques).



	
C2—The presence of organisations in the city from a group of cultural sites (archaeological sites, museums, libraries, exhibitions).



	
C3—The presence of organisations in the city related to handicrafts, festivals and local traditions.



	
C4—The presence of organisations in the city dealing with performance art (live music, theatre, dance, opera, circus).



	
C5—The presence of organisations in the city dealing with audio-visual media (television, radio).



	
C6—The presence of organisations in the city dealing with new media (computer software, video games, digital creative content).



	
C7—Presence of organisations in the city dealing with creative services (architecture, advertising, R&D, cultural services, recreation).



	
C8—The presence of organisations in the city design dealing with design (graphics, fashion, jewellery, toys).



	
C9—The presence of organisations in the city dealing with publishing and printed media (books, press and other publications).



	
C10—Employment in the city in the creative services sector.








To assess the level of support for the creative sector by city authorities, three indicators were used (rated on a scale of 1–5):




	
SC1—Public administration support for the creative sector



	
SC2—Existence of special funds for the creative services sector








Statistical tools were used to analyse the data collected in the research. Basic statistical measures, such as standard deviation and median, were calculated for individual variables [80]. In the case of individual variables, their histograms were also analysed.



The calculations were made using the Statistica 13 package.



The nonparametric ANOVA Kruskal-Wallis test was used to analyse the differences between individual provinces. This test is a nonparametric alternative to the one-way analysis of variance. It is used to compare the distributions of several variables. The Kruskal-Wallis one-way analysis of variance on ranks has been described by Kruskal and Wallis [81]. It is an extension of the nonparametric U-Mann-Whitney test to more than two populations.



The Spearman’s correlation coefficient method was used to analyse the relationship between the variables [82,83]. For the interpretation of the correlation coefficient, the classification of the correlation coefficient proposed by Guilford was used.



When interpreting the presented correlations, the classification of the correlation coefficient proposed by Guilford was used [84]. According to it, the correlations in the 0.51–0.7 range are defined as high, above 0.7—very high, and in the 0.3–0.5 range as average.




4. Results and Discussion


The results of the research conducted in the field of variables concerning the functioning of the creative sector, along with the levels of standard deviation and the median values, are presented in Table 2. On the basis of the collected data for individual cities, the indicator of the functioning of the creative sector in the city (FC) was calculated, which is the arithmetic mean of all the researched variables C1–C10. The distribution graph of the indicator is also shown in Figure 2.



It is impossible to directly compare the discussed variables to global studies due to the fact that they have never been conducted on a larger scale in terms of the functioning of the creative sector in cities. Nevertheless, to some extent it is possible to use the research on the functioning of Smart Cities, which took into account elements of creativity. An example of this type of research was Griffinger’s research conducted in 70 European cities [85]. One of the 74 indicators studied was about creativity, and their results also showed the average level of creative services in European cities.



The respondents rated the presence of organisations dealing with visual arts in the city at an average level (rating 3.04 against a median of 3). The lowest rated variable was the variable concerning the presence of organisations in the city from the group of cultural sites, such as: archaeological sites, museums, libraries, exhibitions—rating 2.51, median 3. For this variable, there was one of the largest standard deviations amounting to 1.26, which means that there are significant differences between individual cities in terms of the presence of cultural sites. This type of activity requires the city to have appropriate development opportunities. In particular, the existence of archaeological sites requires archaeological excavations in the city and is mainly possible in cities with a long history. Similarly, in the case of museums which attract tourists, in cities with a longer history, they have more museum facilities due to the greater number of people interested in visiting them.



In the case of the presence of organisations in the city related to handicrafts, festivals and local traditions, the variable was rated at an average level of 3.05 (with a median of 3). Another variable, concerning the presence of performance art organisations in the city, is the second highest rated variable (rating 3.36, median 3). In most of the surveyed cities, there are activities such as: live music, theatre, dance, opera, circus. They vary in nature depending on the size and specificity of the city, but their average rating is above average.



The highest rated of the studied variables is the presence of audio-visual media organisations in the city. In this case, the average rating is 3.48. It is also the only variable for which the median is 4 (in all other cases it is 3). Nowadays, in most cities, this type of activity is carried out either directly or indirectly—representatives of national or local TV stations reach the city. In addition, modern technology makes it possible to easily create audio-visual content and share it, for example, using popular online platforms such as YouTube. Förster and Mainka [86] and Hung [87] note the fact that the media, in particular new media, is increasingly used to cover city events. Nowadays, most of the events in cities are broadcast on this type of platform. Cities are also home to local youtubers who create creative audio-visual content.



Another variable studied is the presence of organisations in the city that focus on new media, such as: computer software development, video games, as well as digital creative content. In this case, the average rating is slightly below average—rating 2.98, median 3. Currently, such organisations do not exist in every city.



The presence of organisations in the city dealing with creative services is rated at a lower level. In this case, the average rating is 2.75, with a median of 3. In this case, there are significant differences between individual cities in terms of the existence of organisations in their area focusing on services such as: architecture, advertising, research and development, cultural services or recreation.



The presence organisations in the city dealing with design was rated at the level of 2.7, with a median of 3. This variable had the highest standard deviation. In the surveyed Polish cities, there is a significant variation in the presence of organisations dealing with fashion, graphics, jewellery or toys.



Another variable concerned the presence of publishing and print media organisations in the city. In this case, the mean rating was 2.93 with a median of 3. In the analysed cities, there is an average level of saturation with organisations that focus their activities on traditional, printed media.



The last studied variable was the average level of employment in a given city in the creative services sector. The variable was rated at an average level—2.9 (median 3). According to the conducted research, Polish cities are not inferior in terms of the average level of functioning of creative services regarding the European average [88,89,90,91]. However, there are not many examples of cities in Poland with a very high level of the creative sector, such as Silicon Valley, Bavaria Valley, Silicon Glen in Scotland, Silicon Saxony in Germany [92], Barcelona, San Francisco, Glasgow [93], Rotterdam or Amsterdam [94,95]. Among Polish cities, the most creative cities belonging to the UNESCO Creative Cities Network include: Kraków, Wrocław, Katowice or Łódź [96]. At the same time, it is worth taking into account that to be included in this network requires creativity in a certain field, usually related to literature, and not necessarily a particularly high level of creativity in technological areas.



The analysis of data lets us state that the functioning of the creative sector in Polish cities is on the average level slightly below the average value of 3 and amounts to 2.93, with a median of 3. The analysis of the variable histogram presented in Figure 2 shows that the functioning of the creative sector indicator for most cities is in the range of 2.5–4, that is from below average to good. In the case of the largest number of cities (62), the indicator ranges between 2.5 and 3. The next range is the range of 3.0–3.5, in which 56 cities were found. However, in the 3.4–4.0 range, 55 cities were found.



It is worth paying attention to the other ranges in the histogram—they show that more cities are below the average level than at the very good level. Only 27 cities were found in the ranges above 4. These cities can be considered as examples of good practices for the functioning of the creative sectors, but it is worth noting that in many cases it results from the specificity of a particular city, for example its size (we will deal with this problem in detail later in the publication), the existence of universities in them, geographic location, etc., factors independent of the activities of the city authorities. Examples of good practice in the development of creative organisations in cities were presented by Lampel and Germain [97].



The functioning of the creative sectors was rated in 33 cities at the level below 2.5 and above 2. In the range from 1.5 to 2, a total 34 cities were found. The two mentioned groups of cities are less advanced in terms of the functioning of creative sectors, which requires significant investments and an active self-government policy. A total 19 cities were rated at a very bad level, that is below 1.5. In this case, an almost complete lack of functioning of the creative sector can be said.



Research has shown that there are organisations in cities belonging to the group of creative businesses, but their saturation is not too high and given that the creative sector is increasingly important for the city’s development, the city authorities should be more involved in promoting and facilitating its functioning. The importance of the creative sector for economic development is discussed in numerous publications. For example, Dubaraite and Startiene demonstrated the importance of the creative sector for economic development in Lithuania [98]. Titan in her work [99] presents the impact of the development of the creative sector on economic growth. The same problem, based on the example of the European Union, was presented by Boix-Domenech [100], also demonstrating the positive influence of the creative sector on the economy. Later in the publication, when consideration is given to the extent to which the activities of the city authorities have an impact on the functioning of the creative sector and thus to what extent they can contribute to the improvement of the city’s functioning.



The next table (Table 3) compares the values of individual variables from the point of view of the surveyed provinces. The nonparametric ANOVA Kruskal-Wallis test was used to analyse the differences between the variables. The values of the ANOVA Kruskal-Wallis tests together with the statistical significance p values, for which the test is completed, are presented in Table 4.



Based on the test results, it can be concluded that statistically significant differences (at the level of statistical significance α = 0.05) occur for the following variables: C1, C2 and C10.



The conducted research and data analysis do not support the H1 hypothesis concerning the occurrence of statistically significant differences between individual provinces in the functioning of the creative sector in Polish cities. The existence of a correlation was only found for 3 variables, but it did not occur for the others and for the overall indicator of the functioning of the creative sector. On this basis, it can be concluded that there are no statistically significant differences in the level of functioning of the creative services sector as a whole between individual Polish provinces. Despite the fact that individual Polish provinces show considerable differences in terms of economic development, for example in terms of the GDP level, the entire creative services sector has a level of development that can be considered relatively homogeneous from a statistical point of view.



It is worth mentioning why there are no significant differences between many variables between provinces. We think this is due to the relative uniformity of Poland as a country. Poland compared to many other EU countries is a country with high level of uniformity—the cultural, racial and social uniformity is relatively high. Moreover, low regulations are functioning in the whole country. Every voivodeship consists of one big central city and many smaller cities. Furthermore, the difference between size and cultural importance between the capital of Poland—Warsaw—and capitals of particular voivodeships compared for example to Czech Republic Hungary, Slovakian Austria and other countries from central part of Europe—where the capital city strongly dominates the rest of the country.



The differences exist only in those variables where there is a high level of occurrence of the particular phenomenon. Especially they exist in the case of cultural, handicraft and festivals and also employment in the creative sector. The relatively high level of uniformity also is because small sample of cities from voivodeships—in Poland there is 16 voivodeships. Because of that bides the overall sample is big (287cities), when we divide them into particular voivideships—among them are only 11–27 cities. It is slightly too small a sample to identify statistically significant differences. We think that in the future it is worth conducting the research on the bigger sample of cities. Maybe then we can identify the statistically significant differences between voivodeship—because according to Table 3 the differences between them exist but they are not statistically significant.



In Poland, there is no comprehensive legislation on the development of creative industries. Creative organisations are often looking for financial means, which are the main reason for their slow development [33], and may use programmes financed from EU funds, which are implemented in the same way all over Poland. This is one of the reasons for the relative uniformity of the results obtained in terms of individual provinces. An example of those programs is the program called—“Development of creative sectors”. The programme aims to support the development of the Polish cultural and creative sectors and to strengthen their competitiveness in the international arena. The programme covers all creative industries, however priority will be given to actions dedicated to the design, music, video games and new media sectors [101].



The exceptions are three variables worth analysing. The largest differences occur in the case of variable C2 concerning the presence of organisations from the group of cultural sites in the city, such as: archaeological sites, museums, libraries, exhibitions, etc. In this case, the highest rating was given to the level of creative services in the Pomorskie Province—level of 3.27, and the second there is the Śląskie Province—level of 3.19. In the case of the Pomorskie Province, a large share of the creative sector results from the fact that it is a province with old, historic cities such as Gdańsk. It is also a very tourism-oriented province and hence a particularly high saturation of cultural and creative activities. The importance of creative businesses in the Pomorskie Province was identified, for example, in a report compiled by the Creative Business Network [102].



In the case of the Śląskie Province, its specific character is decisive. This province is the most urbanised province in Poland. It is located in the Górnośląsko-Zagłębiowska metropolis consisting of many large and medium-sized cities. It is true that these cities are not the largest in Poland, nor is this province highly saturated with tourist activities, but the fact that there is a very large metropolis and a small number of rural areas means that it is very strongly involved in many areas of creative activity. A detailed analysis of the potential of creative industries in the Śląskie Province was carried out in the report: Analysis of the development potential of metropolitan functions in urban agglomerations of the Śląskie Province, which are centres of economic growth in the Śląskie Province in the context of the processes taking place on the regional labour market—culture and creative industries [82]. The report shows that the Śląskie Province has great potential for the development of culture and creative industries. It is both related to historical conditions and the existing intellectual, social and infrastructural base [103].



For the analysed variable, the last ones were Podlaskie province with a rating of 1.75, then Wielkopolskie province with a rating of 2 and Dolnośląskie province with a rating of 2.07. These provinces are those with a large share of small towns and rural areas, which significantly reduces the presence of cultural creative activity. It is also worth paying attention to the particularly large differences between the best and the worst rated provinces for the C2 variable, amounting to 1.52.



In the case of the second variable with statistically significant differences—C1—concerning the presence of organisations dealing with visual art, the Pomorskie Province came second, after the Śląskie Province. Additionally in this case, the same two provinces were in the first two places. The worst result in terms of the presence of organisations in cities dealing with visual arts was Podlaskie Province (rating 2.33), followed by Wielkopolskie Province (rating 2.47). Additionally in this case, the provinces in the last positions are the same as for the C2 variable.



The third variable with statistically significant differences between provinces was the C10 variable, that is the amount of employment in the city in the creative services sector. In this case, the Świętokrzyskie Province (rating 3.46) was ranked the highest, followed by: Pomorskie Province (rating 3.33) and Śląskie Province (rating 3.19). The worst rate of employment in the creative sectors was rated in the case of Podlaskie (2.25) and Wielkopolskie (2.29) and Lubelskie (2.33) provinces.



In further works, analyses were carried out on the relationship between the level of functioning of the creative sector in the city and the city size. Cities are divided into six size classes: up to 5000 residents; 5001–10,000 residents; 10,001–25,000 residents; 25,001–50,000 residents; 50,001–100,000 residents; over 100,000 residents. The results of the level of functioning of the creative sector for individual classes are presented in Table 5.



The nonparametric ANOVA Kruskal-Wallis test was used to analyse the differences between the variables. The values of the ANOVA Kruskal-Wallis tests together with the statistical significance p values, for which the test is completed, are presented in Table 6.



Based on the test results, it can be concluded that statistically significant differences (at the level of statistical significance α = 0.001) occur for all the studied variables. The results support the H2 hypothesis that the size of a city has a statistically significant impact on the functioning of the creative sector in its area.



In order to determine the direction of this relationship, the data collected in Table 5 can be analysed. On this basis, it can be concluded that there is a clear relationship between the city size and all the studied variables. Spearman’s correlation coefficient between the studied variables is high. There is a positive, strong (according to the Guilford classification) correlation of 0.56 between the indicator of the functioning of the creative sector in the city and its size.



The data clearly shows that all the surveyed areas that make up the functioning of creative industries occur more often the larger the city is. Organisations dealing with visual arts, culture, handicrafts, performing arts, media, creative services, design, etc. are especially common in large cities. A similar situation occurs in the case of employment in the creative sector—also in this case, the number of people employed in this sector increases with the size of the city.



The differences between cities of different sizes are very large. For example, for the smallest cities with less than 5000 residents, only one variable—C5—was rated as above average for the presence of organisations dealing with audio-visual media (3.2). For all other variables, the ratings are below 3, some variables are also rated very poorly below 1—in particular in very small cities there are problems related to: the presence of organisations in the city from the group of cultural sites, the presence of organisations in the city dealing with creative services and the presence of organisations in the city dealing with design.



The functioning of the creative sector is different in the case of the largest cities with more than 100,000 residents. In this case, only two variables are rated below 4—C2—the presence of organisations in the city from the group of cultural sites, and C10—employment in the creative services sector. For all other variables, the rating is above 4, that is above the good level. The highest rated variable in this case is C4—the presence of organisations in the city dealing with performing arts—rating 4.4.



In the future, smaller cities in particular should seek to improve their results and increase the role of the creative sector. It is particularly important due to the fact that the creative sector has a large impact on generating places of employment, which is confirmed, for example, by Hartley [104]. This is important because in Poland smaller cities have a higher level of unemployment compared to large cities [105] as well as a negative migration balance [106]. The development of the creative services sector in these cities would allow for a partial solution to these problems. As early as 2004, Christopherson pointed out that small and large cities must have different approaches to creating strategies for the development of creative organisations in the city [107]. Jurene and Jureniene [108] and Gregory and Rogerson [109] paid attention to similar facts.



In the next stage of the research, the correlation between the level of aid granted by public administration for the creative sector and the availability of special funds dedicated to the creative services sector and individual indicators of the creative sector functioning in the Polish cities surveyed (C1–C10 variables) was calculated. As all the studied variables are qualitative on an ordinal 1–5 scale, the Spearman’s rank correlation coefficient was used to determine the relationship between them. Results of the relevant correlations are presented in Table 7. It shows in bold those correlations that are statistically significant at a significance level of α = 0.01.



The conducted research shows that there are statistically significant correlations at the level of at least α = 0.01 between all the studied variables. Research has shown that there is a very high correlation of 0.76 between the level of functioning of the creative services sector in the city and the support of public administration for the creative sector provided by the city. The results support the H3a hypothesis. Research shows that active actions of public administration, which help the creative sector in its functioning, have a positive impact on this sector. On this basis, it can be concluded that municipal offices should become more involved in activities that can help the creative sector in further development.



The relationship between the variables can be expressed in the form of the following equation:


Indicator of the level of the creative sector functioning in the city = − 0.79 + 1.105 × SC1



(1)







The results obtained as part of the research also support the H3b hypothesis because statistically significant correlations have been observed between the level of creative services functioning in the city and access to special funds dedicated to this sector. According to the Guilford classification, the correlation between the variables can be rated as very high, as it amounts to 0.8 at the level of statistical significance α = 0.01.



The studied dependence can be expressed in the form of the following equation:


Indicator of the level of the creative sector functioning in the city = − 0.55 + 1.127 × SC2



(2)







The existence of relation between the functioning of the creative sector in researched country and public administration support is in accordance to the results presented in the paper by Zheng Liu [110]. He analysed the impact of government policy on innovations in creative industries in UK and China on the example of innovation centre. He has found the existence of positive impact of good established government policy on this sector.



There is the relation between support of the city and the magnitude of cultural phenomenon in analysed cities, as lack of access to money and problems with knowledge about what ways organizations can try to access money are some of the most important reasons why Polish organizations from creative sectors cannot grow. The analysis conducted in Poland shows that the core of the creative industries, which includes activities in the arts and culture, requires an efficient system of public funding, to put it simply—state funding. The subsidising of cultural institutions—in the form of permanent, budgetary grants, but also in the form of grants and competitions—is a measure of whether and how seriously the state takes the creative sectors [33,111]. This is the main reason why in cities where there is a significant level of support for the creative sector this sector is functioning better.



Supporting innovation in creative industries, as the examples of many countries indicate, means above all creating conditions for its functioning. This means, above all, generating demand for the products of the creative industries, which allows them to become an integral part of local, regional and national economic systems. The integration of the creative industry into economic systems at various levels creates conditions for its development in terms of opportunities to generate income and partial independence from public financial resources, which are usually limited and supply the creative industry irregularly, depending on the economic development strategy adopted and the resulting priorities, which are translated into various sectoral policies. The integration of the creative industries into economic systems naturally triggers innovative activities, which are necessary to gain a position in the market and develop competitive advantages enabling sustainable development. In a model system, creative industries become a centre sending development impulses to other sectors of the economy, initiating structural changes in larger economic systems [112,113,114,115,116,117,118,119]. All such activities require support from city authorities and therefore there are correlations both between support of public administration and access to special funds dedicated to this sector and the level of the functioning of the creative sector in the city. The main areas that require improvement include issues related to the presence of organisations related to cultural sites (score 2.51). City authorities should lead initiatives to develop the museum base as well as the offer related to various types of exhibitions. There are also problems in the case of organisations dealing with design (rating 2.7) and organisations dealing with creative services (rating 2.75). Furthermore in these cases, the city authorities should focus on activities that may lead to an increase in the saturation of organisations dealing with R&D, cultural services, recreation, etc., such services contribute to the growth of innovation, creativity, quality of life and have a small, long-term positive impact on the functioning of the city.




5. Conclusions


According to our research the level of functioning of the creative sector in Poland is on the average level—the indicator of functioning of this sector in Poland is 2.96 in the 1–5 scale. Most of the researched cities are between range 2.5–4, that is from below average to good. The largest number of cities are on the level between 2.5–3. The highest assessed variable is C5—the presence of organisations in the city dealing with audio-visual media (3,48) and C4—the presence of organizations in the city dealing with performance art (3,36). The lowest assessed variables are: C2—the presence of organizations in the city from a group of cultural cities—2.51 and C8—the presence of organizations in the city dealing with design (2,7).



The conducted research has shown that there are no statistically significant differences between the individual provinces surveyed. The data does not support the H1 hypothesis concerning the existence of significant differences between the level of functioning of the creative sector in Polish cities between individual provinces. The level of functioning of the creative sector in Polish cities was rated at an average level and it amounts to 2.96 on a five-point scale. Despite the fact that there are no statistically significant changes between the indicators in terms of the aggregated indicator, their existence was found in the case of three variables: C1—the presence of organisations dealing with visual arts in the city, C2—the presence of organisations in the city from the group of cultural sites, and C10—employment in the creative services sector. In the case of the studied variables, two provinces were ranked first: Pomorskie (characterised by a large share of the creative sector due to its great historical and tourist values) and Śląskie (in this case, the decisive role is played by the fact that it is the largest Polish conurbation of numerous, and related with each other cities, with developed creative activities. In the case of all three of the above mentioned variables, Podlaskie Province was ranked last, mainly due to the fact that it is an agricultural area and lacks large university and cultural centres.



The conducted research also showed the existence of large, statistically significant differences in the existence of organisations belonging to the creative sector depending on the city size. The existence of statistically significant relationships was found both for the total indicator of the level of functioning of the creative sector in the city as well as for all ten partial variables. The obtained results support the H2 hypothesis that the size of the city has a statistically significant impact on the functioning of the creative sector in its area. The differences between the individual cities are large. It has been observed that the larger the city, the more creative sector organisations there are.



In the case of cities with more than 100,000 residents, almost all areas that make up the creative sector are implemented at a good level. The only exception is the mentioned C2 variable. However, the smaller the city, the more there is to be done in this respect and the greater the distance compared to large cities. In particular, small towns with less than 10,000 residents and most with less than 5000 residents have a very poorly developed creative sector. To some extent, this is due to objective reasons—no large universities, no R&D companies, no large cultural centres, etc. However, nowadays, when many activities can be performed remotely, including those in the areas of creative work, it seems that there is a great development potential here.



The fact that a city should actively engage in the development of the creative sector is proved by the analysis results of the correlation between the public administration support in a given city and the functioning of creative sectors in its area. There was a strong correlation between the variables at the level of statistical significance α = 0.01 amounting to 0.8. The research results support the H3a hypothesis. This correlation is important from the point of view of the recommendations for the policy pursued by the city, as it allows for the conclusion that the city’s active involvement in helping the creative sector benefits the form of its better development.



For this reason, all cities can be recommended to be more involved in helping the creative sector. Where such opportunities exist, the city should establish a special unit dealing with the creative sector. This department should offer an organisation from this sector legal assistance, tax breaks in the field of municipal taxes, investment advice and in particular, advice on the possibility of obtaining funds from various types of projects and assistance in their filing.



The importance of the last issue is confirmed by studies on the relationship between the existence of special funds dedicated to the creative services sector and the presence of this type of organisation in the city. There was a strong correlation between the variables at the level of α = 0.01 at the level of 0.76. The results support the H3b hypothesis. Currently, there are opportunities to use numerous sources of financing, including, for example, from European funds, although, companies in the creative sector do not always have sufficient knowledge and competence to prepare a project. This is especially true for small micro-enterprise organisations. In such a situation, the help of employees of appropriate departments of municipal offices may be very necessary.



The original contribution of the authors of the publication is to demonstrate, on a large research sample, the existence of a positive impact of the municipal office’s activities on the creative sector. We analysed those impacts on the example of Poland, but we think that similar relation can also be found for other countries and the relation can be universal. We think the problem is worth researching in the future because it is important for global municipal office management. Especially it can be useful in the case of medium sized and small cities where the creative industries are not so widespread and their development needs careful attention and support from local government.



In our research we can observe that the support of local administration and especially special funds for creative industries have significate impact on its functioning. This finding can be useful for municipal offices in the world. They should try to incentivise their activities toward support of creative industries and especially try to create special funds to support them. This should have a positive impact on the increase of creative industries in those cities. Moreover, because the creative industries are very innovative this can have positive impact on innovativeness.



The studies presented in this publication have several limitations. The first limitation worth mentioning was the fact that they were conducted in one country—Poland. The results of the research on the level of functioning of the creative sector in other countries’ cities do not have to be the same as in Poland. Nevertheless, it seems, in particular due to the high levels of statistical significance obtained for the H2, H3a and H3b hypotheses that despite the differences in the detailed results, the basic identified relationships would be similar. The second limitation of the research carried out is the fact that the applied method of operationalisation of variables based on the analysis of the literature and expert assessment was one of many possible approaches to the issue. Any other operationalisation of the variables could certainly cause changes in the detailed results, but should not change the overall conclusions of the research. Another limitation is connected with the person which filled the questionnaire in the municipal office. The questionnaire was addressed to the plenipotentiaries of the city authorities (mayor or city council) in charge of city development or, if such a function does not exist in a given city, to the plenipotentiary dealing with a similar range of tasks. We think that this person is competent in the topic of research but we cannot guarantee that in each municipal office this person filled the questionnaire. The fourth limitation is connected with the problem that the level of support of the creative sector by municipal office was assessed by the municipal office itself. This could lead to overestimation and the level of support could be slightly different than we obtained in our results.







Author Contributions


Conceptualization, R.W.; methodology, R.W. and I.J.-K.; validation, R.W.; formal analysis, R.W.; investigation, R.W. and I.J.-K. writing—original draft preparation, R.W. and I.J.-K.; writing—review and editing, R.W. and I.J.-K.; funding acquisition, R.W., I.J.-K. All authors have read and agreed to the published version of the manuscript.




Funding


This research was funded by Silesian University of Technology, Faculty of Organization and Management, Department of Economics and Computer Science, grant number 13/010/BK_22/0065.




Institutional Review Board Statement


Not applicable.




Informed Consent Statement


Not applicable.




Data Availability Statement


Data are contained within the article.




Conflicts of Interest


The authors declare no conflict of interest.




References


	



O’Connor, J. The Cultural and Creative Industries: A Review of the Literature; University of Leeds: Leeds, UK, 2007. [Google Scholar]

	



Culture and Creativity. Available online: https://ec.europa.eu/culture/sectors/cultural-and-creative-sectors (accessed on 2 January 2022).

	



Difference between Culture Industry and Creative Industry. Available online: https://www.ukessays.com/essays/business/the-difference-between-culture-industry-and-creative-industry-business-essay.php (accessed on 15 December 2021).

	



Tomczak, P.; Stachowiak, K. Location Patterns and Location Factors in Cultural and Creative Industries1. Quaest. Geogr. 2015, 34, 7–27. [Google Scholar] [CrossRef]

	



Galloway, S.; Dunlop, S. A critique of definitions of the cultural and creative industries in public policy. Int. J. Cult. Policy 2007, 13, 17–31. [Google Scholar] [CrossRef]

	



Stryjakiewicz, T.; Stachowiak, K. Uwarunkowania, Poziom i Dynamika Rozwoju Sektora Kreatywnego w Poznańskim Obszarze Metropolitalnym (Growth Determinants, Level and Dynamics of the Creative Sector in the Poznań Metropolitan Area); Bogucki Wydawnictwo Naukowe: Poznań, Poland, 2010. [Google Scholar]

	



What Do We Mean by the Cultural and Creative Industries? Available online: https://en.unesco.org/creativity/sites/creativity/files/digital-library/What%20Do%20We%20Mean%20by%20CCI.PDF (accessed on 2 January 2022).

	



Townley, B.; Beech, N.; McKinlay, A. Managing in the creative industries: Managing the motley crew. Hum. Relat. 2009, 62, 939–962. [Google Scholar] [CrossRef]

	



Kimpeler, S.; Georgieff, P. The Roles of Creative Industries in Regional Innovation and Knowledge Transfer—The Case of Austria in Measuring Creativity. Available online: https://www.researchgate.net/publication/41488292_The_roles_of_creative_industries_in_regional_innovation_and_knowledge_transfer_-_The_Case_of_Austria_in_Measuring_creativity (accessed on 16 April 2021).

	



Martin-Brelot, H.; Grossetti, M.; Eckert, D.; Gritsai, O.; Kovacs, Z. The spatial mobility of creative class. A European perspetive. Int. J. Urban Reg. Res. 2010, 34, 854–870. [Google Scholar] [CrossRef]

	



Liu, Z. The Impact of Government Policy on Macro Dynamic Innovation of the Creative Industries: Studies of the UK’s and China’s Animation Sectors. J. Open Innov. Technol. Mark. Complex. 2021, 7, 168. [Google Scholar] [CrossRef]

	



Xie, X.; Wang, H. How to bridge the gap between innovation niches and exploratory and exploitative innovations in open innovation ecosystems. J. Bus. Res. 2020, 124, 299–311. [Google Scholar] [CrossRef]

	



Bogers, M.; Chesbrough, H.; Moedas, C. Open Innovation: Research, Practices, and Policies. Calif. Manag. Rev. 2018, 60, 5–16. [Google Scholar] [CrossRef]

	



Howkins, J. The Creative Economy: How People Make More Money from Ideas; England Penguin: London, UK, 2001. [Google Scholar]

	



Handke, C. Defining Creative Industries by Comparing the Creation of Novelty. Workshop Creative—A Measure for Urban Development? WIWIPOL: Vienna, Austria, 2004; pp. 64–81. [Google Scholar]

	



Namyślak, B. Sektor kreatywny w gospodarce. Natl. Econ. 2014, 270, 153–176. [Google Scholar]

	



Borghi, M. Rewarding Creativity: In Law, Economics, and Literature. Ancilla Iuris 2006, 1/2, 54–65. [Google Scholar]

	



Brecknock, R. Creative Capital: Creative Industries in the Creative City; Brecknock Consulting: Brisbane, Australia, 2004. [Google Scholar]

	



Lisa, P. How are creative industries weathering the crisis? Camb. J. Reg. Econ. Soc. 2013, 6, 23–35. [Google Scholar]

	



Arndt, O.; Freitag, K.; Bartuli, R.; Wankmüller, B.; Neufeld, J.; Reichert, J.; Theel, T. COVID-19 Impact on the Cultural and Creative Industries in Germany. Economic Effects in a Scenario Analysis; Report Federal Ministry for Economic Affairs and Energy; Kompetenzzentrum Kultur- und Kreativwirtschaft des Bundes: Berlin, Germany, 2020. [Google Scholar]

	



Flew, T.; Kirkwood, K. The impact of COVID-19 on cultural tourism: Art, culture and communication in four regional sites of Queensland, Australia. Media Int. Aust. 2020, 178, 16–20. [Google Scholar] [CrossRef]

	



Priambodo, I.T.; Sasmoko, S.; Abdinagoro, S.B.; Badndur, A. E-Commerce Readiness of Creative Industry During the COVID-19 Pandemic in Indonesia. J. Asian Financ. Econo. Bus. 2021, 8, 865–873. [Google Scholar]

	



Green, L.; Miles, I.; Rutter, J. Hidden Innovation in the Creative Industries; NESTA Working Paper; NESTA: London, UK, 2008. [Google Scholar]

	



Aufderheide, P. The impact of the COVID-19 pandemic on the creative industries: A literature review and future research agenda. J. Bus. Res. 2022, 139, 1192–1210. [Google Scholar]

	



Brocchi, D. The Cultural Dimension of Sustainability. In Sustainability a New Frontier for the Arts and Culture; Kagan, S., Kirchang, V., Eds.; Verlag fur Akademische Schriften: Frankfurt am Main, Germany, 2008; pp. 25–58. [Google Scholar]

	



Rodrigues, M.; Franco, M. Measuring the urban sustainable development in cities through a Composite Index: The case of Portugal. Sustain. Dev. 2020, 28, 507–520. [Google Scholar] [CrossRef]

	



Hall, P. Creative Cities and Economic Development. Urban Stud. 2000, 37, 639–649. [Google Scholar] [CrossRef]

	



Ratten, V. Entrepreneurship, Innovation and Smart Cities; Routledge: Abingdon-on-Thames, UK, 2017. [Google Scholar]

	



Neirotti, P.; De Marco, A.; Cagliano, A.C.; Mangano, G.; Scorrano, F. Current trends in Smart City initiatives: Some stylised facts. Cities 2014, 38, 25–36. [Google Scholar] [CrossRef]

	



Hollands, R.G. Will the real smart city please stand up? Intelligent, progressive or entrepreneurial? Cities 2008, 12, 303–320. [Google Scholar]

	



Cohendet, P.; Zapata, S. Innovation and creativity: Is there economic significance to the creative city? Manag. Int. 2009, 13, 23–26. [Google Scholar]

	



Balietti, S.; Riedl, C. Incentives, competition, and inequality in markets for creative production. Res. Policy 2021, 50, 104212. [Google Scholar] [CrossRef]

	



Wierzeyński, W. Przemysły Kreatywne w Polsce—Perspektywy Rozwoju. Available online: https://www.parp.gov.pl/component/content/article/56099:przemysly-kreatywne-w-polsce-perspektywy-rozwoju (accessed on 2 January 2022).

	



Gross, J. The Birth of the Creative Industries Revisited. An Oral History of the 1998 DCMS Mapping Document, King’s College, London, 2020. Available online: https://www.kcl.ac.uk/cultural/resources/reports/the-birth-of-the-creative-industries-revisited.pdf (accessed on 16 April 2021).

	



Miki’c, H. Measuring Economic Contribution of Cultural Industries: Review and Assessment of Methodological Approaches; UNESCO Institute for Statistics: Montreal, QC, Canada, 2012. [Google Scholar]

	



Mietzner, D.; Kamprath, M. A Competence Portfolio for Professionals in the Creative Industries. Creat. Innov. Manag. 2013, 22, 280–294. [Google Scholar] [CrossRef]

	



Lyu, Y.B.; Lan, Q.; Han, S.J. Growth genes of the open innovation ecosystem: Multi-case study based on iOS, Android and Symbian. China Ind. Econ. 2015, 5, 148–160. [Google Scholar]

	



Gao, W.; Wang, D. Will Increasing Government Subsidies Promote Open Innovation? A Simulation Analysis of China’s Wind Power Industry. Sustainability 2021, 13, 13497. [Google Scholar] [CrossRef]

	



Cerreta, M.; Daldanise, G.; La Rocca, L.; Panaro, S. Triggering Active Communities for Cultural Creative Cities: The “Hack the City” Play ReCH Mission in the Salerno Historic Centre (Italy). Sustainability 2021, 13, 11877. [Google Scholar] [CrossRef]

	



Zacharias, N.A.; Daldere, D.; Winter, C.G. Variety is the spice of life: How much partner alignment is preferable in open innovation activities to enhance firms’ adaptiveness and innovation success? Bus. Res. 2020, 117, 290–301. [Google Scholar] [CrossRef]

	



Brzeziński, M. Organizacja kreatywna; Wydawnictwo Naukowe PWN: Warszawa, Poland, 2009. [Google Scholar]

	



Throsby, D. Economics and Culture 2001. J. Cult. Econ. 2003, 27, 73–75. [Google Scholar] [CrossRef]

	



Wang, J.; Shibayama, S. Development of Technical Creativity Featuring Modified TRIZ-AM Inventive Principle to Support Additive Manufacturing. J. Mech. Design Trans. ASME 2022, 144, 052001. [Google Scholar]

	



Davis, C.H.; Creutzberg, T.; Arthurs, D. Applying an innovation cluster framework to a creative industry: The case of screen-based media in Ontario. Innovation 2009, 11, 201–214. [Google Scholar] [CrossRef]

	



Henry, C.; de Bruin, A. Entrepreneurship and the Creative Economy: Process Practice and Policy; Edward Elgar Publishing Limited: Cheltenham, UK, 2011. [Google Scholar]

	



Wolniak, R.; Skotnicka-Zasadzień, B. Developing a model of factors influencing the quality of service for disabled customers in the condition s of sustainable development, illustrated by an example of the Silesian Voivodeship public administration. Sustainability 2018, 7, 2171. [Google Scholar] [CrossRef]

	



Nathan, M.; Lee, N. Does Cultural Diversity Help Innovation in Cities? Evidence from London’s Firms; SERCWorking Paper 69; LSE: London, UK, 2015. [Google Scholar]

	



Klein, M.; Gutowski, P.; Gerlitz, L.; Gutowska, E. Creative and Culture Industry in Baltic Sea Region Condition and Future. Sustainability 2021, 13, 4239. [Google Scholar] [CrossRef]

	



Kirchberg, V.; Kogan, S. The Roles of Artists in the Emergence of Creative Sustainable Cities: Theoretical Clues and Empirical Ilussions, City, Culture and Society; University of Bristol: Bristol, UK, 2013. [Google Scholar]

	



Jaaniste, L. Placing the creative sector within innovation: The full gamut. Innovation 2009, 11, 215–229. [Google Scholar] [CrossRef]

	



Kim, C.; Seo, E.-H.; Booranabanyat, C.; Kim, K. Effects of Emerging-Economy Firms’ Knowledge Acquisition from an Advanced International Joint Venture Partner on Their Financial Performance Based on the Open Innovation Perspective. J. Open Innov. Technol. Mark. Complex. 2021, 7, 67. [Google Scholar] [CrossRef]

	



UNCTAD. Creative Economy. Report. 2008. Available online: http://www.unctad.org/en/docs/ditc20082cer_en.pdf (accessed on 16 April 2021).

	



The Economy of Culture in Europe, 2006, KEA European Affairs. Available online: http://www.keanet.eu/ecoculture/studynew.pdf (accessed on 16 April 2021).

	



Głowacki, J. Przemysły kreatywne i ich wpływ na gospodarkę. In Kultura i Rozwój; Narodowe Centrum Kultury: Warszawa, Poland, 2013. [Google Scholar]

	



Rodrigues, M.; Franco, M. Measuring the Performance in Creative Cities: Proposal of a Multidimensional Model. Sustainability 2018, 10, 4023. [Google Scholar] [CrossRef]

	



Shaikh, I.; Randhawa, K. Managing the risks and motivations of technology managers in open innovation: Bringing stakeholder-centric corporate governance into focus. Technovation 2022, 114, 102437. [Google Scholar] [CrossRef]

	



Tucci, C.L.; Chesbrough, H.; Piller, F.; West, J. When do firms undertake open, collaborative activities? Introduction to the special section on open innovation and open business models. Ind. Corp. Chang. 2016, 25, 283–288. [Google Scholar] [CrossRef]

	



Girard, P.; Baycan, L.F.; Nijkamp, T. Sustainable City and Creativity: Promoting Creative Urban Initiatives; Ashgate: Farnham, UK, 2011. [Google Scholar]

	



Wolniak, R.; Jonek-Kowalska, I. The level of the quality of life in the city and its monitoring. Innov. Eur. J. Soc. Sci. Res. 2020, 34, 1–23. [Google Scholar] [CrossRef]

	



European Commission. Cities of Tomorrow—Challenges, Visions, Ways Forward; Publications Office of the European Union: Luxembourg, 2011. [Google Scholar]

	



Anthopoulos, L. Smart utopia VS smart reality: Learning by experience from 10 smart city cases. Cities 2017, 63, 128–148. [Google Scholar] [CrossRef]

	



Chesbrough, H. The future of open innovation: The future of open innovation is more extensive, more collaborative, and more engaged with a wider variety of participants. Res. Technol. Manag. 2017, 60, 35–38. [Google Scholar] [CrossRef]

	



Costa, J.; Matias, J.C. Open innovation 4.0 as an enhancer of sustainable innovation ecosystems 0 as an enhancer of sustainable innovation ecosystems. Sustainability 2020, 12, 8112. [Google Scholar] [CrossRef]

	



Caragliu, A.; DEL Bo, C.; Nijkamp, P. Smart Cities in Europe. J. Urban Technol. 2011, 18, 65–82. [Google Scholar] [CrossRef]

	



Florida, R. The Rise of the Creative Class (and How It’s Transforming Work, Leisure, Community and Everyday Life); Basic Books: New York, NY, USA, 2002. [Google Scholar]

	



West, J.; Bogers, M. Leveraging External Sources of Innovation: A Review of Research on Open Innovation. J. Prod. Innov. Manag. 2013, 31, 814–831. [Google Scholar] [CrossRef]

	



Gambardella, A.; Panico, C. On the management of open innovation. Res. Policy 2014, 43, 903–913. [Google Scholar] [CrossRef]

	



Yuana, R.; Prasetio, E.A.; Syarief, R.; Arkeman, Y.; Suroso, A.I. System Dynamic and Simulation of Business Model Innovation in Digital Companies: An Open Innovation Approach. J. Open Innov. Technol. Mark. Complex. 2021, 7, 219. [Google Scholar] [CrossRef]

	



Camagni, R. Creativity, Culture and Urban Milieux. In Sustainable City and Creativity: Promoting Creative Urban Initiatives; Girard, P., Baycan, L.F., Nijkamp, T., Eds.; Routledge: Abingdon-on-Thames, UK, 2011; pp. 183–189. [Google Scholar]

	



Romein, J.; Trip, A. Key Elements of Creative City Development: An Assessment of Local Policies in Amsterdam and Rotterdam. In Proceedings of the City Futures’ 09, Madrid, Spain, 4–6 June 2009. [Google Scholar]

	



Oyekunle, A.O.; Sirayi, M. The role of creative industries as a driver for a sustainable economy: A case of South Africa. Creat. Ind. J. 2018, 11, 225–244. [Google Scholar]

	



Ceci, M.W.; Kumar, V.K. A Correlational Study of Creativity, Happiness, Motivation, and Stress from Creative Pursuits. J. Happiness Stud. 2015, 17, 609–626. [Google Scholar] [CrossRef]

	



Tan, C.-Y.; Chuah, C.-Q.; Lee, S.-T.; Tan, C.-S. Being Creative Makes You Happier: The Positive Effect of Creativity on Subjective Well-Being. Int. J. Environ. Res. Public Health 2021, 18, 7244. [Google Scholar] [CrossRef]

	



Tan, C.-S.; Qu, L. Stability of the Positive Mood Effect on Creativity When Task Switching, Practice Effect, and Test Item Differences are Taken into Consideration. J. Creat. Behav. 2014, 49, 94–110. [Google Scholar] [CrossRef]

	



Montgomery, C. Happy City: Transforming Our Lives Through Urban Design; Farrar, Straus and Giroux: New York, NY, USA, 2013. [Google Scholar]

	



Klement, B.; Strambach, S. Innovation in Creative Industries: Does (Related) Variety Matter for the Creativity of Urban Music Scenes? Econ. Geogr. 2019, 95, 385–417. [Google Scholar] [CrossRef]

	



Saebi, T.; Foss, N.J. Business models for open innovation: Matching heterogeneous open innovation strategies with business model dimensions. Eur. Manag. J. 2015, 33, 201–213. [Google Scholar] [CrossRef]

	



Cloutier, S.; Larson, L.; Jambeck, J. Are sustainable cities “happy” cities? Associations between sustainable development and human well-being in urban areas of the United States. Environ. Dev. Sustain. 2013, 16, 633–647. [Google Scholar] [CrossRef]

	



Kasprzak, R. Rozwój sektora kreatywnego w Polsce w latach 2009–2016. Studia I Prace Kolegium Zarządzania i Finansów 2018, 162, 11–23. [Google Scholar] [CrossRef]

	



Donelly, R.A. Business Statistics; Pearson: New York, NY, USA, 2019. [Google Scholar]

	



Kruskal, W.H.; Wallis, W.A. Use of ranks in one-criterion variance analysis. J. Am. Stat. Assoc. 1952, 47, 583–621. [Google Scholar] [CrossRef]

	



Spiegehalter, D. The Art of Statistics: Learning from Data; Penguin: London, UK, 2019. [Google Scholar]

	



Meyer, M.C. Probability and Mathematical Statistic; Society for Industrial and Applied Mathematics: Philadelphia, PA, USA, 2019. [Google Scholar]

	



Guilford, J.P. Fundamental Statistics in Psychology and Education; McGraw-Hill: New York, NY, USA, 1965. [Google Scholar]

	



Giffinger, R.; Fertner, C.; Kramar, H.; Kalasek, R.; Pichler-Milanovic, N. Smart Cities Ranking of European Medium-Sized Cities; Final Report; Vienna University of Technology: Vienna, Austria, 2007. [Google Scholar]

	



Forster, T.; Mainka, A. Metropolises in the Twittersphere: An Informetric Investigation of Informational Flows and Networks. ISPRS Int. J. Geo-Inf. 2015, 4, 1894–1912. [Google Scholar] [CrossRef]

	



Hung, J.; Obracht-Prondzynska, H.; Kamrowska-Zaluska, D.; Sun, Y.; Li, L. The image of the City on social media: A comparative study using “Big Data” and “Small Data” methods in the Tri-City Region in Poland. Landsc. Urban Plan. 2021, 206, 103977. [Google Scholar] [CrossRef]

	



Romero-Padilla, Y.; Navarro-jurado, E.; Malvárez-garcía, G.; Navarro-Jurado, E.; Malvárez-García, G. The potential of international coastalmass tourismdestinations to generate creative capital. J. Sustain. Tour. 2017, 24, 574–593. [Google Scholar] [CrossRef]

	



Kakiuchi, E. Culturally creative cities in Japan: Reality and prospects. City Cult. Soc. 2016, 7, 101–108. [Google Scholar] [CrossRef]

	



Power, A.J.; Scott, D. Culture, creativity, and urban development. In Handbook of Local and Regional Development; Pike, J., Rodríguez-Pose, A., Tomaney, A., Eds.; Routledge: Abingdon-on-Thames, UK, 2011; pp. 162–171. [Google Scholar]

	



Lazrak, J.; Nijkamp, F.; Rietveld, P.; Rouwendal, P. Cultural heritage and creative cities: An economic evaluation perspective. In Sustainable City and Creativity: Promoting Creative Urban Initiatives; Girard, P., Baycan, L.F., Nijkamp, T., Eds.; Routledge: Abingdon-on-Thames, UK, 2011; pp. 225–243. [Google Scholar]

	



Hospers, G.-J.; Pen, C.-J. A View on Creative Cities Beyond the Hype. Creat. Innov. Manag. 2008, 17, 259–270. [Google Scholar] [CrossRef]

	



Nelson, R.R.; Winter, S.G. Evolutionary Theorizing in Economics. J. Econ. Perspect. 2002, 16, 23–46. [Google Scholar] [CrossRef]

	



Amin, A.; Thrift, N. Cultural-economy and cities. Prog. Hum. Geogr. 2007, 31, 143–161. [Google Scholar] [CrossRef]

	



Furtado, G.; Alves, S. Cidades criativas em Portugal e o papel da arquitetura: Mais uma estratégia a concertar. Rev. Crítica De Ciências Sociais 2012, 99, 125–140. [Google Scholar] [CrossRef]

	



Sieć Miast Kreatywnych/UNESCO Creative Cities Network. Available online: https://www.unesco.pl/kultura/690/ (accessed on 16 April 2021).

	



Lampel, J.; Germain, O. Creative industries as hubs of new organizational and business practices. J. Bus. Res. 2016, 69, 2327–2333. [Google Scholar] [CrossRef]

	



Daubaraitė, U.; Startiene˙, G. The Role of Creative Industries in Economic Development of Lithuania and Latvia. In Eurasian Studies in Business and Economics Vol 5: Country Experiences in Economic Development, Management and Entrepreneurship, Proceedings of the 17th Eurasia Business and Economics Society Conference, Venice, Italy, 15–17 October 2015; Bilgin, M., Danis, H., Demir, E., Can, U., Eds.; Springer: Cham, The Switzerland, 2017. [Google Scholar] [CrossRef]

	



Titan, E.; Volneagu, V.; Todose, M. The impact of cultural—Creative industries on the economic growth—A quantitative approach. Ann. Fac. Econ. 2008, 2, 930–935. [Google Scholar]

	



Boix-Domènech, R.; Rausell-Köster, P. The Economic Impact of the Creative Industry in the European Union. In Drones and the Creative Industry; Springer: Cham, Switzerland, 2018; pp. 19–36. [Google Scholar] [CrossRef]

	



Ministerstwo Kultury i Dziedzictwa Narodowego. Rozwój sektorów kreatywnych. 2020. Available online: https://www.gov.pl/web/kultura/rozwoj-sektorow-kreatywnych2 (accessed on 2 January 2022).

	



Grochowski, M.; Dudek-Mańkowska, S.; Fuhrmann, M.; Zegar, T. Sektor Kreatywny w Województwach Pomorskim i Kujawsko-Pomorskim, Sieć Kreatywnego Biznesu; Agencja Rozwoju Pomorza: Gdańsk, Poland, 2012. [Google Scholar]

	



Instytut Badań Strukturalnych. Analiza Potencjału Rozwojowego Funkcji Metropolitalnych Obszarów w Aglomeracji Miejskich Województwa śląskiego, Będących Ośrodkami Wzrostu Gospodarczego Województwa śląskiego w Kontekście Procesów Zachodzących na Regionalnym Rynku Pracy- Kultura i Przemysły Kreatywne; Instytut Badań Strukturalnych: Warszawa, Poland, 2012. [Google Scholar]

	



Hartley, J.; Potts, J.; MacDonald, T. The CCI creative city index 2012. Cult. Sci. J. 2012, 5, 138. [Google Scholar] [CrossRef]

	



Polski instytut Ekonomiczny. Scenariusze Rozwoju Małych Miasta; Polski instytut Ekonomiczny: Warszawa, Poland, 2019. [Google Scholar]

	



Smolarkiewicz, E. Migracje a przemiany miasta. Hum. Soc. 2014, 37, 27–40. [Google Scholar]

	



Christopherson, S. Creative Economy Strategies for Small and Medium Size Cities: Options for New York State. Available online: https://www.researchgate.net/publication/238585686_Creative_Economy_Strategies_For_Small_and_Medium_Size_Cities_Options_for_New_York_State (accessed on 16 April 2021).

	



Jurene, S.; Jureniene, V. Creative cities and clusters. Transform. Bus. Econ. 2017, 16, 214–234. [Google Scholar]

	



Grergory, J.J.; Rogerson, C.M. Suburban creativity: The geography of creative industries in Johannesburg, Bulletin of Geography. Socio-Econ. Ser. 2018, 39, 31–52. [Google Scholar]

	



Anjum, T.; Farrukh, M.; Heidler, P.; Tautiva, J.A.D. Entrepreneurial Intention: Creativity, Entrepreneurship, and University Support. J. Open Innov. Technol. Mark. Complex. 2020, 7, 11. [Google Scholar] [CrossRef]

	



Staszek, A. Sektor Przemysłow Kreatywnych w Polsce, Doctor’s Thesis, 2016, Łódź. Available online: https://dspace.uni.lodz.pl/xmlui/bitstream/handle/11089/21862/Sektor_przemys%C5%82ow%20kreatywnych_A.Staszek.pdf?sequence=4&isAllowed=y (accessed on 2 January 2022).

	



Analiza Potrzeb i Rozwoju Przemysłów Kreatywnych. Raport Końcowy, ECORYS Poland, 2009, Warsaw. Available online: https://nck.pl/upload/attachments/302357/analiza_potrzeb_i_rozwoju_przemysw_kreatywnych.pdf, (accessed on 2 January 2022).

	



Patrício, V.; da Costa, R.L.; Pereira, L.; António, N. Project Management in the Development of Dynamic Capabilities for an Open Innovation Era. J. Open Innov. Technol. Mark. Complex. 2021, 7, 164. [Google Scholar] [CrossRef]

	



Rodrigues, M.; Alves, M.D.C.; Oliveira, C.; Vale, J.; Silva, R. The Impact of Strategy, Environment, and the Management System on the Foreign Subsidiary: The Implication for Open Innovation. J. Open Innov. Technol. Mark. Complex. 2021, 7, 51. [Google Scholar] [CrossRef]

	



Chesbrough, H. To recover faster from Covid-19, open up: Managerial implications from an open innovation perspective. Ind. Mark. Manag. 2020, 88, 410–413. [Google Scholar] [CrossRef]

	



Moradi, E.; Jafari, S.M.; Doorbash, Z.M.; Mirzaei, A. Impact of organizational inertia on business model innovation, open innovation and corporate performance. Asia Pac. Manag. Rev. 2021, 26, 171–179. [Google Scholar] [CrossRef]

	



Chesbrough, H. Open Innovation: Where We’ve Been and Where We’re Going Where We’ve Been and Where We’re Going. Res. Manag. 2012, 55, 20–27. [Google Scholar]

	



Bogers, M.; Chesbrough, H.; Heaton, S.; Teece, D.J. Strategic Management of Open Innovation: A Dynamic Capabilities Perspective. Calif. Manag. Rev. 2019, 62, 77–94. [Google Scholar] [CrossRef]

	



Paula, A.; Boas, V.; Lopes, V.; Monteiro, M.; Carvalho, D. Evolution of the open innovation paradigm: Towards a contingent conceptual model. Technol. Forecast. Soc. Chang. 2018, 132, 284–298. [Google Scholar]








[image: Joitmc 08 00017 g001 550] 





Figure 1. The amount of researched cities in Polish provinces. Source: Author’s own work. 
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Figure 2. Histogram for the variable functioning of the creative sector indicator. Source: Author’s own research. 
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Table 1. Classification of creative activities according to UNCTAD.
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Type of Activity

	
Creative Activity






	
Art

	
Visual arts

(painting, sculpture, photography, antiques)




	
Performing arts

(live music, theatre, puppet theatre, dance, circus)




	
Media

	
Art and audiovisual media

(film, television, radio, other information channels)




	
Published media

(books, newspapers, other publications)




	
New media

(software, computer games, other digital materials)




	
Functional creativity

	
Design

(interior design, graphics, fashion, jewellery, toys)




	
Creative services

(architecture, advertising, R&D, culture, recreation)




	
Spiritual and material heritage

	
Traditional forms of cultural expression

(arts and craft, shows, festivals)




	
Cultural exhibition places

(museums, libraries, exhibitions, archaeological excavations)








Source: [51,52].
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Table 2. Functioning of the creative sector in Polish cities.
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	Variables
	Average
	Standard Deviation
	Median





	C1
	3.04
	1.21
	3.00



	C2
	2.51
	1.26
	3.00



	C3
	3.05
	1.21
	3.00



	C4
	3.36
	1.10
	3.00



	C5
	3.48
	0.97
	4.00



	C6
	2.98
	1.26
	3.00



	C7
	2.75
	1.27
	3.00



	C8
	2.70
	1.28
	3.00



	C9
	2.93
	1.18
	3.00



	C10
	2.90
	1.03
	3.00



	FC
	2.96
	0.9
	3







Source: Author’s own research.
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Table 3. Assessment of variables in the functioning of the creative sector in Polish cities by province.
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Province




	
Variable

	
Lower Silesia

	
Kujawsko-Pomorskie

	
Lubelskie

	
Lubuskie

	
Łódzkie

	
Małopolskie

	
Mazowieckie

	
Opolskie

	
Podkarpackie

	
Podlaskie

	
Pomorskie

	
Śląskie

	
Świętokrzyskie

	
Warmińsko-Mazurskie

	
Wielkopolskie

	
Zachodniopomorskie






	
C1

	
2.89

	
3.11

	
2.93

	
2.85

	
3.23

	
3.32

	
3.23

	
2.91

	
3.73

	
2.33

	
3.53

	
3.57

	
3.00

	
3.00

	
2.47

	
2.85




	
C2

	
2.07

	
2.72

	
2.80

	
2.69

	
2.69

	
2.32

	
2.38

	
2.55

	
3.07

	
1.75

	
3.27

	
3.19

	
2.23

	
2.80

	
2.00

	
2.30




	
C3

	
2.67

	
3.56

	
3.20

	
3.15

	
3.23

	
2.95

	
2.92

	
2.91

	
3.20

	
2.33

	
3.67

	
3.38

	
2.77

	
2.47

	
3.03

	
3.30




	
C4

	
2.96

	
3.72

	
3.47

	
3.38

	
3.08

	
3.16

	
3.31

	
3.18

	
3.60

	
3.00

	
3.80

	
3.57

	
2.62

	
3.33

	
3.59

	
3.55




	
C5

	
3.37

	
3.50

	
3.80

	
3.62

	
3.85

	
3.00

	
3.31

	
3.09

	
3.80

	
3.42

	
3.87

	
3.24

	
3.23

	
3.27

	
3.62

	
3.75




	
C6

	
2.81

	
3.44

	
2.73

	
3.23

	
3.23

	
3.11

	
3.04

	
3.18

	
3.20

	
2.25

	
3.60

	
3.33

	
2.54

	
2.73

	
2.62

	
2.90




	
C7

	
2.56

	
3.28

	
2.33

	
2.69

	
2.85

	
2.74

	
2.58

	
2.91

	
3.00

	
2.25

	
3.27

	
2.67

	
2.54

	
2.13

	
2.94

	
3.10




	
C8

	
2.33

	
3.11

	
2.07

	
3.00

	
2.92

	
2.42

	
2.69

	
2.73

	
2.67

	
2.42

	
3.20

	
2.90

	
2.46

	
2.07

	
2.85

	
3.20




	
C9

	
3.04

	
3.50

	
2.93

	
2.85

	
2.85

	
2.79

	
2.88

	
3.09

	
2.93

	
2.08

	
3.73

	
3.10

	
2.54

	
2.93

	
2.53

	
3.15




	
C10

	
2.85

	
3.28

	
2.33

	
3.08

	
3.00

	
3.05

	
3.04

	
3.00

	
2.87

	
2.25

	
3.33

	
3.19

	
3.46

	
2.67

	
2.29

	
3.10




	
FC

	
2.70

	
3.25

	
2.87

	
3.06

	
3.11

	
2.85

	
2.91

	
2.91

	
3.24

	
2.46

	
3.54

	
3.21

	
2.65

	
2.68

	
2.89

	
3.10








Source: Author’s own research.
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Table 4. The results of the ANOVA Kruskal-Wallis test for differences in the functioning of the creative sector between provinces.
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	Variables
	H
	p





	C1
	26.28
	0.0352



	C2
	32.25
	0.006



	C3
	23.10
	0.082



	C4
	20.73
	0.1554



	C5
	23.04
	0.0832



	C6
	19.03
	0.2122



	C7
	18.73
	0.2265



	C8
	21.26
	0.1285



	C9
	25.49
	0.436



	C10
	30.62
	0.0099



	FC
	22.48
	0.0955







Source: Own study.
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Table 5. Rating of variables in the functioning of the creative sector in Polish cities from the point of view of the city size.
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	Variables
	Up to 5000 Residents
	5001 to 10,000 Residents
	10,001 to 25,000 Residents
	25,001 to 50,000 Residents
	51,000 to 100,000 Residents
	Over 100,000 Residents





	C1
	2.46
	2.65
	3.05
	3.12
	3.43
	4.26



	C2
	1.85
	2.14
	2.57
	2.67
	2.67
	3.69



	C3
	2.12
	2.83
	3.05
	3.20
	3.52
	4.14



	C4
	2.68
	3.04
	3.37
	3.49
	3.81
	4.40



	C5
	3.20
	3.25
	3.48
	3.57
	3.71
	4.06



	C6
	2.46
	2.63
	2.98
	3.00
	3.24
	4.23



	C7
	1.73
	2.22
	2.78
	3.20
	3.43
	4.09



	C8
	1.76
	2.30
	2.70
	2.98
	3.24
	4.03



	C9
	2.44
	2.53
	2.83
	3.08
	3.19
	4.23



	C10
	2.63
	2.80
	2.70
	2.98
	3.10
	3.54



	FC
	2.22
	2.60
	2.98
	3.17
	3.35
	4.11







Source: Own study.
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Table 6. The results of the ANOVA Kruskal-Wallis test for differences in the functioning of the creative sector between the city size.
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	Variables
	H
	p





	C1
	64.58
	0.0000



	C2
	49.91
	0.0000



	C3
	61.25
	0.0000



	C4
	61.18
	-



	C5
	26.74
	0.0000



	C6
	55.52
	-



	C7
	92.63
	-



	C8
	77.51
	-



	C9
	71.93
	-



	C10
	24.13
	0.0002



	FC
	98.17
	0.0000







Source: Own study.
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Table 7. Spearman’s correlations between the SC1 and SC2 variables and the variables concerning the functioning of the creative sector in Polish cities.
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	Variables
	SC1
	SC2





	C1
	0.574
	0.480



	C2
	0.498
	0.430



	C3
	0.617
	0.622



	C4
	0.503
	0.600



	C5
	0.433
	0.472



	C6
	0.597
	0.491



	C7
	0.628
	0.711



	C8
	0.677
	0.709



	C9
	0.673
	0.568



	C10
	0.484
	0.392



	FC
	0.760
	0.800







Source: Own study.
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