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abstract: The spread of urban policies based on a set of standardised ‘creative city’ strategies has been criticised on 
a number of counts. In Scott’s (2006: 11) view, focusing just on “creating a high-quality urban environment, rich in 
cultural amenities and conducive to diversity in local social life” is too limited. He points out that the relationship be-
tween the presence of creative people and the development of a city is far more complex. The research undertaken as 
part of the European ACRE project (Accommodating Creative Knowledge: Competitiveness of Metropolitan Regions 
within the Enlarged Union) has revealed that access to a diversity of creative-labour-market opportunities is vital to 
both attract and retain talent in the longer term. Accessible and inclusive networks of creative workers are also vital, 
but their importance is often overlooked. The functionality of such networks has a huge impact on the possibility of 
finding a new job, and can be particularly important for lowering entry barriers for newcomers in creative occupations. 
Here, these issues are explored on the basis of a research conducted among managers of creative firms and interna-
tional creative-class migrants in Poznań (Poland). This city has recently experienced major economic restructuring and 
a shift from the manufacturing industry towards a more creative and knowledge-based one. 
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Introduction

The concept of the creative class proposed by 
Florida (2002) concentrates on workers whose job 
is to create meaningful new forms. They work in 
the creative sector, defined as those economic 
activities that are based on individual creativity, 
skill and talent, with the potential to create wealth 
and jobs through the development of intellec-
tual property (DCMS 2001). Representatives of 
the creative class work in specific conditions. As 
Morrison and Martin (2003) state, in the growing 

imperfect labour market the specific nature of 
work, the employer-employee relationship, and 
the process of the socio-spatial differentiation 
and segmentation generate non-competing and 
stratified submarkets and conditions of perpetu-
al non-equilibrium (Morrison 1990). The process 
of the stratification of labour occurs predom-
inantly in the creative sector. While standard 
work is characterised by stable, continuous and 
regular-pay employment, a large fraction of cre-
ative jobs are ‘non-standard’. Representatives of 
the creative sector typically hold a temporary 
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contract related to a specific project. Many of them 
are self-employed or hold freelance working po-
sitions (Beck 2000; Grabher 2001; Markusen 2006; 
Brown, Nadler, Męczyński 2010; Ibert, Schmidt 
2014; Nadler 2014). The temporary, project-based 
nature of work precludes unionisation and re-
quires an individual adaptation to the market 
and individual negotiations of working condi-
tions (Apitzsch 2013). Such working conditions 
stimulate creative-sector workers to develop 
various individual strategies which help them to 
thrive on the labour market. 

Two important issues arise in this context: 
how mobile workers in the creative sector are, 
and how they adapt to changes in the market 
conditions. As will be discussed, these issues are 
closely related to the way the workers interact 
with both pre-existing and newly formed per-
sonal networks of family members, friends, ac-
quaintances and colleagues. 

From the perspective of Florida (2002), the 
economic growth of the American cities, includ-
ing the dynamically developing labour market, is 
dependent on the presence of skilled and talent-
ed people he calls the creative class. Its members 
tend to be highly mobile and choose places that 
already have a high concentration of other cre-
ative people (Talent), and are culturally diverse 
and open to new ideas (Tolerant), which be-
come ‘cultural capitals’ wedded to new products 
(Technology). 

Musterd and Kovács (2013) claim that in 
Europe members of the creative class are not so 
mobile, and their location choices seem to depend 
on different priorities which can generally be 
linked to a more traditional value system. They 
tend to value a city for its sense of history and for 
strong personal networks they have developed 
there on the basis of close personal relations with 
family and friends (Martin-Brelot et al. 2010).

Such personal networks are important not 
only for the quality of the personal life of indi-
viduals, but they can also have a great impact on 
the dynamics of the labour market in the creative 
sector (Scott 2006; Potts et al. 2008; McKinlay, 
Smith 2009; O’Connor 2015). They can function 
as sources of information about job openings and 
general industry trends, and also as a forum for 
an exchange of ideas about work and career paths 
(Kovács, Musterd 2013; Ibert, Schmidt 2014). 

Granovetter (1973) claimed that to fully un-
derstand the impact of personal networks on both 
personal and professional lives of individuals, 
it was important to distinguish between strong 
relations, or ties, formed with family members 
and close friends, and weak ties formed with ac-
quaintances and colleagues. His research showed 
that, although they were naturally limited in 
number, strong ties had a stronger effect on the 
personal sphere, while the more numerous weak 
ties had a greater impact on professional life. 
However, his research was limited to the United 
States and did not provide information about the 
possible geographical and cultural dependence 
of its conclusions. Moreover, the relative impor-
tance of ties of different strength for the job-mar-
ket dynamics could depend on the specific sector 
of the economy (in our case, the creative sector), 
and could also differ for different categories of 
workers (Comunian 2011; Yakubovich 2012). 

In Putnam’s (1993a, 1993b) conception of so-
cial capital, its development depends on a re-
gion’s path dependence. The historical legacy of 
a place notably affects its social relations. The dis-
continuity of Poland’s development path under 
the communist system made the country unable 
to keep up with global processes. The introduc-
tion of the market model into the economy in 
1989 has resulted in its privatisation and the ap-
pearance of entrepreneurship and competition. 
The former socialist economies were managed by 
highly hierarchical political and administrative 
structures that represented the totalitarian state. 
After the collapse of the central planning system 
many of those relationships transformed into 
personal networks and informal groups of indi-
viduals who continued to work with each other 
(Todeva 2000). 

Following the transformation of the econom-
ic system, the creative sector started to develop 
in Poland as a result of two types of processes: 
(a) exogenous, connected with activities of trans-
national corporations and EU institutions; and 
(b) endogenous (‘grass-roots’), spontaneously 
utilising local human capital (Stryjakiewicz et 
al. 2009). Employment in the creative sector in 
Poland kept increasing yearly, to reach more than 
400,000 workers in 2014 (about 2.5% of total em-
ployment; Eurostat 2015). The size of the creative 
labour force in Poland was average against East 
European figures, the highest being recorded in 
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Estonia, at 3.1% of the total labour force, and the 
lowest in Romania, at 1.1% (Eurostat 2015).

In spite of positive changes in economic indi-
cators in Poland during the transformation of its 
economic system, there appeared many groups 
unsatisfied with their quality of living. Rising 
unemployment and prices led to the social and 
economic exclusion of many members of society, 
a high level of frustration, and distrust in polit-
ical élites, which discouraged people from get-
ting involved in political and economic activity. 
These negative attitudes towards the economic 
changes that have occurred in Poland can also 
be noted among creative-sector representatives. 
This situation inclines Polish citizens to develop 
strong ties based on the family and close friends. 
The current low stock of social capital, including 
the quality of social relations, surprise research-
ers (Lasinska 2013).

There are indications that, compared with 
their western counterparts, in the cities of East-
Central Europe the creative-sector workers rely 
more on the small number of strong ties even 
when it comes to their professional lives. The cit-
ies in this part of Europe have been transforming 
rapidly together with the economic system af-
ter 1989, but the traditional values related to the 
closeness to the family and friends remain very 
important in the creative class (Kovács, Musterd 
2013, Todeva 2000).

In this paper these issues are investigated 
through a case study of the highly flexible cre-
ative-sector labour market in one of the East-
Central metropolises of Europe – the Poznań 
Metropolitan Region (PMR). The author assesses 
the strength of ties in the personal networks of 
creative-class members and the importance of 
this strength for finding a job and more generally 
for prospering professionally in the creative sec-
tor. Also, a comparison is made of the behaviour 
of two creative-sector subgroups: managers and 
international migrants, who tend to generate and 
use different types of personal networks.

Conceptual approach in the light 
of the literature 

According to Scott (2006: 8), personal net-
works of creative workers are involved in the cre-
ative process. The successful creative individuals 

involved in personal networks are rich in social 
capital, and since the correlation between the dif-
ferent forms of capital is strong, they also have 
a better chance of being rich in economic terms, 
i.e. holding a profitable position at work (Kovács, 
Musterd 2013). The issue of personal networks 
has thus become a topic of a prominent debate in 
the academic and policy circles in the European 
Union countries (European Agenda 2012; HM 
Government 2009, 2011). An important aspect 
of this problem is that the strength of ties in per-
sonal networks can vary between the categories 
of creative workers1 (e.g. managers, internation-
al migrants), who are referred to as actors in the 
network (Latour 2005). 

Granovetter’s (1974) research reveals that the 
strength of an interpersonal tie is a linear combi-
nation of the amount of time, the emotional in-
tensity, the intimacy (or mutual confiding), and 
the reciprocal services which characterise each 
tie (Table 1). His conclusion is that weak ties (re-
lations with acquaintances and colleagues) are 
an important resource in occupational mobility. 
He notes that although “strong ties have greater 
motivation to be of assistance and are typically 
more easily available (...) weak ties provide peo-
ple with access to information and resources be-
yond those available in their own social circle” 
(Granovetter 1983: 209). Indeed, he found in his 
empirical study of the job changers that if weak 
ties were defined by infrequent contact around 
the time when the information about a new job 
was obtained, then professional, technical, and 
managerial workers were more likely to hear 
about new jobs through weak ties than through 
strong ones. In further support of this hypothesis, 
Montgomery (1991) incorporated network struc-
tures to analyse the effects of social networks on 
the labour market and evaluated the role of the 
weak ties, which he defined as non-frequent and 
transitory social relations in the labour market. 
He demonstrated that weak ties were positive-
ly related to higher wages and higher aggregate 
employment rates.

In the creative sector, the two important 
groups of workers are: managers of creative and 
knowledge-intensive companies and highly edu-
cated international migrants (Florida 2002), both 

1 In this paper creative workers are employees of crea-
tive and knowledge-intensive firms. 



136 MICHAŁ MęCZYŃSKI

often engaged in complex problem solving that 
involves a great deal of independent judgement 
and creativity and requires a high level of edu-
cation and/or social ability to interact during 
the creative process (Amabile 1983; Amabile, 
Pillemer 2012; Shaw et al. 2008; Shaw et al. 2012; 
Kindler et al. 2015; Perry-Smith, Mannucci 2015). 
Both categories of workers use strong and weak 
ties to succeed in the highly unstable labour mar-
ket of the creative sector. 

The importance of the ability of a creative 
manager to establish dense personal networks 
is discussed in Musterd and Kovács (2013). They 
state that there is a consensus that entrepre-
neurs are persons who are ingenious and cre-
ative in finding ways to increase their wealth, 
power and prestige, but they are not lone indi-
viduals who rely primarily on their own efforts 
and talents. The process of starting a new busi-
ness is eminently social, as information and re-
sources are to a large extent acquired through 
personal networks (Stam 2009). An example of 
this is highlighted in Dodgson’s paper (2011) on 
Josiah Wedgwood. Wedgwood is a quintessen-
tial Schumpeterian entrepreneur and manager 
who effectively exploited both strong and weak 
ties. His example shows that creative managers 
mostly exploit formal personal networks to find 
a good contract to manage their firms and to 
sustain or increase the number of highly skilled 
employees (Stryjakiewicz et al. 2009). Moreover, 
creative firms do not act in isolation, and direct 
contacts between their managers allow an ex-
change of knowledge and ideas. The research 
on personal networks of entrepreneurs indicates 
that they can be critical of the process of entrepre-
neurial embedding (Shaw et al. 2012). Workers 
of the creative industries have been found to be 

both embedded in complex networks and adept 
at operating within such networks (Amabile 
1983; Curran, Blackburn 1994; Shaw 2006).

In the case of highly qualified international 
migrants, personal networks can play a signifi-
cant role in finding a new job in the country of 
destination, and can also provide assistance with 
accommodation and more generally integra-
tion into the new environment. All of these are 
important pull factors in the migration decision 
process, and Massey and Felipe (1987) as well 
as Boyd (1989) have formulated a new approach 
to the sociology of migrants on the basis of per-
sonal networks. They stress the role of migrants’ 
relations with family members or close friends 
who help them to accommodate to the new place 
(Niedomysl 2008; Wikhall 2002). Ager and Strang 
(2008: 177) define those relations as social bonds, 
bridges and links. Using this typology, they de-
velop a conceptual framework of what is per-
ceived as a ‘successful’ integration of migrants. 
Various forms of social ties, networks and social 
capital provide what they refer to as a ‘connec-
tive tissue’, and relate to outcomes such as inte-
gration in employment (after Kindler et al. 2015). 

All of the above processes in principle involve 
both strong and weak ties. However, their rela-
tive importance could depend on the geographi-
cal location. Since Granovetter and his followers 
focused on the USA and Western Europe, there is 
no information about the strength of ties in per-
sonal networks and their influence on job-market 
dynamics in Central and Eastern Europe, espe-
cially in cities, which concentrate representatives 
of the creative class. The present author’s find-
ings are that in this region strong ties play a more 
prominent role in the creative sector than in the 
western countries. 

Table 1. Characteristics of ties in personal networks of creative-sector workers.

Characteristics of ties
Strength of ties in creative-workers’ personal networks

Strong ties Weak ties

Type of actors family members, close friends acquaintances, business partners, 
colleagues from work

Type of relation informal formal
Diffusion of information about job low high
Origin of actors in network city other locations
Period of living in city long time short time
Position of actors at working place low high
Frequency of contacts frequent non-frequent

Source: author’s compilation based on Granovetter (1974).
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Creative sector in the case-study city 
and research methodology

The research was carried out in the Poznań 
Metropolitan Region (PMR). It is located in the 
west-central part of Poland, equidistant from two 
capital cities: of Poland – Warsaw, and Germany 
– Berlin. The PMR is inhabited by about 856,000 
people (GUS 2014). In the centre of the region lies 
its capital, Poznań, inhabited by about 565,000 
people. It is one of the fastest growing cities in 
Poland. 

The development path has left the region with 
a diversified economy with a dominating service 
sector (70.9% of the region’s gross value added in 
2010), efficient institutions, a high quality of life, 
a rich cultural milieu (especially in the field of 
music and dance), and the tradition of entrepre-
neurship and high work standards (Stryjakiewicz 
et al. 2009; Stryjakiewicz et al. 2010). The discon-
tinuity of the development path of Poznań under 
the command economy has serious implications 
for the structure of its social capital, particular-
ly personal-network building in the creative 
sector. The region is highly homogeneous with 
only 0.5% (2.8 thous.) of foreign-born population 
(GUS 2015). Therefore, the local creative econ-
omy develops mainly thanks to entrepreneurs 
from Poznań, who have well-developed personal 
networks which link them emotionally with the 
region. This ethnically homogeneous business 
and a monthly wage below the EU average (885 
euros in Poznań as against 1,681 euros in the EU; 
Sedlak & Sedlak 2015) do not attract many for-
eign entrepreneurs to live and work in the city, 
but do not discourage creative individuals from 
Eastern Europe, in particular from Ukraine. The 
number of immigrants from this country dou-
bled in Poznań in 2014 (with the total number 
of immigrants rising by 30%; Fakty i liczby 2015). 
Ukrainians usually escape from territories in-
volved in the Russian-Ukrainian conflict. Most of 
them follow family members who came to Poland 
earlier (Stryjakiewicz et al. 2009). The location of 
Poznań and its economic prosperity seem to offer 
opportunities for creative entrepreneurs linking 
Eastern and Western Europe. 

The analysis in this paper is based on the re-
sults of a research carried out under the interna-
tional ACRE project (Accommodating Creative 

Knowledge. Competitiveness of the European 
Metropolitan Regions within the Enlarged 
Union). The research was conducted in the pe-
riod 2006–2010 and its aim was to assess the im-
pact of the emerging creative class and the rising 
creative industries on the competitiveness of EU 
metropolitan regions2 .

The methodological approach used in the pro-
ject integrated quantitative and qualitative re-
search methods. This paper presents the results 
of the qualitative analysis, which was based on 
individual in-depth interviews. A total of 50 per-
sons were interviewed, including 20 managers of 
the creative sector. They worked in creative firms 
aggregated in two subsectors: (1) creative indus-
tries (creative parts of computer gaming, soft-
ware development, electronic publishing, soft-
ware consultancy and supply, motion pictures, 
video activities, radio and TV activities, and ad-
vertising – NACE codes 722, 921, 922 and 744), 
and (2) knowledge-intensive industries (law, ac-
counting, book keeping, auditing, finance, R&D, 
higher education – NACE codes 741, 65, 73 and 
803). 

The selection of interviewees was made on the 
basis of the relative importance of companies for 
the particular sub-sector. The interviews were 
held in creative firms with top-ranking manage-
ment representatives, e.g. the chairman of the 
board, director, or owner. All the interviewees 
had their own experience of business operation 
in the creative and knowledge-intensive sector. 
Therefore, the opinions collected were those of 
people with a practical and decisive influence on 
a firm’s performance. Additionally, 25 interna-
tional migrants and 5 experts dealing with the mi-
gration of creative individuals were interviewed. 
The interviews were conducted in March 2008 
and March 2009. A detailed description of the 
sample-group selection for the survey and the in-
depth interviews within the ACRE framework is 
presented in Stryjakiewicz and Męczyński (2010). 
The knowledge about the creative managers and 

2 The project was funded under the Sixth Framework 
Programme of the EU; scientists from 13 metropoli-
tan regions in Europe participated in it (Amsterdam, 
Barcelona, Birmingham, Budapest, Dublin, Helsinki, 
Leipzig, Milan, Munich, Poznań, Riga, Sofia, and Tou-
louse). The team from Adam Mickiewicz University 
in Poznań was headed by Prof. Tadeusz Stryjakiewicz 
(www.acre.socsci.uva.nl 2013).



138 MICHAŁ MęCZYŃSKI

migrants was enriched with the results of 10 ad-
ditional interviews with creative sector managers 
conducted in January 2012. 

Results of empirical research 

Strength of ties in the personal networks 
of creative managers

As Stam (2009) states, the process of starting 
a new business is eminently social, as informa-
tion and resources are to a large extent acquired 
through personal networks. Referring also to 
Scott (2006), who underlines the role of networks 
on local labour markets, one can say that the ac-
tivity of managers of creative firms focuses on the 
sustainability of their development. The activity 
of Poznań managers is embedded in local person-
al networks, which might be based on the family 
and close friends (strong ties), or on acquaintanc-
es (weak ties). The formation of those networks 
takes time and is a process that depends very 
much on the creativity of the managers.

The results of the ACRE project and additional 
interviews show that strong personal ties have an 
important role in attracting and retaining man-
agers from the creative and knowledge-intensive 
firms for a longer time in Poznań (Stryjakiewicz 
et al. 2009). This investigation focuses on the role 
of the personal networks, involving both strong 
and weak ties, in the search for jobs and contracts.

The post–1989 economic changes that have 
taken place in Poznań have led to the formation 
of two groups of managers. One took advantage 
of the ties established in the public sector prior to 
1989 to open their private businesses in the early 
1990s (Stryjakiewicz et al. 2009). The other group, 
which is of interest in this research, includes 
younger entrepreneurs who finished their edu-
cation after the systemic change. Often gathering 
experience and contacts in foreign corporations, 
they went on to launch firms based on the new 
standards of doing business. According to the 
managers working in the creative firms, building 
a network that helps running a creative firm in 
Poznań is a long-term process and often starts 
even before a company is founded (Stryjakiewicz, 
Męczyński 2010, Stryjakiewicz et al. 2009).

“I associate Poznań with an atmosphere of busi-
ness initiative, with successful business people who 

achieve something with a little help of their relatives or 
acquaintances. (…) In general, Poznań is a city with 
a very good atmosphere, great people, an overwhelm-
ing number of firms, enterprising people who speak 
a common language, and because of all that our firm 
exists” (Manager of a software consultancy and 
supply firm).

Most of the managers of knowledge-intensive 
firms usually assume full executive power within 
their companies, but cooperate with other man-
agers in a way that can be termed coexistence: the 
firms, knowing the other entities in the field, do 
not get into each other’s way, but also do not help 
each other too much. They only keep up contacts 
with each other, largely informal, to exchange 
general information about the market. 

“A lot of my acquaintances run this sort of firms, 
and it is basically a sort of gentlemen’s, colleagues’ 
agreement. (...) Naturally, much depends on who you 
co-operate with, but here Poznań differs a bit, I think, 
from other cities in that people get involved in the 
business very seriously” (Manager of an account-
ing firm).

Spatial proximity in cities favours the devel-
opment of various networks embracing informal 
contacts of managers of creative firms. Those in 
Poznań admit that building contacts with a busi-
ness partner is to a large extent based on mutual 
trust and usually a so-called ‘gentlemen’s agree-
ment’. Formal agreements come into play only if 
companies tighten contacts, so it is necessary to 
specify cooperation details, or if large firms, such 
as branches of international corporations, are 
involved.

“Often it is I who goes because it is also a mat-
ter of personal contact. (…)You have to have an eye-
ball-to-eyeball conversation because people always 
buy you first. (…) If there is some interest during the 
first meeting, then we start doing business together. 
At the beginning we are talking about from a couple of 
hundred to at least tens of thousands of zlotys, but our 
target is a deal for a couple of million” (Manager of 
a software consultancy and supply firm). 

“It’s not the case that every project terminates 
with signing a maintenance or outsourcing agree-
ment. (…) It also depends on how big the client we 
are dealing with is, since as a rule in big international 
corporations the headquarters decide to implement the 
system” (Manager of a software consultancy and 
supply firm).
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In the case of creative firms, the respondents 
often emphasise that the acquisition of valua-
ble employees is a crucial and difficult task for 
a manager. The most popular way of getting 
the right people for the job is informal contacts. 
Hardly any employees are found through adver-
tisements, labour exchanges or recruitment by 
professional agencies; most are employed on the 
basis of personal recommendations. Thus, infor-
mal contacts play a leading role in the acquisition 
of well-educated, skilled and reliable creative 
workers. This conclusion was particularly prom-
inent because the analysed firms were small or 
medium-sized, and were seeking a small number 
of well-vetted employees. 

“Today about 70% of success on the market, espe-
cially in trade and services, is in fact the right people” 
(Manager of a motion-picture firm).

As part of the company-development strate-
gy, the managers also tend to encourage an in-
formal atmosphere and the formation of personal 
networks among their employees. In this respect 
the growing software and electronic-publishing 
sector appears to be particularly successful.

“It isn’t a big company, it isn’t a corporation, it 
is still a family firm. I try to prevent the rat race and 
stop any person trying to establish that atmosphere. 
Trust is important, especially regarding the people 
who shape the firm’s activity. They should cooperate 
and understand one another well. I try to resolve all 
tensions, if possible in a friendly manner, sometimes 
in a top-down fashion. Who works 100 hours gets paid 
for 100 work hours, and who works 150 hours gets 
paid for 150 work hours” (Manager of a software 
consultancy and supply firm). 

The research based on interviews with man-
agers of creative and knowledge-intensive firms 
helped to determine the role of personal networks 
in the job or contract finding in small-scale cre-
ative and knowledge-intensive firms in the PMR 
(Fig. 1). The same interviews with the managers 
of the big companies did not provide enough in-
formation about the personal networks of their 
creative workers. However, the results of the re-
search are relevant for the region because, accord-
ing to Stryjakiewicz and Stachowiak, 96.3% (2009) 
of small enterprises employ up to 9 workers in the 
PMR. Following Granovetter’s (1974) research on 
the strength of weak ties, it was found that there 
was a relation between time and the strength of 
ties in the personal networks of managers in the 

creative and knowledge-intensive firms in the 
PMR. Since the moment of starting a business, 
through the development of a company and re-
cruitment of new employees, the creative-sector 
managers generally exploit close relations with 
family and friends, and only rarely resort to ac-
quaintances (Fig. 1). Only as the company grows 
and its share of the market becomes larger, weak 
ties may start to play an important role.

Strength of ties in personal networks 
of creative international migrants

The growing global mobility of creative mi-
grants expose them to constant changes of living 
and working conditions. Their quality of life de-
pends on their successful integration with the lo-
cal society and finding a job in the new place. In 
Ager and Strang’s (2008) concept of a ‘connective 
tissue’ an important role is played by social rela-
tions of migrants looking for new job opportu-
nities. This paper focuses not only on the role of 
personal networks in migrants’ integration with 
the new society, but also on strong and weak ties 
in those networks and their role in the migrants’ 
search for a job.

The PMR is definitely not the first choice of in-
ternational creative migrants in Poland, for many 
reasons, including lower wages than in Warsaw, 
a less stimulating cultural atmosphere than in 
Cracow, and lesser involvement of foreign capital 
in the local economy. However, the results of the 
ACRE project and an additional investigation in-
dicate that there is a growing number of creative 

Fig. 1. Development of personal networks  
of managers of small creative firms.

Source: compilation based on the author’s research.
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international migrants moving to Poznań. Most 
of them are sent to the city by their parent com-
panies, offered a scholarship or a working posi-
tion at one of the Poznań universities, or have 
decided to start their own business in the city 
(Stryjakiewicz et al. 2009). 

For those working for an international compa-
ny and intending to return to the country of ori-
gin, personal networks do not play a big role in 
their professional life. However, for anyone look-
ing for a new job in Poznań, or wanting to start 
a business, personal networks are an important 
source of support.

Some of the interviewed migrants found a job 
with the help of relatives. Usually these were 
spouses who had come to the area earlier and 
had already found employment. 

“I came to Poznań with my wife, who had worked 
as a piano teacher in Teatr Wielki [Grand Theatre] for 
the previous three years. She found the job when she 
found out in Lviv that the theatre needed new employ-
ees. Before I actually got the job, I had come to play 
concerts here” (Creative international migrant). 

In other cases, weak ties of migrants that 
were themselves members of the creative class 
were helpful for finding a job. If a migrant was 
a unique, specially skilled expert, often an impor-
tant authority or a manager of a local creative in-
stitution was also engaged in the process of his or 
her move to Poznań, including the arrangement 
of a work permit or a permanent residence status. 
Some of the interviewees who came to the PMR 
in the late 1980s or at the beginning of the social 
and economic transformation, stressed the im-
portant role of the authorities who invited them 
to Poland and helped them to settle down in the 
area. At the time when the systemic changes took 
place, most of the respondents gained support 
from academic institutions. An example is Adam 
Mickiewicz University, which provided addi-
tional bonuses to accompany the basic salary and 
accommodation. 

“There was Rector of the university. I contacted 
him personally and he gave me the job” (Creative in-
ternational migrant). 

“I was offered the job by the Manager of Studies of 
Adam Mickiewicz University in Słubice” (Creative 
international migrant). 

“In Kyoto I met a professor from Poznań and I asked 
him if I actually could work as a teacher of Japanese in 

Poznań. That’s why I came here” (Creative interna-
tional migrant).

On the basis of the example of international 
migrants who settled in the region and have been 
living there for several years, one can infer that at 
first the number of their friends was quite great 
and the support they provided was bigger, but 
then it started to decline and only the most relia-
ble friends were left. As the time of their stay in 
Poznań passed, they had to become more self-re-
liant, e.g. in finding a new job. 

“The people I met at first are not in Poznań any 
more, and there is another group which is sort of in 
between, and it didn’t last very long. I decided my-
self that I didn’t want to (keep in contact with them 
any more). Then there’s another group of people I’ve 
met and I have some friends among them. There aren’t 
many of them, but they are good friends” (Creative 
international migrant). 

The interviewees stressed that with time new 
perspectives emerged, often of a non-economic 
nature, which made them feel closer to the re-
gion. This usually involved finding a partner, 
getting married and having children. Along with 
the growing ties with the region, new working 
perspectives kept emerging. To some extent fam-
ily duties enforced creative migrants to be more 
active actors on the labour market.

“I met my wife here, in this country and I have two 
children” (Creative international migrant).

“We met here in Poznań, and simply had jobs here, 
so we didn’t feel compelled” (Creative international 
migrant). 

The differences between the relevant personal 
networks of managers and creative migrants in 
Poznań can be seen by comparing Figs 1 (man-
agers) and 2 (migrants). As in the case of creative 
firms’ managers, the strength of ties in person-
al networks of international migrants has been 
changing in time. In contrast to the managers, 
who mostly rely on strong ties for business de-
velopment, among the migrant workers both 
strong and weak ties were important in finding 
a job, and also for settling in the area. This kind 
of behaviour is in fact what one would expect 
from a highly skilled workforce (Florida 2002), 
and it is the behaviour of the managers that is 
more surprising and probably directly related 
to the cultural specificity of the geographical lo-
cation. The activity of managers of creative and 
knowledge-intensive firms in the PMR reveals 
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their strong embeddedness in the local social net-
works. This behaviour confirms the specificity of 
the local community that prefers to rely on close 
friends and family members in business. 

Conclusions

The research on the influence of the strength 
of ties in personal networks of creative workers 
and creative migrants on finding a job or a con-
tract in the PMR sheds new light on relations 
among members of the creative class in one of 
the metropolitan regions of East-Central Europe. 
Previous studies of creative networks tended to 
focus on the role of social relations among cre-
ative workers (Perry-Smith, Mannucci 2015; 
Shaw et al. 2012) and institutional networks (for-
mal clusters of creative firms and institutions – 
Kovács, Musterd 2013; Stachowiak et al. 2013) in 
the creative process. This paper fills the gap relat-
ed to the role of the strength of ties in networks 

of creative individuals. It elucidates mechanisms 
that determine the development in time of differ-
ent relations in personal networks of managers 
of creative and knowledge-intensive firms and 
creative migrants. The results reveal several im-
portant factors (Table 2).

In the case of the managers interviewed, strong 
ties (family relations, close friends) played a more 
important role in finding a new job, a contract, or 
a valuable employee. The strength of those ties 
largely originated from the fact that most of the 
actors in the network were from Poznań and had 
known each other for a long time. 

The case of creative international migrants 
was different, and closer to the behaviour of their 
counterparts in the West. Specifically, here weak 
ties played a significant role in finding a job.

The results of this research confirm the ob-
servations from the international ACRE project 
formulated by Kovács and Musterd (2013). That 
investigation of the motivation for choosing 
a metropolitan centre to live in revealed the im-
portance of a more traditional way of living close 
to the family and good friends. The results con-
firm that proximity to family members explained 
not only the limited mobility of creative-class 
representatives, but also the possibilities of find-
ing a job. These findings are also in line with the 
conclusion of Krackhardt (1992: 84) that strong 
ties are very important in severe changes and 
uncertainty: “People resist change and are un-
comfortable with uncertainty. Strong ties consti-
tute a base of trust that can reduce resistance and 
provide comfort in the face of uncertainty.” This 
statement seems to be highly relevant in the case 
of Poznań, a city struggling with the burden of 
the command economy existing until 1989. The 
socio-economic transition affected all spheres of 
life, and people seem to trust more traditional 

Table 2. Influence of selected characteristics of ties in personal networks of creative-sector workers  
on the possibility of finding a contract/job.

Characteristics of tie
Creative firm managers Creative international migrants

Strength of tie
Strong Weak Strong Weak

Type of actor + + + +
Type of relation + + + –
Diffusion of information about job – + + +
Origin of actors of network + – – +
Period of living in place of network creation + – – –
Frequency of contacts + + + +

+ have an influence, – have no influence

Fig. 2. Development of personal networks of creative 
international migrants.

Source: compilation based on the author’s research.
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values, such as the family and close friends. 
However, it should be stressed that this primar-
ily applies to managers in the city’s creative sec-
tor, and to a lesser extent to international creative 
migrants, who are by definition less tied to a par-
ticular place and set of cultural values. 

It was not possible to get a full knowledge 
about drivers of the personal network generation 
in the different subsectors (creative and knowl-
edge-intensive) of the creative sector. Therefore, 
this missing aspect of the research provides 
a new challenge for further investigation and fu-
ture research. 

The results of the research bring some knowl-
edge about the strength of ties in personal net-
works of creative individuals from the PMR, 
one of the metropolitan regions of East-Central 
Europe. This information should be used in the 
formulation of creative-sector policies at the 
European Union and country level. The new 
strategies should be tailored to the specificity 
of countries in this part of Europe. They repre-
sent catching-up and patching-up societies and 
economies still struggling with the burden of the 
centrally planned system existing before 1989 
(Stryjakiewicz 2009). The policies should stim-
ulate the development of formal (organisations, 
associations, guilds, chambers) and informal net-
works (internet platforms, programmes of artis-
tic residences) to integrate representatives of the 
creative class. 
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