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ABSTRACT 

Wider social, cultural, and geographical acceptance of creative class theory has inspired city 

officials to make cities appeal to creative workers. Creative class literature assumes that creative 

workers develop similar conceptions of place regardless of geographic location, local context, or 

how individuals identify with and develop attachment to place, and a comprehensive analysis of 

the ways people experience space in relation to creative class theory is lacking. Using a 

phenomenographic research approach, and a framework grounded in theories of place, this 

dissertation explores conceptions of place among twenty-eight creative workers in Edmonton, 

Canada, based on the fundamental notion that attracting such people will benefit the local 

economy. Through a series of cultural probe exercises designed to provoke creative and 

emotional responses, followed by in-depth interviews, this study revealed that, contrary to the 

literature, participants described strong attachment to place, a sense of belonging, and a 

commitment and responsibility to the city. Participants were found to possess both strong and 

weak ties to social capital; however, place is not a means to maintain weak ties to several social 

circles.  

Keywords: creative class, phenomenography, Edmonton, place 
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PART I: INTRODUCTION AND CONTEXT 

 

The trust of a city street is formed over time from many, many little public sidewalk 

contacts. It grows out of people stopping by at the bar for a beer, getting advice from the grocer 

and giving advice to the newsstand man, comparing opinions with other customers at the bakery 

and nodding hello to the two boys drinking pop on the stoop, eyeing the girls while waiting to be 

called for dinner, admonishing the children, hearing about a job from the hardware man and 

borrowing a dollar from the druggist, admiring the new babies and sympathizing over the way a 

coat faded. Customs vary: in some neighborhoods people compare notes on their dogs; in others 

they compare notes on their landlords. 

Most of it is ostensibly trivial but the sum is not trivial at all. (Jacobs, 1961, p. 56)  
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CREATIVE WORKERS IN PLACE: A PHENOMENOGRAPHY OF CREATIVE 

WORKERS’ PERCEPTION OF PLACE 

Chapter 1 

 Through my experiences in over two decades as a municipal planner, several years as a 

researcher of creative class theory, a geographically diverse childhood, and a lifetime of travel, I 

came to appreciate that people’s relationship with place is mediated by a combination of social, 

cultural, and physical factors. I have been fascinated with how cultures are ingrained in the built 

forms and architectural rhythms that exist within different cities and have long held that built 

forms affects human behaviour and human behaviour affects built forms. A natural progression 

was to explore the understandings and conceptions that creative workers possess in relation to 

their place. 

 Cities have historically been places that gather human ability (Mumford, 1961). When 

people are close together, travel times decrease, essential services are efficiently delivered, and 

people can exchange ideas and share knowledge. The quest for urban renewal has engaged many 

planners and decision-makers; however, its nature and methods have not been fully established 

(Randers, 2012). Additionally, local culture and one’s sense of place are becoming more 

homogenous, and many attribute this shift to the effects of globalization, technology, 

consumerism, and capitalism (Relph, 2016). Relph suggests that placelessness occurs from a 

naive acceptance of mass values and the prevailing concern with efficiency. The general result is 

the “undermining of place for both individuals and cultures, and the casual replacement of the 

diverse and significant places of the world with anonymous spaces and exchangeable 

environments” (Relph 1976, p. 143). Thus, many of the things that people do have been 

standardized and spread throughout the world. As a result, many cities, especially in North 

America, look very similar (see Kunstler, 1994, 1997, 1998, 2008). Many planners and 



CREATIVE WORKERS IN PLACE  16 
 

researchers (Florida, 2002, 2012a; Scott, 2008; Hanna & Walton-Roberts, 2004; Musterd & 

Kovacs, 2013) argue that cities stand to lose economic competitiveness if cities continue to dilute 

its authenticity and do not offer urban attributes that cater to those employed in knowledge-based 

or creative occupations.   

Despite this increase in homogeneity, there is a strong economic case for diversity of 

place, particularly in the work of Richard Florida, who has emerged as a key figure in debates 

among scholars and planners about urban regeneration. Florida has become known as an 

advocate for the selective and deliberate retention and attraction of talent, emphasizing urban 

design aimed at capitalizing on individual and social capital. Florida argued that this approach is 

fundamental to the development, or redevelopment, of “creative” urban neighbourhoods 

(Florida, 2002; Scott, 2008; Storper & Scott, 2009). Florida (2002, 2012a) suggests that the 

world’s economy has shifted. The old economy was focused on manufacturing, whereas the new 

economy emphasizes creativity, design, and developing new products and ways of doing things. 

The old economy was driven by production and proximity to raw materials, while the new 

economy is driven by knowledge, the ability to innovate, and a new focus on quality of place 

(Florida, 2002, 2012a). According to Florida, certain city regions capitalize on creativity to 

innovate and produce new forms. He referred to a new economic paradigm in which geographic 

proximity to cultural diversity and openness to different cultures, religions, and sexual 

orientations are essential to the economic sustainability and growth of cities (Florida, 2002, 

2005, 2012). The underlying message is that diversity spurs economic growth while 

homogeneity stunts it. The presence of more people with diverse backgrounds equates to more 

ideas. The extent to which the unique character embedded in place affects the creative worker’s 

depiction from the literature is one of the key questions I investigate in this study.  
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The term ‘quality of place’, as used in the literature on creative class, does not align with 

its usage in the literature on place. Florida (2012b) posited that place is a crucial factor in 

creative-class theory and that quality of place covers the unique set of characteristics that define 

a place and make it attractive. Literature on the creative class proffers a set of urban-design 

principles to achieve a quality of place, focusing on a dynamic and participatory scene at the 

street-level—a scene offering a set of experiences that members of the creative class would 

desire the most (Durmaz, 2012; Florida, 2002, 2005, 2008, 2012a; Landry, 2012; Markusen & 

Nicodemus, 2014; Richards, 2020; Sepe, 2019). In short, those employed in creative occupations 

seek authentic experiences in places that are atypical of chain stores, chain restaurants, or other 

venues that look the same in any city. The literature on place, however, offers a more theoretical 

characterization, as will be discussed in the Literature Review. Place cannot be wholly realized 

without consideration of the intentions and meanings that infuse the activities attached to it 

(Seamon, 2008). 

 Phenomenographic research, which informs the methodology of this study, assumes that 

human consciousness consists of relations created between the human being and the world 

through experiences. The way that humans experience a given situation depends on the 

experiences they have had in similar situations in the past. The locale and all the factors 

associated with it influence how we create relationships with the world around us.    

 This research provides insights into how the concept of place plays a role in the body of 

knowledge on the theory of creative class. It also provides information on the planning of 

practice and policy with tools to improve the understanding of a community’s genius loci and of 

how to apply results to planning, design, and regulatory documents.  
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 This introductory chapter consists of seven sections. The first provides an explanation of 

key terms used throughout the study. The second section offers context for the research, 

including an overview of related theories and philosophies. This is followed by a statement of the 

topic and problem, and the research goals and objectives, which are to gain a deeper 

understanding of the experience of place among creative workers, and the relationship between 

those experiences and the overall spirit of place. The fifth section offers the research questions, 

and the sixth section outlines the overall significance of the research. The last section describes 

the overall structure and format of this study.  

Explanation of Key Terms 

 In this study, specific key terms have different meanings depending on their contexts, 

whereas other terms are used interchangeably. This section specifically identifies the study’s 

most broadly used terms. Certain terminology not included in this section will be defined within 

their corresponding sections, in cases where it is more appropriate to provide a fulsome 

description in context.  

Space and Place 

In this study the terms space and place are used both separately and in concert with each 

other. According to Tuan (1977), the two require each other to be properly defined. He wrote: 

“In experience, the meaning of space often merges with that of place. “Space” is more 

abstract than “place.” What begins as undifferentiated space becomes place as we get to 

know it better and endow it with value” (Tuan 1977, p. 6) 

In this view, place is created from space when human beings assign emotions to it (positive or 

negative).  

Third Places  
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Spatial context that is separate from home (the first place) and the workplace (the second 

place) (Oldenburg, 1989).  

Authentic (Authentically, Authenticity, Inauthentic)  

I use the term authentic from both an ontological and experiential perspective. From an 

ontological perspective, the term is grounded in Heidegger’s (1927/1962) conception of human 

existence (Dasein), explained in detail in Chapter 4. In short, authenticity is orientating ourselves 

to those possibilities that are most our own in this life. In other words, human beings can become 

involved in different domains and develop skills to act in those domains. Being authentic means 

being involved in domains that align with who the individual is as a unique human being. 

According to Heidegger, what human being’s lives will amount to overall is always at issue 

(Varga et al., 2020). The degree of authenticity depends on how human beings cope in the world 

around them and what they do shape their identity within the world. In this study, I refer to 

authentic and inauthentic modes of existence. This refers to individual’s choices, preferences, 

and actions that shape who and what they are in the world. What is important in this study, in 

terms of authenticity, is the environment in which the individual exists. All possibilities of actual 

understanding and decision-making are made possible by a background of common practices 

grounded in the social context in which human beings find themselves, by what Heidegger calls 

the ‘They’ (das Man). That is, human beings develop a pre-understanding formed from what 

they observe around them (their familiar dwelling). As a result, their pre-understanding is 

context, or locale, specific. An authentic mode of existence means one’s choices, preferences, 

and actions are less likely to be influenced by das Man. In contrast, an inauthentic mode of 

existence means one’s choices, preferences, and actions are more likely to be influenced by the 

dominant local norms.  
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According to Relph, in an experiential context, the notion of authenticity is used in 

relation to individual experiences. For example, an authentic sense of place is “a direct and 

genuine experience of the entire complex of the identity of places—not mediated and distorted 

through a series of quite arbitrary social and intellectual fashions about how that experience 

should be, nor following stereotyped conventions” (Relph, 1976, p. 64). In this study, places 

referred to as authentic are perceived to possess one-of-a-kind qualities and character.  

Creative Class 

This term refers to a socioeconomic class comprised of individuals employed in specific 

occupations to create meaningful new forms, as formulated by Florida. The socioeconomic 

groups discussed in The Rise of the Creative Class (Florida, 2002) are: creative class, service 

class, working class, and agricultural class. Florida defines these groupings as follows: 

Creative class:  

o Super Creative Core: Computer and mathematical occupations; architecture and 

engineering occupations; life, physical, and social science occupations; education, 

training, and library occupations; arts, design, entertainment, sports, and media 

occupations. 

o Creative Professionals: Management occupations; business and financial 

operations occupations; legal occupations; healthcare practitioners and technical 

occupations; and, high-end sales and sales management. 

• Service class: Heath care support occupations, food preparation and food-service-related 

occupations, building and grounds cleaning and maintenance occupations, personal care 

and service occupations, low-end sales and related occupations, office and administrative 
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support occupations, community and social services occupations, protective service 

occupations. 

• Working class: Construction and extraction occupations, installation, maintenance, and 

repair occupations, production occupations, transportation and material moving 

occupations. 

• Agricultural class: Farming, fishing, and forestry occupations. 

Appendix A modifies these broad categories to the National Occupational Classification (NOC) 

2016 system used in the Canadian census of the population. 

Natural Theoretical Attitude (Natural Attitude)  

This term refers to a default common-sense view of the world in which human beings 

share (Husserl, 1930). That is, the state of mind in which human beings accept the “reality of 

everyday life” as a given (Schutz, 1945/1962, p. 208). This view of the world permeates and 

informs the everyday experience. In this study, natural attitude relates to concepts including 

personality of place, das Man, inauthentic mode of existence, and genius loci (spirit of place). 

Research Context 

This study investigates creative workers’ conceptions of place in relation to their 

geographic location, local context, and how they identify with and develop an attachment to 

place. A comprehensive analysis of the ways individuals experience and relate to the world 

around them space in relation to creative class theory is lacking. This study explores that 

assumption considers the concept of place in the overall creative class thesis. According to Tuan 

(1977), for a space to become a place for someone, that person must assign meaning and 

definition to it. People may attribute various meanings and definitions to a particular place in 

relation to its unique social, economic, cultural, ecological, historical, political and many other 
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factors. As a result, different people within a city may perceive a particular place differently; 

however, the collective population within that city has a general attitude about how its residents 

understand and conceives the world around them. Much like people, each city has its own 

personality or spirit of place. Therefore, it stands to reason that the meaning and definition that a 

city’s residents assign to the various urban landscapes can vary from city to city. This is 

important within the prevailing creative class discourse because the basis of the creative class 

narrative is a very prescriptive type of urban environment and the activities that occur within it.  

The word “place” can be defined in many ways, as simple as a geographic location, to a 

space enriched with meaning and definition. Place is commonly referred to as a centre of 

meaning and understood value. Many argue that the place experience is based on emotions, 

beliefs, understandings, and values shaped by a particular locale. Tuan posited that space 

becomes place when a society ascribes meaning and definition to a geographic location. He 

explains, “What begins as undifferentiated space becomes place as we get to know it better and 

endow it with value” (Tuan, 1977, p. 6). Trancik (1986) stated that “space becomes place when it 

is given a contextual meaning derived from culture or regional content” (p. 112). Each city has a 

spirit of place that affects how individuals perceive the world around them. As such, how one 

assigns meaning and definition to place varies from city to city. To understand a city is to 

understand the rich and varied meanings that people possess with its places. According to Relph 

(1997), “insiders” are those who understand what a place means to a larger group. When 

considering planning policy, urban planners and creative class researchers, when considering the 

urban preferences of creative workers, are often "outside" the cultural underpinnings and social 

circles that influence and assign meaning to a place. Because of that, they may tend to overlook 

them. 
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People’s relationships with place reflect how they understand and perceive place, 

affecting how people feel and behave within such places. Researchers posit that the creative 

class, a sociodemographic cohort comprised of individuals employed in creative occupations, is 

drawn to places with specific urban attributes (Florida, 2002, 2005, 2012a; Lorenzen & 

Andersen, 2009; Storper & Manville, 2006). Richard Florida (2012a, 2012b) referred to as 

quality of place as an interrelated set of experiences, including active streets, established 

neighbourhoods, historic buildings, mixed uses, and diverse people, cultures, and lifestyles. In 

terms of the creative class specifically, research suggests that creative workers feel and behave a 

certain way in these built environments, and that these feelings stimulate the creative process 

(Florida, 2002, 2005, 2008, 2012a; Florida et al., 2011; Graif, 2018; Lorenzen & Andersen, 

2009; Storper & Manville, 2006). Florida and others have developed ideas and understandings of 

how people subjectively relate to and behave within the built environment—particularly among 

diverse, like-minded, creative people (Florida, 2002, 2005, 2008, 2012a; Florida et al., 2011; 

Graif, 2018; Lorenzen & Andersen, 2009; Storper & Manville, 2006). However, it has not been 

within the scope of their research to conceptualize theories of place formally when drawing 

conclusions about how creative workers feel and behave in the types of places the literature 

describes.   

The role that cities have in the attraction of creative workers because of the creative class 

thesis has set off discussion and debate among scholars, economists, urban planners, and 

policymakers about cities (Florida, 2002, 2008, 2012a; Landry, 2000). According to the 

literature, cities with proportionately higher populations employed in creative occupations are 

better positioned to produce innovations than cities with lower populations of creative workers 

(Florida, 2002, 2005, 2008, 2012a; Gabe, 2011; McGranahan & Wojan, 2007; Möller & Tubadji, 
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2009; Wedemeier, 2012). Such workers are mobile and seek out diverse cities equipped with 

cultural resources, urban amenities, and tolerance.  

Typically, literature on the creative class views place from a socio-economic perspective 

and focuses on places that support those who run in several social circles. The notion is that 

creative workers crave atypical experiences, and the built environment offers such experiences. 

Therefore, according to Florida (2002, 2012a), planning policies should favour the creation of 

active, mixed-use streets and trendy neighbourhoods. The literature, however, overlooks the 

psychological connections that people have with place based on many geographical 

considerations.  

The built environment affects human behaviour (Handy et al., 2002). Thus, planning 

policy is significant in terms of how place and creative class theory intersect. Place or a sense of 

place does not occur because of a land use district or establishing a basket of property rights. A 

sense of place happens organically and in a social, cultural, and political world. The built 

environment, however, plays an important role. Thus, it is important to understand the 

relationship between planning practice, the dynamics of place, and creative class theory.  

Statement of Topic and Problem 

Writers on the creative class takes great care to quantify and qualify the creative class. 

Florida (2002, 2012) defined the creative class based solely on the occupations of its members 

and not on their age, educational attainment, income level or, perhaps more importantly, the 

individual, innate artistic quality of a person that cannot be described. What is important, 

however, is how the literature characterizes those employed in creative occupations. The 

literature draws several important conclusions based on certain qualities of creative workers and 

these qualities are fundamental to creative class theory. Florida (2002) suggested that the 
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emergence of creative workers has led to significant shifts in values, norms, and attitudes (p. 77). 

Creative workers show a strong preference for individuality and self-statement and have a 

propensity towards nonconformity; they value merit instead of status, and they welcome 

diversity and openness (Florida, 2002, pp. 78-79; Florida, 2014). These qualities, in part, make 

them mobile and lead them to prefer diverse, amenity-rich places (Florida, 2002, 2005, 2012, 

2014). The proclivity towards certain urban environments among creative workers assumes an 

innate sense of place among this cohort. There are, however, contradictions in the literature that 

have not been addressed. The literature emphasizes creative workers’ spontaneous and casual 

relationship with the community due to their desire to move from place to place and propensity 

towards weak ties to social capital.1 

Creative class theory has spread throughout social, cultural, and geographical contexts 

(Asheim & Hansen, 2009). It has inspired city officials to transform their cities into appealing 

places for creative workers. In doing so, these planners and policymakers have assumed that the 

creative class is a universal group with a common value system. Such an assumption may 

produce misguided policies and out of place projects. It may be imprudent to suggest that the 

types of places and planning policies described in the creative class narrative are universal. 

While commentators address the necessity of considering the unique qualities of a given locale, 

assertions regarding the experience of place among creative workers remain consistent (Florida, 

2005; Landry, 2010). Many authors assume that creative workers develop the same or similar 

 
1 Weak ties to social capital refer to a more tenuous relationship with a particular social circle. Granovetter argued 

that weak ties enable greater diversity and consequently promote novel combinations of knowledge and ideas 

(Granovetter, 2005, p. 34). Granovetter (2005) argued that those with casual relationships, such as acquaintances, 

associate with people in different circles. Therefore, the information received is more different (Granovetter, 2005). 

Creative individuals place a higher value on communities with weak social capital because they crave new ideas 

(Florida, 2012a). Florida (2002) contended that weak social capital is necessary for the modernization of society, 

stating the following: “weak ties are critical because they allow for rapid entry of new people and rapid absorption 

of new ideas and are thus critical to the creative process” (p. 277). 
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conceptions of place regardless of geographic location, local context, or how individuals identify 

with and develop attachment to place (Florida, 2002; Hall, 2010; Landry, 2010; Spencer, 2015; 

Florida & Spencer, 2015). Florida (2002, 2012a) suggests that creative workers desire the ability 

to circulate in several social circles and crave certain types of social interaction to advance their 

creativity. However, how a creative worker in one locale conceives the place where these 

interactions occur may be very different from a creative worker in a different locale (see 

Luckman et al., 2009). Thus, policies aimed at creating the ideal urban environment to facilitate 

social interaction among creative workers may be flawed. While this implication poses a gap in 

the literature, it also presents a tension between the nature of creative workers, as highlighted in 

the literature, and how people develop a sense of place.   

Although creative-class theorists such as Richard Florida and Charles Landry have 

developed ideas and understandings on how people subjectively relate with and behave within 

the built environment, they do not formally conceptualize theories of place. Florida posited 

creative workers are particularly sensitive to what he termed “quality of place” (Florida, 2012a, 

p. 280), a key component of which is an open and tolerant attitude towards a diversity of people, 

cultures, and lifestyles (p. 293). However, no empirical studies theorize the link between creative 

workers and a sense of place or how place is subjectively constructed. While the connection 

between creative workers and place is discussed in the creative class literature and is the basis for 

many recommendations, the concept of place in the literature remains inexplicit and vague.  

Creative class researchers have not proffered a comprehensive analysis of the complex 

and multifaceted ways that people experience, define, and give meaning to space and how that 

might influence the thinking around creative class theory and creative place-making. To provide 

an example of this type of analysis and address this research gap, this dissertation will use the 
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Edmonton region as a case study to explore the ostensible link between creative workers and 

how they perceive and understand place. 

Research Goals and Questions 

Research Goals 

 I endeavour to explore the applicability of creative class theory given the unique 

characteristics of a particular city based on creative workers’ understanding and perception of 

place. I aim to better understand the influences that effect how creative workers conceive place 

and how that might inform planning policy and the creative class discourse. As people attribute 

personal meanings to the spatial world around them, they become makers of meaning, part of a 

process to transform space into a meaningful place in which they live subjectively (Cristoforetti 

et al., 2011). The idea is that places are fundamentally linked to the continuous redefinition and 

reconstruction of space and its meaning and the transformation of the relations between people 

and their lived environments (Kirby, 2003). Understanding the meaning and definition of place 

among Edmonton’s creative workers offers insight into the factors that influence creative 

workers’ relationships with place and how this might vary from city to city. Research into the 

creative class has rarely treated space as a process that leads to a place’s social construction.  

 Gaining a deeper understanding of the experience of place among creative workers 

challenges the assumption in the literature that creative workers have a greater sense of 

awareness or consciousness. That is, they orientate themselves towards certain places to enrich 

their lived experience. The objective is to understand the extent to which locale affects or 

influences the preferences for urban form among creative workers.  
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Research Questions 

This study examines the experiences of Edmonton’s creative workers based on the 

fundamental notion that attracting such people will benefit the local economy. The central 

research question is: how does the meaning and definition of place among Edmonton’s creative 

workers support or compare with the claims made within creative class theory? In exploring this 

issue, I have endeavoured to answer the following questions: 

1. What meaning and definition do creative workers in Edmonton assign to various urban 

settings? 

2. To what extent does the meaning and definition assigned to the different urban contexts 

support or conflict with the motivation that draws creative workers to the types of places 

described in the literature? 

3. Do creative workers who are attracted to places defined in the creative class literature 

indicate sense of place to be an important component of their choices to live, work, and 

play in certain areas?  

4. In what ways do local attributes affect the importance of sense of place for the different 

occupational groupings of Edmonton’s creative class?  

These research questions explore the intrinsic natural and indispensable quality of a 

particular locale, in this case Edmonton, which determines its character, and how that character 

influences the urban form choices of creative workers.     

Research Significance 

This research explores the complex interpretation and experience of the various aspects 

of place and the relationships between these aspects among creative workers. Such a perspective 

that has not been explored before. This study contributes to the body of knowledge on creative 
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class theory by arguing that place and the spirit of place influence how creative workers 

experience the city. This is an essential element for planning policies that take creative class 

theory into account. While creative class theory delineates types of places that may be well 

suited for creative workers, it does not fully consider how places are understood based on the 

locale’s unique qualities. Understanding such influences can inform city officials as they develop 

more appropriate policies to encourage place-based social interaction, knowledge exchange, and 

economic development. This research provides context for evaluating claims made in creative 

class literature that certain types of urban forms foster a creative milieu and thus a particular 

experience of place. It also provides an understanding of how the unique elements that frame and 

define cities influence how creative workers imagine, perceive, and understand place based on 

empirical data instead of theoretical assumptions.    

The outcomes of this research extend practical tools and approaches for planners and 

policymakers. This research argues for developing planning policies based on the presiding 

spirit, quality, and nature of place. Every place possesses unique qualities in terms of its physical 

makeup and how it is individually and collectively perceived. Therefore, planning practitioners 

and policymakers ought to understand and be sensitive to those unique qualities. The approach 

and methodology used in this research can be adapted and applied to understand each 

community’s unique spirit of place. Phenomenography, the research approach used in this study, 

is an effective means of understanding both individual experience and the overarching spirit of 

space. Thus, the research lends itself to creating spatial environments that achieve a desired 

outcome based on a methodical sequence of work. 
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Furthering Interdisciplinarity 

The notion of place is questioned within several academic and professional disciplines, 

including geography, philosophy, psychology, planning, and design. This research furthers the 

place discussion by introducing creative class theory (economic geography). Therefore, place 

theories are a valuable intersection between these professional domains and offers a unique 

perspective to interdisciplinary research. The outcomes address assumptions in creative class 

literature about how creative workers conceive the world around them. This integration of 

various disciplines allows the researcher to consider the broader context that influences how 

people perceive and relate to the world around them (Collins et al., 1989; Scholz et al., 2006). 

This may provide a planning tool for investigating and highlighting key physical, spatial, 

environmental, and social challenges faced by urban planners and policymakers. Because of the 

importance of the construct of place, it is necessary that planners—those responsible for 

developing and implementing urban policy—more extensively investigate the components 

influencing human experience (Seamon, 2020). Taking an interdisciplinary approach enables a 

richer understanding. Manzo and Perkins (2006, p. 336) suggested that such a rich understanding 

goes beyond the comprehension of how planning influences the experience of place into how 

psychological components can impact the process of community planning. A greater 

understanding of the range in which people take in the world around them is essential for 

rationalizing planning decisions and creating policies that affect the places where people live, 

work, and play (Seamon, 2020).  

Structure of the Thesis 

 This thesis is structured into five parts and 16 chapters. This chapter sets out the research 

context, goals, and rationale. It also outlines the research questions and significance of the study. 



CREATIVE WORKERS IN PLACE  31 
 

Part I, entitled Introduction and Context, also includes Chapter 2, which provides an overview of 

the research context and Edmonton setting. 

 Part II encompasses the study’s comprehensive literature review. Chapter 3 provides a 

review of the literature on creative class theory, including clustering and new urbanism, creative 

class and place, and urban form preferences. This process highlights the insufficiency of the 

literature in discussing the human inner self’s experience of place relative to creative class 

theory. Chapter 4 provides a review of the literature on place-based theories, which encompass 

the philosophies of phenomenology and existentialism. This includes genius loci, Heidegger’s 

Being-in-the-World, Relph’s place and placelessness, and Husserl’s das Man or natural 

theoretical attitude.  

 Part III presents the research approach and methodology. Chapter 5 sets out the research 

approach and design, including a precis of the phenomenographic approach used to explore how 

creative workers conceive of and understand place. This chapter outlines the specific details of 

the research approach, how data was collected, and how the research was conducted. It also 

outlines the data collection techniques, which include cultural probes and semi-structured 

interviews. Finally, this chapter explains these techniques and discusses aspects of 

trustworthiness and potential issues arising from the approach and methodology used.  

 The chapters in Part IV provide the findings of the phenomenographic study. The 

principal objective of phenomenographic data analysis is to establish qualitatively different 

categories representing variations in individuals’ experiences of a particular phenomenon. Each 

of the eight chapters in this part explores one category of description2 and its related themes. 

Categories of description are established by sorting qualitatively distinct conceptions of a 

 
2 Phenomenographic data analysis sorts qualitatively distinct perceptions into specific "categories of description." 
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phenomenon. Each category represents a broad grouping comprised of one or more related 

themes. In this study, they are place as an expression of the natural attitude; place as a symbiosis; 

home as an expression of self; connections and respect of place; place as a stimulus for 

creativity; place as an expression of self; place means people; and, place is not important to 

maintain connections.  

 Part V encompasses the final three chapters: Chapter 14 answers each research question 

in detail by discussing the conceptions in terms of the outcome space, which is the term used in 

phenomenographic research to denote a conceptual framework for analysing and organizing the 

results of the study. In this chapter, I synthesize the results and discuss the relationships between 

the qualitatively different ways in which the respondents described their understanding and 

experience of place. Chapter 15 provides a discussion that focuses on the findings as they relate 

to the literature. The final chapter succinctly answers the research questions, states the 

implications of the study’s findings, recognizes areas of further research, and the limitations of 

the study.   
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Chapter 2: Urban Form Paradigm in Edmonton 

Context 

 The Edmonton region is in the geographical centre of the Province of Alberta and at the 

northern end of the Calgary-Edmonton Corridor. The North Saskatchewan River runs through 

the region. The Edmonton Census Metropolitan Area (CMA) forms the study area. Six cities, 

nine towns, and four counties make up the CMA (see Figure 1). Statistics Canada (2020) 

estimated the Edmonton CMA population to be 1,447,143 inhabitants in 2019. The city of 

Edmonton is flat and surrounded by open, easily developed land. Urban development in 

Edmonton has historically radiated outward as opposed to linearly, and therefore the 

transportation network allows for relatively short commute times. Edmonton is North America’s 

northernmost metropolitan area with a population of more than one million.  

This chapter provides the research context and setting of Edmonton. The following 

sections outlines the cultural historical influences that shaped Edmonton’s physical form and 

social attitudes and an overview of the current local economy and socioeconomic class structure. 

These influences include the necessity of homeownership, lack of affordable housing, suburban 

development, the automobile, planning framework, and economic prosperity and stagnation.  
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Figure 1 Edmonton Region 

Edmonton Region  

 

Note. Produced by Parkland County and used with permission. 

Home Ownership and Lack of Housing Supply 

The belief in homeownership and a new frontier is rooted in the city’s culture. The new 

frontier’s promise of property ownership was significant for many reasons: those who owned 

property and their own homes proffered social status; owning a home meant permanence because 

settlers would literally have a foundation in the community; and the community did not extend 

the same standing to those who did not own property (Lowe, 2018). For example, property 

owners could participate in financial policy matters and spending in plebiscites and referendums, 

whereas citizens who did not own land could not. Additionally, there was an overall attitude that 

owning a house signified stability, commitment, and responsibility to the community (Wetherell 

& Dmet, 1991). 
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Historically, Edmonton has struggled to meet housing demands during periods of 

significant growth. This was particularly problematic before the end of the Second World War 

due to the city’s remote location and scarcity of materials, resources, and financing. The 

economic prosperity that followed the Second World War and oil and gas booms, provided 

opportunities, and new neighbourhoods targeted a wave of middle-class workers (Klassen, 

1999). However, there were very few housing options for lower-income or underprivileged 

citizens. Edmonton’s growth has occurred in spurts corresponding to cycles of economic growth. 

These cycles produced housing crisis points, resulting in shanty towns and substandard housing 

for low-income workers (Finkel, 2011). Public funding financed social housing, but not until the 

1960s. As a result, many apartment blocks were developed to the north and east of the central 

business district. 

Suburban Development and the Automobile 

Edmonton is surrounded by flat, easy-to-develop land. Historically, the lure of a suburban 

home has been consistent for Edmonton’s residents for decades. Statutory plans and zoning 

bylaws facilitated spatially dispersed single use neighbourhoods since the 1930s (Laux, 2001; 

Lowe, 2018). Single-detached housing was the desired housing form in early Edmonton. While 

several apartments were built before the Second World War, there was a stigma associated with 

living in apartment units as they were associated with not owning a home and thus lower status. 

Following the Second World War, suburban neighbourhoods became bedroom communities. 

Spatially dispersed, low-density, and single use neighbourhoods were perceived as quiet, private, 

and safe (Lowe, 2018). 

Single use neighbourhoods meant residents could no longer walk or efficiently take 

transit to their workplaces or to shop. Therefore, owning a car was necessary and the City had to 
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adapt by providing larger roads and development regulations to accommodate shopping centres 

with ample parking. The neighbourhood form became conducive for the car with curvilinear 

streets that provided a hierarchy of streets to serve the car and prevent shortcutting. 

Canada’s first mall opened in Edmonton in 1955. In 1967, Edmonton was home to six 

major shopping malls, and in 1984, West Edmonton Mall opened its third phase and became the 

world’s largest shopping centre. Single-use, suburban residential neighbourhoods, coupled with 

separated commercial areas located along major roadways, meant that neighbourhoods did not 

offer residents space to walk or, in many cases, take transit to work or shopping. The private 

automobile became a necessity due to the predominance of attached garages, large parking lots, 

large roads, neighbourhood design, and freeway systems. Retail shops, such as those in enclosed 

malls, big-box stores, and those in commercial strips, further caused individuals to own their 

own cars.  

Economic Prosperity and Stagnation 

 Edmonton has historically been exposed to unexpected economic shifts throughout its 

history (Lowe, 2018). The arrival of the Hudson’s Bay Company in 1881 and the arrival of 

Canadian Pacific Railway, and later the Canadian Northern and Grand Trunk railways sparked a 

major land and development boom. However, land values crashed shortly after when 

immigration and outside investment stalled (Lowe, 2018). Subsequent housing booms followed 

in 1926 and during the Second World War. Housing demand was extreme immediately following 

the war. It was also during this time that oil was discovered just south of Edmonton.  

Housing construction in new suburbs was widespread throughout the late 1940s, 1950s 

and 1960s. Suburban growth accelerated in the 1970s as a result of two important events. The 

first was high oil pricing by Arab nations (OPEC) against western countries that supported Israel. 



CREATIVE WORKERS IN PLACE  37 
 

The second was that baby boomers were starting to purchase their first homes. The construction 

of thousands of homes each year fueled a significant surge in the local economy. The real estate 

market downtown, however, ended up becoming inflated during the 1970s and early 1980s. 

Thus, developers constructed office towers in place of heritage buildings and residential 

communities. Speculators bought land and demolished buildings onsite to avoid higher property 

taxes. The loss of residences caused inactivity as well as the loss of land value for almost 30 

years. High interest rates in the early 1980s increased debt loads, and the price of oil dropped 

significantly (Lowe, 2018). In addition, the Edmonton economy suffered disproportionately due 

to the austerity measures that the provincial government implemented. Provincial departments 

were decentralized, downtown office towers were emptied, and thousands of skilled workers and 

professionals subsequently left the province.    

Edmonton experienced slow growth and little development in the 1990s but began to 

recover by the end of the decade. Several planning programs were developed at this time, 

including those focused on urban design, heritage, business revitalization zones, area 

redevelopment plans, and streetscape improvements. The City of Edmonton offered financial 

incentives for new housing units in the downtown area. Since 2000, development in the 

Edmonton region has undergone extreme periods, including the significant development and 

investment, accelerated population growth, development in central communities, and the creation 

of new suburbs, and recessions in 2008, 2014 (Lowe, 2018), and 2020.   

Planning and Regulatory Influence 

Planning legislation endeavors to balance between individual rights and the overall 

greater public interest (Laux, 2001). Edmonton’s City Council adopted the first zoning bylaw in 

1933 and its first municipal plan in 1963 (Lowe, 2018). The municipal plan enabled the 
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development of new suburban neighbourhoods and urban renewal projects in central areas. The 

plan’s implementation produced The Urban Renewal Concept Report (1967) and an aggressive 

transportation plan that recommended a freeway system featuring a ring route around the 

downtown fringe. The City never constructed this route; however, resulted in the expropriation 

and demolition of significant portions of historic neighbourhoods including warehouse districts, 

and a community east of downtown (Lowe, 2018).  

Since 2000, the City of Edmonton has made a concerted effort to develop policy to 

encourage development within its mature neighbourhoods. Adopted in 2020, the City of 

Edmonton’s City Plan (City of Edmonton, 2020) is a comprehensive document that guides 

lower-level statutory plans and informs decision-making. It is the first statutory planning 

document that specifically includes policy aimed at attracting and retaining creative workers. 

Table 1 provides a summary of relevant policy since 2000. 
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Table 1 Relevant Planning Policy and Initiatives 

Relevant Planning Policy and Initiatives 

Policy/Initiative Details 

Complete 

Streets 

Guidelines 

Established in 2013, the purpose is to strategize for future road 

redevelopment that encourages safe, attractive, comfortable, and 

welcoming streets for all users (City of Edmonton, 2013). 

Corner Store 

Program 

Initiated in 2010. The program encourages business and property owners 

to renovate their buildings and to take advantage incentive programs.  

Development 

Incentive 

Program 

Available since 2010, this program encourages property owners to 

develop higher density residential and/or commercial buildings along 

main streets in established areas (City of Edmonton, 2014). 

Façade 

Improvement 

Program 

Encourages commercial building owners to renovate façades and 

storefronts to create more enticing and marketable streets for walking and 

shopping, as well as for attracting and retaining tenants (City of 

Edmonton, 2017). 

Main Street 

Guidelines 

Guides the planning, design, and operation of main streets while 

recognizing their importance as important community spaces (City of 

Edmonton, 2018). 

Neighbourhood 

Revitalization 

Facilitates the revitalization of selected mature neighbourhoods and 

improve their quality of life. Targets improvements in economic, social, 

and environmental community sustainability; local economic 

development and support of vibrant main streets; improving urban design 

and creating accessible public spaces; and raising levels of safety, 

innovation, and community connections and engagement (City of 

Edmonton, 2018). 

Edmonton’s 

Municipal 

Development 

Plan, The City 

Plan 

High level statutory plan that provides policies for mixed use 

development around current and future transit stations, centers, and 

destination streets, while enabling walkability and transit. The document 

was adopted in early 2020 and provides six guiding values that serve as 

the organizing structure for specific policy intentions and directions. The 

sixth guiding value is “I want to be able to CREATE and innovate.” 

Under this guiding value are four outcomes and 33 policies. 
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Local Economy and Socioeconomic Class Structure 

The petrochemical sector in Alberta drives much of Edmonton’s local economy (City of 

Edmonton, 2015). Major employment sectors within the region are manufacturing, retail, health 

care, construction, government, and education (Statistics Canada, 2009). Edmonton has clear 

strengths in providing services to the petrochemical industry. This includes oil and gas extraction 

and related services, construction, and scientific and technical services such as geology, 

geophysics, and engineering (City of Edmonton, 2015).  

Two sub-sectors in the petrochemical industry drive the resource-related economy in 

Edmonton. Both are labour intensive and require significant logistics, engineering, and project 

management. The first is the construction of major oil sands expansion projects. The second is 

the operating, servicing, and supply of existing production and operation. This sub-sector is more 

important to the local economy because it provides stability and resilience (City of Edmonton, 

2015) whereas capital projects associated with oil sands expansions have greater disruptions due 

to short-term labour demands and increased costs (Alberta Finance and Enterprise, 2009).   

The production of oil sands extraction and processing is high cost. Bitumen saturated 

sand is mined, transported, separated, and turned into a range of usable products. This process is 

very abrasive on the machinery used to extract, transport, and process (Findlay, 2016). 

Manufacturing, assembly, and servicing of machinery occurs in Edmonton (Petroleum Human 

Resource Council, 2014). While capital projects maybe put on hold during times of economic 

recession and/or low oil prices, oil production (EY, 2015). Since 2009 the operation, 

maintenance, and servicing of the oil sands exceeded the expenditures related to new projects 

(Canadian Manufacturers & Exporters, 2013).     



CREATIVE WORKERS IN PLACE  41 
 

While much of the creative class theory assumes the loss of industrial workers to 

countries where labour in much cheaper, Edmonton’s industrial-specific sectors have not been 

affected by globalization (Conference Board of Canada, 2015). Unlike other industrial-based 

sectors, specifically manufacturing, the petrochemical sector operates more on where natural 

resources are located as opposed to cheap labour (Mitchell et al., 2012). Edmonton has the 

second highest share of people employed in working class occupations among Canada’s 20 most 

populous Census Metropolitan Areas (CMAs) (See Thomas, 2016). The Edmonton region 

maintains a stable proportion of working-class residents whereas other CMAs are experiencing 

declines (Statistics Canada, 2020). Edmonton’s high share of working class does not come at the 

expense of its share of creative workers. Florida (2002, 2012a) suggests the loss of working-class 

jobs will be replaced either by jobs in the service sector or by creative workers. Although 

Edmonton maintains a steady working-class share, the balance between working, service, and 

creative workers remain in check.  
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PART II: LITERATURE REVIEW 

 

 

 

 

 

 

The perceived world is the always-presupposed foundation of all rationality, all value, and all 

existence. (Merleau-Ponty, 1964, p. 13) 
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Chapter 3: Creative Class Theory 

Creativity can be situated somewhere between internal (psychological) and external 

(sociological) to the individual. Psychologically, creativity exists in the mental capacities and 

individual talents of human beings, and sociologically, creativity is rooted in real social contexts 

that influence its quality (Scott, 2014). Creativity is the ability to produce meaningful new ideas, 

whereas innovation requires the translation of those ideas into real and effective outcomes (Scott, 

2014). Personal knowledge and skills are gained through education, practice, and informal 

socialization from external sources. Historical and geographical influences shape these external 

sources. People internalize elements of their day-to-day existence, and those elements are then 

reinforced through further mental processing in socially conditioned, creative endeavors 

(Grabher, 2001). Those who move in various social circles are positioned to acquire more useful 

and diverse information that those who are more socially isolated. Organizations structure their 

processes to optimize these interactional aspects of creativity, and these aspects are commonly 

applied to project management teams or technology firms. Individuals in these settings pool their 

talents to cross-fertilize one another’s thinking and solve specific problems (Grabher, 2001). 

Creativity is a social phenomenon in many respects, and because of that, cities are a natural 

setting for it to occur.  

 Cities have clustered human ability since ancient times (Mumford, 1961). The benefits of 

having people close together are to reduce travel time, provide the effective delivery of essential 

services, and enable people to exchange ideas and share knowledge more easily. During the 

1980s and early 1990s, initial research and urban policy explored creativity within economies of 

agglomeration (see Smith, 1980; Berechman & Small, 1988; Fuchs et al., 1994; Fujita & Thisse, 

1996), particularly in manufacturing- and technology-intensive industries (Scott, 2014). In the 
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mid-1990s, the work of Landry and Bianchini (1995), as well as Landry and others (1996), 

furthered the body of knowledge related to urban policy to foster creative processes. Later, 

Landry (2008) posited that urban policy ought to focus on investing in creating environments 

that foster creativity—specifically, investing in the promotion of arts and culture. Hall (1996, 

1998) argued that dense, walkable, mixed-use areas are necessary to facilitate human 

interaction—a key element of creativity.  

Since 2002, Richard Florida has been a notable figure in debates among scholars and 

planners about urban regeneration, and is known as the seminal scholar on the selective and 

deliberate retention and attraction of talent. Specifically, he has emphasized using urban design 

to capitalize on individual and social capital. This approach is fundamental to the development, 

or redevelopment, of “creative” urban neighbourhoods (Mumford & Gustafson, 1988; Scott, 

2008; Storper & Scott, 2009). Along these lines, Florida (2002) incited a discussion on creativity 

as an essential influence in urban policy and development, claiming that cities could attract and 

retain creative workers through urban policy by providing high-order amenities that would create 

the right environment for stimulating economic growth3. This idea set off a wave of academic 

work on creative class theory and motivated an audience of assenting urban policymakers (Scott, 

2014). As a result, throughout the world, many cities have rebranded themselves as creative 

cities after developing plans and/or policies that align with Florida’s theory.  

Florida’s Creative Class Theory 

 In his 2002 book The Rise of the Creative Class: And How it’s Transforming Work, 

Leisure, Community and Everyday Life, Florida claimed that society has entered a new economic 

paradigm in which human creativity is the most important driver of economic growth, and about 

 
3 Such amenities would be designed to encourage social diversity and tolerance. 
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30% of the workforce are employed in occupations that require creativity. Because the creative 

process involves contact and exposure to diverse people and understandings, creative workers 

are drawn to places that allow them to carry out their creative ambitions. These are places that 

offer a range of amenities, recreation opportunities, and different “scenes,” such as an art scene 

and a music scene (Dreher, 2002, p. 2). Creative workers prefer authentic urban experiences over 

suburban lifestyles and reject conventional experiences, such as chain stores and shopping malls.  

Florida (2002) emphasizes the need for planning officials to develop places that creative 

workers desire to live, work, and play. The consequence of failing to do so means a lack of 

creative capital and thus the inability to sustain economic growth. Florida’s strategy for planning 

policy to attract and retain creative include redevelopment of inner-city neighbourhoods, place 

branding, investing in arts and culture; and establishing districts comprised on active streets, 

mixed-use developments, ethnic diversity, interesting built forms, various scenes (arts, music, 

etc..), and a vibrant night life. He also suggested that, if creative workers are the main driver of 

economic growth, cities need to cater to the fundamentally progressive attitudes of these workers 

who, according to Florida, are more concerned about the use and value of urban space, natural 

areas, and green infrastructure (as cited in Burk, 2020). The policy message is that places that 

have deteriorated because of either industrial decline or historical move to the suburbs, ought to 

plan for those considered part of Florida’s creative class.  

Creative class clustering is considered to positively impact regional productivity, thus 

increasing the nominal wage growth in a region (Florida, 2002, 2012, 2014; Florida et al., 2008; 

Gabe, 2007). This wage-measured economic growth from the clustering of the creative class is 

situated inside Florida’s claims that regional economic growth stems from the locational choices 

of creative people (Florida 2002, 2014). Some researchers have drawn conclusions that support 
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Florida’s assertions (Gabe, 2011; McGranahan & Wojan, 2007; Möller & Tubadji, 2009; 

Wedemeier, 2012), whereas others cast doubt on the economic impacts of a rising creative class 

and argue that human capital and other regional economic qualities are better determinants 

(Donegan et al., 2008; Glaeser, 2005; Rausch & Negrey, 2006). These studies used several 

indicators to measure economic growth, including population increases (Glaser, 2005), the gross 

metropolitan product per capita (Rausch & Negrey, 2006), and per-capita income growth 

(Donegan et al., 2008). 

Bille (2010) argues that Florida’s The Rise of the Creative Class (2002) has had 

significant influence on planning policy in Canada, the United States, Australia, and Europe. 

Bayliss (2007) attributed the appeal that Florida’s narrative has on municipal politicians to the 

type of street level experience it conveyed – creating urban environments with a feel-good 

quality. Banks (2008) highlighted the relative affordability and simplicity of implementing 

creative class strategies including branding areas as creative quarters, land use regulations 

allowing mixed-use and flexible/high tech workspaces and enabling support for creative-focused 

businesses. The creative class thesis proffers a type of lifestyle and experience. Florida argues: 

The ideal ... is to ‘live the life’ — a creative life packed full of intense, high-quality, 

multidimensional experiences . . . [Members of the Creative Class] like indigenous street-

level culture — a teeming blend of cafes, sidewalk musicians, and small galleries and 

bistros, where it is hard to draw the line between participant and observer, or between 

creativity and its creators . . . More than anything, they crave intense experiences in the 

real world. (Florida, 2004, p.166) 

The creative class thesis combines regionalist and livability debates into a politically compelling 

argument that has significantly impacted economic and planning policy. The creative class thesis 
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directs cities to enhance the human experience at the street level, enhancing the business climate 

as a result. It suggests this is more effective than the old model which includes incentivizing 

businesses. 

Planning policy grounded in creative class theory has taken hold throughout Western 

societies, where planners and politicians have directed public policy towards redevelopment 

plans aimed at revitalizing deteriorated inner-city and industrial spaces aimed at attracting 

mobile investment capital and tourists (Hall & Hubbard, 1996). Policy in the United Kingdom, 

and the United States have favoured policies centered on promoting creative industries (Brown et 

al., 2000; Newman & Smith, 2000). However, Canada and Australia have more commonly 

orientated policy towards the development of consumption spaces (Freestone & Gibson, 2004; 

Evans, 2009), including coffee districts, brewery districts, street-orientated retail, mixed-use 

developments, and public spaces.  

Considering the creative class thesis, cities are approaching arts and culture as an amenity 

to attract creative workers, tourists, and enhance the overall city image (Grodach & Loukaitou-

Sideris, 2007; Oakley & O’Connor, 2015). Cities, particularly in North America, Europe, and 

Australia focus on developing arts and entertainment districts (Atkinson & Easthope, 2009; 

Grodach, 2017). Several downtown redevelopment initiatives have progressed to take advantage 

of this urban cultural policy mode. The rationale of attracting creative workers through creative 

hubs or clusters has had a noteworthy impact on gentrifying the inner-city neighbourhoods and 

influencing the displacement of residents (Catungal, Leslie & Hii, 2009; Curran, 2010; Grodach, 

2012; Ponzini & Rossi, 2010; Shaw, 2013). The growth of downtown redevelopment and the 

rehabilitation of older buildings as policy initiatives in response to attracting creative workers 

has generated demand for inner-city neighbourhoods by those employed in creative industries 



CREATIVE WORKERS IN PLACE  48 
 

(Butler & Lees, 2006). This has resulted in areas that were in decline experienced a demographic 

shift. The effect is increased property values, lower vacancy rates, and additional tax revenue for 

cities. Redeveloping inner-city industrial areas into mixed use areas is often justified as replacing 

dirty industry with cleaner and more attractive built environments (Grodach, 2017). These 

redevelopment initiatives have the effect of higher rent returns by demolishing or rehabilitating 

existing industrial warehouse buildings and replacing them with higher-density apartment 

developments (Shaw, 2015). The effect is the further gradual evacuation of small manufacturing 

from the inner city (Grodach, 2017). Critics argue that using the creative class narrative as basis 

for planning will have social consequences.  

Clustering and the Creative Economy 

 Economic theory offers justification for clustering similar industries and highlights the 

impact of districts within an economy of agglomeration (Saxenian, 2006; Werker & Athreye, 

2004). Alfred Marshall’s discussion of 19th-century industrial districts emerged as a result of 

specialization processes (Cusmano, 2015; Dimou, 2004; Werker & Athreye, 2004). The 

clustering of similar industries can incite innovation and capitalize on the externalities of 

proximity (Aubry et al., 2015). Werker and Athreye (2004) suggested that knowledge can 

produce regional economic growth if innovative drivers are able to disseminate knowledge. In 

Marshall’s examination of a shipbuilding network, he identified elements of cross-pollination or 

“channels of information exchange” (Werker & Athreye, 2004, p. 512). 

 Creative districts offer a setting in which city planners can encourage economic 

development and revitalization by building upon clusters of the arts and the creative industries 

(Argent et al., 2013; Evans, 2009; Markusen & Gadwa, 2010; Noonan, 2013; Park, 2015; 

Rushton, 2015; Schieb-Bienfait et al., 2018). Although such districts occasionally develop 
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organically, municipal and planning policy can be leveraged to promote creative capital 

(Branzanti, 2015; Nuccio & Ponzini, 2017; Schieb-Bienfait et al., 2018; Stern & Siefert, 2010). 

The policy objectives are to establish an area for clustering creative activity with establishments, 

such as art and studio spaces, housing for artists, and galleries (Stern & Siefert, 2010), to develop 

a creative milieu. This, in turn, theoretically will attract innovation workers, such as software 

developers, architects, engineers, and entrepreneurs. Creative clusters are often recognized in 

business cluster analysis; however, it is also important in other types of local-level analyses 

(Evans, 2009). 

Clustering and New Urbanism  

Jane Jacobs’s ideas about urban development were dedicated to advocating for alternative 

planning ideologies, including mixed-use housing, diverse and multicultural communities, and 

pedestrian-orientated streets. She favoured the public realm and encouraged infill practices that 

facilitate creative clustering (Jacobs, 1961, 1969). Jacobs’s The Death and Life of Great 

American Cities (1961), as well as Whyte’s The Exploding Metropolis (1958) and The Social 

Life of Small Urban Spaces (1980), recognized the value and purpose of place. They advocated 

for the practice and active process of placemaking to increase the quality of life for people who 

inhabit these places. Jacobs’s advocacy prompted an urban planning movement focused on smart 

growth, traditional neighbourhood design, walkability, and transit-oriented development. In 

conjunction with the geographical literature of place, these efforts refer to a process and practice 

associated with placemaking (Cresswell, 2004; Gregory, 1998; Pred, 1984; Thrift, 1983).  

The growing literature and rise in popularity in placemaking, creative cities, and the 

creative class (Florida, 2002; Landry, 2008) led to a creative placemaking movement that has 

gained momentum (Moss, 2012). Creative placemaking has grown to the point where many 
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North American cities have adopted municipal policies to transform communities and to create 

unique and trendy neighbourhoods and streets. Markusen and Gadwa (2010) explained creative 

placemaking as follows: 

In creative place-making, partners from public, private, nonprofit, and community sectors 

strategically shape the physical and social character of a neighborhood, town, tribe, city 

or region around arts and cultural activities. Creative place-making animates public and 

private spaces, rejuvenates structures and streetscapes, improves local business vitality 

and public safety, and brings diverse people together to celebrate, inspire, and be 

inspired. (p. 3) 

Creative class theory recognizes the emergence of a new creative class and argues the 

importance of fostering places that enable social interaction among a diversity of people. Thus, 

such places have the effect of drawing in those employed in creative occupations. Florida (2002, 

2012a) suggested that the creative class should be clustered to bolster urban development and to 

attract and expand economic growth. According to Florida, the “creative core” is vital to the 

cultural fabric of a community due to its contribution as a tolerant ingredient of the community. 

In addition, this creative class cohort can foster an open-minded atmosphere, leading to creative 

innovations and economic vitality (Florida, 2002, p. 69).    

Creative people turn ideas into innovation, which produces economic growth. According 

to the creative class literature, economic outcomes are linked to place and the ability for place to 

attract and retain creative workers (Florida, 2002; Kipfer & Keil, 2002; Lewis & Donald, 2008; 

Scott, 2006). Landry (2000) suggested that such places attract the creative class due to their 

diverse, vibrant, and tolerant physical and social environments, distinctive amenities, and quality 

of life. Florida (2002, 2012a) claimed that creative workers come together in places where 
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diversity and tolerance proliferate. The accumulation of people with high levels of human 

capital4 in these places incites creativity by fostering the cross-pollination of creative workers. 

Place in the creative class narrative is referred to as a creative milieu (Florida et al., 2008; 

Landry, 2000), which is a built environment that offers an ideal physical and social setting in 

which face-to-face interaction enables new ideas and solves complex problems. Florida (2002, 

2012a) contended that a creative milieu attracts bohemians and the super-creative core, who 

produce cultural value within inner-city neighbourhoods (Bain, 2006; Smith, 1996). The area 

then pulls in other creatives once the neighbourhood’s cultural value has been established 

(Florida, 2002, 2012a). The urban environment becomes an important setting in which social 

interaction can occur. It allows people to go beyond their personal spaces at home, at work, or in 

social settings. Public spaces are places where one can see and experience things in a frame of 

mind outside of the normal and ordinary context (Landry, 2000). Therefore, the concept of place, 

what it means, and how the creative class conceives it are significant elements within the creative 

class discourse.    

Creative Class and Place  

Florida (2012b) referred to the 4 T’s—tolerance5, technology, talent, and territorial 

assets6—that determine quality of place in terms of prioritizing the attraction and retention of 

creative workers, which is necessary for economic growth. Florida (2002) initially included the 

first three of these elements but incorporated (Florida, 2005, 2008) territorial assets as an 

 
4 Human capital refers to the stock of knowledge, habits, social, and personality attributes needed to perform labour 

to produce economic value. Personality attributes include creativity (Florida, 2012).  
5 Tolerance is evaluated by the following: the melting pot index—the proportion of foreign-born residents; the gay 

index—the proportion of the LGBTQ population; and the bohemian index—the proportion of those working in arts 

and culture (Florida, 2012a, pp. 237–241).  
6 Tolerance, technology, and talent (the three T’s of economic growth) constituted Florida’s (2012) original model 

for determining quality of place. The concept of territorial assets was added in 2012. 
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important factor. Figure 2 illustrates that the elements of talent, technology and tolerance are 

surrounded by the amenities that the place provides, which are the territorial assets.  

Figure 2 Four Ts of Economic Growth 

Four Ts of Economic Growth 

 

Source: Thulemark & Hauge, 2014 

The notion of tolerance concerning creative workers is supported in Cushing’s work, as 

discussed in Florida (2012, pp. 253–256). Cushing attempted to find an association between 

innovation and three types of capital: social capital, human capital, and creative capital (as cited 

in Brecknock, 2004, p. 4; Phan, 2010). Florida (2002) discussed how social capital can either 

impede or benefit a region’s local economy. He referred to the concept of strong and weak social 

capital in support of his creative class claims. Strong social capital refers to relationships built on 

personal bonds and trust (Putnam, 2001), and these relationships lead to a strong sense of 

community (Crowe, 2006). Neighbourhoods with strong social capital benefit those inside the 
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social network but exclude outsiders, whereas neighbourhoods with weaker ties are more open to 

newcomers. Strong social capital is also believed to hinder economic growth and development 

because it can impede innovation, as it tends to promote insularity and an aversion to new ideas 

(Hoyman, 2009). Florida also submitted that cities with strong social capital can be isolated from 

new ideas, thus impeding innovation (Florida et al., 2002). On the other hand, weaker ties enable 

greater diversity and consequently promote novel combinations of knowledge and ideas. 

Granovetter (2005) argued that because the people with whom we have close relationships move 

in the same circles, we receive information that we already know (p. 34). Conversely, those with 

casual relationships, such as acquaintances, associate with people in different circles, the 

information received is more diverse. Creative individuals place a higher value on communities 

with weak social capital because they crave new ideas (Florida, 2012a). Florida (2002) 

contended that weak social capital is necessary for the modernization of society: “weak ties are 

critical because they allow for rapid entry of new people and rapid absorption of new ideas and 

are thus critical to the creative process” (p. 277). 

Regarding Florida’s two Ts of ‘technology’ and ‘talent’, the theory of human capital and 

urban growth suggests that people, not businesses, are the engine of economic growth (Florida, 

2003). Jane Jacobs (1984) drew attention to the mistake of advocating the universal prescription 

to “attract industry” and acknowledged that cities ought to attract talented people to stimulate 

economic growth. Human capital theory, predicated on education levels, differs from the creative 

capital theory in that creative capital recognizes creative people as a key factor in economic 

growth, not necessarily those with high levels of education. Florida deliberately uses 

occupational categories to measure talent, as opposed to linking educational attainment with a 

particular occupation, because of the idea of creative capital, which speaks to human capital 
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theory’s failure to recognize entrepreneurs who lack higher educational attainment (Florida & 

Mellander, 2012). Creative workers can maintain dense social networks, which are different 

from strong social ties because these social networks enable the flow and creation of new ideas 

among varieties of people. These ideas can only translate into innovations that contribute to the 

growth of the local economy in the presence of universities, colleges, research and development 

firms (technology), and talent (Florida, 2002, 2012a). Talent, which is central to creative class 

theory, refers to the creative workers, those paid to think and solve complex problems (Florida et 

al., 2008).   

Florida’s fourth “T” is territorial assets, which refers to “the unique set of characteristics 

that define a place and make it attractive” (Florida, 2012b, para. 3) and is the realm in which the 

first three Ts reside (as shown in Figure 2). Territorial assets connect creative workers with place 

through characterizing them as people who enjoy a mix of influences (Florida, 2012), listen 

different types of music, and try different kinds of food; they want to meet and socialize with 

people who are not like them (Navarro et al., 2014), and share ideas (Florida, 2002, 2012a). He 

also submitted that creative workers prefer mature neighbourhoods, historic architecture, and an 

ethnic mix. Although Florida (2012b) identified territorial assets as the missing link connecting 

place with creative workers, he did so without formally conceptualizing place theories. As a 

result, it remains unknown whether these urban form preferences vary from region to region, 

how the natural attitude of a particular place influences these preferences, and the extent to 

which creative workers develop a sense of place.    

Urban Form Preferences  

 It is necessary to distinguish between research on where people choose to live and 

research on where people prefer to live. Residential preferences do not refer to the actual location 
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in which people reside or choose to reside. Much of the research conducted on residential 

preferences centres on households’ actual decisions and does not reflect actual individual 

preferences (Lawton et al., 2013). That is, many people may desire and prefer to live in a 

particular location or built form; however, they chose to live in a different setting and domicile 

due to certain considerations and trade-offs. As a result, a difference exists between stated 

preferences and revealed preferences. Stated preferences are based on demographic data on 

housing choices that indicate where individuals want to live, whereas revealed preferences are 

based on more complex and hypothetical considerations. Often, people base residential choices 

on complex trade-offs and conflicts between several factors. For instance, the preference for a 

single-detached house in the suburbs can conflict with the preference for a smaller home within a 

more urban environment that is close to amenities, due to the factors of cost of housing, life 

stage, proximity to schools, or availability. Individuals do not entirely experience constraints and 

preferences as two separate categories. De Groot et al. (2013) pointed out that studies on 

residential preferences incorrectly drew a connection between what people prefer and what is 

real. As a result, it is impractical to divide stated preference and revealed preference. Early 

research on actual residential preferences during the first half of the 1970s revealed that most 

people do not want to live in major urban centres (Fuguitt & Zuiches, 1975; Lewis, 1972). 

Rather, people prefer to live in lower-density and smaller communities. During the 1970s, as 

Lewis (1972) stated, “it seems that the glamorous city has lost much of its glamour. Crime and 

congestion are pushing people from the city” (p. 348).   

Urban Form Preferences among all Socioeconomic Groups 

 Literature relating to the traditional factors influencing urban form preferences in a 

general sense, particularly residential preferences, has mostly focused on choices based on 
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economic and demographic factors (Bourne, 1981). As the individual moves through his or her 

life cycle, the necessity for physical space changes, and his or her locational preferences will 

change accordingly. Young adults prefer compact housing forms and value being close to 

centrally located urban amenities, whereas families prefer more physical space (Bourne, 1981). 

Family households tend to migrate to the suburbs because they desire more space (both dwelling 

and private outdoor space) to accommodate and rear children. Families typically decide to live in 

the suburbs because suburban space is less expensive. However, such families engage in several 

trade-offs, accepting higher travel costs for lower costs for additional space (Lawton et al., 

2013). Family households also place greater importance on being close to schools, family-based 

amenities, and safe and homogeneous neighbourhoods (Hur & Morrow-Jones, 2008). 

Hunt et al. (2010) looked beyond actual decisions and investigated residential preferences 

based on a series of hypothetical choices. The results demonstrated that individuals prefer 

locations that offering shorter commuting times, lower density, and higher-quality schools (Kim 

et al., 2005). Consequently, these findings are not very different from those of many preference 

studies. In addition, Kim et al. (2005) suggested that households that include children will most 

often forego proximity to work closer to more open spaces and experience a perceived higher 

quality of the “natural” environment. The suburbs offer more indoor and outdoor spaces and the 

relative convenience of access to the workplace. Households that do not include children are 

more likely to be closer to the resident’s workplace (Prasher et al., 2008).  

Conversely, Karsten (2007) argued that middle-class households in Rotterdam’s urban 

core make a deliberate and calculated choice to stay in the urban core. Although these families 

are committed to urban living, they disapprove of the city as a place to raise children (Karsten, 



CREATIVE WORKERS IN PLACE  57 
 

2007). This confirms the reasons why families prefer suburbs to the urban core. Karsten also 

acknowledged that households with children in the urban core is atypical (Lawton et al., 2013). 

Urban Form Preferences According to Florida’s Creative Class Theory   

In principle, Florida (2002, 2012a) argued that tolerant areas are viewed as attracting 

creative workers and having clusters of creative workers attracts knowledge-based companies, 

which stimulates regional economic growth. The link between urban design and economic 

development has become a focus for policy development as a way for cities to attract creative 

workers (McCann & Ward, 2010; Peck & Theodore, 2010). This consists of active urban 

neighbourhoods with distinct identities and includes activities that enhance cultural production 

and consumption (Borggren & Ström, 2014; Ponzini & Rossi, 2010).  

The Martin Prosperity Institute’s study, The Divided City (Florida et al., 2015), found a 

geographic division among the three socioeconomic classes within metropolitan regions in the 

United States and Canada. These regions have pronounced clusters of creative workers within 

the urban core and close to transit hubs, universities, and natural amenities (Brydges, 2015). 

What is more profound is the share of creative workers within these clusters. As an example, 

32% of all workers in the Houston region work in creative occupations. The 10 census tracts 

(CTs) with the greatest proportion of creative workers in Houston have a share of more than 74% 

of creative workers. That trend carries through to other metropolitan areas in the United States 

(Florida et al., 2015). A separate study by the Martin Prosperity Institute found similar results in 

Toronto, Montreal, and Vancouver, but to a lesser extent (Martin Prosperity Institute, 2016). In 

the United States, of the CTs with a higher proportion of creative workers (where the number of 

creative workers exceeds the total of working class and service class workers) approximately 

one-third of those CTs have a share of 50% or more of creative workers. Canadian cities are less 
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divisive, with 10% to 15% of predominately creative class CTs having a share of 50% or more 

(Martin Prosperity Institute, 2016). 

The findings in the Martin Prosperity Institute studies (2015, 2016) support Florida’s 

theory, which advocates for the importance of promoting urban economies. Florida (2005) made 

no demographic qualification when he stated the following:  

Creative workers strongly prefer the mixed-use type of urban setting, both for living and 

working. They are drawn to stimulating and experiential creative environments. They 

gravitate to the indigenous street level culture found in Soho, Greenwich Village, and 

parts of Brooklyn. (p. 164) 

Florida highlighted the importance of diversity and tolerance, and its relationship to core urban 

neighbourhoods (Lawton et al., 2013). Florida’s image of urban form is consistent with the work 

of Jacobs (1961) and her dismissal of modernist urban planning in support of mixed-use, 

integrated, and higher-density neighbourhoods (Lawton et al., 2013). Florida (2002) 

acknowledged suburbs as a place to accommodate creative workers provided that these 

neighbourhoods offer unique built environments and strong urban design principles as opposed 

to traditional residential factors. He also recognized the life cycle considerations of creative 

workers who prefer urban rich amenities; however, he used the example of New York, which has 

a natural concentration of creative workers. He argued that once a creative worker marries and 

has children, he or she often remains in the city. Florida (2002) did not entirely reject suburbia; 

however, he implied a bias towards established urban areas. Urban design philosophies ingrained 

within Florida’s theory, which were intended to attract creative workers to urban areas, have 

become the basis for policymakers as an urban design and economic development strategy 
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(McCann & Ward, 2010; Peck & Theodore, 2010). This includes the gentrification of urban 

areas appealing to the middle class’s consumption patterns (Lawton et al., 2013).  

Florida (2012a) argued that the locational choices of creative workers are grounded upon 

and coincide with their lifestyle choices, rather than where they are within their life cycles. As a 

result, creative workers are not concerned with the need for more private space as much as they 

are with their desire to share space within a high-quality public realm. As the broader factors 

relate to urban form decisions, Florida (2012b) contended that places with quality-built forms 

that facilitate casual/sporadic exchanges with acquaintances are ideal for creative people. 

Therefore, within Florida’s work, little attention is given to the suburbs as an urban form for 

creative workers to live in (Lawton et al., 2013). Amenity and urban-centric preferences also 

support the generation of weak social capital (Florida, 2002; Lawton et al., 2013). Because a 

greater preference exists for shared public spaces versus private space, people tend to have more 

opportunities to generate weak social capital—a characteristic of creative class communities 

(Florida, 2002, 2012a). Therefore, according to Florida (2002, 2012a, 2012b), creative workers 

gravitate towards urban environments, including neighbourhoods in the urban core and/or near 

universities, transit, or natural amenities, whereas working and service class gravitate to the 

suburbs. 

Creative Class Theory in a Canadian Context 

Most work exploring creative class theory in Canada is limited to Canada’s three largest 

city regions: Toronto, Montreal, and Vancouver (Gertler et al., 2002). These regions have natural 

concentrations of creative workers, and therefore, the research has generally reinforced Florida’s 

approach (Petrov, 2007). Less populated centres, such as Edmonton, Calgary, Winnipeg, and 

Ottawa, do not necessarily have such natural concentrations, nor do they have the same 
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connections with other city regions. Aucoin (2006) noted that creative city strategies are oriented 

toward a laissez-faire ideology that appeals to individualism, which is associated more with the 

United States than with Canada (Aucoin, 2006). Canada’s social values place greater emphasis 

on land development regulation, public transportation, and orderly urban development (Fischler, 

1998). Canada’s metropolitan regions have a different urban hierarchy than the United States 

does. Canada is geographically vast but sparsely populated, with only six metropolitan regions 

featuring more than one million people (Partridge et al., 2007). As a result, many Canadians live 

between metro regions in lower-tiered cities, resulting in more pronounced socio-geographic ties 

between rural and urban centres (Ferguson et al., 2007). This is an important difference between 

Canadian and American cities in the context of creative class theory. Scott (2007) noted that 

creative city regions in the United States, such as the San Francisco Bay area, Seattle/Tacoma, 

and New England, encompass many urban centres with strong urban-to-urban connections. Apart 

from Toronto, Montreal, and Vancouver, Canadian cities are generally not comprised of a cluster 

of connected urban cities but rather a clearly defined built environment surrounded by 

undeveloped/agricultural land (Partridge et al., 2007). As such, this may influence how creative 

class strategies are applied.    

Canada’s rich natural amenities may also influence how creative class strategies may be 

applied. These amenities include natural landscapes, such as mountains, lakes, old-growth 

forests, etc. Glorioso and Moss (2007) referred to this phenomenon as amenity migration. Ling 

and Dale (2011) also found that a relationship existed between unique natural amenities and 

creativity in the three case Canadian studies analyzed. This natural amenity migration may have 

more relevance to a Canadian context than the United States context because Canada has fewer 
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large metropolitan regions, is more sparsely populated, and has stronger urban-to-rural 

connections.       

Criticisms of Creative Class Theory 

 Critics argue that cities are developing policies that cater to the creative class without 

understanding the unique social and economic structures that exist within their cities (Kratke, 

2010, p. 16). Peck (2005) argues that Florida’s thesis does not consider the broader city economy 

and draws attention to the potential social consequences caused by municipal policy grounded in 

his creative class narrative. Peck identified a relationship between municipal support of the 

creative class theory and social polarization as public funding is directed away from social 

programs to support building of creative class enclaves. Creative workers may have different 

preferences and characteristics depending on a region’s unique personality. Hansen and Winther 

(2010) argue that established global cities such as London and San Francisco possess major 

advantages attracting skilled labour. In contract, smaller and medium-sized cities may not 

possess the same qualities needed to develop the types of amenities that Florida is suggesting. 

More importantly, these communities may not have the right collective personality to carry out 

the necessary creative processes inside these places. Landry (2000) recognizes that creativity is 

place-specific, and the distinct resources of a particular city communicate a unique identity and 

culture (Bradford, 2004). Andersen et al. (2010) argue that many city officials motivated to 

transform their cities to appeal to creative workers make the mistake of assuming the creative 

class is a ubiquitous group that can latch onto Florida’s one-size-fits-all urban policy. This is 

important because this study explores how creative workers in Edmonton experience place and 

how the unique circumstances relative to Edmonton affect how creative workers experience 

place.  
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 Florida’s responded to these criticisms with his 2017 book, The New Urban Crises, 

where he acknowledges issues specific to the social geography of cities and that urban policy 

developed to attract creative workers may not be helping. While Florida accepts how broader 

socio-economic challenges have arisen in cities that would otherwise be considered successful 

within his creative class narrative, the core of his theory remains the same (Florida, 2017). In his 

book Florida provides solutions to deal with broader urban issues but is unwavering in his 

original creative class thesis. He argues for more urbanism and what he calls “urbanism for all” 

(p. 10). It is important to note that while many of the issues related to social inequality exist 

throughout the world (including Canada), they are arguably more prominent and widespread in 

the United States than in Canada. Many of the underlying causes and factors referred to in the 

book are unique to the United States, including anti-urban political bias (p. 190), conservatism 

(pp. 112, 204), and economic inequity (pp. 49, 78, 82-87, 98, 116, 218). These social 

characteristics are unique ingredients that shape a locale’s collective attitude, which influences 

how its residents, including creative workers, experience place.  

 It is important to note that there is not a significant body of knowledge related to creative 

class urban policy and how it should be adapted given the unique characteristics of each locale. 

Trip and Romein (2009) suggest that the application of urban policy to attract the creative class 

creates the risk of competing cities becoming copycats and therefore choosing very similar 

physical forms of urban development. While these policies may create active streetscapes, and 

bring people into inner-city, there is a lack of empirical study into how all the factors and 

characteristics of a local influence how creative workers experience, behave, and operate within 

it. 
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Chapter 4: Theories of Place 

I don’t believe people are looking for the meaning of life as much as they are looking for the 

experience of being alive. (Joseph Campell, 1988, The Power of Myth) 

Introduction 

Theories of place arise from the meaning humans assign to the spaces they occupy. It is 

not easy to think of people and their activities without places. A person’s understanding of 

human action is grounded in the idea that a person’s actions are influenced by their affective 

disposition towards their surroundings. Thrift (1997) claimed that “people mean places. But in 

turn, places also mean people” (p. 160). People are influenced and shaped according to where 

they are physically located (Thrift, 1997). Their location dictates their actions, predicated by 

others’ influences, and the resources and opportunities that exist in a particular area. People’s 

perception and understanding of the world around them shape and frame their actions.   

A sense of place encompasses personal experiences and meanings; however, according to 

Tuan (1975), sensory impressions connect a person to a place. Lynch (1976) claimed it is the 

senses that let people establish the perceived quality of place, which encompasses “what one can 

see, and how it feels underfoot, and the smell of the air and the sounds of bells and motorcycles, 

and how that quality affects our immediate well-being, our actions, our feelings, and our 

understandings” (pp. 8–9). The knowledge, awareness, character, atmosphere, and ambiance of 

place is determined and understood through our senses (Cogger, 2016). Tuan (1977) notes that 

our experience of place builds a concrete reality assembled through each of our senses and 

realized with an active and reflective mind. Sepe (2013) suggested that local, religious, political, 

and other cultural identities influence how we process those inputs. This suggests that place 

holds different meanings for different people, based on individual worldviews.    
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Place Defined 

Many have proposed different definitions of place. This is because the term “place” is 

vague and can have different meanings and be interpreted in many ways. Because of that, people 

confuse place and space as well as place and landscape. People often have a simplistic view of 

what place is. As referred to in creative class theory, place is confined to describing the 

landscape at the street, neighbourhood, or city scale. This level of interpretation is “quite vague 

when subjected to critical reflection” (Cresswell, 2004, p. 11). Agnew (1987) advances a more 

comprehensive definition, claiming place is comprised of three key aspects. Every place must 

include a location, a locale, and a sense of place. Location is the precise place on the earth’s 

surface. Locale is the physicality of the place—the walls of a room, the field of view, or the 

buildings in a city. Locale is the setting for interactions to occur, whether it is interaction 

between two or more people or between an individual and the environment. Sense of place is the 

meaning and definition that one gives to that space. Sense of place is critical in fulfilling place’s 

necessity “to have some relationship to humans and the human capacity to produce and consume 

meaning” (Cresswell, 2004, p. 14). Creswell (2004) also argued that sense of place is the most 

essential of the three aspects of place because it offers a means of understanding the world. 

Places can be any size as long as they comprise these three elements, can conjure up both 

positive and negative associations, and enable us to contextualize our world and make it our own 

(Cresswell, 2004).  

For humanistic geographers such as Tuan (1974) and Relph (1976), the experience of 

place is a much deeper and more philosophical human experience. Their approaches emphasize 

subjectivity and experience. Tuan defined place as space invested with meaning; place relates to 

space and landscape. Whereas Relph (1985) argued that an individual’s experience of place is 
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qualitatively different because places are “constructed in our memories and affections though 

repeated encounter and complex associations place experiences are necessarily time-deepened 

and memory-qualified” (p. 26).   

Heidegger took a similar experiential view that a location or a structure is understood as a 

place through experience (in Sharr’s (2007) interpretation of Heidegger (1927)). He claimed that 

the place does not exist until there is something there that can be experienced. An area around a 

bridge is understood differently after the bridge has been built. People’s construct of place was 

that of the place of the bridge (Sharr, 2007). Heidegger had a threefold conception of place: as a 

human construct, as a locale, and as a real location in space. He described place in terms of 

“situated-ness,” implying that humans expand their world by experiencing phenomena in and of 

place (Karamercan, 2019). Heidegger considers place as the “open-bounded” clearing where 

experience materialize for the human being. Being in place means being open to the world while 

being restricted by the conditions and circumstances to which one belongs. Heidegger also 

described place as a locality, a site where things are interconnected in their uniqueness. This is 

where distinct elements of the same domain co-define each another by amounting to the same 

context of referentiality (Karamercan, 2019). The thought of place often takes us to real places or 

locations. Heidegger pointed out that it is important to understand that such places and locations 

can only be experienced as what they are if humans can tap into the other two dimensions. 

Subsequent sections in this chapter discuss Heidegger in more detail.  

The Concept of Place  

According to Aristotle (trans. 1961): 

a place surrounds that whose place it is; a place is not part of what it surrounds; a thing's 

primary place is neither smaller nor greater than it; a place can be left behind by a thing 
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and be disassociated from it; and every place is either up or down, since each of the 

[simple] bodies moves up or down to come to rest in its resident place. (p. 63)  

Interest in the concept of place has increased across social science disciplines over the past 25 

years. These disciplines include geography, social anthropology, landscape architecture, 

architecture, environmental psychology, planning, and philosophy (Friedmann, 2010).     

Lynch’s (1960) Image of the City discussed how people develop mental images of the 

built environment. They do so through physical elements such as paths (streets, sidewalks, trails, 

canals, and other channels of movement), edges (boundaries, either real or perceived), districts 

(areas with common characteristics), nodes (large areas that serve as gathering places), and 

landmarks (points of reference). His focus was on what the city planner can do to make the city’s 

image more vivid and memorable to those who dwell there (Lynch, 1960). His central notion 

was that of legibility—the extent to which people can read the cityscape. People need to 

recognize and orientate elements of the city into a logical and understandable pattern. This 

seminal work in perceptual geography took an urban planning perspective, using the locational 

method to examine how people conceive their environment.   

Gould and White’s (1974) Mental Maps built upon Lynch’s and others’ seminal works. 

They went beyond the physical two-dimensional perspective and examined how people construct 

maps in their minds to gain insight into what makes areas desirable to live and spend time in. 

These works shifted the conceptualization of place away from perceptual geography to more of a 

study of behavioural geography. Humanistic geography developed as a response to the very 

cartographic and positivist approaches used by Lynch, and Gould and White. While perceptual 

and behavioural geographers expanded our understanding of how individuals subjectively relate 

to the world around them, they did not formally conceptualize theories of place.  
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“Place” is a term without a clear definition; however, as Cresswell (2004) notes, place is 

a commonly used word that speaks for itself. Cresswell also suggests that place is not simply an 

object or thing, rather it is a way of seeing, knowing, and understanding the world. A space 

becomes a place once given meaning and definition (Tuan, 1977)—a home, a building, a street, a 

neighbourhood, a city, a forest, or any space that is given meaning. It is sense of place that 

geographers like Tuan (1977), Relph (1976), Buttimer and Seamon (1980), and Gregory (1998) 

relate with Heidegger’s Dasein, which he described as the essence of existence and the way of 

being in the world, placing emphasis on phenomenology and existentialism. Humanistic 

geographers give the person a central and active role in human awareness and agency, 

consciousness, and creativity in shaping and defining place (Gregory, 1998). Relph (1976) 

argued that the only way humans can be humans is to be in place. 

Such research has recognized the broader perceptions of place as theoretical concepts and 

the significance of how people share space with others (Liu & Freestone, 2016). People 

understand and conceive places in divergent ways (Cresswell, 2004). Whyte (1980) found that 

people behave differently within public urban spaces. This phenomenon has been attributed to 

the concept of place identity, which refers to certain dimensions of self, such as the combination 

of feelings about the physical setting and the symbolic connections to place that define who we 

are as an individual (Schryer et al., 1981). Research within the social sciences increasingly 

recognizes the meaning that people attach to place and how it influences the collective shaping 

of a place (Cresswell, 2004).     

Literature in environmental psychology deals with the meanings, values, symbols, and 

emotions associated with how people associate with the environment (Williams and Stewart, 

1998). Environmental psychology typically employs quantitative methodologies when studying 
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the relationship between place and people (Lewicka, 2011), whereas humanistic geographers 

employ qualitative phenomenological research approaches. Jorgensen and Stedman (2001) 

conceptualized sense of place as a construct involving three psychological dimensions: place 

attachment, place identity, and place dependence. Research following this lead typically sets out 

to deconstruct the relationship between people and place into each of these dimensions (e.g., Lai 

& Kreuter, 2012). Place identity is concerned with the symbolic meanings people associate with 

places (Williams & Vaske, 2003). Such meanings can involve emotional or spiritual importance 

(Chase, 2013). Place dependence refers to functional associations with place and reflects the 

potential a particular place possesses to satisfy a person’s interests and meet their objectives 

(Chase, 2013). 

The Place Paradox   

Relph (1976) acknowledged that the terms “place” and “placelessness,” when used 

together, imply a dualism; the paradox is that, as he states, the two are very much intertwined. 

There are many examples of nonplaces in cities, such as commercial centres along major 

roadways or highways, airports, hospitals, and shopping malls; however, as Augé (2008) pointed 

out, in those nonplaces, there is a strong element of place. Augé (2008) discussed place and 

nonplace as “opposed polarities” that are inseparable. He suggested that place is never 

completely erased and nonplace is never totally completed—he drew an analogy of an original 

piece of writing that has been effaced to make room for later writing (Augé, 2008). Relph, 

suggested that place is about distinctiveness and placelessness is about sameness. A distinctive 

neighbourhood, however, can lead to exclusionism when it produces NIBMY-ism.7  Conversely, 

 
7 NIMBY, an acronym for “Not In My Back Yard.” It describes the phenomenon in which neighbourhood residents 

object to development because it is perceived to be inappropriate (Corporate Finance Institute, 2021). 



CREATIVE WORKERS IN PLACE  69 
 

sameness and placelessness can produce shared human values and cosmopolitanism (Tuan, 

1974).    

Relph (1976) describes placelessness as “a weakening of the identity of place to the point 

where [different places] not only look alike but feel alike and offer the same bland possibilities 

for experience” (pp. 182–183). He stresses that: 

what is important is to recognize that placelessness is an attitude and an expression of 

that attitude which is becoming increasingly dominant and that it is less and less possible 

to have a deeply felt sense of place or to create places authentically. (p. 80) 

More important is the deeper connection to the physical and social environment at the 

community level. Advocates of creative class theory suggest that urban design should foster a 

greater sense of place because territorial assets are a key ingredient of Florida’s quality of place 

(Florida, 2012). Others have identified additional factors that foster a sense of place, including 

decision-making processes (Knox, 2016), governance (Jensen et al., 2016; Madanipour & Hull, 

2017), regulation (Gurran et al., 2015), and the lack of understanding how a sense of place is 

created (Liu & Freestone, 2016). Interpretations of Relph’s work have supported a greater 

diversity of studies on the subject, which can be categorized as addressing either sense of place 

or placemaking (Lang, 2016). Relph conceptualized qualities of “insideness” and “outsideness” 

concerning sense of place. Having a sense of insideness represents an unselfconscious 

connection to place. Relph’s scale of insideness describes the degree to which one identifies and 

feels a sense of belonging to place. Thus, it is a characterization of one’s sense of place (Relph, 

1976). According to Relph (1976), outsideness refers to the lack of identity with a particular 

place.   
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Relph (1976) described place as the combination of the identity of place and the identity 

with place. The identity of place refers to a place’s character, while the identity with place refers 

to the intensity of the lived relationship with place. The identity with place is our fundamental 

relationship with the world around us. There are different interpretations and perceptions of the 

connection that we have to the places of our world. Connections, where we have a feeling of 

insideness, are those where places give us comfort. Conversely, other connections give us a 

sense of being an outsider where we are not comfortable. Lastly, humans may have no 

meaningful connection and thus experience a sense of placelessness (Relph, 1976). 

According to Relph (1976), existential insideness is the basis of the place concept since 

place is experienced unselfconsciously; however, it is loaded with meaningful attributes that are 

unrecognized unless the place or the individual experiences change (Relph, 2008; Tomaney, 

2016). Alternatively, objective insideness is an approach in which the observer distances 

themself from the place. This approach is a very different method from empathetic insideness, in 

which the observer endeavors to enter sympathetically into the experience and understand place 

in the same manner as the people understand and experience place. 

The Place Paradox and Creative Class Theory 

Relph’s (1976) intention was to contribute to body of knowledge related to understanding 

the environment. He argued that having ties with places is an important human need, and that a 

deep attachment to place is as necessary as having meaningful relationships. He also refers to 

authenticity as an aspect of place and placelessness. Relph’s (1976) ideas of insideness and 

outsideness correspond to Heidegger’s (1927/1962) writings on authentic attitudes of place. An 

authentic attitude to or mode of existence within place is considered to be a genuine experience 

of place. Someone with an authentic mode of existence is therefore more likely to be attuned to 
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their surroundings. Whereas someone with an inauthentic mode of existence can be characterized 

by not possessing the significance of place (Relph, 1976).  

 Florida (2002, 2003, 2012a) suggests that creative workers are mobile and can easily 

relocate if they choose to do so. They also desire weak ties to social capital. This enables looser 

networks and greater tolerance towards newcomers, which in turn promote novel combinations 

of ideas. However, according to Relph (1976), an authentic attitude towards place means a 

genuine experience of, among other things, a sense of insideness and belonging. A sense of 

insideness means the sense of belonging to, and identifying with, a particular place. Creative 

workers are more likely to have an authentic mode of existence given how they are described and 

characterized in the literature (Florida, 2002, 2012a). Thus, they are more likely to become 

attached to the community, plant roots, build connections, develop a sense of safety and security, 

and feel a sense of responsibility which, ironically, is contrary to many creative class tenets.  

Third Places 

 As discussed earlier, places comprise location, locale, and sense of place. Places can be 

anywhere people go to visit, spend time, and can identify. According to Oldenburg (1996), a first 

place is where people live, a second place is where they work, and a third place is a neutral 

public gathering area. Third places are where people socialize away from their home and place of 

work. Oldenburg (1999) explains third places as follows:  

A third place is distinguished by its characteristic setting, that is, a place where one 

neither lives nor works, but where one goes to relax and enjoy the moment. Much like a 

familiar hangout, a third place tends to bind people together in a defined space where 

typical roles and responsibilities are lifted temporarily while new relationships and 

connections are explored in a unique and comfortable culture. The corner pizza pub, 
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coffee shop, or bookstore has served such purposes for many. (as cited in Strange & 

Banning, 2001, p. 146) 

 According to Steinkueler and Williams (2006), third places offer eight qualities: neutral 

ground (public space that allows people to come and go as they wish), social leveler (hierarchical 

status or professional roles have no importance), inconspicuous, conversation (social 

interaction), accessibility and accommodation, regular members of the community that frequent 

the place, and a home away from home. Third places can have varying degrees of each of these 

characteristics depending on the place and how it may be conceived. 

Oldenburg (1999) recognized that third places may possess very little or no sense of 

place. Thus, he termed such spaces as “non-places” where character and individuality are pushed 

aside to facilitate mass consumerism and sterile environments. Like Relph’s (1976) 

placelessness, the nonplace illustrates how built environments that offer convenience and 

familiarity can also deter those seeking an organic and authentic social experience.  

Third Places and Creative Class Theory 

Florida (2012a) refers to third places in relation to quality of place. Quality of place 

includes the built and natural environment, the people that occupy the place (specifically 

diversity of people and opportunities for social interaction), and the street life that exists (such as 

music festivals, art scenes, culture, bars, cafes, restaurants, and recreational opportunities). 

Creative workers prefer and desire a routine afforded by a mix of urban amenities such as music 

venues, nightclubs, bars, restaurants, cafes, art galleries, museums, and bookstores (Florida, 

2002, 2012a). These third places are expected to enable the types of regular and informal social 

interactions necessary to connect with other social circles and develop a broad social network 

(Oldenburg, 1999). 
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Florida (2012) posits that establishments such as trendy coffee shops, bookstores, 

restaurants, and other places make up “the heart of the community’s social vitality” (p. 291) 

because they facilitate social interaction. The literature also refers to these establishments as 

“fourth places” – an establishment that integrates work and community (Ferreira & Beuster, 

2019; Florida, 2010, 2012a; Morisson, 2018). While this is a term coined by Florida, these 

‘fourth places’ are still considered third places; however, they come with a caveat. They are still 

places that involve a departure from regular home and work routines, inclusivity and social 

comfort and as a result is not unlike third places (Franck & Stevens, 2007). However, the 

activities, people, and design conditions are very different. What distinguishes fourth places is 

the activities that occur within the space. The space is often designed to facilitate a sense of 

publicness such as a broad spectrum of users and socially open (Aelbrecht, 2016).  

Genius Loci  

 Genius loci is a Latin term that translates to “the genius of the place.” The more common 

and accepted interpretation is spirit of place, a term that refers to every place being unique and 

possessing its own qualities (Norberg-Schulz, 1980; Ng, 2013). The qualities of a place extend 

beyond its physicality and the consideration of how it is conceived (Norberg-Schulz, 1980). The 

phrase was historically thought to refer to the guardian spirit that reigned over and defended a 

particular place (Lappin, 2015; Norberg-Schulz, 1980; Walter, 1988.) Each place was thought to 

be granted its own personality and inherent genius, “an indwelling spark of divine nature through 

which that person or thing was created” (Lappin, 2015, p. xi). Places can be described as having 

their own unique and autonomous spirit (Lappin, 2015; Norberg-Schulz, 1980). It is this innate 

characteristic of place that defines and contributes to human experiences. Seamon (1982) states, 

“As a phenomenon, genius loci is largely invisible, implicit, and, as a whole, larger than the 
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individual and human parts comprising it. Genius loci is thus, largely unmeasurable” (p. 261). 

Places are characterized by their unique and different economic, cultural, cultural, social, and 

emotional qualities and relationships (Vecco, 2020). They are aggregates of social 

communication, community, and numerous values, which become essential for its genius loci. 

Although genius loci is the intangible character of a tangible site, genius loci also includes the 

place’s physicality.  

 Sense of place relates to intangible aspects of a place such as feelings, perceptions, and 

emotions created because of interaction with particular environments (Cresswell, 2014). 

Norberg-Schultz (1979) wrote, “This spirit gives life to people and places, accompanies them 

from birth to death, and determines their character or essence. Even the gods have their genius, a 

fact which illustrates the fundamental nature of the concept” (p. 18). Norberg-Schultz’s “genius 

loci” can be identified with Assmann’s (2011) idea of “the memory of places”—the ability of 

people to remember spatial frameworks and ability of places to retain memories. Genius loci 

carries a double meaning: it is conceived as a feature of the person and, equally, as a feature of 

the place.  

Genius loci has significant implications for placemaking in terms of how people 

experience the built environment. Norberg-Schulz laid the groundworks of such an approach. He 

posited that any space is an outcome of the physical realism defining and effecting the place, 

together with the phenomena that each space possesses, which is determined by multitude of 

elements that make up the environment of which the space is located (Norberg-Schulz, 1979). 

The multitude of elements includes each space’s physical and cultural characteristics that 

develop over time and are induced when the particular space is recalled. Therefore, this 
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phenomenological quality contributes towards place identity and facilitates one’s ability to 

distinguish one place from another.  

Genius Loci and Creative Class Theory  

According to Seamon (1979), a focus of phenomenological environmental psychology is 

the environmental and physical aspects of lifeworld. This is the taken-for-granted routine and the 

perspective of day-to-day life in which people carry out their regular activities without paying 

conscious attention to each experience (Seamon, 1979). Our natural attitude is shaped by a 

cumulation of values, attitudes, nuances, and characteristics tied to a particular geographic 

location – or genius loci. Thus, a place’s genius loci ought to be foundational in terms of 

planning policy. However, there is very little in the creative class literature that addresses the 

notion of genius loci and its effect on how it should be applied.  

The genius loci of place is conveyed through the phenomena of the natural place, the 

spirit of the place, phenomena of the built place, and the spirit of the built place. Since Florida’s 

(2002) thesis on the creative emerged, municipal policy aimed at making places more attractive 

to compete for the creative class. There is very little in the creative class literature that speaks to 

the influence of community’s genius loci on applying of creative class theory. Interpretations and 

applications of the concept of spirit of place into planning policy vis-à-vis creative class 

principles are typically generic with few demonstrating the conceptual richness of Norberg-

Schulz’s approach (Jiven & Larkham, 2003). Thus, the creative class thesis does not give enough 

attention to the meaning and understanding of local character and genius loci.  

Natural Theoretical Attitude 

The general mood or attitude of a place is put out into the world by those who inhabit the 

place. An analogy would be tuning into different stations on the radio. The music is not inside 
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the radio, but the radio is used to receive the information, and we can project or broadcast our 

attitude into the world. The information received from the outside world (the locale) has varying 

degrees of influence on how humans behave. The collective behaviour of the locale is the natural 

theoretical attitude or just “natural attitude”. The natural attitude is the view of everyday life as 

something that is real and straightforwardly existent (Moran, 2008). The relationships that people 

form with the world around them brings to light the concept of place. Place is constructed from 

subjective understandings of the world around us through a cumulation of our sensory inputs. 

We define those inputs through the influence of the natural attitude that exists within our locale.  

Natural attitude is the default way we think about the world and is shaped by the cultural 

values, norms, attitudes, and characteristics of a particular locale. How one conceives place in 

rural Alberta will likely differ significantly from how someone conceives place in West 

Vancouver. The natural theoretical attitude is relevant when considering how creative workers 

experience and understand place because the factors affecting it may also affect how effective 

certain tenets of creative class theory might be when applied to planning policy. Since the way 

we give meaning and definition to space is dependent in part on the natural theoretical attitude 

that lies within the locale, places are unique and can tell a story about the people that reside in 

the community. Thus, the natural attitude is part of a person’s subjective experience of place.  

These aspects that comprise our natural attitude are the objects of our experience: things, 

people, cultures, senses, and other elements that make up the world around us. It is the everyday 

way humans live in a particular place, wherein it is presumed that they are independent from the 

things around them—the subject among a world of objects. Human beings take for granted the 

world around them because it makes up part of their existence. Husserl suggested that humans 

can make a concerted effort to confound their natural attitude, which allows them to bracket their 
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egoistic presumptions. Bracketing is a method for studying the world free from bias. 

Heidegger altered the bracketing method to examine ontological questions (Wheeler, 2020). He 

began with his essential concept of Dasein, which means “being-there.” Dasein refers to the 

structures of human existence that make possible an understanding of being (Heidegger, 

1927/1962). Both Husserl’s natural attitude and Heidegger’s Dasein understanding of being are 

exemplified in the day-to-day world.   

Place Personality 

Thus far, this chapter has identified genius loci (spirit of place), natural theoretical 

attitude, and will discuss Dasein, and das Man in subsequent sections. Each of these theoretical 

concepts relate in some way to how people act and relate to one another, based on the personality 

of the geographic location in which they exist. As the personality of locality is a common 

denominator among these concepts, it is important to discuss specific research pertaining to local 

personality. Research on place personality suggests variation across different countries, and also 

likely variation across regions within nations (Renfrow et al., 2008). Most research, however, has 

considered differences across broad geographic levels, such as countries (see Arrindell et al., 

1997; Lynn & Hampson, 1975, 1977; Lynn & Martin, 1995; McCrae & Terracciano, 2007; 

McCrae et al., 2005; Steel & Ones, 2002; van Hemert et al., 2002). As a result, the findings are 

not robust enough to draw conclusions from one city region to another in the same country. Also, 

few studies have analyzed the links between cumulative personality attributes and geographic 

social indicators. As a result, there is very little understanding of the meaning of geographic 

personality differences (Renfrow et al., 2008). Another consideration regarding literature of 

place personality is that there is little in the way of theory to give details on the factors that 
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contribute to place personality or how place personality emerges, is expressed, and affects 

human behaviour. 

The implications of a city’s personality, and the effect on planning practice and creative 

class theory, have not been fully investigated. Researchers and planners carry out issues of urban 

corporality and existential motives; however, in terms of understanding the human correlation 

with the city as a whole, personality deserves a more fulsome consideration in urban research. 

The potential of such examination is based on the notion of continuous physical, social, and 

mental improvement.   

Being-in-the-World 

Heidegger is associated with his work on phenomenology and existentialism; however, 

his thinking has exerted a formative influence on contemporary European philosophy 

(Richardson, 1986). The influence of his ideas has gone beyond philosophy and has impacted 

thinking related to architectural theory (see Sharr, 2007), psychotherapy (see Binswager 

1943/1964, Guignon, 1993), and the concept of place (see Malpas, 2012). The idea of place is 

encapsulated in Heidegger’s thinking throughout his work (Malpas, 2012). Although his central 

concern revolves around the question of “being,” Heidegger argued that place and being are 

intertwined (Malpas, 2008). It is in this view that Heidegger introduces the notion of Dasein.   

For Heidegger, the question of Being was at the core of his life’s work (Frede, 2006; 

Glendinning, 1998). Heidegger maintained that to explore and understand Being, one should 

start from the notion of nothing, that is, the opposite of Being (Sharr, 2007, p. 28). For this 

reason, Heidegger (1927/1962) stated that Being is simultaneously the most universal and the 

emptiest of concepts that does not require any definition, “for everyone uses it constantly and 

already understands what he means by it” (p. 21). Within this context, existence was looked at 
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relative to nonexistence, human presence relative to its absence, and life relative to death. 

Heidegger uses the term “Being-in-the-world”. In doing so, he stresses that the “in-the-world” 

facet of human existence is essential to Being and not just an addition to it (Glendinning, 1998, 

p. 46). Because of that, his definition of Being rejects the notion of what it is to be human and 

that it is a coincidence that humans are located in the world.  

Place 

Heidegger’s theory of Being inspired the phenomenological approach to theories of 

place, particularly in the field of geography. For Heidegger, place was the opposite of mundane 

experiences (Cannatella, 2013). He viewed place as a belongingness to the world (Heidegger, 

1927/1962). According to Casey (1993), “Place is the phenomenal particularization of “being-in-

the-world”’ (p. xv). This approach is grounded upon an understanding of the relationship 

between people and the world giving due attention to place. Being-in-the-world recognizes that 

there exists “an environment for each of us before we become curious about the earth and the 

location and character of its different places” (Relph, 1985, p. 19). Sack (1997), Malpas (1999), 

and Casey (1993; 1997) have applied this philosophical thread of thought to their own theories 

on place. They posit a more important and grounded function for place.  

Place as Being-in-the-World may involve social activities and institutions that determine 

and express the structure of a place (Malpas, 1999). In part what a place provides is contingent 

upon what a place is as it adopts a personified perception of being-in-the-world that stimulates 

and unlocks imagination and creative thought. Human beings derive much of our knowledge and 

understandings from experiences in place. What connects human beings to places and the energy 

and soul of a place determines the extent of one’s being in the world. This is important in the 
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context of creative class theory because how creative workers understand and conceive place 

may affect the degree of creative output produced.  

Dasein and Das Man 

Heidegger put forward that the Platonic model of being was incorrect. For him, a human 

being’s most important characteristic is their ability to become involved in different realms and 

develop skills for acting in those realms (Dreyfus & Spinosa, 1999). These skills were not based 

necessarily on intellect but on practicality. That is, people can align themselves in a way that 

makes the most of themselves if they choose to do so. Heidegger uses Dasein as a fresh, non-

Cartesian way of thinking about human beings. Dasein refers to “Being-in-the-World” and is 

Heidegger’s label for the distinctive mode of Being realized by human beings (Brandom, 2002, 

p. 325). Haugeland (2005) claims that Dasein is “a way of life shared by the members of some 

community” (p.423). This appeal to the community assumes a distinctive philosophical shape as 

the argument of Being and Time progresses (Wheeler, 2020). In Heidegger's conception, Dasein 

is alive and in action. In this respect, while humans are alive and doing, they are either authentic 

or inauthentic (Heidegger, 1927/1962). Being authentic is orientating ourselves to those 

possibilities that are most our own in this life. Alternatively, the inauthentic mode or “das Man” 

refers to the average way of interpreting anything.   

The skills that people acquire allow objects to show themselves in a certain way to the 

individual. Those acquired skills also enable individuals to show themselves and exhibit who 

they are. Thus, they inhabit the world in unique way but within the context of the world around 

them. A master craftsman in one part of the world will inhabit and conceive the world differently 

than the same type of master craftsman in a different part of the world. 
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Das Man translates to “the they”. Heidegger uses the term to describe the average way of 

doing anything based on how one interprets the world around them. For Heidegger, das Man 

describes the average intelligence always available to Dasein in its world (in Tattersall’s (2007) 

interpretation of Heidegger (1927)). Instead of choosing a way of orientating ourselves to 

possibilities, das Man refers to choices that imitate the anonymous they. According to Heidegger 

(1927/1962): 

This being-with-one-another dissolves one's own Dasein completely into the kind of 

being of “the others” in such a way that the others, as distinguishable and explicit, 

disappear more and more. In this inconspicuousness and unascertainability, the they 

unfolds its true dictatorship. We enjoy ourselves and have fun the way they enjoy 

themselves. We read, see, and judge literature and art the way they see and judge. But we 

also withdraw from the “great mass” the way they withdraw; we find “shocking” what 

they find shocking. The they, which is nothing definite and which all are, though not as a 

sum, prescribes the kind of being of everydayness. (pp. 126–127) 

Das Man is about doing what one does and becoming attuned to the environment around us and 

conforming to the social norms (Okrent, 2000). Humans are conditioned by the world that we 

live in which is a world of customs, traditions, and practices that we are thoroughly immersed in 

(Dreyfus, 1995). Heidegger wrote that human beings are vulnerable in relation to others. 

Initially, when humans encounter others, they are preoccupied with how they differ from others. 

Heidegger’s (1927/1962) reference to others is not meant in terms of specific, but others in terms 

of the anonymous they (das Man). Initially, Dasein stands in subjection to other because it 

mimics what others do. Heidegger writes: 
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We take pleasure and enjoy ourselves as they (man) take pleasure; we read, see, and 

judge about literature and art as they see and judge; likewise we shrink back from the 

‘great mass’ as they shrink back we find shocking what they find shocking. The ‘they’, 

which is nothing definite, and which all are, though not as the sum, prescribe the kind of 

Being of everydayness.” (p. 127) 

A consequence of das Man is ignoring details and perceiving the world in very general terms. 

Whereas Being-in-the-World requires humans to respond to the details and in very specific terms 

to what the situation demands. Taking risks is therefore essential in the concept of Dasein 

because one needs to put aside the social norms and cease doing what the anonymous they 

expects. According to Heidegger, one cannot explore different worlds unless one does something 

that the social norms is not telling one to do. Doing so enables the individual to become attuned 

to the particular details of the situation.  

Authenticity 

 According to Heidegger (1927/1962), when humans perform at their full potential, they 

are not detached from the situation they are involved in. Instead, humans expose themselves to 

be called to act in a certain way in the situation they are in. As noted in the previous section, 

authenticity is orientating ourselves to those possibilities that are most our own in this life. It is 

the ability of embracing and confronting the situation and responding accordingly to unique 

characteristics that influence the situation (Carman, 2003). Using the example of a master 

craftsman, if those two individuals traded places, each would need to confront the circumstances 

specific to their new environment and show themselves as they should in each of those 

situations. Being authentic means not being inhibited by the norms and standards but adapting 

because of them (Kelly, 2011). The locale offers the unique social norms and standards. 
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Authenticity enables one to express their skills and creativity within the confines of the social 

norms and standards.  

Loh (2007) states that the spirit of a place comes alive in the ways of the community and 

to serve the needs of the local community. The fundamental thinking of Martin Heidegger is 

concerned with the reality of the real world and human being’s authenticity to the reality of the 

real world. Vycinas (1961) suggested that only by the creation of place and by an authenticity to 

its genius loci, can human beings authentically dwell within this world: “The place represents 

architecture's share in truth. The place is the concrete manifestation of man's dwelling and his 

identity depends on his belonging to places” (Vycinas, 1961, p.281). 

Technological Understanding of Being 

 Heidegger (1927/1962) refers to technology to discuss humans uniquely contemporary 

means of experiencing the world. Over the past century objects have been mass-produced and as 

such, any meaningful distinctions are lost. Efficiency demands a type of standardization to meet 

the needs and wants of societies. Because of that, the system of production requires developing 

few skills applied to the same thing and repeated many times. As a result, objects become 

resources that can be optimized. The most efficient way to provide the things humans need is to 

establish the fewest methods to do it and impose it where it can be effectively accessed (Dreyfus, 

1984).   

Where place was once unique and distinguishable, cities now consist of built forms that 

use efficient construction methods resulting in houses, subdivisions, and neighbourhoods that are 

indistinguishable. This enables more conformity and less individuality. The standardization and 

mass production of objects relieves humans of the responsibility to develop skills and because of 

that, it creates a larger and more generic anonymous they.  
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Creative Class Theory and Being-in-the-World 

The creative class literature claims concerning individual qualities that enable the 

creative process and their proclivity towards weak ties and mobility may also inhibit their ability 

to develop a sense of place. However, there may be a different and perhaps deeper relationship 

with place among creative workers that need to be addressed in the creative class literature. 

Heidegger’s (1927/1962) description of authenticity revolved around his concept of Being-in-

the-World. Being-in-the-World is orienting ourselves to those possibilities that are most our own 

in this life. This has relevance to creative class theory because the literature refers to creative 

workers choosing to be immersed in places best suited to carry out their creative ambitions. This 

implies they crave the experience of being in place—or from a phenomenological perspective, 

being in the world.      

Florida’s description of creative workers parallels Heidegger’s description of authenticity 

and the authentic self. The creative class literature refers to creative workers making a concerted 

choice to immerse themselves in places best suited to carry out their creative ambitions. Florida’s 

characterization of creative workers mimic Heidegger in that what sets creative workers apart is 

that they orientate themselves to those possibilities that are most their own in this life. However, 

Florida’s fundamental difference suggests that those employed in creative occupations most 

likely possess such qualities. For Heidegger, human beings’ most important characteristic is the 

ability to become involved in different worlds and developing skills to act in those worlds. These 

are skills based on practicality and not necessarily intellect. This brings into question how the 

creative class is defined and again, how the locale influences the creative class and all 

socioeconomic groups.   
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PART III: RESEARCH APPROACH AND METHODOLOGY 

 

 

 

 

 

Every questioning is a seeking. Every seeking takes its direction beforehand from what is sought. 

Questioning is a knowing search for beings in their thatness and whatness. (Heidegger, 

1927/1962, p. 3) 
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Chapter 5: Research Approach and Design 

Introduction 

 The literature review in chapters 3 and 4 provides perspective and background for this 

study, including concepts of creative class theory and place, as well as philosophical 

understandings of how place is understood and conceived from the phenomenological tradition. 

There are gaps in the literature concerning creative workers and their understanding and 

perception of place. Addressing those gaps can better inform local policy by providing 

information regarding the unique circumstance and characteristics of the locale. The qualitative 

research undertaken to address this matter is delineated in this chapter. The first section discusses 

phenomenography as a research approach, its basic concepts, assumptions to qualitative and 

phenomenographic research, and why its application is best suited for this research inquiry. The 

second section discusses adherence to criteria for qualitative research concerning this study. The 

last section in this chapter discusses in detail how the study was executed. This includes 

recruitment, data collection, and data analysis.  

Research Approach 

 Qualitative research serves as the foundation for my study. Denzin and Lincoln (2005) 

wrote, “qualitative research is a situated activity that locates the observer in the world. It consists 

of a set of interpretive, material practices that make the world visible” (p. 3). This study’s key 

motivation was to make visible the understandings and conceptions of the complex nature 

associated with place and what makes places unique. Qualitative research pursues “answers to 

questions that stress how social experience is created and given meaning” (Denzin & Lincoln, 

2005, p. 10). Creswell (2007, p. 21) states that in qualitative research, “the researcher’s intent… 

is to make sense (or interpret) the meanings others have of the world”. The following identifies 
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the assumptions followed while carrying out this research. I first identify qualitative research 

assumptions, and then the more specific assumptions that guided this phenomenographic study. 

Phenomenography 

I employ phenomenography to explore how creative workers conceive and understand 

place. Phenomenography is used to explore individuals’ conceptions and experiences of the 

world around them; it assumes variation in how different individuals experience a single 

phenomenon (Marton, 1981). The outcomes are detailed descriptions, which are refined to 

produce categories of description for each phenomenon.   

As a research approach, phenomenography is not as commonplace in qualitative research 

as phenomenology. The two approaches share the term phenomenon, meaning to make manifest 

or to bring to light. Phenomenography, with suffix graph, means a research approach to describe 

the different ways a population understands or conceives of a phenomenon (Marton, 1981). In 

contrast, phenomenology, with the suffix logos, involves clarifying the phenomenon’s structure 

and meaning (Giorgi, 1999). Phenomenography is thus about describing things as they appear to 

humans. It is concerned with the relationships that humans have with the world around them. As 

a result, phenomenography leads to a better understanding of an individual’s perceptions and 

experiences of a given phenomenon, while phenomenology leads to better understanding of the 

phenomenon itself. In this study, the phenomena in question are the prominent places that 

Edmonton’s creative workers typically experience and think about. Marton (1986) defines 

phenomenography as “… a research method for mapping the qualitatively different ways in 

which people experience, conceptualize, perceive, and understand various aspects of, and 

phenomena in, the world around them” (p. 31). 
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Basic Concepts of Phenomenography. Phenomenography is a relatively new 

methodology. Ference Marton and his team established it from an empirical educational context 

in the 1970s. Its purpose is to study the differences in peoples’ conceptions of a given 

phenomenon in the surrounding world (Marton, 1981). According to Svensson (1997), this 

represented “a reaction against, and an alternative to, the dominant tradition of positivistic, 

behaviouristic and quantitative research” (p. 171). Phenomenography is typically used in 

educational research and is often also used in health services research. For instance, Dall’Alba 

(1998) used phenomenography in studies on medical students’ understanding of the medical 

practice. It has also been employed for studying general practitioners’ conceptions of asthma 

treatment (Lundborg et al., 1999) and care professionals’ understanding of the patient encounter 

in diabetes treatment (Holmstrom et al., 2003).   

Marton (1981) proposed that phenomenography ought to be a distinct research 

specialization that can be applied beyond educational research. During the 1980s, 

phenomenography evolved into three strands (Givens, 2008). The first seeks to find the 

relationship between the differences in learning outcomes and learning approaches. The second 

centres on student learning within different scholastic fields. The third is concerned with how 

humans experience various aspects and things of day-to-day life (Ashworth & Lucas, 1998). This 

can include intangible features, such as culture or tangibles such as the physical environment 

(Dall’Alba, 2000; Marton, 1986, 1988; Speed, 2008). “Pure” phenomenography considers the 

full spectrum of lived experience in relation to a particular phenomenon with the intent of 

developing rich descriptions (Bowden, 2000; Speed, 2008). For example, Gooch (2003) used 

phenomenography to explore experiences among volunteers working in environmental initiatives 

aimed toward watershed protection and restoration in Australia. Speed (2008) used 
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phenomenography to investigate how study participants experienced domestic architecture in 

Australia.  

Phenomenography stresses finding the second-order perspective8 of phenomena or the 

underlying ways in which one experiences the world around them. Thus, the researcher is 

concerned with describing how an individual understands and experiences the world around 

them. The second-order perspective enables phenomena to be explored through the participants’ 

subjective experiences instead of the researcher’s observation (Marton & Booth, 1997). This lets 

the researcher “describe particular aspects of the world from the participant’s point of view, that 

is, to reveal human experience and awareness as an object of research” (Yates, Partridge, & 

Brice, 2012, p. 100).  

Phenomenography and Phenomenology. In short, the key methodological difference is 

that in phenomenography, the researcher explores the lived experience of the phenomenon 

through the way individuals describe it. In contrast, in phenomenology, the researcher studies the 

phenomenon. One is not an offspring of the other. Many have suggested that phenomenography 

is no different from phenomenology (Gibbs, Morgan, & Taylor, 1982; Morgan, 1984; Prosser, 

1993). In this respect, Marton (1988) stated that the two approaches are relational, experiential, 

content-orientated, and qualitative, and both have human experience as the researcher’s object. 

The two also use hermeneutic processes; however, Marton (1986) identifies three fundamental 

differences between the two. First, Husserl’s phenomenology takes a first-person view. 

Researchers are required to “bracket” their preconceived thoughts and ideas and describe their 

direct experience of the studied phenomenon through a reflective turn. The idea is to study 

 
8 Marton (1981) and Uljens (1992) (as cited in Ashworth & Lucas, 1998), describe a second-order perspective or 

approach is that focus is on the experience as described by the participant and not the psychological process 

generating the experience by the researcher or the objective facts themselves. 
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human experiences other than one’s own. Second, phenomenology explores lived experiences to 

arrive at the essence of the phenomenon’s characteristics (Husserl, 1931). Conversely, 

phenomenography is used to identify the variations between the limited numbers of qualitatively 

different ways in which people understand a phenomenon. While phenomenography is used to 

characterize the variations in experiences, with phenomenology, the essence of experience is 

understood as common to different forms of experience. The third difference, according to 

Marton, is the most fundamental. Husserl’s phenomenology emphasizes the distinction between 

experience and conceptual thought. The researcher should “bracket” the latter and search for the 

former (Marton, 1988, p. 152). Phenomenography does not make use of that distinction; instead, 

it focuses on the relationship between the individual and the phenomenon. Phenomenography 

attempts to describe the relationships between human beings and the different qualities of the 

world around them, regardless of whether those relationships are revealed in the forms of the 

immediate experience, conceptual thought, or physical behaviour (Marton, 1988, p. 153).      

Object of Study 

 Phenomenographic research’s objective is the variation in the ways of experiencing 

different facets of the world (Marton & Booth, 1997). It concerns describing the world as 

experienced and uncovering and describing the variation (Bowden, 2000). Figure 3 shows the 

focus of phenomenography, which is not about the phenomenon or the subject, but rather the 

relationships between them. For that reason, phenomenography takes the view that human 

experience is relational, not solely objective, independent of people, nor solely subjective, 

independent of the world (Wilson, 2015). Knowledge is then created from the relationships 

among individuals and the world. 
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Figure 3 Object of Study 

Object of Study 

 

Source: Bowden (2005).  

Categories of Description and the Outcome Space 

The main interest in phenomenographic research is identifying and describing the 

variation between conceptions as different categories that encapsulate the fundamental nature of 

a phenomenon (Marton & Booth, 1997). These categories of description emerge from collective 

and not from individual experiences, meaning that respondents’ interview transcripts cannot be 

understood independently from the others (Åkerlind, 2005). As the respondents’ descriptions of a 

phenomenon are analyzed as one, the categories characterize the various conceptions to which 

individual responses can be applied. The variation in the descriptions shown in the outcome 

space signifies a hierarchy that reflects an increased complexity in how participants conceive a 

phenomenon (Marton & Booth, 1997; Micari et al., 2007). 
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According to Marton and Booth (1997), phenomenographic data are analyzed through 

several steps and phases. The analysis is very much an iterative process and therefore requires 

reading and rereading interview protocols with differing emphases during the various phases of 

analysis. The initial analysis is already achieved during the interview and with other data-

collection methods and continues while the recorded interviews are transcribed, as the researcher 

becomes acquainted with the material and begins to observe emerging themes. While some 

themes may have been foreseen from the researcher’s understanding of the phenomenon9, such 

as through prior research or work in the field of study, the researcher must allow the themes to 

emerge independently from the data itself. This process suggests an abductive nature of the 

analysis, moving between empirical data and theoretical concepts to let them illuminate and 

contribute to one another (Givens, 2008). The analysis is meant to identify new aspects and 

nuances regarding meaning and structure in the various ways of experiencing the phenomenon 

(Givens, 2008). These are further examined through comparative analysis to find differences and 

similarities linked to each aspect. These comparisons are made from the perspective of extracts 

from all respondents touching on the same theme and from the individual interview (Givens, 

2008).    

Categories of description are the product of the researcher having identified, formulated, 

and described the essential features of the meaning and structure of the ways of experiencing 

along with the relationship between the categories (Givens, 2008). They are the main products of 

phenomenographic research and represent the qualitatively different ways of experiencing the 

phenomenon being explored. The structural relationships between these conceptions are 

meaningful in phenomenographic research. Both the variation in the experience and the 

 
9 Phenomenographic research requires the researcher to discover themes based on the exploration of the data rather 

than sorting the data into predetermined themes. 
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relationships between the conceptions represent the outcome space (Akerlind, 2005; Marton, 

1981). The categories of description capture the variations in experience across a collective 

group instead of focusing on particular individuals. An individual may possess more than one 

conception of a phenomenon (Boon, Johnston & Webber, 2007). Validity is attained for the 

available data and the transparency in the researcher’s course across the data analysis. Givens 

(2008) explains that quotations from interviews are applied to (1) exemplify a critical feature of a 

category and (2) to clarify the difference between one category and another. Limberg states: 

Often, not least in learning research, there is a hierarchical structure between the 

categories, defined through an increasing complexity of ways of experiencing the 

phenomenon. More complex ways of experiencing means that the categories comprise 

more dimensions and a simultaneous awareness of these dimensions.” (pp.58-59) 
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Figure 4 Phenomenography Research Process 

Phenomenography Research Process 

 

Source: Abeysekera (2018) 

Assumptions to Qualitative Research 

Cresswell (2007) describes five philosophical assumptions leading to a researcher’s 

choice of qualitative research. These are: ontology, epistemology, axiology, rhetorical, and 

methodological (p. 15). Table 2 provides a list of Creswell’s descriptions of each assumption and 

how they were addressed in this study. 
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Table 2 Philosophical Assumptions in Qualitative Methodology, and How they are Addressed 

Philosophical Assumptions in Qualitative Methodology, and How they are Addressed 

Domain Assumption How Assumption was Addressed 

 

Ontological There are multiple realities that 

are subjectively defined through 

the research participants’ 

perspectives. 

Responses from participants revealed their 

perception and understanding and perception 

of the world around them. The interview 

allows the researcher to probe the participants’ 

initial responses from the exercises to gain an 

accurate interpretation of their perception.  

 

Epistemological There is collaboration between 

the researcher and research 

participant during research. 

 

Study’s general objectives are carefully 

communicated. Methods should be clear and 

enable the participant to reflect on their 

experience. The methods should not be based 

on researcher’s presumptions about the 

phenomena. 

 

Axiological Bias is present when conducting 

research, and the research 

environment is replete with 

value-driven concepts. 

 

Application of techniques across data 

collection and analysis including interpretive 

awareness, clarification of bias, bracketing, 

maintaining rich data sets, and allowing 

categories of description to emerge 

independently.  

 

Methodological Research findings are unfolding. Important for themes to emerge independently. 

Logic followed was inductive, came from the 

ground up. 

 

Rhetorical Utilization of qualitative 

terminology and literary 

devices. 

 

Qualitative terminology was used to describe 

the research study and findings. Attention was 

given to ensure communication with 

participants was clear, concise, and without 

jargon.  

Source (Cresswell, 2007, p. 17). 
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Assumptions to Phenomenographic Research 

There are several assumptions concerning phenomenographic research. Marton (1981) is 

clear when he states that phenomenographers need to be aware of the basic assumptions while 

conducting their research. These are: people are logical and rational thinkers; they have “taken-

for-granted” their understandings of the phenomenon; they have limited understandings of the 

phenomenon; and a range of understandings can exist among the participants.  

Ontological Assumptions. Phenomenology takes the view that “an individual cannot 

experience without something being experienced” (Marton & Pang, 2008, p. 535). That is, 

researchers do not regard a phenomenon separately from the individual experiencing it (Sin, 

2010). Marton (2000) explained this as follows:  

There are not two worlds: a real, object world, on the one hand, and a 

subjective world of mental representations, on the other. There is only one 

world, a really existing world, which is experienced and understood in 

different ways by human beings. It is simultaneously objective and 

subjective. (p. 105) 

Phenomenographic research makes assumptions about the phenomenon rather than about the 

nature of reality. Therefore, these assumptions are related to the nature of individual conceptions, 

which are closely related to the nature of knowledge. Knowledge is presumed to be grounded in 

thinking and depends on the external reality towards which the thinking is directed. For that 

reason, conceptions within phenomenography are “dependent both on human activity and the 

world or reality external to any individual” (Svensson, 1997, p. 165). Phenomenography does not 

stem from a philosophical tradition defining theoretical beliefs about the nature of reality and 
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knowledge. There is no direct relationship between phenomenography and ontological and 

epistemological assumptions (Svennson, 1997).  

 Epistemological Assumptions. Epistemological considerations focus on what is thought 

of as acceptable knowledge (Bryman 2004). The ontological assumptions in phenomenography 

are focused on the nature of understandings and conceptions. As a result, they involve the 

character of knowledge, and therefore ontological assumptions become epistemological as well. 

The results of phenomenographic research, however, have specific epistemological assumptions.  

The first epistemological assumption is the emphasis on description, which is essential in 

phenomenographic inquiry. This assumes an acknowledgment of “knowledge as a matter of 

meaning and similarities and differences in meaning” (Svensson 1997, p. 167). 

Phenomenography seeks to empirically explore various meanings of understandings, which is 

contrary to other research methods that predetermine categories of meaning. The second 

assumption is that the process of description is beneficial for exploring the nature of 

understandings and conceptions. Svensson (1997, p. 167) states that the descriptions, “form the 

results of and conditions for human activity”. Descriptions are extracted to build categories. 

Methodological Assumptions. The explorative nature of phenomenographic data 

collection is affected by how the researcher interprets and relates to the participant’s 

understandings and conceptions. The interview focuses on the delimiting ways in which the 

participant expresses their understandings and conceptions of the phenomenon. Thus, they are an 

exploration of elements of a larger narrative. Because the process of distinguishing elements 

necessitates interpretation of data’s referential meaning, it is difficult to verify using intercoder 

reliability.10 

 
10 Intercoder reliability refers to the use of an independent coder (one or more depending on the nature of the study) 

to evaluate a characteristic and reach the same conclusion.  
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Bracketing is a phenomenological technique conceived by Husserl to suspend all 

understandings and opinions about a phenomenon. This is because such understandings and 

opinions can interfere with the researcher’s effort to explore conceptualizations about a 

phenomenon (Hasselgren & Beach, 1997). Bracketing was not fully achieved in this research 

because it is difficult to suspend many of the ways of viewing the world. Karlsson (1993) 

suggests that to assist in the process of bracketing, the researcher can empathize with the 

participant’s lifeworld. Doing so will detach the researcher from their own lifeworld.  

Ashworth and Lucas (2000) summarize practical guidelines for employing bracketing 

while maintaining empathy with the participants’ lifeworld. Of note are techniques that focus on 

helping the researcher avoid presumptions about certain types of participants and using open-

ended data collection techniques not grounded in the researcher’s assumptions or opinions about 

the phenomenon. Such open-ended techniques allow participants time to describe their 

experience in detail, at their own pace, and independent of the researcher. This is used through 

the cultural probes exercises and interview procedure, discussed later in this chapter. Moreover, 

extensive data analysis, which includes continuous refinement, helps avoid presuppositions and 

the premature organization of data into categories of description before thoroughly exploring 

various data interpretations.  

Although the researcher attempts to delimit the range of responses provided through the 

open-ended interview technique, participants will have specific understanding and perception of 

a phenomenon based on their experience and worldview, resulting in a limited number of 

conceptions being discovered. The researcher describes their own position concerning the 

context, highlighting the parameters that make up the meaning of the entire phenomenon 

(Marton, 1992). 
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Positionality in the Research. It is important for the phenemonographic researcher to 

provide a thorough explanation of their perspective (Burns, 1994). In terms of the limitations of 

my own positionality in relation to this research, while I made every effort to be objective and 

unbiased, I could not avoid the influence of my worldviews and attitudes on the interpretation of 

data in the outcome space (Ballantyne, Thompson & Taylor, 1998).  

Adherence to Criteria for Qualitative Approaches 

 The evaluation of qualitative social science research is subjective and is, therefore, a 

contested and unresolved issue. LeCompte and Goetz (1982) applied concepts of reliability and 

validity in response. However, this was challenged because these criteria were developed for 

quantitative research and are not appropriate for qualitative research (Bryman, 2004). 

Alternatively, Lincoln and Guba (1985) offer trustworthiness and authenticity as criteria for 

evaluating qualitative research. There are four aspects of trustworthiness, which parallel the 

quantitative research criteria: credibility, transferability, dependability, and confirmability. I will 

address each of these in the following paragraphs.   

Reliability 

 Validity and reliability are areas of key concern with all research. Because of the nature 

of phenomenographic research, reliability can often be difficult to achieve. Reliability is more 

likely to be an issue during the analysis than with the data collection. Arguably one researcher 

would likely report a different outcome space than another based on the same data. While 

according to Burns (1994), this is not uncommon, it is necessary to understand the processes the 

researcher applied to develop the outcome space. It is also important to incorporate strategies 

throughout the research that contend with matters relating to validity and reliability. Use of such 

strategies should establish the researcher’s attempt to adhere to the overall rigour of the study 
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(Morse et al., 2002). This includes a description of the researcher’s perspective and reporting of 

the collection and analysis of data.  

 Reliability of Data Analysis. Because creative workers experience place in different 

ways, phenomenography aims to organize these understandings and conceptions into categories 

and illustrated using excerpts from the cultural probes exercises and interview quotes. Analysis is 

extensive, immersive, and requires continuous refinement and reexamining. The researcher 

develops an exclusive relationship with the data, and as a result, the outcome space will align 

with that relationship. Since it is unlikely that another researcher would produce the same 

outcome space, the use of an intercoder would not be an appropriate means for validating 

reliability in this study. 

 There are two arguments against the use of an interjudge concerning phenomenographic 

research. Reliability of an interjudge is typically a positivist research strategy and is used to 

establish the strength of data by maximizing the degree of objectivity applied to the analysis of 

results. Phenomenography seeks to explore where knowledge is derived by analyzing how it is 

formed between the participant and the phenomenon. Categories of description are meant to 

describe the researcher’s analysis of variation among the participants’ descriptions about their 

experiences of a phenomenon (Cope, 2004). The second argument refers to the general reliability 

of the interjudge. Sandberg (1997) notes that the interjudge reliability does not evaluate and offer 

information on the suitability of the research method. Because of that, research structures may be 

unaccounted for in the data analysis. The assessment of construct validity and research integrity 

is dependent on the discussion of the process and results. 

 As an alternative to interjudge reliability, Sandberg (2005) suggest using interpretive 

awareness to recognize and clearly contend with our own subjectivity during the research 
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process. This means that the researcher has a heightened awareness of the basis for their 

interpretations and frequently demonstrates how these interpretive processes are managed. 

Sandberg (2005) states, “researchers exercising perspectival subjectivity are more aware of how 

their own interpretations are influenced by the particular disciplinary, theoretical, and 

methodological perspectives taken in the study. Thus, interpretation then becomes a strength 

rather than a threat to reliable results (p. 59).” The strategy that I employed was the 

phenomenological epoche or bracketing. The following outlines my use of bracketing, which 

followed Ihde’s (1977) five steps11.  

 First, I orientated myself in relation to how the phenomenon appears throughout the 

research. This allowed me to be attentive and open to possible changes and complexities of the 

participants’ experiences. For example, during the interviews, I attempted to achieve 

communicative validity by constantly being orientated toward the ways in which the participant 

might conceive a particular place. Also, I attempted to achieve practical validity by asking 

supplemental questions to encourage them to elaborate on specific place-based experiences and 

perceptions. 

To follow the second step, I focused on asking why participants conceive place in certain 

ways because Sandberg (1994) suggests, this encourages the participant to explain their 

perception of the phenomena. This helped me to avoid generating my own interpretations that 

would transcend the participant’s perception and meaning of place. During the interviews, I tried 

to keep my focus by holding back my own perceptions and understandings of place while 

 
11 Ihde’s five steps are: 1) the researcher orientates him/herself to the phenomenon as and how it appears throught 

the research process. 2) the researcher is orientated toward describing what constitutes the experience. 3) researcher 

treating all aspects of the experience as equally important. 4) researcher searches for structural features, or the 

fundamental meaning structure of the experience. 5) using intentionality as a correlation rule to further assist in 

explicating the variation in the conceptions identified. (as cited in Sandberg, 2005) 
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continually checking if my interpretations were grounded in the participant’s description of 

place. 

The third step is to treat all aspects of a participant’s perceptions and understandings of 

place as equally important, particularly when their perceptions align with my own. This was the 

most difficult of the five steps, mainly since the interviews were meant to be more conversational 

as opposed to structured. However, I do not believe this was a distraction from a truthful 

interpretation. For example, when such an instance would occur, while I would acknowledge and 

empathize more with the participant, I was careful not to inject my own perceptions and 

opinions. I rather would encourage the participant to build upon their answers or ask a counter 

question. For instance, one of the participants described feelings of walking down a street lined 

with heritage buildings. While I asked follow-up questions based on similar feelings that she 

described, I also asked her to describe her experience of walking down a similar street but with 

modern buildings and then asked similar follow-up questions. Doing so provided balance to the 

questioning and allowed me to interpret the answers with greater objectivity.  

Fourth, I attempted to maintain a basic meaning structure of the participants’ descriptions 

of place. This was important in achieving communicative validity when analyzing data. When 

reading through the data, I attempted to adopt different interpretations over several different 

readings. It was common to recode excerpts of the data several times until the basic meaning 

became stabilized and stripped of most subjectivity. The process of refining and cross-checking 

enabled me to formulate more precise and clear interpretations of the participants’ 

understandings and perceptions of place. 

The last step involved three parts. In the first part, I attempted to identify what the 

participants experience as their reality. For instance, Janna’s reality is concentrated inside her 
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home and the place where she works. For the second part, I attempted to identify how 

participants experience that reality as a creative worker. I did this rereading the transcripts 

alongside the cultural probe exercises to systematically search how each participant conceived 

place and created meaning and definition of place. Using the Janna example again, she conceives 

her home as a place of comfort, respite, and separate from work and play. Third, I integrated the 

participants’ ways of experiencing with what they experience as reality. I attempted to do this by 

examining the transcripts again in terms of how each participant conceived the places in which 

they experience. The idea was to determine how they defined and organized what they conceived 

as place. Janna experienced several different places as part of life and created different meanings 

and definitions for each. She assigned different positive and negative emotions to each based on 

her descriptions. This allowed me to objectively interpret how she defined these places and 

where each place stood in terms of her emotional preference.  

Credibility   

Credibility requires the research is to be undertaken following good practice (Lincoln & 

Guba 1985). To adhere to this, I recorded every interview12 and transcribed it verbatim. I advised 

participants that they were being recorded and that the recording would be transcribed. I asked if 

they would like to read to the transcript to ensure accuracy and further advised they could request 

the transcription after the fact. None of the respondents requested to read the transcriptions. 

However, some participants requested a copy of the final manuscript. During the transcription 

process, I contacted six participants to clarify their interpretations to ensure accuracy. This 

confirmed that I had correctly understood their social position and worldview.  

 
12 Most respondents were audio recorded. However, because of the COVID-19 pandemic, several interviews were 

conducted virtually. These interviews were video recorded.  
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Transferability  

Transferability ensures that rich descriptive data has been collected for the audience to 

have enough information to evaluate the application of the results in other contexts (Schwandt et 

al., 2007). In this study, I collected sufficient rich data. This was initiated with the selection of 

participants, and continued in the approach to gathering data (cultural probes and interviews). 

Regarding the former, I ensured all participants were in fact employed in a creative occupation 

and that the sample was diverse enough to offer a representative sampling. 

Dependability  

Dependability is about ascertaining the value of the research. Therefore, it is important 

that researchers ensure robust records of all stages of the research process to make evident that 

proper procedures are being followed. Marton (1986) speaks to the question of reliability in 

phenomenographic research. Two issues arise regarding the replicability of phenomenographic 

outcomes. The first relates to how the researcher conceptualizes categories of description and 

how other researchers might interpret or identify the same categories. Similarly, another issue is 

how practitioners or peers might recognize the conceptions identified by the researcher based on 

their categories. Dependability parallels reliability. As discussed earlier in this section, using an 

intercoder is common practice to demonstrate dependability in qualitative research.  

Research Design and Techniques 

Recruitment 

Participants were expected to have experienced the object of the study and be able to 

express themselves clearly. Recruiting respondents to participate in the study was particularly 

important since they were expected to invest several hours during the cultural probe activity and 

the interview session. I recruited participants within the Edmonton region through several 
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different means. These include targeting specific organizations and agencies associated with 

creative occupations such as Edmonton Downtown Business Association, Make Something 

Edmonton, the Edmonton Arts Council, various professional associations, and program advisory 

councils at the Northern Alberta Institute of Technology.13 I also utilized LinkedIn to target 

specific creative occupations to ensure the sample representative of the population (based on age, 

sex, occupation). Further participants were selected in a ‘snowball’ fashion by asking existing 

participants if they knew of anyone who might also be willing to participate.   

It was important to recognize and represent a specific cross-section of Edmonton’s 

creative workforce.14 Before recruiting participants, I referred to Statistics Canada data for the 

Edmonton Census Metropolitan Area to ensure Edmonton’s creative class were accurately 

represented.    

Criteria for the selecting an appropriate sample was: 

• Broad enough to best represents Edmonton’s creative class;   

• Large enough to capture the necessary elements of the defined population; and 

• Small enough to be manageable. 

A total of 28 individuals participated in the study. Eleven participants were male, and 17 

were female. All respondents are employed in occupations defined as creative (Florida, 2002). 

Appendix A provides the full list of creative occupations. Table 2 lists the respondents who took 

part in this study and identifies their pseudonym, occupation, and sex.  

 
13 A Program Advisory Committee is comprised of members who broadly represent business, industry, government, 

and non-government organizations served by NAIT’s programs. 
14 Edmonton’s industrial-based knowledge cluster predicates the make-up of the region’s creative workforce. 2011 

census data showed fewer creative workers employed in the arts, culture, and humanity-related professions and more 

employed in applied sciences occupations that provide practical functions (Thomas, 2016, p. 96). 
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Table 3 List of Respondents 

List of Respondents 

Pseudonym Occupation Sex 

Anthony Civil Engineer M 

Barbara Film Maker F 

Beth Education Coordinator F 

Briar Systems Analyst F 

David Mechanical Engineer M 

Dean Architect M 

Elisa Geomatics Surveyor F 

Elizabeth Policy Consultant F 

Emma Urban Planner F 

Emmy Landscape Architect F 

Gary Structural Engineer M 

Grant Chemical Engineer M 

Gregory Radio and Television M 

Harry Utilities Project Manager M 

Janice Librarian F 

Janna Medical Technician F 

Joselyn Lawyer/Community Advocate F 

Lisa Artist/Historian F 

Mary Marketing Professional F 

Monica School Principal F 

Nick Design Professor M 

Rhonda Change Coordinator F 

Samuel Architect/Instructor M 

Stacey Landscape Architectural Technologist F 

Susan Senior Manager, Government F 

Tammy Designer F 

Theo Executive Director M 

Timothy Visual Artist M 
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Data Collection 

Rigorous data collection and analysis are typical in the phenomenographic approach to 

research (Entwistle, 1997). The primary data collection method is the phenomenographic 

interview (Marton, 1981). For this research, I employed cultural probe exercises (Gaver et al., 

1999) as the initial method to collect data prior to conducting interviews. Cultural probes and in-

depth interviews are meant to be integrated together, allowing the participant to reflect on the 

meaning of their experience and how they define the places they experience. Thus, culture 

probes provide a higher degree of richness to the data collected. Data analysis follows during 

different stages utilizing abductive and comparative analysis to frame the various themes and 

categories of description (Lindberg, 2008).       

Phenomenographic data collection is explorative in a general sense and in a specific 

sense to find the delimitation of the conceptions and discover the whole qualities of the 

conception (Svensson, 1994). In the case of an interview, this means that it is not explorative in 

terms of asking questions and talking about many different things that form part of the 

participant’s experience. The interviewer hones in on specific parts of the discussion where the 

respondent expresses conceptions of the phenomena, and the exploration is associated with the 

respondent’s delimitation and experienced meaning of the phenomena (Svensson, 1994). 

Cultural Probes. Cultural probes were used as a method to collect information. This 

method served two purposes: (1) to understand a particular context, and (2) to provide 

information to the researcher that can be used during the interview process. Cultural probes were 

initially used by Gaver et al. (1999) as part of a community consultation process. This was a 

design project requiring public input and collaboration from the elderly in several different 

communities in Europe (Gaver et al., 1999). The research team used cultural probes as an 
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inspirational tool to inform their design project which have since been used extensively in 

design-based research. Probes have also since been modified into different disciplines and 

applied in interdisciplinary research projects.     

The cultural probe exercises prompt and enable the respondent to reflect on their place 

experience separate from the researcher’s observation. The aim is to elicit well-considered and 

thoughtful responses that best reflects their experience. Also, because the respondents conducted 

the exercises autonomously, they could choose which parts of their experience to share or not to 

share. The exercises were inspired by Marcus (2006) and Speed (2008). Marcus suggests 

providing respondents with a cultural probe kit that includes tools for recording comments or 

impressions such as a notebook, diary, electronic recorder, sketchbook, maps, pens, markers, and 

a camera. Each of the tools includes a set of prompts. Development of the kit was consistent with 

Gaver, Dunne, and Pacenti’s (1999) criteria to be playful, creative, and provide inspirational 

responses about the respondents’ feelings, emotions, and experiences (p. 22).   

Each respondent received a cultural probes kit consisting of four exercises (see Figure 5 

and Appendix B). Exercises were enclosed in separate envelopes, and each envelope was marked 

according to the exercise number. The four envelopes were sealed and provided to participants in 

a canvas bag. Included in the bag were general instructions, and within each envelope included 

instructions specific to the respective exercise. The four exercises were: 

• Notebook: This envelope included a prepared notebook, a clipboard, a pair of sunglasses, 

pens, pencils, and an eraser. The exercise called for the respondent to have a conversation 

with their neighbourhood. The respondent replied to prepared questions by writing down 

their contribution to the conversation in the notebook. The notebook consisted of two 

conversations. In the first, respondents are in the role of themselves. For the second 
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conversation, respondents are play the part of their neighbourhood having a conversation 

with them. The exercise prompts respondents to go for a walk while wearing sunglasses 

and record specific aspects of their experience that they take for granted. The idea of the 

sunglasses is to act as a physical signifier of altered perception, as a playful way 

prompting respondents to see their neighbourhood through a different lens.     

• Sketching: This exercise asked the respondent to produce four sketches. Respondents 

received a sketchbook, pencils, pens, and pencil crayons. Specific instructions were:   

1. Sit down in a place where you will not be interrupted for about an hour. On a 

table, have your sketch paper and pens/pencils. Close your eyes, take a few deep 

breaths, and try to fully relax.   

 

2. Once you feel relaxed, open your eyes and draw a symbol of what Edmonton 

means to you.   

 

3. Then, on separate sheets, draw the following:  

a. Draw a place where you feel engaged; 

b. Draw a place that is most representative of Edmonton; 

c. Draw the type of built environment that is best suited for you. 

 

4. Be sure to draw important aspects about these places that you might take for 

granted or do not normally think about.   

 

5. Once you have completed 2 and 3 above, write somewhere on the sketch paper 

why the symbol you drew best represents what Edmonton means to you. 

 

6. On each of the three drawings you created in number 3 above, write a short story 

(no more that five sentences if possible) about each drawing. 
 

• Mapping: Respondents were provided with six sheets of labeled ledger-sized paper, a 

map of the greater Edmonton area, and coloured pens. Four of the maps were 

watermarked with a general map of the Edmonton area and two were blank. Specific 

instructions were: 

1. Using the map labelled as City Map # 1, identify the following on the map:  

a. where you live;  

b. where you work;  
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c. where you spend your free time.   

Use different colours for each and label accordingly.  

 

2. Using the map labelled as City Map # 2, identify places that you feel are 

important to you. Do not include your place of work or home; however, places 

that are important can be linked to your work or home (where you go for lunch or 

coffee; where you share ideas with a colleague; where you recreate). Identify as 

many places as you can. Next to each place on the map, write down: 

a. Why is this place important to you?  

b. How often to you go to this place? 

c. What is your motivation for being at these places? 

d. Do you feel that being in, or at, this place aligns with what you want out of 

life?  Why?  Why not? 

It’s okay if the map gets messy.  

  

3. Using the map labelled as City Map # 3, please do the following: Other than work 

or home, identify the places where you go to on a regular basis. Next to these 

places, please write down the following: 

a. Describe the place? 

b. What is your motivation for going to these places? 

c. What is your experience being at these places? 

 

4. Using the map labelled City Map # 4, consider a place where you might go to 

meet like-minded acquaintances and engage in thoughtful interactions. Identify 

the location of that place and describe (on the map): 

a. What is it about that place that makes you go there? 

b. What are some of the unique qualities about that place? 

c. What are the qualities and characteristics about that place that might 

enhance the ability to have thoughtful interactions and conversation?  

Consider both the micro and macro scales.   

 

5. The “Neighbourhood Maps” are blank and do not offer a base map. Using 

Neighbourhood Map # 1, draw a map of your neighbourhood. You can use your 

Edmonton Map as a reference. Be sure to draw your street and what you feel are 

key characteristics. In addition, please include the following:  

a. Labels and descriptions of what you believe are key characteristics in how 

you might give meaning and definition to your neighbourhood. 

b. Write down how/why this characteristic gives meaning and definition to 

the neighbourhood? 

c. Draw symbols/emojis on the map that you feel best represents a particular 

place in your neighbourhood.   

 

6. Consider that a space becomes a “place” once you define that space and give it 

meaning. Using the map labelled as Neighbourhood Map # 2, draw a map of your 

neighbourhood and identify/highlight specific areas that gives that space meaning 
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and definition for you. Next to these places, write three of four words the best 

describes how you feel about these areas.  

  

• Photographs: Respondents received approximately 25 letter-sized sheets that they could 

use to print their photographs. Most respondents emailed their results. Instructions for the 

photograph were:  

1. For this exercise consider the following:   

 

The majority of humans make choices that imitate the “anonymous they”. People 

tend to do things and make decisions based on the collective spirit and mood that 

exists around them. This is referred to as the “natural attitude”. The natural 

attitude is shaped from a multitude of factors such as cultures, climate, history, 

economic setting, physical/natural environment, religion, and language just to 

name a few. The natural attitude creates a type of everydayness that we come to 

accept. Each city has its own distinct natural attitude. Choices conforming to the 

natural attitude are inauthentic, whereas authentic choices go against the natural 

attitude.   

 

2. (a) Using your cellular phone (or digital camera), take photographs of places that 

you encounter on a regular basis that represent your inauthentic mode of 

existence (must represent a choice you made that conforms to the natural attitude 

in Edmonton).   

(b) Conversely, take photographs of places that you encounter on a regular basis 

that represents your authentic mode of existence (places that represent 

choices that go against the natural attitude in Edmonton).     

 

3. Print off the photographs from #2 above and label accordingly (authentic or 

inauthentic). On a separate piece of paper, provide a brief description of the 

photograph and what that place means to you. Staple the sheet of paper to the 

printed photograph. Alternatively, you may email the photographs to 

cthomas1970@shaw.ca and include the label and description in the email text.  

  

4. Next, please take photographs that represent: 

a. Places that makes you feel comfortable; 

b. Places that makes you feel uncomfortable; 

c. Places where you feel inspired; 

d. Places where you feel calm; and 

e. Places where you feel at ease to share and discuss ideas with others.   

 

5. Print off the photographs from # 4 and label accordingly. On a separate piece of 

paper, describe how you define that place and what it means to you. Staple the 

sheet of paper to the photograph. Alternatively, you may email the photographs 

and include the descriptions in the email text. 
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6. Choose one photograph from #4 that represents a place where you feel most 

engaged and inspired. On a separate piece of paper, describe what you hear, see, 

smell, feel, and possibly taste being in that place and how those senses contribute 

to the overall experience of being in that place. You may also email the 

photograph and describe within the text.  
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Figure 5 Cultural Probes Kit 

Cultural Probes Kit 

 

Interviews. One-on-one interviews about a particular phenomenon allow a substantial 

amount of rich data to be acquired (Marton, 1986). This is because in-depth personal interviews 

lend meaning to the participants’ observed experiences (Hutchinson, 1986, p. 124). Interviews 

allow the researcher to verify, clarify, or alter what they thought occurred to achieve a full 

understanding of the situation and to consider the respondent’s lived experience. Personal, semi-

structured, in-depth interviews are appropriate for a phenomenographic approach since they 

empower the respondent to fully delve into and reflect on their experiences (Burns, 1994, p. 75).   

The advantage of the phenomenographic interview is two-fold. First, it gives the 

interviewer flexibility in the interview structure depending on the disposition and flow. Such 
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flexibility is a desirable quality for phenomenographic interviews (Gustafsson, 2009; Yates, 

Partridge & Bruce, 2012). Cultural probes enable discussion that may not otherwise have been 

possible with prepared questions. Second, this type of interview enables the respondent to 

discuss the specific cultural probe exercise they enjoyed the most. This allows the discussion to 

follow the order of the exercises, facilitating more in-depth discussion and deeper insights. 

During the interviews, I explained that the cultural probe exercises will be used as 

discussion prompts during the interview. Participants were encouraged to speak freely and 

reassured that the level of disclosure would be entirely within their control. Several interviews 

were conducted at the Northern Alberta Institute of Technology, Centre for Applied 

Technologies. Eight interviews occurred over videoconference to comply with COVID-19 

restrictions. On two occasions, interviews were conducted at the respondent’s place of work and 

one instance, at my place of employment.   

 Since the research involved human participants, research could only commence once the 

Royal Roads University Research Ethics Board reviewed my request and granted approval. 

Selected participants were provided with detailed information about the research and were 

required to submit a signed letter of informed consent. All respondents agreed to the interviews 

being recorded. The interviews were transcribed verbatim as soon as possible following the 

interview. This ensured familiarity with the conversation and to accurately capture the emotional 

tones of the interviews. I also made notes of specific gestures or emotions that seemed important. 

Where applicable, I endeavored to ensure the transcription anonymized any references that might 

reveal the identity of the participant or, in some cases, members of their family. This included 

removing names, addresses, and names of family members.  
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 The specific techniques carried out during the interview were discussed earlier in this 

chapter (see the ‘Reliability’ section under ‘Adherence to Criteria for Qualitative Approaches’). 

This technique followed Sandberg’s (1994) use of interpretive approaches. The following section 

discusses analysis of the data collected.  

Data Analysis   

The data was analyzed throughout the data collection processes and then more formally 

after the data was collected. After each step of the data collection process, I transcribed the data 

verbatim. This includes each of the cultural probe exercises and interviews. Each piece of data 

was read several times and entered into the NVivo (version 12) software where I could carry out 

coding. Since the cultural probes’ data consisted of four exercises including handwritten 

descriptions, sketches, maps, and photographs, the information uploaded into the software 

included a variety of mediums. I analyzed the cultural probes’ data to inform and provide cues 

for the interview. While cultural probes results are meant to inform the interview, they provided 

supportive and valid data to the overall data collection.   

Following each interview, I listened or watched the recording as a first step to become 

more familiar with the data. This allowed me to add any notes regarding the respondent’s 

emotions and intuitions regarding their responses. I then transcribed recordings verbatim and 

read the transcriptions several times throughout the process. The initial data entry into the NVivo 

software was organized based on the respondent’s pseudonym.  

Phenomenographic research involves emergent themes based on the exploration of the 

data rather than coding the data with predetermined themes. Thus, the process of establishing 

themes was iterative requiring reading the data and listening to and watching the recordings 

several times (see Thomas, 2006). This allowed me to become more and more familiar with the 
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data and ensure that the transcriptions were accurate. During this time, I made notes about 

emerging themes related to the research inquiry and the phenomenon itself.  

Coding Cycles. It should be noted that cultural probe and interview transcripts were 

analyzed so that meaning could be extracted across all transcripts, as opposed to by each 

transcript individually. While the essence of each participant experience was given due 

consideration, the variations among participants’ experiences were analyzed and considered as a 

whole. Using NVivo enabled me to code anything within the data that appeared relevant. Doing 

so produced a plethora of codes that could be sorted, promoted, demoted, combined, relabeled, 

or discarded. For example, those themes that were combined included those that related very 

closely with each other to form a new theme (thus being relabeled); those that were discarded 

were determined to be irrelevant because other themes became more prominent. Over time, 

recurring observations and descriptions became evident, to which I was able to assign specific 

meaning. As discussed earlier, throughout this process, I used bracketing to denote places where 

I was determining what the respondent had tried to say, and what common ideas, views, and 

themes were being conveyed.  

Open coding was employed as the first step in the coding process, which implies that the 

researcher analyzes the data freely and without predetermined codes. This process involved 

breaking the data into discrete parts. Each part was coded and labelled into higher level sub-

themes, which evolved and changed throughout the coding process. As they evolved, the sub-

themes became more and more refined and condensed. Once themes were condensed to the point 

of consistency, I used a process called axial coding (Simmons, 2017) where I was able to 

establish relationships between themes with the intent of grouping statements for each category. 

The next step was selective coding, which connected each category from the axial coding stage 
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to establish a core category. Each core category represents one theme, and each theme is grouped 

together to establish a single category of description. There are eight categories of description, 

each of which have between one and four themes. Figure 6 illustrates the coding hierarchy used, 

as described, to establish a single category of description. Appendix B provides the coding cycles 

for each theme within each category of description. 

Figure 6 Coding Hierarchy 

Coding Hierarchy 

 

 

The last data analysis step was to define the outcome space and establish relationships 

between each category of description including comparing the eight categories of descriptions. 

This process emphasized relationships between and within the categories of description and 

enabled deeper understanding of the meanings within each category.  
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Summary 

 This chapter explored the research approach, how that approach and this study adheres to 

qualitative research approaches, and discusses the design and procedures used to gather and 

analyze data for this study. Exploring the conceptions and understandings held by creative 

workers necessitated an objective yet empathetic understanding of the respondents. I applied 

specific techniques to bracket my own positionality from the research. Data was collected 

through a two-step process: cultural probes and in-depth interviews. Interviews were 

conversational, drawing from cues established from the cultural probe exercises to obtain 

information from the respondents about the different ways they experience place. Data analysis 

involved a process of iteration, refinement, differentiation, reduction, and comparison. This work 

led to the establishment of categories of description, which is discussed in the following 

chapters.   
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PART IV: CATEGORIES OF DESCRIPTION 

 

 

 

 

 

 

To have a sense of place is not to own, but rather to be owned by the places we inhabit; it is to 

‘own up’ to the complexity and mutuality of both place and human being. (Malpas, 2008, p. 331) 
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Introduction to Categories of Description 

 The following eight chapters present the findings of the phenomenographic study. Each 

chapter explores a single category of description. Categories of description are further identified 

by specific themes and each theme is expressed by defining characteristics. Categories of 

description and themes are summarized in Table 4. Appendix B provides a fulsome breakdown 

of coding to establish each theme within each category of description. The categories of 

description explore different attributes of place as described by the creative workers who 

participated in this study. The principal objective of phenomengraphic data analysis is to 

establish qualitatively different categories, each representing variations of individuals’ 

experience of a particular phenomenon.  

 In Chapter 6, for the first category of description, I discuss place as an expression of the 

natural attitude. This chapter explores creative workers’ conception and understanding of place 

according to Edmonton’s natural theoretical attitude. To put it another simpler way, this chapter 

explores the way they see place as Edmontonians.  

 The category for Chapter 7, place as mutually beneficial, explores creative workers’ 

conception and understanding of place in terms of symbiotic relationships. It focuses on a 

meaning and definition of place that emphasizes beneficial relationships between different 

groups of people. The study elicited responses that demonstrated beneficial relationships 

between creative workers and other socioeconomic groups.  

 Chapter 8 explores the third category of description, home as the central place. While 

shelter is a necessity, for many; it is also a place that provides deeper meaning and definition. 

Chapter 8 discusses the qualitatively different ways respondents conceive of their homes as an 

expression of their innate human spirit.  
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 In Chapter 9, the category connections and responsibility of place discusses respondents’ 

feelings of care and respect for their neighbourhood, community, and overall environment. It 

includes connections to the built and natural environment and sense of responsibility for the 

overall public good.  

 In Chapter 10, for the fifth category of description, I discuss place as a stimulus for 

creativity. This chapter explores the quantitatively different ways creative workers conceptualize 

experiences of place to stimulate creative thought. It tackles meaning and definition related to 

how respondents interact with others as part of the creative process. It also looks at how 

respondents conceive place in terms of their own personal self-development and creativity. 

 Chapter 11 deals with the category place as an expression of self. It explores qualitatively 

the in which respondents relate place to their own inner persona. It deals with places that 

respondents are drawn to because they align with their own values, beliefs, and attitudes.  

 The category of description for Chapter 12, place means people, focuses on the 

qualitatively different ways creative workers describe place in terms of embracing social 

interaction and the built environment. It considers that place is not just about structures but rather 

the people and their activities that occupy these places. This chapter discusses the positive 

interactions and social compatibility in place and what that means in terms of place attachment. 

 The last category of description in Part IV is discussed in Chapter 13 as place is 

irrelevant for social connections. While many respondents speak to the importance of place in 

maintaining connections with other people, others described opposing meanings and definitions 

of place. This chapter looks at how these respondents conceive different places in their lives and 

how they relate to each other. 
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Table 4 Summary of Coding Framework 

Summary of Coding Framework 

Category of Description Themes 

Place as an expression of the natural 

attitude 

 

• Placelessness as an expression of the local 

character 

• Stability and comfort 

 

Place as mutually beneficial • Synergistic place 

• Tolerant place 

• A place to grow 

 

Home as an expression of self • Home conveys a lifestyle 

• Home as a place of peace 

• Home is family 

 

Connections to and responsibility 

for place 

 

• Care and respect of place 

• Biophilia 

Place as a stimulus for creativity • Possibilities for informal and spontaneous 

interactions 

• Multidisciplinary and dynamically synergistic  

• Self-development and creativity in place 

 

Place as an expression of self • Place attachment and place identity 

• Place as an expression of conformism 

• Authentic experiences 

• Quality of place means quality of life 

 

Place means people • Connections to people 

• Place defined by amenities 

 

Place is irrelevant for social 

connections 
• Formal connections and confined sense of place 
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Chapter 6: Category of Description – Place as an Expression of the Natural Attitude 

This chapter explores the qualitatively different ways in which respondents described 

their understanding and conception of place as an expression of the region’s natural attitude15. 

Put another way, their understanding and experience of a place are what would be expected 

according to Edmonton’s natural theoretical attitudes. Two themes emerged from the data. First, 

respondents described elements of place and placelessness. Second, respondents described 

aspects of stability and comfort. Creative workers’ understanding of place was related to the 

objects and features that made up their experience but were taken for granted. Because we as 

human beings exist in a place, we take for granted all the parts that make up our experience. 

Humans see these parts as simply real and straightforwardly existent, yet these objects influence 

how we behave. Because of that, different cities will have different influences on how people 

behave.  

  

 
15 See Chapter 4: Natural Theoretical Attitude 
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Table 5 Place as an Expression of the Natural Theoretical Attitude: Summary of Themes 

Place as an Expression of the Natural Attitude: Summary of Themes 

Theme Defining characteristics 

Theme 1: Placelessness as an 

expression of the local character  

• Young and immature  

• Small city surrounded by vast suburbs 

• Poor decisions resulting in a loss of distinct 

character and identity 

• Uninspiring and disappointing built forms 

• Lack of confidence in civic projects 

• Wide streets and parking lots for cars and trucks 

• A “get-it-done” attitude is reflected in the built 

environment 

• The dream of suburban home ownership 

 

Theme 2: Stability and comfort • Spatial and psychological separation of home, 

work, and other activities 

• Notion of acquiring the ideal home and material 

goods supporting suburban development 

• The house is the focal place 

• High standard of living  

• Safety and security 

 

 

The themes in this category are (a) placelessness as an expression of the local character 

and (b) stability and comfort. The respondents’ understanding of place was related to their 

understanding of the locale, their attachment to it, and how they identified with it. The responses 

relating to what the locale meant to them were wide-ranging; however, common themes 

emerged. While the respondents’ descriptions of Edmonton’s defining characteristics in terms of 

its overall personality or natural theoretical attitude were relatively consistent, they were more 

conscious of what they perceived as negative characteristics. For that reason, many of the 

respondents made place-based choices that opposed what they believed to be the natural 

theoretical attitude, which aligns with Heidegger’s concept of being-in-the-world. These were 
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primarily ideational creatives. Those respondents who did not oppose what they believed to be 

Edmonton’s natural theoretical attitude were employed in occupations that are less ideational in 

terms of their work functions. Notably, this description category refers to the general physicality 

of the locale, as described by the respondents.  

Theme 1: Placelessness as an Expression of the Local Character 

Four of the respondents recognized elements of the locale, how those elements affected 

their emotions, and attached them to specific locations within Edmonton based on their 

experiences. In this theme, respondents described their experience of place as an expression of 

the local character. They expressed specific elements of genericness conveyed within the places 

they experienced. The photograph exercise involved asking respondents to take photographs 

representing their inauthentic mode of existence. These experiences imitated the “anonymous 

they” believed to be representative of Edmonton. The respondents may have experienced these 

places as a functional part of their day-to-day lives or simply experienced them because doing so 

is unavoidable.  

Rhonda, Beth, Emmy, and Dean described a holistic and inclusive acknowledgment of 

the local character as a young city in terms of its development and maturity, which is evident in 

many of its places. Because of this, in describing the physicality of the city’s local character, the 

respondents depicted a city that feels very small but is surrounded by extensive suburbs, vehicle-

oriented, and generic because of the loss of many heritage buildings and its history of uninspiring 

built forms. Respondents attributed the latter to the city’s hard-working and “get-it-done” 

attitude. These respondents also highlighted many of the city’s places they perceived as not 

emblematic of the city’s overall natural attitude, such as the river valley, the university campus, 

several pedestrian streets, and other areas of the city. The respondents were mindful that non-
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pedestrian-oriented places are detrimental to the overall place experience. They made a 

conscious effort to orient their lives to minimize these experiences but recognized that such 

places existed and were unavoidable, such as in the following excerpts from Rhonda’s interview. 

Rhonda: [If I was to personify Edmonton] I think that. I don't know. I think that 

they would be probably fairly young. I would say I would say young 

creative, ready to explore different things. Not really entirely sure what 

they're doing, but excited about what the future could be. [That person is] 

open to different perspectives and learning and growing as needed and 

trying to figure out, I think always trying to figure out the right way to do 

it, but not necessarily knowing exactly what that is. So, having to learn and 

grow and make mistakes.  

[how that person would influence me] I like diverse perspectives, and so I 

enjoy engaging with people who have different ideas and different 

thoughts. So, I think it probably the ability to learn from them or see things 

from a different perspective. (Rhonda, interview) 
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Figure 7 Inauthentic Mode of Existence (Beth) 

Inauthentic Mode of Existence (Beth)

 

 For the photograph exercise, Beth described her submission as follows: 
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Cars and concrete, polluted sludge, cigarettes. I wanted to include some dumpster photos 

too. . . . if I could capture the smells of car exhaust and restaurant smells, I would, too. 

The air is not really “fresh” around here. I think that our city is bound by the confines and 

coldness of concrete and cars. I feel that when I’m surrounded by concrete, I have to put 

up shields to protect myself energetically—it’s a challenge for me.  

Interviewer: What do you think about Edmonton? Because you talked about that 

industrial side to it. Also, you identified concrete and cars as something 

you experience by default in Edmonton.   

Beth:  I think it just shows up in how sprawling Edmonton is. There are these 

things that I remember that are no longer there because a new 

neighbourhood paved over it. I have to not let it break my heart, but it has 

many times broken my heart. I remember there was a little greenhouse on 

the south side by Ellerslie. It sold pottery and neat things. Now it is 

literally a parking lot. Its just everything is gone. Remember driving to the 

airport and it seemed so far out of the city. Now, you don't leave the city. It 

seems like we want so much to be a big city. Like a young teenager who 

want so much to grow up. But like any teenager, they make mistakes; they 

make bad decisions. Edmonton is like a teenager that is going through this 

massive growth spirt. You know how teenagers grow faster than their 

maturity and they are clumsy and covered in blemishes. 

 I felt so confronted by concrete in my environment, even just walking to 

work on the sidewalk. Anyway, so I just try to see like the tree or that bird 
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rather than like, this ugly strip parking lot that I walk in. You know, and I 

love these cafes and everything, but it all comes at a price.  

Figure 8 Inauthentic Mode of Existence (Emmy) 

Photograph exercise, Emmy 

 

Emmy described her photograph submission as follows:  

The spaceship / war bunker that is the new Stanley Milner Library  

With such high hopes of what the redesign/new central library could be, I was so 

completely disappointed to see this monstrosity taking shape. The metal exterior, the 

reflective windows that don’t allow you to see in - I could go on. We live in such a grey 

city. 
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Emmy:  But, the mentality [in Edmonton] is let's just do this and then it's done. We 

need it or we should have it, so lets do it, and then we have it, and it's 

done. And then we don’t have to deal with this anymore. We had that 

attitude in the 70’s and 80’s and replaced our heritage for concrete. Instead 

of thinking like what about something lasting and holistic and organic. 

Historically that’s what is done here. All the heritage buildings that were 

lost to put up something we felt we need. It’s as if, oh if we have a big new 

shiny whatever, we’ll be a big city. But with every shiny whatever, we lose 

a bit more of our identity and we become more beige.   

     It will just blend in with everything else. I think generally, the 

more beige Edmonton becomes, the more I am likely to stay closer to 

home. I’m just used to it and accepted it as it is. … But we've torn down 

countless monumental buildings, historic buildings, and if you look at the 

so-called new architecture that we're getting, it's embarrassing.  
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Figure 9 Inauthentic Mode of Existence (Dean) 

Inauthentic Mode of Existence (Dean) 

 

Dean described his photograph submission as follows: 

Edmonton streets are wide and filled with large trucks. They do not create places or urban 

spaces that make it comfortable for any type of movement (walking, cycling). 

A street should define the place between buildings and be a conduit for the easy 

movement of people and preferably a multi-modal transportation network.  

 Harry also described a holistic and inclusive acknowledgment of a young city’s local 

character; however, he represents a smaller portion of the respondents who aligned with 

Edmonton’s natural attitude and, in many ways, embraced it. They recognized the generic and 

auto-centric nature of the new neighbourhoods. While they were enthusiastic about the idea and 
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acknowledged the benefits of walkable mixed-use built environments, they did not regret their 

preferences or choices.   

Figure 10 Inauthentic Mode of Existence 1 (Harry) 

Inauthentic Mode of Existence 1 (Harry) 

 

Harry described his photograph submission as follows: 

Suburban House: This photo shows two show homes that are still open in my 

neighbourhood. To me, show homes represent the dream that a lot of people have to own 

a big new home, one where we can enjoy family and friends, movies and games, in a 

warm, cozy place safe from the cold.  
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Figure 11 Inauthentic Mode of Existence 2 (Harry) 

Inauthentic Mode of Existence 2 (Harry) 

 

Harry described his photograph submission as follows: 

Tim Hortons: An iconic Canadian business with which every Canadian is familiar and 

has experienced. It’s a place where the food and drinks are less than spectacular but 

somehow still provides comfort. Some of the food is unique like Timbits, which are now 

becoming an exciting experience for my kids.  

Harry:  [The motivation for moving to the Allard neighbourhood] was location, 

and it was the right house that was what we were looking for size. And I 

mean, this house has a floor plan I think it's very unique. I mean, it's not 

totally different, but it has some features in it that we couldn't find 
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anywhere else. And the amenities, like the access to the amenities was 

good. And we didn't, you know, we don't have activities or interests that 

are closer to downtown in a more urban setting. I have lived close to 

Whyte Avenue and really enjoyed walking for groceries. Like it was really 

cool. I can't buy a 2,600 square foot condo downtown and I can't afford 

that right. I mean, living in Allard, it’s not what I would call walkable, but 

I have a 2,600 square foot house, I can park my boat on the driveway. I can 

watch movies in a warm comfy theatre room. 

I don't think that if I was in a different stage of life, or you know, if I didn't 

have kids or whatever, I don't think that I would want to live downtown or 

even in a more mature neighbourhood.  

It's really convenient to have the gas station where it is. You know, it's 

right on the way out and in, so that's good. It's kind of nice to grab a coffee 

when I head out. It's the access to the highway or Calgary Trail that gives 

us access to restaurants, grocery shopping, movie theater. …But we don't 

make an effort to go downtown. Not really a big deal for us. 

Theme 2: Stability and Comfort 

In Theme 2, stability and comfort refer to elements that contribute to a high standard of 

living, which apply to tangible and quantifiable aspects for measuring wealth. Respondents in 

this theme were employed in practical or applied occupations such as engineering, health care, 

and construction project management. The theme of stability and comfort relates to Western 

society’s tendency to envision and consider the home as a detached suburban structure where 

private space is important and controlled exclusively by the owner. Blunt and Dowling (2006, p. 
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88) described these homes as “ideal” and located in suburban neighbourhoods at the city’s outer 

edges. This ideal home depends on the notion that work and home, private and public, should be 

physically and conceptually separate. The interviewees’ responses reflected the ideology of the 

so-called ideal home: heterosexual, a nuclear family, and indistinguishably linked to the 

following economic processes: first, the dominant cultural attitude that a home should be a single 

detached dwelling owned by the occupant, as opposed to rented (Lewis, 1999); secondly, the 

dwelling and property as a means of continuous material consumption of goods (Blunt & 

Dowling, 2006); and last, the dwelling as the centre of unpaid and unrecognized domestic work 

such as cooking, cleaning, and childcare.   

Within this theme, the respondents described Edmonton as a place of opportunity as well 

as the ability to obtain comfortable housing and assemble material possessions quickly and 

easily. Because of this, when considering the trade-offs related to urban form preferences, many 

respondents chose comfort and stability, which they perceived as being associated with the so-

called ideal home. Theo explained why different socioeconomic groups do not cluster together as 

they do in other cities: 

I mean, you just have to look at the projects that we’re trying to get going around [transit-

oriented developments] around Blatchford. We probably got five projects that are all sort 

of generally stalled or very underperforming. Because people are, again, fairly 

comfortable in the fact that most people could afford a single-family house. And that 

doesn’t happen in most major cities. And if you’re in a smaller, more central 

neighbourhood, you’re probably out and about more. And, you know, the number of 

folks that I know that have bought massive houses, with amazing kitchens and game 
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rooms, and theatres, why the hell would you want to leave? Why would they want to 

trade that in for a small house or condo in a central neighbourhood? (Theo, interview) 

Janna, Harry, and Gary were very definitive about their urban form preferences when choosing a 

place to live. Interestingly, Janna chose to live at the easternmost edge of the Edmonton region’s 

built-up area, while Harry chose to live at the southernmost edge. For both, finding the right 

house was the most essential factor, while neighbourhood location and characteristics were not 

determining factors. The important factors were related to personal space and an overall feeling 

of being a home. When asked to expand on this, they described elements of a home (as opposed 

to a house) and used words such as warm, warmth, cozy, and safe. 

 In the workbook, Janna described her decision to choose the house in which she lives. 

She was specific about the type of building and her need for space. She also referred to the feel 

upon her initial experience of the house. 

When picking our home, it was less about the area and more about the feeling. … When 

choosing our neighbourhood, it was less about the location and much more about the feel 

of the house itself. Moving from a condo we knew more space was one of the most 

important factors. My husband found the perfect house, surprisingly a new build. For me, 

the house sold me, not the neighbourhood, not the other way around. In fact, the house is 

about as far east in Sherwood Park as one can go, with commuting to the absolute west of 

Edmonton, it was clearly a heart decision and not a head one. The show home had, for 

lack of a better term, the right feng shui. … The home we chose had the familiar elements 

of my youth with a modern twist in a way that fits my adult lifestyle better. (Janna, 

Workbook) 
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 When asked to draw the type of built environment best suited to her, Janna drew a very 

warm and comfortable study within her house (see Figure 12).  

Figure 12 Sketch of Best Suited Environment (Janna) 

Sketch of Best Suited Built Environment (Janna) 

 

Janna described her sketch submission as follows: 

This is my dream space. The ultimate study. Leather chairs, a shelf full of books, warmth. 

A warm dark space to study and read with my husband and dog. 

Janna: When we walked into the show home, it was like, yeah, this is definitely 

right the house. I just knew this was the house. And then I guess the 

neighborhood part of the house would be the show home, we didn't like the 

location of it.  
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It has the feeling in terms of the open space in the room to roam. Yeah, the 

house, it just felt right. It felt like a home and for me it’s a place of zen, 

comfort, and yeah, a place where I can make it more of who we are. 

… I know that I won't be disturbed like sure noise, noise pollution, 

whatever noise travels but no actual interaction with humans will be 

required. … I don't know, like the movie The Secret Garden, just the little 

place to go and nobody can bug you there.  

 Similarly, Harry based his housing choice exclusively on the dwelling and not the 

location or the neighbourhood itself. He referred to the house as having the right feel and 

floorplan. Another key motivating factor was having additional private space, which would allow 

him to accumulate and store additional material possessions. When asked to provide a picture of 

what Harry believed to be his authentic mode of existence, he provided a photograph of the 

inside of his garage (Figure 13). He felt this was authentic because he used his garage to store 

both vehicles and other items. He also provided a photograph of the mudroom and again referred 

to the storage of material possessions (Figure 14).  
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Figure 13 Authentic Mode of Existence 1 (Harry) 

Authentic Mode of Existence 1 (Harry) 

 

Harry described his photograph submission as follows: 

Two-car garage: I feel that unlike most others, I organize the junk in my garage so I can 

park my two cars inside rather than on the driveway. 
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Figure 14 Authentic Mode of Existence 2 (Harry) 

Authentic Mode of Existence 2 (Harry) 

 

Harry described his photograph submission as follows: 

Our mud room is often dirty with muddy wet snow stuck on the floor and shoes and coats 

and toys strewn all over the place. I hate disorganized places. I feel anxiety in such 

places. 

Gary also shared the same viewpoint. He provided a photograph of the inside of his house as a 

place that makes him feel comfortable (Figure 15). When asked why he chose to provide this 
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picture, Gary said he could not think of another place where he felt more comfortable. He also 

said he felt lucky because he could obtain a beautiful house and make it feel like a home with 

everything he needed.   

 

Figure 15 Place that Makes You Feel Comfortable (Gary) 

Place that Makes You Feel Comfortable (Gary) 

 
  

Gary described his photograph submission as follows: 

My living room. This is the best picture of my living room. 

Gary: I can’t think of any other place where I can just enjoy the things 

that I have. You know, we’ve set things up so we can enjoy our 

home and sometimes have people over. Really, we have what we 
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need. And I am very fortunate to have the means to have a nice 

home and the things that allow me to have such a lifestyle. 

Summary: Place as an Expression of the Natural Attitude 

 This category of description explored the qualitatively different ways in which 

respondents described their understanding and conception of place as an expression of the 

region’s natural attitude. Two themes emerged from the data: placelessness as an expression of 

the local character, and stability and comfort. For the first theme, respondents described 

Edmonton as a young city that is trying to understand who or what it is. Because of that, poor 

decisions have been made regarding its image and appearance. Respondents also attribute some 

of these decisions to the generally pragmatic attitude that its residents possess. In the second 

theme, respondents described a general attitude toward a suburban lifestyle, and attributed this to 

people’s desire to maintain a separation between home, work, and external activities. Therefore, 

they viewed the house and home as “inward facing”, which may explain why so many 

neighbourhoods cater to the development of large homes and focus less on services and 

amenities for the entire community.   
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Chapter 7: Category of Description – Place as Mutually Beneficial  

This chapter is defined by respondents who described their experience of place as being 

mutually beneficial to both creative and non-creative workers, or to ideational creatives and 

pragmatic creatives, as well as members of different socioeconomic classes. These respondents 

referred to various places as having a sense and feeling of being for everyone, indiscriminate, 

and non-judgemental. For that reason, respondents described Edmonton and the places within as 

being uniquely different from other cities. The three themes that emerged from the data include: 

synergistic place, tolerant place, and a place to grow.  

Table 6 Place as Mutually Beneficial: Summary of Themes 

Place as Mutually Beneficial: Summary of Themes 

Theme Defining Characteristics 

Theme 1: Synergistic place • Places that are a synthesis of different 

socioeconomic groups 

• Strong sense of community 

• Proud of their community and made a conscious 

choice to live in Edmonton  

• Supportive of one another 

• Cross-pollination of all socio-economic groups 

 

Theme 2: Tolerant place • Intertwining of white and blue-collar workers 

• Places that are common ground 

• Welcoming and supportive environment 

• No pretention displayed in built forms 

 

Theme 3: Place to grow • Community feel 

• Ability to connect with diverse people 

• Ability to do other things 

• Unpretentious look and feel balances people, 

willing to help one another 
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Theme 1: Synergistic Place 

Immigrant respondents, respondents who moved to the city from elsewhere in Canada, or 

those who had left and returned to the city had very similar descriptions of the city’s overall 

character. They described a welcoming and tolerant community, a place of opportunity, and a 

place that did not judge based on socioeconomic status. Descriptions from most other 

respondents supported these narratives. When asked why they felt this was unique to Edmonton, 

they referenced to the notion that Edmonton is very hardy due to its industrial and agricultural 

mindset. In addition, the residents are very proud of their community. They recognize it is a 

young city with a relatively large population, many of them non-natives who made a conscious 

choice to stay despite some of its perceived shortfalls. Emma, who moved to Edmonton from 

Toronto two years ago, described Edmonton in this way: 

I think the relationships are more important when it comes down to it. Like, if I 

really cared about the physical things, I wouldn't have stayed in Edmonton more than a 

couple months. Because like, if you think about cities that exists and if we're going to 

move to a city for its architecture or for its streets or for its like physical things, it's not 

typically going to be Edmonton. But I think the thing that you go to Edmonton for is the 

sense of community. That sense of caring and community is much easier to get here than 

it could be in other places. Because Edmontonians are very proud of their community. 

And they have strong connections and help each other out in a way that's really neat. And 

so, I think that's a really important part to Edmonton and like more important than, you 

know, what the buildings will necessarily look like, or how many trees are planted on the 

street. I think those things help and like I feel more comfortable and happier in those 

spaces. But, you know, to me, it's more important to like be able to drive to my friend's 
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house and see them and hang out with them than to have a place where I can sit on my 

own with a coffee. (Emma, interview) 

Respondents in the category describe an atmosphere conducive to the fraternization of different 

socioeconomic groups, as opposed to the clustering of single socioeconomic groups. They speak 

about places where interactions between different groups of people are mutually beneficial. 

Although they describe distinct character differences between these groups, they appreciate and 

value the acceptance of each group and the synergistic qualities that exist between them. 

Respondents identify areas and aspects of the city that bind its overall citizenry together, 

regardless of socioeconomic class. These areas and aspects include, but are not limited to, the 

river valley, the postsecondary institutions, and festivals. Respondents also described the down-

to-earth and genuine characteristics of residents that transcend socioeconomic status.   

Dean lives in what he describes as a net-zero16 house located on the edge of the river 

valley, offering views of the city centre to the west and petrochemical refineries the east. He 

describes Edmonton as well-positioned, because of its local character, to leverage its human, 

creative, and knowledge capital and become a city that leads in sustainability and alternative 

energy development. When asked to provide a photograph of his inauthentic mode of existence, 

Dean provided a photograph of his view of the refineries (Figure 16).  

  

 
16 A net-zero carbon emission house produces its own sources of energy and is intended to consume the same 

amount of energy that it produces. 



CREATIVE WORKERS IN PLACE  146 
 

Figure 16 Inauthentic Mode of Existence (Dean) 

Inauthentic Mode of Existence (Dean) 

 

Dean described his photograph submission as follows: 

The refineries define the edge of our blue-collar industrial city.  

The refinery row is the machine on top of our river valley garden. The lights of the 

refineries at night make them look like a cityscape. 

Dean also described the juxtaposition of Edmonton’s socioeconomic groups during the 

interview. 

Dean: I just like the fact that our solar panels face refineries just to kind of say, 

we are the next energy. That might be the source or the next hopeful 

energy boom. Carbon is going to come to an end, whether we like it or not. 
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Also, the fact that I get to see the refineries is sort of another reminder of 

the work that I do. I'm actively in the renewable or the sustainable design 

industry. It's like this is what I'm up against. So, it helps keep me kind of 

focused or grounded.  

It is an industrial city, so it has blue collar parts to it. I think that makes it 

more authentic. Maybe that's also why Edmonton still struggles with its 

own identity. The City of Champions, Take a Risk - it's the most 

Edmonton thing to do. What is our place in the world and I honestly still 

think energy as an Alberta concept, but energy as an Edmonton concept? If 

we can broaden the definition or, or what it means is a very powerful 

thing. So, Edmonton is a very energetic city. We have as a city full of 

volunteers, they volunteer at festivals, and create events, and are 

entrepreneurs and encourage that. I think there's the energy to that is what I 

like the most. … Part of it is the frontier-ism of our city. It's kind of weird 

being in the cold slash boreal parkland intersection of not being right on 

the west coast, but not being super far north, but not being south where it's, 

you know, more a Chinook city. We have a bit of a hunker down and be on 

this frontier and let it hold us in a certain way. [The isolation of Edmonton 

is] part of that frontier aspect of it. Whenever I go even to more northern 

communities, there is this certain sense of similarity and it's a sort of feel 

with its people that like, we have that same where we're up the north and 

we're isolated and we're winter city. 
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Barbara identified the river valley as a symbolic place that describes Edmonton’s natural 

attitude (Figure 17). Because the river valley is predominately undisturbed, many respondents 

consider it as a place for everyone. Although it physically divides the city, respondents describe 

it as a place that brings the city together through its bridges, natural beauty, ruggedness, and 

adaptableness through each of the seasons. When asked about her sketch, she explained how she 

understands the city’s general attitude that people are unpretentious and possess a down-to-earth 

quality that enables them to interact regardless of their occupation. She believes this is special to 

Edmonton. This attitude is reflected in places that are less likely to accommodate a single group. 

She refers to the river valley, neighbourhoods, and other areas of the city.  
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Figure 17 What Edmonton Means to You (Barbara) 

What Edmonton Means to You (Barbara)

 

Barbara described her sketching submission as follows: 

I think the river is the heart of Edmonton and the bridges are what hold the city together.  

I love the river valley even if I don’t go there as often as I like. 

During the interview, Barbara described spoke to her sketch and the overall nature of 

Edmonton’s residents. 
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Barbara: [referring to the sketch] It's the thing I like best about Edmonton maybe, is 

that nobody here has pretensions. Like, I mean, in the States, if you go to 

the Bay Area, you have homeless people, and then you have tech pros. 

And the tech pros walk around like they literally don't even look up from 

their phones. If they're going to walk right into you because they feel so 

entitled to their space and the sidewalk. You can tell just they reek of 

money. Like they just like money. Just feel like it's pouring off of them 

and then they're stepping over homeless people. They may not even be that 

rich, but they have to look like money. I'm like not like we don't have 

homeless people here. But whenever I come back from there, I'm like, 

huh? Because we don't have that stark of a class divide. And it does feel 

like, you know, it doesn't matter whether you're working class or a techie, 

or whatever. I mean, I don't know about the really, really rich people. I 

don't even see them probably. I mean, I'm not aware of it. I never get that 

sense of entitlement from anybody. Or very rarely. But you see it in 

Calgary. You see it in Vancouver. You know, like, occasionally somebody 

is a jerk here. But, you know, like it's just that there's this sort of sense of 

like a down-to-earthness to everybody that I really, really like. So that's 

why I do feel like even if I did live in a neighborhood where I wasn't 

necessarily super connected or haven't that much in common, I feel like I 

could still imagine it being an OK place to live. You know, like the people 

could still be decent people, even if we didn't agree or we weren't best 

friends, like we could probably get along. I feel like people are generally 
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kind of just like nice and down to earth. Specifically, in Edmonton. I see it 

when I go to Calgary or Vancouver or Toronto. Even Winnipeg. And I like 

that about Edmonton. 

 Like Barbara, when asked to sketch what Edmonton meant to her, Elisa drew a vase with 

Edmontonians as the soil nurturing the city development, oil industry, nature, and active living 

(Figure 18). She also said that people are more accepting of each other in Edmonton. Thus, she 

said the city benefits from that. She referred to Edmonton as being more resilient than other 

cities because of a combination of its “get-it-done” and down-to-earth attitudes. In terms of 

place, she referred to the city as a whole enabling different groups and classes to mix. 
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Figure 18 What Edmonton Means to You (Elisa) 

What Edmonton Means to You (Elisa)

 

Elisa described her sketching submission as follows: 

Vase that has Edmontonians as the soil. They are nurturing the City development, oil 

industry, nature, and active living.  

When asked to describe her sketch during the interview, Elisa had this to say:  

Elisa: I think creative people benefit from [people nurturing the city’s growth]. 

You know, people say Oh, oil and gas, terrible and all of this, but it's what 
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drives the economy. … [Creative workers new to Edmonton] would think 

we're a bunch of rednecks. [Laughter]  They would, they probably would. 

You know, we're not wearing $500 shoes. We are down-to-earth. A friend 

of mine lives in Calgary. He's from Brisbane originally. He hates 

Edmonton. Absolutely hates it. He thinks it's a dump. … With Edmonton 

you have to look for [amenities that are attractive]. What I like about 

Edmonton is that lower class and middle class and higher class are all 

mixed together. It's just like, one big happy family. It's not like oh, you live 

in the West End. Okay, so that means that you're this income and oh, you 

live here, that means that you're this. Whoever planned Edmonton, I think 

did a pretty good job with mixing us up. Or whatever. But I like that. And I 

think that is why people stay. But you aren’t going to see that right away. 

You know, over time you’ll see all the great spots and how we are a 

community here. You won’t find that in Calgary. … That’s just it. 

Everyone [is part of that community]. It’s everyone. It’s a community of 

different people. It’s like you live here now. It’s cold in January. It stinks 

in March. There’s mosquitoes in August. Summer’s over in September. 

You got to be hardy to live here and it doesn’t matter who you are. So, 

we’re in it together. We also work hard. We have that attitude of get’er 

done. … [referring to places where socioeconomic groups coexist] Oh 

yeah. Everywhere. NAIT, the U of A, the river valley, you name it. I can’t 

think of a place where they don’t coexist. I mean, sure there are spots I’m 

sure. Even if you look at the oil patch, it’s not just rednecks. 
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 Similarly, when asked to draw a symbol of Edmonton, Nick drew a series of coloured 

lines coming together (see Figure 19). He explained that it represented the diversity of people 

and the opportunity that exists to leverage those connections. Nick describes the collective 

personality of Edmonton as down-to-earth, helpful, hopeful, and willing to do things. Similar to 

other respondents, he expressed that Edmonton is special because it is an unpretentious society.  

Figure 19 What Edmonton Means to You (Nick) 

What Edmonton Means to You (Nick) 

 

Nick described his photograph submission as follows: 

This represents all the connections, people, and possibility in Edmonton. Ideally all 

coming together (not shooting apart). 
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During Nick’s interview, he was asked to personify Edmonton and describe what that person 

would look like. 

Nick: I don't know. Either many people or many personalities. I do think this is a 

really interesting, engaging and opportunity driven and opportunity 

enabling sort of place. Because I think many of them are, you know, like 

my oldest daughter just wanting to leave this place. Not wanting to go to 

university. I think that's great. I think you want to do that I always want 

those people to go and then I want them to come back. So, we benefit from 

all those things with it. So, I actually think it's like a multi personality sort 

of thing where I would like to think it's, down to earth, helpful, hopeful, 

willing to do things. … And Alberta seems quite fractured on who we are 

and what we are. And I think Edmonton is sometimes challenging 

[compared to the rest of Alberta]. Edmonton within Alberta and sometimes 

Edmontonians maybe you're a little different than the rest of Alberta, 

again, possibly from that diversification partly from an urban sort of space 

within there. I do think Edmonton is unique because of that. It is a place 

where we don’t really care what you do and where you live. I can’t really 

think of too many places that is exclusive to any one type of group or 

class. … I think that [synergistic attitude] probably influences me both in a 

positive and a possible negative way. I'm amazed at some of those things 

that people describe or think about Edmonton, to me are interesting, you 

know, so often people will talk about Edmonton, as you know, a river city, 

or a green city, or a festival city. And to me those things are really 
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interesting because I didn't really partake in Edmonton when I was 

younger. Now I don't think I'd ever really been to a festival or had really 

partaken in the river valley, even though I grew up the river. I think a lot of 

Edmonton is that way. So, I think there is this duality to it, where we talk 

about Edmonton having this amazing river valley. I actually do partake 

much more in those. I love going to the festivals. Because of where I live 

or because of my wife or, or my love of music and these things. 

 Rhonda describes Edmonton’s personality as being young, curious, and enthusiastic. She 

also described Edmonton as open to different perspectives, and said that, whether or not they 

align with her own socioeconomic status, she enjoys engaging others. 

Rhonda: I think that [if Edmonton was personified] they would be probably fairly 

young. I would say I would say young creative, ready to explore different 

things. Not really entirely sure what they're doing, but excited about what 

the future could be. I think that as a person, I would hope, what I think, 

and I know it's again, [that person is] open to different perspectives and 

learning and growing as needed and trying to figure out, I think always 

trying to figure out the right way to do it, but not necessarily knowing 

exactly what that is. So, having to learn and grow and make mistakes. … I 

don't know [how that person would influence me]. I like diverse 

perspectives, and so I enjoy engaging with people who have different ideas 

and different thoughts. So, I think it probably the ability to learn from them 

or see things from a different perspective. 
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Theme 2: Tolerant Place 

Heterogeneity is an essential concept, discernable by many urban theorists and 

researchers as a fundamental ingredient for a tolerant, vibrant, cosmopolitan city (Huxtable, 

1988; Jacobs, 1961). Heterogeneity suggests “horizontal” diversity of functions, forms, and 

lifestyles within a dense urban area that facilitates social interaction and “vertical” stratification 

of diverse cultures and architectural styles across historical timelines. Coward (2008) contended 

that the destruction of shared spaces is a political act because it prevents the physical conditions 

for heterogeneity, which require being with others in a place. Bannister and Kearns (2010) stated 

that the most progressive way to change people’s tolerance levels is through a shift in moral 

perspective or a better understanding of others’ differences. Bannister and Kearns suggested 

finding common ground helps overcome challenges related to deep-rooted cultural differences 

between two groups.  

In some cases, such common ground can be found in rebuilt or newly built public places. 

The Stari Most in Mostar, Bosnia and Herzegovina, is a classic example. The bridge was 

destroyed in 1993 during the Balkan civil war and its reconstruction was completed in 2004. The 

bridge connected Muslim communities in the east with Christian communities in the west and 

symbolizes Bosnia’s multiethnic population. The bridge is a UNESCO heritage site and its 

website states:   

The Old Bridge area, with its pre-Ottoman, eastern Ottoman, Mediterranean and western 

European architectural features, is an outstanding example of a multicultural urban 

settlement. The reconstructed Old Bridge and Old City of Mostar is a symbol of 

reconciliation, international co-operation and of the coexistence of diverse cultural, ethnic 

and religious communities. (UNESCO, 2020) 
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Respondents referred to two distinct socioeconomic groups in Edmonton: working-class (those 

trained in a specific trade) and those employed in a professional environment such as 

government, academia, health care, engineering, or business, and who typically have a university 

degree. There was a sense among the respondents that the white-collar and blue-collar 

stereotypes (i.e., blue-collar workers earn less money whereas professionals have a more 

rounded education) do not apply in Edmonton. During the interview, Theo said he felt more 

millionaires living in Edmonton drive Ford F-150s than BMWs, implying that those who work in 

the trades can earn much more than their socioeconomic counterparts. Although respondents 

describe a sense of duality between these two groups, they also describe an overarching 

acceptance among the two. In terms of place, they identify many areas of common ground. They 

conceive these places, such as the river valley, public spaces, places of culture, neighbourhoods, 

and streets, to be more tolerant. When asked what a person would look like if they personified 

Edmonton, Theo and Janice’s responses exemplify this. 

Theo: I think it's so diverse. It's hard to say [how to personify Edmonton]. The 

city has been growing up over the last 15 to 20 years. If we looked back to 

maybe the even the 80s, I think you could probably narrow down who that 

could look like. I just watched a lot of vintage Oiler games and you look at 

the crowd, you know, fairly blue-collar, white, probably Eastern European. 

Just from that look and feel. Something I think that happened maybe ten, 

twelve years ago, which happened in the 70's is many small-scale 

businesses tied to specialized manufacturing or just the trades and they 

make tons of money. So, you have all these very well-off people who work 
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in the trades. You know, Edmonton has more millionaires driving F-150s 

than German sport cars. That’s what makes us unique. (Theo, interview) 

Janice lives in a mature neighbourhood similar to those described in the creative class 

literature. She lives relatively close to the University of Alberta and within walking distance of a 

trendy mixed-use, pedestrian-orientated street. During her interview, she referred to two different 

place experiences that support her perception of places in Edmonton as tolerant. The first is 

Edmonton’s festivals and the second is the neighbourhood in which she lives.   

Janice: But Edmonton to me, just seems so welcoming and so friendly and like the 

best things you could offer. … I do have like that image in my mind that 

Edmonton is a very friendly and community-oriented place. And I love 

that it's the city of festivals that brings out all these nice special things that 

the city and its residents have to offer. Edmonton is a place with a very 

diverse population, and we all seem to just accept and welcome each other. 

That's what I see when I think of Edmonton. … but like my first 

impression is like, Edmonton is like a schoolteacher where it's like, sweet, 

like, have that warm, friendly demeanor. Your first day of school to 

welcome the students in, like a grade one teacher. Like is very good at 

bringing out all those different things that their students have to offer. And 

just creating that environment that allows people to flourish. … I think that 

[how Edmonton has influenced me] has opened my eyes to just a lot of 

different opportunities and a lot of different paths that I can go down and 

other people can. When I moved to Edmonton, I remember very distinctly 

feeling like I had the option to be a nurse or a teacher. … I felt like as soon 
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as I moved to Edmonton, you just saw so many different people doing 

these different things and following their passions in different ways and it 

just opened my eyes to opportunities that I didn't feel like I previously had. 

I feel like just in a way that a teacher kind of opens your mind to different 

paths. I feel like Edmonton has done that for me in the past and continues 

to do that. … Oh, I feel like a big part of it is the warmth of the city. I feel 

like I'm someone who will definitely grow better in a nurturing 

environment as opposed to a super competitive environment. I feel like 

Edmonton just allows people to go along their path and it just nurtures 

them. … I do [think Edmonton is a good place for creative people]. I think 

a lot of it has to do with just the opportunities that people are getting into 

to be creative. I don't feel intimidated in my neighbourhood. There are all 

sorts of houses in Allendale. If a house is small, it could be occupied by a 

professor or a plumber. If it's a big house, it could be anyone who owns it. 

Nobody cares. There is just this feeling that everyone is the same. That 

doesn't happen in other places. So, I'm into reading and writing and so 

again, being involved with library. Following like the writer’s workshops 

they do and all the different community-based groups they have for writers 

and things. But I also think institutions like the art museum here and the 

music here, and the acting, and all of those things, I think Edmonton is 

great opportunities for, for being involved in art as a creator and as 

someone who wants to witness that creativity. 
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 Unlike Janice, Rhonda lives in a relatively new suburban neighbourhood that is 

predominately single-use and spatially separated from commercial uses. However, she conceives 

her neighbourhood very much the same way Janice does; that is, as welcoming and community 

focused.  

Rhonda: And I do think we have a very strong community feel. And through my 

volunteering networks, I've met a lot of people who are not from 

Edmonton and who come here and have shared that sentiment, that it's 

much more community focused than a lot of the spaces where they've lived 

before. I think that that's really important to being creative because you are 

in support of communities, you're encouraged to be creative, and 

encouraged to be yourself, and encouraged to be an individual, rather than 

being told you have to do things exactly this way in order to get this job or 

you have to do things exactly this way in order to be successful. I don't 

think it's small-town attitude, but I think it is community focus. And I 

think that diverse communities can thrive here. Because of the caring 

nature in general of the people and the communities that exist. And I think 

that's what makes it feel small. (Rhonda, interview) 

Theme 3: A Place to Grow 

The theme of a place to grow focuses on the qualities described by respondents that 

enable individuals to succeed because of a mutually beneficial environment and tolerant 

perception among the respondents with respect to place. Experiences differ from one person to 

another, because each possesses diverse backgrounds, conceptions, and expectations. Thus, it is 

important to understand what makes people share a common feeling about a place.  
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Respondents in this category describe Edmonton as a place to grow. Many said they had 

opportunities in Edmonton, but that they would not have found them in other places (see 

Joselyn’s interview). They attributed that to several things, including the local economy, the 

city’s size, and the general attitude in the city. Respondents referred to the welcoming nature, 

community-mindedness, and the ability to establish a diverse network that goes beyond a single 

socioeconomic class (Figure 20). In terms of place, respondents highlighted the places that 

connect and bring people together, including the river valley, the park system, and the 

organizations within the neighbourhoods. Specifically, respondents noted neighbourhood 

community leagues, art and book clubs, theatre groups, community hockey rinks, and volunteer 

opportunities. 

The following includes excerpts from Tammy (Figure 20), Joselyn (interview), Rhonda 

(interview), and Susan (sketch and interview). Each describes a place that offers the ability to try 

new things and meet a diverse network of people. Although Edmonton is not necessarily small in 

terms of population, it is small in terms of community and working together. In general, this is 

how respondents give meaning and definition to Edmonton as a place. 
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Figure 20 What Edmonton Means to You (Tammy) 

What Edmonton Means to You (Tammy) 

 

Tammy described her sketching submission as follows: 

The tree in the centre represents stability. Edmonton is stability for me because it has a 

very reasonable cost of living and I have a large professional network here so it gives me 

confidence looking for and keeping work. Clouds = peaceful state of mind I have while 

living here because I have a good feel for the social infrastructure and a network to help 
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me if anything happens. The roots represent my diverse network here in Edmonton that 

helps me happy and healthy.  

Joselyn: If I was to think about how my life would have gone if I stayed in London, 

I think I would have been much more singular and narrow focused in what 

I could do and what I would have done. … I'm a lawyer, and I probably 

would have, perhaps carried on working in central London. I would travel 

up there every day to work, travel back. That would take hours of my life. 

I would probably live in a neighborhood where I only mixed with people 

pretty much like me. So, I think my life would have been much more 

singular. So, I think in Edmonton, the size of the city. And even though I 

work as a lawyer here, I think being involved in the community, I don't 

think that would happen so much in London. … Being in Edmonton 

exposed me to lots of different people in my community. Lots different 

kinds of people. I like that about Edmonton and that is Edmonton’s 

strength because I think it is unique to Edmonton. And I think that helps 

people grow in ways that would not be able in other places. Volunteering a 

lot has exposed me to many different perspectives and ways of life. 

Rhonda: I like the fact that we are a small community, but also have elements of a 

big city in us. And I think that has led to opportunities like, as I was 

talking before, like I work for the city and I work there. I've had probably 

eight different roles. So, the idea that I can change and do different things 

and try to learn things and learn is really important to me. And I do think 

we have a very strong community feel. And through my volunteering 
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networks, I've met a lot of people who are not from Edmonton and who 

come here and have shared that sentiment, that it's much more community 

focused than a lot of the spaces where they've lived before. I think that 

that's really important to being creative because you are in support of 

communities, you're encouraged to be creative, and encouraged to be 

yourself, and encouraged to be an individual, rather than being told you 

have to do things exactly this way in order to get this job or you have to do 

things exactly this way in order to be successful. And I don't think that's 

the case here. 

Figure 21 What Edmonton Means to You (Susan) 

What Edmonton Means to You (Susan) 

 

During the interview, Susan was asked to talk about her sketch (Figure 21).  
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Susan: [referring to Edmonton means prosperity, a place to grown, to learn and 

develop as an individual] The legislature building means a lot to me from a 

career perspective. Right across the beautiful bridge that built is the U of 

A. It's what speaks to me and in the summertime when you drive down 

that hill after the traffic circle, you just see concrete? Look at all the green. 

Edmonton has always been prosperity. Somebody told me one time when I 

first moved to Alberta, because I moved to Alberta from Prince Edward 

Island when I was 18. But my brother was living out here duking it out in 

the oil patch. …I first arrived, somebody had said to me, it was my brother 

actually, he said, Alberta won't embrace you. You got to embrace her first. 

That stuck with me forever. So, I went through the military, the minute I 

had an opportunity to come back to Edmonton as a co-op student with my 

MPA program, I jumped on it and never went back. So, it always 

represented new opportunity. … [If to personify Edmonton] She's a mean 

old bag when she wants to be. But she does love ya. And she'll help you 

out. … I just think [Edmonton’s appearance is] very practical. Edmonton is 

a mean old bag, but she ain't pretnentious. So, we don't show off. A lot of 

it is she is trying to figure out who she is and has made mistakes along the 

way. But we have so many places for everyone. The river valley. The 

parks. The leg grounds are fantastic. 
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Summary: Place as Mutually Beneficial 

This chapter explored the qualitatively different ways the respondents described their 

understanding and conception of place as mutually beneficial. Three themes emerged from the 

data: synergistic place, tolerant place, and a place to grow. Generally, respondents described the 

places in Edmonton as having a sense of being unpretentious and for everyone. Because of that, 

places offer the ability for all socioeconomic groups to intermingle and cross-pollinate.  
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Chapter 8 - Category of Description: Home as an Expression of Self 

In this category of description, home is defined by respondents who describe their home 

as an expression of themselves. These respondents understand home as the central place in their 

lives. They describe their home as a place that aligns with a perceived lifestyle, a peaceful place, 

and a place to gather with family. Combined these are qualities of place that communicates 

something very deep and personal about them.  

Table 7 Home as an Expression of Self: Summary of Themes 

Home as an Expression of Self: Summary of Themes 

Theme Defining Characteristics 

Theme 1: Home conveys a lifestyle • Greater value placed on experiences than 

on things 

• Uniqueness of home and neighbourhood 

• Community league 

• Pride of place 

• Home’s appearance is a depiction of self  

 

Theme 3: Home as a place of peace • A place of respite and relaxation 

• Separate from work 

• Strong feelings of house and home 

• Place to express personal creativity 

 

Theme 4: Home is family • Home is where family and friends can 

gather 

• Safety and security 

• Trade-offs in favour of family-orientated 

neighbourhoods 
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Theme 1: Home Conveys a Lifestyle 

For these respondents, their place of residence predominantly conveys a lifestyle. They 

give considerable value to experiences inside of and often within close proximity to their home. 

They value the uniqueness of the neighbourhood and the uniqueness of their home within their 

neighbourhood. In this sense, their home is very much an expression of themselves. Lisa, for 

instance, describes her home as an expression of herself and her lifestyle. She also describes how 

the surrounding built environment of her neighbourhood is also a reflection of her lifestyle and 

what she is passionate about. Also, these respondents expressed the importance and value of their 

community league, something that is unique to Edmonton.17  

 In the workbook, Lisa described the experiences in her neighbourhood as follows: 

In a short walk in any direction from my home, I can experience special and 

unique spaces. One of my favourite walks is to go west. Within a few minutes I can enter 

the University Farm. This is a rare rural experience basically in the middle of the city. 

Suddenly, the traffic noise disappears, and I am surrounded by expanses of fields, barns, 

gardens, and the big prairie sky. I can buy fresh produce picked fresh from the 

community gardens, water geese honking overhead and then landing to feed in the freshly 

harvested crops, and greet other people walking their dogs or riding their bicycles along 

the roads or lanes at the farm. If I am in the mood for a more lively urban scene of cafes, 

shops and theatres, I can walk to the nearby heritage area of Old Strathcona, bustling with 

vibrant city life. It is an area of comfortable, human-scale buildings with distinctive 

heritage architecture, full of variety and a place to be sociable. If I walk south, I can stroll 

through a cemetery, full of stories of those who have come before me, a place to 

 
17 Community leagues in Edmonton are volunteer, non-profit organizations formed to meet the unique needs and 

interests of residents within a defined area. These areas are typically defined by the neighbourhood.  
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contemplate life. Walking north takes me to the main University campus, with heritage 

architecture, views of the river valley, and cultural events. One thing that my 

neighbourhood provides me that makes it special, and that can be taken for granted, is the 

diverse experiences, opportunities, and streetscapes/landscapes around me. It is not a 

cookie-cutter area. It provides me with a feeling of belonging and comfort, and visual 

diversity.  

During the interview, Lisa spoke to her connection with community league. 

Lisa: Yeah. And, and the community league is a really strong one that protects 

the community and, and has, well, they're just really active. They make 

sure that they have things going on in the community hall for seniors, for 

children. They hold all kinds of events, they show movies there and, and 

so it gives more feeling of community. 
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Figure 22 Neighbourhood Map #1 (Lisa) 

Neighbourhood Map #1 (Lisa) 

 

Lisa described her mapping submission as follows: 

Having a neighbourhood that is central offers characteristics and opportunities that are 

within easy reach: heritage architecture, mature trees, river valley, cultural venues, 

restaurants, & cafes. In particular, the University Farm is a unique and important defining 

feature of my neighbourhood. The nature of character homes that are human size and 

cozy provide a feeling of community, although those are being replaced by massive 

homes that feel imposing and not inviting. … Our character home defines the history of 

the neighbourhood which was built in the late 1940’s/early 1950’s as part of the post-war 

boom. There is still a few of these small bungalows left, but many have been demolished 

and replaced with much larger houses (oops – said that already – obviously significant). 
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University of Alberta: educational & cultural events & opportunities. Heritage and 

Architecture. Symbols include River Valley Natural Area: Tree symbol. University Farm: 

Rural experience within the city. Green space. Community gardens. Symbols include 

tree, Turning back arrow. 

Figure 23 Authentic Mode of Existence (Lisa) 

Authentic Mode of Existence (Lisa) 

 

In the workbook exercise, Rhonda described a sense of belonging within her community as 

follows:  

I’ve met some great people who also live here. I volunteer with my community league 

and we try to increase neighbor connections. I feel safe in my neighbourhood. I am close 

to downtown – easy to get to work so I can get home quickly to my dog. My dog loves to 
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watch people on our street. He’s a huge part of my life here. I love my little house. It 

makes me happy because I can take care of it and make it a reflection of all the things I 

enjoy. 

During the interview, Rhonda was asked to talk about her house and how it fit in with what she 

wants to achieve in life. 

Rhonda: I definitely prioritize setting my home up to be a space I want to be in. … 

But I wanted a small house because I didn't want to fill it with a ton of 

stuff. Like there's things that I made, the choices I made in order for it to 

be a space that I wanted to be in and wanted to spend time and where I 

want to take my life. … But also, proximity to family and friends was 

really important. I wasn't going to buy something or go live in a place that 

I had to drive an hour to see everybody that I enjoy seeing. I intentionally 

went with an idea of what I wanted and made that happen. And then 

continue to do that in the space so that I enjoy. I am very happy that I set 

up my house the way I did. I enjoy being here. When it comes to other 

places, I think what's most meaningful about it is the experience that I have 

there. That's made the place special, not necessarily the place itself. And I 

get that that can be because of the way the space is set up. 

Theme 2: Home as a Place of Peace 

Respondents to the theme of home as a place of peace describe strong feelings about their 

homes. They experience them as places of peace to recalibrate, rejuvenate, and be at one with 

themselves. Being physically and mentally separate from work enables them to clear their mind 

and thus express their personal creativity. In the context of this theme, home can be a physical 
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house or a house within the bigger context of the surrounding community. For the following 

respondents, a house is perceived as providing more than just physical shelter and protection. 

The workbook exercise required the participant to engage in a conversation with their 

neighbourhood. Anthony and Nick described his home as a place to relax, reflect, and be with 

close friends and family.  

“Think about what is important to you in terms of what you want to accomplish in your 

life, be it professionally, creatively, personally, or spiritually. I really believe that certain 

places can inspire people to carry out their ambitions. In what way do I, or do I not help 

you achieve your goals?” 

Anthony: As I head into retirement, we selected a bungalow with access to the lake 

as a respite/retreat and place to relax and contemplate life. 

“Think about what is important to you in terms of what you want to accomplish in your 

life, be it professionally, creatively, personally, or spiritually. I really believe that certain 

places can inspire people to carry out their ambitions. In what way do I, or do I not help 

you achieve your goals?” 

Nick: My house + neighbourhood provide a form of respite. A chance to leave work (at 

least somewhat) and relax. As we are over a creek it also facilitates some nature 

exposure, and this is great. 

  



CREATIVE WORKERS IN PLACE  175 
 

Figure 24 Place that Makes Me Feel Calm (Janna) 

Place that Makes Me Feel Calm (Janna) 

 

Janna described her photograph submission as follows: 

I feel calm in my back-yard oasis, I can enjoy a book, painting, or wine. It is a space that 

does not demand anything of me- all the plants are for the most part self-sufficient. 

During Janna’s interview, she was asked to talk about her photograph (Figure 24). 

Janna: Um, well, hustle and bustle is not the relaxing thing. … I would definitely 

say that we recharge by being alone. So, having to interact with people is 

often taxing. So, if you think of your house is your castle is somewhere to 
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go and recharge. It's away from people away from busy, far away from our 

families so that they can't just show up one day. So, it's all about how you 

recharge. 

 These respondents describe their homes as part of a larger context of the community. 

They describe home as a place of peace and the basis for a strong community. These respondents 

have a strong connection to both their house and community. They describe their 

neighbourhoods as places of peace and quiet. It is important to them that home be separated from 

places of work and other activities. The following are excerpts from the workbook exercise. 

“Why did you choose me as a place to live?” 

Think about what you were originally looking for in a neighbourhood, and perhaps 

certain trade-offs that made you arrive at your decision. Ultimately, why did you settle on 

me?” 

Elisa: I chose you because I grew up here. I love that it’s in the country yet still in the 

city. It [is] quiet and peaceful and there are fabulous neighbours. 

“Think about what is important to you in terms of what you want to accomplish in your 

life, be it professionally, creatively, personally, or spiritually. I really believe that certain 

places can inspire people to carry out their ambitions. In what way do I, or do I not help 

you achieve your goals?” 

Elisa: You help me spiritually. When I’ve had a tough day at work, I always find peace 

when I get home. 
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You ask your neighbourhood…18 “What is it that you offer for me to make the most of my 

opportunities?” 

Emmy (in the role of her neighbourhood): I offer you solitude and access to nature to 

explore and consider new ideas. The opportunities I offer are not new. They are the same 

that have always been there. You will have to move if you want new opportunities, but I 

will always be here as a constant. 

Theme 3: Home is Family 

 These respondents based their housing decisions on matters related to family. The nature 

of their responses was grounded in where they are within their life cycles. Those with older 

children considered elements related to houses, such as private space for family gatherings, 

whereas younger respondents considered certain qualities associated with the neighbourhood, 

such as access to parks and nature. For the former, respondents associate home with immediate 

and extended family and friends. They consider the home as an essential place with special 

meaning and definition because it is where close relations can be together. A house is understood 

as a place conducive for communal gatherings. Therefore, care and attention were given to house 

and yard space, and less attention was given to the context in which a house is located. Younger 

respondents considered demographics (other families), safety and security, and proximity to 

good schools. Most respondents expressed their desire and preference to be within walking 

distance of urban amenities but based their locational and housing decisions on what they 

perceived as being best for their family. 

 
18 For this question in the workbook, the respondent is in the role of the neighbourhood. “You” refers to the 

respondent in the third person. The response that follows is the respondent answering in the role of their 

neighbourhood. 
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 Anthony is an engineer and nearing the end of his career. He has tailored his house to be 

conducive for family gatherings. When asked to draw a symbol of what Edmonton meant to him, 

he drew the picture in Figure 25. 

Figure 25 What Edmonton Means to You (Anthony) 

What Edmonton Means to You (Anthony) 

 

Anthony described his sketching exercise as follows: 

For me ‘home says it all!’ We have 2 grown children & 3 grandchildren. Having them all 

close and the space to enjoy them and for us to gather is my symbol of Edmonton means 
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to me. Very self-centric, but totally indicative of what this city allows me to have and 

afford. 

 The following respondents are at different phases within their life cycles. They are more 

often compelled to consider trade-offs regarding location to accommodate the needs of their 

family. For Monica, living in a location that was safe and family-orientated took priority over 

any other consideration. If it was not for her child, then her preference would be to live in a 

neighbourhood within or at the fringes of downtown. 

Figure 26 Place Where You Feel Engaged (Monica) 

Place Where You Feel Engaged (Monica) 

 

Monica described her sketching exercise as follows: 
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Monica described her sketching exercise as follows: 

My home is where I am most me. It contains all the things I find joy in, all of the relics 

from my travels and my two boys and puppy. It makes me happy. 

Monica talked about her neighbourhood during the interview and had this to say: 

Monica: … I didn't know where I was going to live. So, I rented an apartment in 

Sherwood Park. And I fell in love with this neighborhood. It's in 

Summerwood. … Very family orientated. We selected it because it was 

super safe for our dog and our son. Great schools, the Elk Island School 

District is really well known for that. …  [responding to why she drew a 

bakery on an active and engaging urban street when she described her 

choices to live in a very suburban context] You've identified my two 

personalities. So, there's [deleted name], the mother and the wife who 

wants to protect everyone and wants to give everything to her son; that 

raises their son in the safe environment with, you know, without having to 

be concerned. And then you identified [deleted name], the non-profit 

person who works as an educator at [deleted for privacy purposes], who 

wants to live in a condo downtown and doesn't understand why people 

need picket fences. So that's actually been my internal tension in myself. 

… If I didn't have a son, we would be in Sky Tower downtown by Rogers 

Place. That's just the way it is and my husband's fully aware of that. 

 Janice lives in a neighbourhood that aligns with locations identified within the creative 

class literature. She prefers to stay in the neighbourhood; however, she understands that it may 

be too expensive to purchase the type of house conducive to raising a family. 
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Janice: Personally, I look forward to starting a family. Being near so many 

families and schools keeps that goal in the forefront of my mind. However, 

considering we are renters, it can feel frustrating considering living here 

long term because so many of the features we love about this home means 

it’s an expensive neighbourhood! 

Summary: Home as an Expression of Self 

This category of description explored the qualitatively different ways the respondents 

described their understanding and conception of place as home being an expression of self. Three 

themes emerged from the data: home conveys a lifestyle; home is a place of peace; and home is 

family. In this category home does not refer to the house’s structure, but rather to the emotional 

bonds tied to the house and in many cases, the contextual area in which the house is located. 

These are places that are unique to the respondent’s values and ideals.  
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Chapter 9: Category of Description – Connections to and Responsibility for Place 

 This category of description, respondents describe their connections to and responsibility 

for place. Understanding of place develops when connections are created through emotional 

attachments and experience. Such connections emerge from authentic experiences for 

considering the meaning of being alive and developing an understanding of one’s surroundings. 

Respondents in this category of description describe feelings of care and respect for their 

neighbourhoods, communities, and overall environment. They are frequently involved with 

community projects to nurture and protect the area.  

Table 8 Connection to and Responsibility for Place: Summary of Themes 

Connections to and Responsibility for Place: Summary of Themes 

Theme Defining Characteristics 

Theme 1: Care and respect of place • Freedom to volunteer 

• Genuine commitment to enhancing the 

experiential quality and character of place 

• Commitment to improving the social wellbeing 

of others 

• Feelings of care and respect for their 

neighbourhoods  

• Actively participation in community projects 

 

Theme 2: Biophilia • Innate affinity with nonhuman living things  

• Choose to live near natural amenities 

• Deep connection with nature  

• Place attachment 

 

 

Theme 1: Care and Respect of Place 

The first theme to be explored is care and respect of place. The concept is applied to 

several situations including caring for one’s property and its outward projection onto the street 
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and neighbourhood, and a genuine commitment to improving the character and social wellbeing 

of others within the surrounding community or neighbourhood. Respondents describe feelings of 

care and respect for their neighbourhoods. They regularly participate in community projects to 

ensure the wellbeing of their neighbourhood communities. 

You really helped me to achieve my goals. I was a stay-at-home mum, but I became 

involved in the community league. From being involved I became interested in planning 

matters. That led to applying to the City [name of civic board] as a volunteer. As a 

member of the Board, I then developed other skills which then took me to other boards.  

I would like your development potential to be finally realized. This has been the subject 

of many plans and protests. Many stalls of the plan due to finances, history, indigenous 

interests – in 2019 we are moving closer again as part of the River Crossing project. It is 

still going to take a long time – but the area is the centre of the city and should have 

better amenities.  

I feel good that you have looked after your house and you care about your community.19 I 

feel good that you value smaller lots, narrow streets and living close to your neighbours. I 

was a little surprised at how many big new houses were built on lots that used to have 

much smaller houses. But I see how much you and your neighbours enjoy living here and 

I feel it now works. (Joselyn, workbook) 

  

 
19 Respondent is in the role of her neighbourhood. 
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Figure 27 Built Environment Best Suited for You (Joselyn) 

Built Environment Best Suited for You (Joselyn) 

 

Joselyn described her sketching submission as follows: 

But in some places in the city, the people said we want to live differently. We want to 

live close together and we don’t want our streets to be full of driveways and garages. We 

want front verandahs and porches and gardens. We want to see each other as we came in 

and out of our front doors. We want to watch our neighbour’s houses so we can keep 

them safe. We want tall trees and smaller streets. We want a neighbourhood. (Joselyn, 

sketching exercise). 

I am happy that you are living on one of my streets. You care about me and the 

other people who live here. You take care of your yard and plant beautiful flowers. You 
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keep your house maintained and have added unique decorations to make the street more 

interesting. … I am happy that you are involved in making me a good place to live. You 

belong to the community league and you have volunteered in activities such as the Dutch 

Elm Disease watch. … I see in the many works of advocacy that you do, that you might 

be someone who fights a little harder for things that you think are important both for 

yourself and the community, such as arts and culture and heritage. (Lisa, workbook) 

Exploring ways of building community would be beneficial. I think this becomes 

more and more challenging. I believe also exploring how we could diversify the types of 

spaces in the neighbourhood would be great. Different forms of housing, work/live 

spaces, relax spaces, etc. (Nick, workbook) 

I volunteer with my community league and we try to increase neighbor 

connections. I feel safe in my neighbourhood. … I am close to downtown – easy to get to 

work so I can get home quickly to my dog. … My dog loves to watch people on our 

street. He’s a huge part of my life here. … I love my little house. It makes me happy 

because I can take care of it and make it a reflection of all the things I enjoy. (Rhonda, 

workbook) 

I want to make the world a better place and to be a productive and useful member 

of society. I want to oppose waste in society and promote common sense governance. I 

want to work towards a society that works to make everyone useful and contributing 

without engaging in make work activities. I want to be a resource to society and to have 

value through usefulness. (David, workbook) 
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I am glad that you are here. You and your family are very responsible people. 

Cutting your grass, cleaning sidewalk after each snow and making your front yard look 

neat makes the neighbourhood look great. (Samuel, workbook) 

Theme 2: Biophilia 

 The second theme in this category is biophilia or an innate affinity with nature. The 

respondents in this theme develop intense connections with nature through direct experience and 

place identification. This sense of connectedness with nature results in emotional affinity and 

attraction by contemplating how these relationships enhance one’s quality of life. Many of the 

respondents spoke about their ability to experience place because of their dogs. Others describe 

their innate desire to experience natural places, and how being in such places and 

sentimentalizing with other living things elicits empathetic responses, forming an intense 

connection with place. 

Emmy: Um, I think it's one of the most important things in my life is connecting to 

the outdoors, and that's just why I'm in the profession.20 Because I know 

there's a lot of people that really celebrate their own landscapes and their 

own yards. But for me, being connected to the public outdoors in a 

meaningful way, for some reason it's really important being able to walk 

uninhibited in a quiet area and feel comfortable and you know, no matter 

what the weather is, because it's that easy, you can just throw in your stuff 

and walk a little bit and all the sudden you're in the forest kind of thing. 

(Emmy, interview) 

 
20 Landscape architect 
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Figure 28 Place Most Representative of Edmonton (Stacey) 

Place Most Representative of Edmonton (Stacey) 

 

Stacey described her sketching submission as follows: 

With more than 160 km of maintained multi-use trails running through Edmonton’s river 

valley – this to me is most representative of Edmonton with a population of one million, 

it is incredible that this exists. The river valley and its many linked trails connect 

Edmonton in a way that by human design Edmonton’s many nodes – it gives cohesion to 

a very large area. This resource is slowly starting to be recognized for its immense value.    

When asked to describe her sketch in the interview, Stacey said the following: 

Stacey: So, it would be nice to see that woven through more and like there's so 

many benefits to bringing nature closer to people. And people spend more 
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time where it's green, like even at the International Airport. I think if that 

was incorporated more into development, then a lot of people like me that 

would like that green space and want to be out in nature. It would also then 

be more willing to live in higher density and you know, in urban forms and 

urban communities rather than wanting to further spread out into the 

suburbs. 

Summary: Connections to and Responsibility for Place 

This category of description explored the qualitatively different ways in which 

respondents described their understanding and conception of place based on their connections to 

and responsibility for place. Care and respect of place and biophilia emerged as themes from the 

data. Respondents described place as offering opportunities to volunteer in beneficial ways for 

the overall greater public interest. This sense of responsibility stems from their own personal 

connections to place. Many respondents described strong connections to Edmonton’s natural 

systems.  
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Chapter 10: Category of Description – Place as a Stimulus for Creativity 

This chapter discusses the fifth category of description: place as a stimulus for creativity. 

This category of description is the first that explores the respondents’ direct relationship between 

place and creativity. Specifically, it explores the quantitatively different ways creative workers 

conceptualize place experiences to stimulate creative thought. Three themes emerged from the 

respondents: possibilities for informal and spontaneous interactions, multidisciplinary and 

dynamically synergistic, and self-development and creativity in place.  

Table 9 Place as a Stimulus for Creativity: Summary of Themes 

Place as a Stimulus for Creativity: Summary of Themes 

Theme Defining Characteristics 

Theme 1: Possibilities for informal and 

spontaneous interactions 

• Quality of place 

• Mixed use, variation in built forms 

• Many things happening in a tight space 

• Welcoming and friendly 

• Authentic third places 

• Locally owned and operated 

• Suitably designed 

• Serendipitous  

 

Theme 2: Multidisciplinary and dynamically 

synergistic  

• Authentic places are a common 

denominator for a variety of creative 

people 

• Presence of people 

• Friendly public spaces 

• People who care about their surroundings 

• Diversity adds to overall character 

 

Theme 3: Self-Development and creativity in 

place 

• Safe and friendly space 

• Feeling of being surrounded by 

knowledge and learning 

• Place for others with common interests 

 



CREATIVE WORKERS IN PLACE  190 
 

 

The creative class literature argues that creative people converge on places where 

diversity and tolerance proliferate. The gathering of people with high levels of human capital in 

these places incites creativity through these types of workers interacting with one another. The 

connection to place in the creative class narrative refers to settings where face-to-face interaction 

creates new ideas and solves complex issues as the creative milieu (Florida et al., 2008; Landry 

2000). Florida (2002, 2012) contended that a creative milieu attracts the super-creative core and 

the bohemians who are at the heart of creative workers. They produce cultural value within 

inner-city neighbourhoods (Bain, 2006; Smith, 1996), the area then pulls in other creative people 

once the cultural value of the neighbourhood exists (Florida, 2002, 2012a). Public spaces are 

places to see and experience things in a frame of mind outside of the normal and ordinary 

context (Landry, 2000).   

Theme 1: Possibilities for Informal and Spontaneous Interactions 

The first theme explored in this chapter is possibilities for informal and spontaneous 

interactions. Creative class theory suggests that strategies to attract the creative class ought to 

aim at promoting individuality and built environments that enable spontaneous encounters, such 

as trendy coffee shops, nightclubs, restaurants, and other amenities (Long, 2009), as opposed to 

creating homogenous neighbourhoods. Respondents describe places that are important to them 

because of how the general ambiance and mood makes them feel when they are in the space. 

More importantly, they share the space with others who have similar feelings. Therefore, 

respondents describe the ability to see other people that they feel at ease interacting with, 

whether friends, acquaintances, or someone whom they may recognize from a past encounter.  
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The following respondents identified a busy pedestrian, mixed-use street in downtown 

Edmonton as a place where they feel engaged. Their experience was of being immersed within a 

very urban context with a variety of elements occurring simultaneously. Mary, the first 

respondent, described an environment that is conducive for people. She describes her need to be 

around people and an environment with the right conditions to be a comfortably shared space. 

Briar, the second respondent, described one place that remains a welcoming and friendly 

environment despite the activity and variety of inputs happening at once. Thus, it is a good place 

to have interactions with others.  

Mary: I definitely need the contact of like other people. Even if it is people I don't 

know. Pedestrians circulating on the streets and going to get their daily 

provisions. I picture my perfect neighborhood it's totally like a fantasy, but 

like imagine like in Paris on like a cobblestone street. There's bakeries. I 

can get my bread and there's the cheese shops, I can go do this. People are 

just out. Everything seems to work. People are happy. They're not 

spending all of their time getting from one place to another. And when 

they are, they're walking and enjoying everything around them. 
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Figure 29 Place Where You Feel Engaged (Briar) 

Place Where You Feel Engaged (Briar) 

 

Briar described her sketching exercise as follows: 

104 street in Edmonton is one of my favourite streets where I feel engaged within the 

City. The neon museum is a huge art display at the beginning of the street that provides 

some history of the city through the old signs. Then you walk, trees everywhere, people 

sitting having coffee, people walking around, bikers on their bike lanes, and drivers. Then 

you look up the sky and some residential condos are touching the sky, while the sun 

comes through to light up the street. 
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During the interview, Briar described her experiences within a specific downtown street. 

Briar:   It's different, like Edmonton, especially if you go to that street area. 

Edmonton is very welcoming. Like there's lots of space for us to sit and to 

be inspired or engage with others, right? I did not fit that in Madison. … 

I’ve lived in other places. Edmonton is a friendly place. I love [104th 

Street] because there is so much happening all at once. There is modern 

buildings and history. The neon museum. And then it’s in Edmonton and 

Edmonton is a welcoming place. More than anywhere. And that place is 

just everything that is good about Edmonton on one street. I seem to go 

there and just bump into someone and start talking about something.  
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Figure 30 Place Where You Feel Engaged (Gregory) 

Place Where You Feel Engaged (Gregory) 

 

Gregory described his sketching submission as follows: 

A place where I feel engaged. I’m engaged by mixed development areas. They are 

vibrant. They are alive with community + opportunity because there are so many people 

of other fields of experience.  

 In the following responses, Emma and Dean describe their experiences at local cafes as 

great settings for meeting people and making networking connections. Emma refers to 

establishments within the downtown core and places that are authentic because they are unique 

in their character and describes the type of experiences that she has as a result. In the sketching 
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exercise, she described the place as thoughtfully designed with care and attention to detail. She 

also referred to elements that made her feel comfortable sharing that space with others. Similarly, 

Dean also describes his experience of being influenced by spaces that are well designed for 

different types of meetings. He describes places that are authentic and said he is motivated to go 

to such places because of the likelihood of having an informal and unplanned interaction. 

I really like the local cafes – great places to meet people and make the networking 

connections. Downtown is good during the day to run into people so building that 

network for career growth is excellent. … There are some neat new creative spaces that 

feel great and inspiring to be in – JW Marriott lobby, DOSC21, Oliver Exchange, the 

Moth – but at the same time, I’m reminded how few of these spaces exist and how much 

dead space there is downtown. You’ve got to find the right pockets to feel great…  but 

downtown is getting better! (Emma, workbook) 

  

 
21 DOSC, the name of a restaurant, is an acronym for Drunk Ox, Sober Cat.  
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Figure 31 Place Where You Feel Engaged (Emma) 

Place Where You Feel Engaged (Emma) 

 

Emma described her sketching submission as follows: 

I feel engaged at this café because it is thoughtfully designed – mosaics on the floor, 

industrial metals, brick, has plants, elegant tables, and comfy chairs. There are always 

many people, friendly baristas, people working, making deals, hanging out. It’s a warm 

and welcoming feeling. 
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Dean: Well, DOSC is one, which is very well designed for different types of 

meetings. You can sit up by the windows where it's like, one table two 

chairs and fun little window seats or you can get a booth or a bigger table 

in the back or even stay for lunch. So, I've gone there often or Luigi's on 

Rice Howard Way, which is kind of fun in this whole lobby experience, or 

Lock Stock which is sort of a few steps down Jasper and turns into the Red 

Star. That seems to be a really big hub for people to just always go to for 

some reason between nine and eleven. So, you become a person who goes, 

oh, what time of day is it? Oh, we should go there because not only will 

we get coffee, but we're bound to run into someone right now. And these 

are more, like you say, acquaintances. We know each other from work, or 

through somebody else. Or Oliver Exchange, or Richie Market on the 

South Side, which I don't go to because there still is a weird schism 

between north and south. Bizarre what the river does.  

 Nick was a respondent who spoke about the benefit of informally and accidentally 

bumping into someone as part of his day-to-day life. Where the other respondents in this theme 

spoke about pedestrian streets downtown that cater to those who come to work or to go out, Nick 

refers to opportunities for information that arise from interactions with his neighbourhood. He 

refers to places that are more common in his day-to-day life, such as a corner store, 

neighbourhood pub, and places to walk such as the street and small parks.  

Nick: [referring to the benefits of diverse spaces in his neighbourhood] Now, we 

see a neighborhood that is just sort of same set houses that are really 

structured that it is impossible to go buy a pint of milk, or go to the bar, or 
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go to the restaurant without driving. … And those neighborhoods, often 

when we don't do those things, it creates the perception that we can't. If we 

become accustomed to it, we accept it and that is the attitude. Because of 

the way we live means that there's very little opportunity of unplanned 

interactions with people. We spend time with our family, but often in most 

places we go to our garage, get in our car, drive to our work, we interact 

with people at home, we interact with people at work, we don't necessarily 

have much opportunity outside of that. If I get on the bus, I don't really 

know who I'm going to see. I don't get to see my neighbor very often. I 

don't get to do these things. To me, those different types of interactions 

make for a vibrant, exciting, interesting stimulating sorts of places. And 

that is then also reflective just in the types of forms. I'm not necessarily 

interested in seeing all the same things or experiencing all the same things. 

And I want those different opportunities of living in a community where 

there's different types of places, different types of people, different 

languages, histories, cultures, practices, all the better representations of 

real life, or what I hope real life would be sometimes. … when you bump 

into people, if you're shopping at the local store, you're going to see people 

that you hopefully know, but better yet, you're going to see people that you 

recognize. And because you recognize them, you might say, hey you’re the 

guy with the Golden Retriever; you're so and so. Creates opportunities for 

those interactions to occur, which hopefully, further or establish those 

relationships that create community. 
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Theme 2: Multidisciplinary and Dynamically Synergistic 

Respondents in this theme described their perceptions of places that are multidisciplinary 

and dynamically synergistic. According to Landry (2000, p. 140), the conditions for a creative 

milieu that encourages innovation includes, among other things, an environment that is 

multidisciplinary and dynamically synergistic. Multidisciplinary means the mixing of creative 

workers with different backgrounds and dynamically synergistic means the ability for creative 

workers to support each other and exchange ideas.  

 Respondents generally felt they needed to be in environments that are multidisciplinary 

and dynamically synergistic. Often, these respondents describe their places of work, events, or 

places of learning. They recognized and preferred urban environments where people with 

different backgrounds and perspectives can co-exist. Some respondents participated in organized 

activities that attracted creative people from diverse backgrounds and met in various locations. In 

those instances, they preferred to meet at authentic establishments and often in mixed-use, 

pedestrian-orientated environments. 

 In the exercises, Beth described the place where she feels engaged as a place that is very 

much part of her work. She described a place where she can collaborate among international 

university students.  
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Figure 32 Place Where You Feel Engaged (Beth) 

Place Where You Feel Engaged (Beth) 

 

Best described her photograph submission as follows: 

One of my favourite forms of engagement is true collaboration among differently minded 

but united purpose contributors. I love working with consensus, for example, all 

International House using multi-approach, participatory and art-based forms of inquiry to 

help reach best plans, practices, next steps.  

During Beth’s interview, she described places within urban settings that are conducive to 

gathering diverse people with different perspectives.  

Beth: [referring to the culture in her neighbourhood] … it just seems like, there 

are a lot of interesting people around who kind of care about community 
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and our surroundings. … And I guess now I just associate that with the 

neighborhood. Smart, caring people, like-minded. I feel comfortable that 

way. I certainly I think [there is diversity of people and occupations]. … 

there's people from all sorts of different places, and that's kind of seen as a 

good thing. Even the cafes, there's like, you know, Vietnamese and Indian 

to Japanese that are run by people from like Korea and China. I really like 

that. It adds to the flavour of the area. [Diversity helps me with my 

creativity because] there's always something kind of interesting around. 

Like, you don't really get bored or if you go for a walk, you're going to 

find something kind of new, feel like there's an experience. I really love 

the library. I'll drop off [my daughter] and then I went to a cafe and I have 

like, you know, the friends and neighbour’s cafe you can have almost any 

dish on the side like a bagel and cream cheese and wonton soup. … My 

creativity, I think that space helps. Um, but there are like the City Art 

Center. I'm taking a pottery class. So that's been amazing and it's like right 

on my doorstep. I can just walk over. And I have a lot of friends in the 

neighborhood. So, you know, there's always a place to meet up with 

someone or just go for a walk, or stuff to do. I'll think more like, but I 

guess just feeling. Yeah, there's always something new. Or you can 

discover something. And you don't have to drive away to do it. You can 

just mosey around. Yeah. happen upon something cool. 

 The following respondent, Elisa, recognizes the need for diverse perspectives and places 

that facilitate exchange between such people; however, the context is different. For Elisa, it is 
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important to separate work from her home and third places. In her interview, she describes the 

importance of, and her desire to be in, settings where people with diverse backgrounds and 

different perspectives can share ideas, but strictly within a work setting.  

Elisa: Because when I think of my colleagues, I think of my department. But 

where I get some inspiration from is from the other departments that are 

surrounding me. And they say, Oh, hey, I never thought about that, we do 

this, or we have this kind of problem and I think it relates to what you guys 

do. Can you help me along with it? So, it's interesting to see, okay, well, if 

you are landscape architect, how do you work with surveyors? And if 

you're, you know, construction, how do work with surveyors. And yes, 

maybe we're pigeonholed into what we used to do and industry when 

before we came here that okay, I did all the oil and gas work. And that's 

who I know primarily the people that I know in industry are oil and gas 

surveyors. 

 For respondent Mary, it is important to be in places that are favourable to people from 

diverse backgrounds. For her, the boundaries between work, home, and third places are much 

fuzzier. She lives in a dense, mixed-use area at the fringe of downtown. The geography of her 

day-to-life is very tight because most things are within walking distance.  

Mary: [responding to her experience living downtown] It's really interesting. I 

find it's like it's been super beneficial. … [referring to Jacobs The Death 

and Life and Great American Cities] And she makes this really great point 

about people being happier when they are surrounded by people, but 

they're not necessarily forced to engage with those people. … But 
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downtown, I can walk outside and feel like I'm surrounded by my fellow 

human beings and be happy and we're all together, but I don't have to talk 

to people, because people are busy and you know, your thing. So, I like 

that. 

 During another interview, Rhonda states that she likes active colourful places. She also 

craves being able to collaborate and share ideas with different specializations and therefore, she 

is drawn to vibrant places.  

Rhonda: … I like being involved in my community and learning different things. … 

I like vibrant spaces, things that look different and things that are about 

creating that joy in people's lives that we don't have to do that. So, I think 

that's part of it is just that I like color and I like vibrancy and I like trying 

new things. And so that leads me into spaces where I get to explore my 

creativity more than if I was comfortable with just a white wall behind me, 

which I'm not like. I just don't like that stuff. So it's different. … I 

definitely like ideation with people. It is being able to brainstorm and toss 

out ideas that knowing that like half of them or more than half of them will 

go nowhere, but that as you build on things together, you can come to this 

the idea that is going to carry you forward. So, I enjoy most of the things 

that I do, whether it's work or volunteering. And even just being with 

people and having conversations that are what can, you know, exploring 

different topics and ideas. I like discussing with other people. 

 Timothy describes his experiences within places that he distinguishes as authentic and 

very diverse in terms of the types of people he would encounter. He explains that he prefers these 
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types of experiences because the authenticity provides flavour in his life. What Timothy 

describes is an authentic experience that is conducive to attracting a greater diversity of people.  

Timothy: [responding to the type of restaurants and shops her prefers] Much less to 

the chain, they're more smaller independents. They feel they feel more 

authentic. I mean, if, you know, that's actually a good word, because they 

feel more unique. I'm not just supporting a big corporation. I like going to 

these places, and they're more interesting. Great example that comes to 

mind, because I am there a lot, is the Italian Centre. I used to love going 

there because you could come in the back door and walk by somebody 

sawing cheese, which is totally wrong in so many ways. You could cut a 

finger off if you wanted to. You'd almost get hit by some of the, you know, 

dust coming off the parmesan as you came in the back door and it was 

great. It was like, you know, it was wonderful. Wonderful just in that 

texture, in that realness. There was just a sense of realness. … It doesn't 

feel so packaged. You can feel them figuring it out as they go. There's also 

Otto, he does sausages right up the street from there. He'll come over right 

to your table and says, hey, so yeah, how was your meal?  … You feel this 

realness and this connectedness which, you know, it gives me the warm 

and fuzzies that I can actually talk to Otto of Otto, whatever it is Otto does. 

But he gets his sausages from a guy on the street that sells at the market 

and it feels really integrated. These are people making a living and making 

a life. It's not just the corporations where you know, it is cleansed. He's 

figuring it out. Another one, Zocalo, which is also up the street, finding 



CREATIVE WORKERS IN PLACE  205 
 

flowers, that's where I go because I want to support them. And, they 

always give me good stuff and they do those Friday evenings where they 

had wine, can just come in, you know, it was like this is an experiment. … 

Well, I think [the atmosphere as such places] fosters engagement. They're 

just trying a number of different things. I think it just fosters through some 

community because you go and everybody is there and you're sort of 

sitting at this community table. You know, when we've been there on the, 

on the Friday, it's a different experience. You go into Starbucks, in 

Edmonton, in Sydney Australia, they're working lunch exactly the same; 

they speak the same box speak. They have the same lingo in the same 

menu. So it's something that feels, again, authentic, it feels real. It comes 

from the heart. [the clientele is] kind of a mix actually. You see a good mix 

of people there.  … You just you see those connections and I guess that's 

what I enjoy about it is those. They aren't just there for the buck. It is 

interesting to meet people and start talking to them because you do in those 

different situations, to just start talking to other people to a mix. 

Theme 3: Self Development and Creativity in Place 

 The third theme, self-development and creativity in place, explores creative workers’ 

perceptions of place and the ways in which they conceptualize their identity in places as a 

creative worker. Landry (2000) defined creative milieu as “place—either a cluster of buildings, a 

part of a city, a city as a whole or a region—that contains the necessary preconditions in terms of 

‘hard’ and ‘soft’ infrastructure to generate a flow of ideas and inventions” (p.133). Descriptions 

in this theme are less about how place stimulates creativity in a social sense. Rather, this theme 



CREATIVE WORKERS IN PLACE  206 
 

looks at place as the general context within which creative workers develop as creative 

individuals. That is, the ideal place enables thought and synthesizing ideas.  

 The following respondents highlight their experiences in places they conceive as being 

important to them for self-development in the creative process. They identify libraries and 

university campuses and describe them as the appropriate settings to separate themselves from 

other aspects of their lives. Although place provides them with the ability to engage with others, 

their experiences in the settings are more individual and necessary to the creative process. They 

describe these places as safe, personal, and friendly places to think and settle down. 
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Figure 33 Place Where You Feel Engaged (Janice) 

Place Where You Feel Engaged (Janice) 

 

Janice described her sketching submission as follows: 

I feel engaged at the Edmonton public library. I’m engaged by the opportunities to learn 

and grow, but also by the opportunity to engage with people from all sorts of 

backgrounds. I specifically drew the Strathcona branch because being there helps me feel 

engaged in Edmonton’s history because I believe it is a Carnegie library and is still 

thriving.  

When asked to describe her experience during the interview, Janice said the following: 
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Janice: [the library is] a place I can feel like I can be myself as an introvert but still 

feel like I get the energy of interacting with others. But that really does 

help me get outside of my head and feel I even just from being in the 

presence of others, feel like I can be seeing different perspectives and 

seeing how I can serve and help others in my community. Being at the 

library is a place to learn and a place to [think]. It is just the right place 

where I can get those inputs but be in my world to contemplate them.  

Figure 34 Place Where You Feel Engaged (Barbara) 

Place Where You Feel Engaged (Barbara) 
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Barbara described her sketching submission as follows: 

My favourite places in Edmonton are the various branches of the Edmonton Public 

Library. It makes me happy to be surrounded by books and people who care about books. 

They also have great programming. 

The following interview excerpts are from Janice and Gregory who describe their experiences 

the library: 

Janice: I just love Edmonton Public Library. … I gave a talk at an EPL one time in 

which people showed up. And, you know, I've gone to various events there 

and I just feel like they create a real community feel. I think the subsection 

of Edmonton who probably shows up for those things, or it's a lot of 

different subsections. I mean, they cater to different populations and they 

have things for people learning English and parents and people who are 

looking for a job. They have just a lot of different kinds of workshops. 

And I like how you get all kinds of different people in that space. But it's a 

very friendly, nice space. Never had a negative interaction there. It’s just a 

good place to settle down and just be in a place for learning. 

 

Gregory: I spend a lot of time at the West Jasper Place library, which is really, really 

nice. It's kind of newish, I think. You know, it's just welcoming. The 

places feel welcoming and encouraging. Encouraging creativity, whereas 

some places are just, they're just buildings. 
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Figure 35 Place Where I Feel at Ease to Share and Discuss Ideas (Joselyn) 

Place Where I Feel at Ease to Share and Discuss Ideas (Joselyn) 

 

Joselyn described her photograph submission as follows: 

The University of Alberta is a place where I can feel at ease to share and discuss ideas 

with others. Everyone can have an opinion and most people are respectful. It feels safe – 

there are many people here. I am most engaged and inspired here. I here either happy 
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chatter of students or quiet. I see green spaces and interesting architecture. I feel it’s a 

place of opportunity, youth and optimism. It is a place to trust. It is history in Edmonton. 

It welcomes everyone. 

Joselyn: … If there is one thing among maybe the top five that's going to draw 

creative people to Edmonton, it's the university. … Because Edmonton 

punches above its weight with that university. It's in the top 100 

universities of the world. It's been in the top 50. …The science and 

research that goes on there. The AI stuff is unbelievable. … I'll always find 

like-minded people at the university to talk to and interact with. That's just 

a really important place for me. But it is just the environment that exists 

there. I don’t need to engage with people to be inspired. I can just think 

and conceptualize. … Post secondaries in Edmonton are places where I 

would go and probably meet people I'd be interested to talk to. But also, 

just to be in such a great place to think. It’s not work and it’s not home. … 

Probably lots of places I could go where I would find like minded people, 

but the university, my work colleagues are great. I work with them all the 

time so that you spend a lot of time with them. But then I think there's 

some sort of core in Edmonton, even if you go outside your ethnic, 

preferred sort of group or similar to you or socio economic, people in 

Edmonton are very welcoming and friendly, across all aspects of society, 

you're going to find people to talk to. I can't really remember too many 

times I've encountered outright hostility anywhere in Edmonton over 30 

years. 
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 The following respondents conceive their places of work as the ideal settings for self-

development. They have different experiences to those of the above respondents, who felt the 

need to be immersed in places such as libraries or university campuses to process information 

and synthesize ideas. Rather, they perceive the resources at work in the same way others 

perceive resources at libraries or universities. These respondents are surrounded by human 

capital and thus can think about ideas and discuss and test those ideas within the context of the 

workspace. 

Figure 36 Place Where You Feel Engaged (David) 

Place Where You Feel Engaged (David) 
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David described his sketching submission as follows: 

My workplace. I refuse an office. I am a resource to the staff and the company as a 

whole. My responsibility is to support and empower, not hide behind a door. It can make 

things difficult as there can be a lot of distraction, but I believe it helps to empower others 

to be more productive. 

During their interviews, David and Beth described the importance of their workplaces as a place 

to carry out their creativity. 

David: But what I do, my job is to think about ideas. I need that time to 

contemplate them and discuss and then test. And I have the resources I 

need and they are all around me. 

Beth: Yeah, my work has been like, the predominant force in my life for a very 

long time. I just find it super exciting to like, when you have a group of 

people who just want to do something together, and you can kind of wait 

for the, the ideas that will come that no one could have thought of on their 

own. Like, that's a big if the people are all in good spirits about things, it's 

just when people feel like they're heard and can contribute, they get really 

happy and creative. … I think I'm so sensitive to my environment that like, 

I feel like even the smell of the coffee or the tea or like stuff like that. It's 

subtle, but it matters. The flexibility of the space is so important, because 

sometimes you have spaces where things are, like, nailed down, or 

something, but then people can't change the distance they have between 

each other. And you know, even like the distance we're at is no different 

than if we're here. But for me, I need that time to just gather my thoughts 
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and process. That's important. I need light. Open space and just being 

comfortable. And I showed those pictures of where I work. That all helps. 

Summary: Place as a Stimulus for Creativity 

This category of description explored the qualitatively different ways in which 

respondents described their understanding and conception of place as a stimulus for creativity. 

Three themes emerged from the data: possibilities for informal and spontaneous interactions; 

multidisciplinary and dynamically synergistic; and self-development and creativity in place. In 

the first theme, following respondents described active pedestrian, mixed-use, urban 

environments as places where they feel engaged and inspired. In the second theme, 

multidisciplinary and dynamically synergistic, respondents described places of work, places 

where events occur, or institutions for learning. They preferred places where people with 

different backgrounds and perspectives exist. In the last theme, self development and creativity 

in place, descriptions of place related to ideal settings that enable thought and synthesizing of 

ideas. These were safe, personal, and friendly places such as a public library, the university 

campus, or places of work.  
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Chapter 11 - Category of Description: Place as an Expression of Self 

 This category explores the qualitatively different ways in which respondents assign 

meaning to place as an expression of their inner persona. Csikszentmihalyi and Rochberg-Halton 

(1981) argued, “In almost every culture, objects are chosen to represent the power of the bearer. 

More than any other trait, the potential energy of the person, his or her power to affect others, is 

the one that is symbolically expressed” (p. 26). Place can reveal the values that inhabitants wish 

to portray. Four themes emerged from the respondents’ answers: place attachment and identity, 

authentic built environments, authentic social engagement and interaction, and das Man.  
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Table 10 Place as an Expression of Self: Summary of Themes 

Place as an Expression of Self: Summary of Themes 

Themes Defining Characteristics 

Theme 1: Place attachment and place 

identity 

• Historic character and connection to the past 

• Unique character, not necessarily historic 

• Mixed-use areas 

• Heterogeneous  

• Experienced important events in place 

 

Theme 2: Authentic Experiences  • Authentic experiences are defined by 

connections with people 

• Welcoming and personal 

• Clustering of amenities 

• Establishments that express individualism 

 

Theme 3: Place as an expression of 

conformism 

• Built environments that are orderly, 

standardized, and systematic  

• Follow the anonymous they 

• Authentic places are not typically considered 

 

Theme 4: Quality of place means 

quality of life 

• Neighbourhood is an extension of home 

• Place fulfills personal need 

• Mixed land uses and relationship between 

pedestrians and buildings 

• Access to authentic experiences and basic 

needs 

 

Theme 1: Place Attachment and Place Identity 

The concept of place is fundamental in environmental psychology; however, uncertainty 

exists regarding how the bonds between people and places should be measured. These bonds 

include place attachment, place identity, and place dependence. Despite the uncertainty, there is 

agreement that the development of emotional bonds with place, among other things, gives people 

the sense of stability they need in the ever-changing world (Hay, 1998), facilitates local 
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participation (Brown et al., 2003; Guardia & Pol, 2002; Vorkinn & Riese, 2001), and provides 

some form of attachment and identity (Cuba & Hummon, 1993; Williams & McIntyre, 2001).  

Place attachment refers to the psychological bonds the respondents developed with 

place.22 Place identity refers to those dimensions of self that “define the individual’s personal 

identity in relation to the [place itself]” (Proshansky, 1978, p. 147). Respondents to this theme 

described places that evoke meanings, beliefs, emotions, and attitudes. They described an 

emotional attachment to places in which they associate and with which they identify. 

Respondents generally described emotional bonds with historic places and a general affinity for 

areas they described as having character. According to Giuliani (2016), factors thought to 

influence place attachment include integration into the social community, engagement with local 

institutions and organizations, and the physical attributes of the neighbourhood, which include 

socioeconomic class. Lewicka (2011) noted that those who live in homogenous neighbourhoods 

are more likely to report place attachment. Thus, there is a negative correlation between 

increased neighbourhood diversity and place attachment. Interestingly, those respondents who 

described an emotional attachment to the areas in which they live chose to live in mixed-use, 

diverse, and heterogeneous neighbourhoods.  

Lisa, the following respondent, had emotional bonds with several places within walking 

distance of her home, and throughout the city. She described strong preferences towards 

historical places. Her place attachment came from elements of Edmonton’s heritage and their 

symbolic meaning, on both a personal and community level. She described interest in the place’s 

past as well as her own past as it related to the place. 

 
22 See Giuliani, 2003; Hidalgo & Hernandez, 2001; Low & Altman, 1992; Manzo, 2003; Pretty, Chipuer, & 

Bramston, 2003; Williams, Patterson, Roggenbuck, & Watson, 1992. 
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Figure 37 Authentic Mode of Existence 2 (Lisa) 

Authentic Mode of Existence 2 (Lisa)

 

Lisa described her photograph submission as follows: 

University of Alberta Farm. The U of A Farm is an unusual and distinctive part of my 

neighbourhood. It resonates with me on more than one level: I grew up on a farm, so it 

returns me to my roots and memories of a time in my life that had a balance of a safe, 

carefree existence and hard, rewarding work in a healthy atmosphere. It is a rare gem of 

rural life in the centre of the city – a green space and a community area that provides a 

place for walkers, joggers, cyclists, and dog-walkers. It also offers an education of where 
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our food comes from – not in plastic packages in huge fluorescent-lit stores, but in a 

place where we can see crops growing and being harvested, and where we can purchase 

good, healthy food directly from its source through the heritage chicken egg program and 

the community garden markets. 

 Lisa answered the following question in the workbook posed by her neighbourhood: 

“Why did you choose me as a place to live?” She referred to elements of her neighbourhood with 

which she identified when she first came to the neighbourhood. She described a sense of 

continuity with the past and, in later exercises, expressed frustration with contemporary built 

forms. During her interview, she described how she identified with her community. 

I chose you to live in 30 years ago. I was a single working mother with a 4-year-old son. I 

had a secure job but a modest income so I needed a house that I could afford to buy. I like 

that you were a safe, quiet place with older character homes. I like places with history 

and stories of people who have been there before me, and you seemed to have that. You 

also had a beautiful canopy of mature trees on your streets and a nearby park and 

playground. Green spaces are very important to me in a city, and you provided that. You 

also had a school close by with a daycare in the school, so I could easily drop my son off 

and pick him up before and after work. 

Lisa: Partly because I like to walk. So sometimes they'll vary the speed just so 

that I get a little bit of, you know, heart going. And, but a lot of times I just 

like, I like walking around neighborhood and the feel of it. So, I take in 

things and sometimes I take my sketchbook with me. So, and the thing I 

notice about when I do sketching, as opposed to just walking, is that I see 

things that I wouldn't see otherwise. So that happens to me anytime that I 
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sketch, I noticed things in more detail. And I noticed things that you would 

not see otherwise, when you're just walking past, you're not noticing as 

much when you're studying something through sketching, you see it more. 

Yeah, you see it more clearly. We have a lot of elm trees in our area. And 

the bark is so beautiful on them. It's like woven diamonds almost. I like to 

go and feel almost hug you know. Not really hug but I touch it. And 

sometimes I talked to them and sometimes I talked to the animals too. I 

have one little names for all the animals. So, if I see a rabbit, it's Hi, Peter. 

If I see a gull, it's hi Jonathan. You might know some of those references 

more than some younger people. Yeah. If it's a magpie, it's hi Maggie. If 

it's a crow, it's hi Sam. I have I talked to the animals too. Yeah. So there's 

sight, scent, speech. 

 In the workbook exercise, Timothy described an emotional bond between himself and his 

neighbourhood in that he came to the neighbourhood when both he and his neighbourhood were 

in vulnerable circumstances. In this regard, Timothy sees dimensions that define his own 

personal identity in relation to certain aspects of his neighbourhood.  

You’ve been there in my raw state and I think you’ve grown and appreciated the 

flexibility that that provides. There have not been green lawns and perfect hedges to keep 

up with or compete with. I’ve watched you transform over time your private yard but not 

the outward street appearance. This was at first confusing, but I see how that you not 

want to stand out in the neighbourhood as something different; and attract attention. Your 

yard is an oasis within the vast openness of the streets, my streets. As we’ve matured 

together change has happened now ever slowly to the overall neighbourhood and streets 
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outwardly. You’ve focused on your internal self and have attempted to invest in renewal, 

but the timing wasn’t right. It looks like now the timing might be right, for both of us to 

make substantial change. (Timothy, workbook) 

 Both Barbara and Joselyn described a sense of attachment based on a sense of continuity 

with the past. Barbara described the neighbourhood in which she relates to from her past. She 

recalled that front porches gave the neighbourhood a sense of social interaction. Joselyn has 

lived in her neighbourhood for 30 years and is aware of the place’s history. 

Barbara: I didn't have exactly a front porch growing up, but there were front porches 

in the neighborhood that I lived in. I felt like that was like a nice way that 

people came in and out their front walkways to get to their cars. 

Everybody kind of knew each other in this little cul-de-sac. That was just 

nice because you would see each other enough to say hello and know each 

other's names usually. And here less, you make a specific effort to meet 

people you want. 

 

Joselyn: I've been here 30 years now. And that's the only neighborhood I've lived 

in. It's small enough that I know a lot of people, I feel very safe there. I 

feel very protective of it. And just enjoy. I can't imagine another location 

in Edmonton. 

 The following respondents, Lisa and Joselyn, described emotional bonds with historic 

places. They described their awareness of the place’s history but also their own innate and 

emotional connection to those places. That is, they were not just interested in the places’ past, 

but they also felt these places reflected their own personae. 
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Figure 38 Place That Make You Feel Comfortable (Lisa) 

Place That Makes You Feel Comfortable (Lisa) 

 

Lisa described her sketching submission as follows: 

Hotel Macdonald. This is one of my favourite places in Edmonton. When I am 

downtown, I often have lunch here and feel completely comfortable to be eating here on 

my own. It is an interesting combination of elegant and comfortable. It is iconic in 

Edmonton in that the City of Edmonton designated it as their first Municipal Historic 

Resource in 1985. I was inspired to make this sketch on an extremely cold day last winter 

when I had to be at a meeting downtown and just wanted to be in a place afterward that 

felt cozy, warm, friendly, solid and dependable. 
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Lisa: And it's true when the sketch group for example, when we go out and 

sketch we're just sketching Edmonton for the most part. But when we go in 

sketch we are in really, I find drawn to heritage architecture, more so than 

contemporary architecture. We aren't necessarily saying we have to do 

that. Like it's just all kinds of suggestions where you want to go and 

sketch. If it's a streetscape, we end up sketching those heritage buildings, 

they seem to be more interesting, there is more character, more detail. It 

feels like there's stories behind the walls and those stories speak to me 

personally and that that feels inspirational. Rather than just a blank, 

uninspiring square, rectangular, whatever.  

Joselyn: I think it would have such a sense of history and coolness about it that 

creative kind of people really like anything. And it's wide open to potential 

because it's just so big and empty. … Yes, so it is a historic building. It has 

a historic preservation order on it. It's certainly a landmark. Built in the 

30's. It is next to the river. Brick. … I would love to see something happen. 

… I think only things that could happen would be to our benefit. It’s such 

a great building and feel connected to it in a way. It is part of the city and 

the neighbourhood and I am also so much part of this neighbourhood. Or I 

should say, it’s a part of me.  

Theme 2: Authentic Experiences 

This second theme explores respondents’ descriptions of their authentic place 

experiences. According to Relph (1981), authenticity is achieved by changing the relationships 

people have with place and the ways they act and think. People build social capital through 



CREATIVE WORKERS IN PLACE  224 
 

intentional interactions with place to have an experience. Respondents described seeking out 

authentic experiences and the importance of such experiences as part of their lives and who they 

are as creative people. They described their authentic experiences typically involving the 

characteristics of the physical space and the type of social interaction. The following two 

respondents described experiences influenced by the social qualities of a place. Such places 

provide an ideal and comfortable setting for networking. Their experiences in such places are 

very important to them and align with their values. 

I really like the local cafes – great places to meet people and make the networking 

connections. Downtown is good during the day to run into people so building that 

network for career growth is excellent. … There are some neat new creative spaces that 

feel great and inspiring to be in – JW Marriott lobby, DOSC, Oliver Exchange, the Moth 

– but at the same time, I’m reminded how few of these spaces exist and how much dead 

space there is downtown. You’ve got to find the right pockets to feel great…  but 

downtown is getting better!  

 

Emma: [local cafés] are important for me because it shows that Edmonton is trying 

to be creative and think outside of the box. And create unique spaces that 

aren't, like replicable anywhere, or like, you know, just aren't like a cookie 

cutter thing and so it creates a unique, memorable place. … I think like the 

actual employees at the restaurant make a difference. And like the 

employees at DOSC, for example, you get to know them. Starbucks 

doesn't serve you at all. … I know that one of the employees like, you 

know, she was fantastic. She was really great to us. She took another job 
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and it was kind of like sad to see her leave because she knew my name all 

the time. Like she recognized me when I came in. You kind of develop 

these relationships with people at the smaller cafes that I would say 

typically are more concerned about relationships, … Yeah, like how you're 

greeted when you come in and there's, yeah, it has to do with the people 

there because it's also about how you feel welcomed into the space. And I 

think design is one element of the welcoming. The people are another 

element of the welcoming. Yeah, and I think Edmonton is also place where 

people seek out those connections. … And if you think about the, the 

independent cafes that exist along there that are doing like huge business, 

you know, people will go towards those ones before they go towards a 

Starbucks. Because it has those intangible aspects that the Starbucks just 

can't create the same way.  
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Figure 39 Place That Makes You Feel Calm (Timothy) 

Place That Makes You Feel Calm (Timothy) 

 

Timothy described his photograph submission (Figure 39) as follows: 

Music and poetry readings - that there can be alternative spaces within an easy few 

minutes walk of home gives me an easy calm feeling.  
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Figure 40 Place Where You Feel at Ease to Share and Discuss Ideas (Timothy) 

Place Where You Feel at Ease to Share and Discuss Ideas (Timothy) 

 

Timothy described the Zocalo (retail store) as follows: 
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- very familiar environment with flower shop, kitchen accessories, and space in 

greenhouse to have coffee and light dinner with wine at limited times - relaxed 

environment where I again feel I have connected with friends.  

When asked during the interview to describe the type of restaurants and shops he would typically 

support, Timothy said the following:  

Timothy: Much less to the chain, they're more smaller independents. They feel they 

feel more authentic. … I like going to these places, and they're more 

interesting. Great example that comes to mind, because I am there a lot, is 

the Italian Centre. I used to love going there because you could come in 

the back door and walk by somebody sawing cheese, which is totally 

wrong in so many ways. You could cut a finger off if you wanted to. You'd 

almost get hit by some of the, you know, dust coming off the parmesan as 

you came in the back door and it was great. It was like, you know, it was 

wonderful. Wonderful just in that texture, in that realness. There was just a 

sense of realness.  

Similarly, Tammy described a connection with the social structure of a place that exists 

within the smaller, trendier establishments. She feels more comfortable and at ease in such places 

versus chain establishments. She attributed this experience to the place being an extension of 

herself. 

Tammy: … One of the reasons I keep going back to the smaller cafes on say 124th 

Street or the better smaller run ones say downtown versus like Starbucks 

or a Tim Horton's is the quality of the food and coffee. … And they play 

good music. It makes a good environment for working. … I am more 
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likely to run into people I know at the smaller, trendy, personally run cafe. 

I don't know, it feels like an extension of my own living room which I 

make to reflect my personality. So yeah, I would likely go to a smaller 

place.  … I don't know, maybe just a little bit to just prefer to be seen in 

the trendier places.  

Mary described a fuller experience in authentic establishments because of the location 

and the physical attributes of the place. She explained that historic buildings and a dense urban 

setting add to the vivacity of the area, which in turn enhances the overall experience. Mary 

described her photograph submission of a non-chain restaurant in a unique historic building. She 

emphasized that the building is not located on Whyte Avenue, a busy, trendy, historical district. 

This is interesting because she feels that such a historic building that is not associated with the 

type of places that are depicted in the creative class literature, is more authentic.  
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Figure 41 Authentic Mode of Existence (Mary) 

Authentic Mode of Existence (Mary) 

 

Mary described her photograph submission as follows:  

This photo represents a choice that goes against the natural attitude in Edmonton in that I 

chose to patronize a non-chain restaurant in a historic building that was NOT Whyte Ave. 
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Mary: I love eating out. I love restaurants. I love wine bars. Living downtown 

gives me an opportunity to go to like smaller non-chain spots. There are 

chains downtown, but we have [more authentic restaurants such as] Corso 

32 and like, or Mucho Libre's. … There's also more foot traffic downtown 

because Edmonton, like all newer cities has kind of been designed around 

the vehicle so it was like you get dispersed in your neighborhoods that are 

farther out. I think increasingly businesses are like kind of locked in 

parking lots, so you have to drive to them. I think you get less people that 

way. Downtown I find really fosters more interesting entertainment. I 

mean, it's changing for sure. There's some great restaurants and like 

pockets of Edmonton but for the most part, I find like the more unique 

interesting places are still downtown. … I think many people don't really 

think about [the experience of going to a more authentic establishment]. 

But I think it is a richer experience if it is not locked in by parking. Joey's 

at South Edmonton Common is a good example. It is a cool place. The 

building is nice. But something is lost when there is no context around it. It 

is in a sea of cars. You can sit on the patio and look out onto parked cars 

and asphalt. … [Downtown] you are connected to people on the street and 

have a sense of everything else that is going on. … I think there's a little 

bit more of like creative touch to [non-chain establishments]. … I prefer to 

go somewhere where I know the chef has creative control over the menu. 

So, like that, to me is more interesting. … I just find like, you get a little 

bit more. There is more creativity, interesting things, variety, for sure. 
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Might get to try things that you've never tried before, like different wine 

lists that aren't mass produced wines. You can totally tell I'm foodie, wine 

person. And that is also part of why I live love living downtown is because 

those things are accessible to me. (Mary, interview) 

Theme 3: Place as an Expression of Conformism 

One of Heidegger’s (1927/1962) key concepts in Being and Time is authenticity. He used 

the term Dasein to articulate the uniqueness of human beings—the ability to make decisions that 

set people apart from one another. He describes Dasein as subject to a constant pressure to bring 

its intentional choices and acts into agreement with those of its peers and therefore with a generic 

description of what the anonymous they do (McKinney, 2018). Often, these sociocultural 

expectations occur at an unconscious level of awareness. Heidegger suggested that this leads to a 

they-self, an inauthentic self. This inauthenticity causes human beings to become absorbed with 

the superficiality of the world, such as mass media, fashion, consumerism, and urban form 

preferences. His view was that most humans have an inauthentic existence, and instead of 

accepting their own limits, they pursue distraction and escape through inauthentic modalities. 

Heidegger (1927/1962) characterized such conformity as the anonymous they or das Man. 

Conversely, those who have an authentic existence would be capable of fulfilling their potential.  

Unlike authentic experiences, this theme refers to respondents’ inauthentic experiences. 

This theme focuses on creative workers who described experiences in terms of conformism. 

They made urban form choices that are generally orderly, standardized, and systematic as 

opposed to defiant, organic, and inconsistent. Gary, the first respondent, unconsciously made 

urban form decisions based on conformity.    
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Figure 42 Built Environment Best Suited for You (Gary) 

Built Environment Best Suited for You (Gary) 
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Figure 43 Inauthentic Mode of Existence (Gary) 

Inauthentic Mode of Existence (Gary) 

 

Gary described his sketching submission as follows: 

This is the neighbourhood where I live. I come to this place to get fuel for my car and 

grab a coffee.  

During Gary’s interview, he was asked to describe the influences that led him to choose the place 

where he lives. 

Gary: I mean after University, we were renting. We had a place near Whyte 

Avenue. So, it was close to the U of A. I was able to get a good job and 

after a while was making decent money. My wife was doing alright as 

well. We knew we wanted to start a family and we just didn’t really think 

about it too much to be honest. We liked the house. It was fairly new. 

Seemed to have what we wanted. You know, it checked the boxes. …  

Interviewer: Did you feel a sense of expectation to have the type of house that you 

have? You know, maybe because others that maybe would fall into your 



CREATIVE WORKERS IN PLACE  235 
 

demographic would, well maybe not even your demographic, just others in 

your situation would purchase a single detached house? 

Gary: You know something I never thought about really. We just were looking 

for a house. And it just so happened it was where it is. We didn’t say, let’s 

just look in the suburbs and we didn’t say let’s look in older areas. But we 

only looked in the suburbs. That’s interesting though. I suppose if I layer it 

down, you know we probably thought that the thing to do is buy a house in 

the suburbs. I don’t have a truck. Maybe I have to get one now. …  

Interviewer: So, also you, the picture of the gas station. Why did you take that picture? 

Gary: … And yeah, I mean, I drive by that spot every day and stop to get my 

Tim’s coffee and when I need gas, I get my gas there. … Well I don’t 

leave the office to get a mochaccino or a, I don’t know whatever. I’ll have 

a cup or two at work maybe. 

Similarly, David also made unconscious decisions based on a sense of conformity. When 

considering his urban form choices regarding a place to live, he described, in the workbook, his 

choice as one that did not consider going against conformity but something he gravitated 

towards.  

The neighbourhood is clean and the occupants mostly make an effort to maintain a clean 

and open neighbourhood. I feel it is a safe neighbourhood and I am not concerned about 

my children playing outside. Occasional crime does concern me, but it is rare. 

Neighbours participate in holiday and block parties are common. (David, workbook) 

Interviewer: Tell me about your decision to move to the suburbs. It's a good question  
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David: I don't know. Like I say it was an impulse decision. It was a good fit for 

our family. Safe. We just kind of gravitated towards that. 

 Janna described her experience of place in her neighbourhood, emphasizing material 

comforts. She also referred to an inward-facing lifestyle in that she feels a sense of comfort and 

security within her house and her property; however, she described a sense of sameness and 

conformity within the neighbourhood itself and external to her property.  

Janna: I guess it would be less about the neighborhood and more about the house 

in the neighborhood. So, the only thing that I can sort of related to would 

be like Fung Shui like just good, good Juju. When we walked into the 

show home, it was like, yeah, this is definitely right the house. I just knew 

this was the house.  

Theme 4: Quality of Place means Quality of Life 

The prevailing form of new housing in the Edmonton region is low-density suburban 

residential. As described in Chapter 2, this type of development has been standard throughout 

Edmonton’s history. Criticisms of this type of development suggest that mass-produced housing 

is standardized, homogenous, and wasteful (Brown, 2006). More specifically, suburban housing 

contributes to a fast life that has a negative impact on people, cities, and the environment. Its 

impact on people relates to diminished quality of life. The respondents did not specifically speak 

to quality of place in terms of aesthetic quality or quality of design. Instead, they equated quality 

of place in terms of proximity to authentic experiences. More specifically, land use that is mixed 

and buildings that lend themselves to walkability.  

Respondents to this theme described places that lend themselves to an enhanced quality 

of life. These include built environments thought to serve the needs of the respondents. They 
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identified buildings and neighbourhoods that provide a mix of uses, parks and other public 

spaces, walkable streets, the identity of place, and the ability to interact with others. Respondents 

also described a much more holistic perspective of their understanding and experience of place. 

The distinction between these respondents’ homes and other places (such as work and third 

places) is blurred. They see their homes as connected and integrated within the neighbourhood. 

They described experiences based more on their emotional connection with their neighbourhood 

and other parts of the city. In this respect, respondents expressed how buildings and houses could 

be more physically and socially connected with the city. Barbara, for instance, felt that it makes 

sense for houses to have front porches or verandas to facilitate social engagement with 

neighbours. 

Interviewer: In the exercises, you did mention that you wish that there were more 

opportunities to get together. You talked about maybe a community hub or 

a coffee shop or that sort of thing, which might make a big difference. Tell 

me more about that. Talk about that a little. 

Barbara: I just think it's hard to get to know your neighbours [because of the lack of 

neighbourhood based amenities such as a coffee shop]. … But, you know, 

just to just be nice if we could go have coffee somewhere. I also always 

wish that we had the front porches. Because everybody has these sort of 

back decks, which is what we have, which is very nice and a nice little 

back yard. And that's great for kids and our family. But I feel like when 

they're front porches, that's when people get to know each other, you 

know, when they're going in and out the front, sitting out there and things 

like that. I think we would have gotten to know our neighbors a lot faster if 
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if that were the case. …I just wish there were more places we could gather 

and kind of just casually get together. 

 Beth lives in a small apartment with her husband and young daughter in a trendy, mixed-

use neighbourhood close to downtown and the University of Alberta. She, like other respondents, 

derives enjoyment from being within walking distance of unique experiences. Beth takes comfort 

in being able to walk her daughter to school, grab a coffee at a local coffee shop, and continue on 

to work. Unlike the second theme, respondents to this theme do not want to keep work, home, 

and social activities distinctly separate. Beth wrote the following when asked to describe her 

neighbourhood: 

Beth: So, I live in the heart of Stratchcona. Old Strathcona. I live close to the 

University. And well, I guess it's like the only politically like sort of 

progressive neighborhood, whatever that means, it's lively and you can 

always walk. You can walk to wherever you need to go if you need to. … I 

really like walking to work. … I like being by the river valley. I like being 

in like really treed areas and just kind of pleasant. But I love the cafes, my 

daughter goes to Garneau School. So, we walk every day. I love my 

neighbourhood. It's great. Garneau School is nice. … Mostly we eat in our 

neighborhood or on Whyte Ave. Yeah, used to be going to the Turkish 

cafe and we went there a lot. And as far as creativity, High Level Diner, in 

particular, there was a long time when my in laws were staying with us, 

and I still do it sometimes, but it was like so frequent that I just go for 

breakfast in the morning, get my special table in the corner. They know I 

like a few tables; they always ask me to make my to do list for the day do 
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journaling for an hour and just kind of settle myself. I love it. They're like I 

would figure out so many projects just because I like I like doing work 

when you're like surrounded by people when it's not too noisy, when 

there's a little bit of noise. But it feels familiar and comfortable and I can 

like have food. I always have food when I'm doing creative work, I guess 

or generally. …Sometimes do that at Kyoto sometimes I have meetings at 

Kyoto with colleagues. But if I have a day off or be days off, like, I'm 

taking time for work right now, so that's where I drop my daughter like, I 

love to wonder around. Explore things. … And I will walk slow. Love to 

just explore. But I will kind of get lost in the place. But there are times 

when I do just go up and mosey around, which I really like. There are lots 

of different new shops and cafes always on Whyte Ave. …  

Like Beth, the following respondents (Theo and Mary) live in an apartment in a mixed-

use neighbourhood near the river valley. They have a profound connection to their home and 

neighbourhood but not exclusive of each other, rather blended. The neighbourhood is an 

extension of the home, which is reflected in their day-to-day lives. When asked about their 

experiences with place during the interviews, responses centred on access to amenities and basic 

needs and the ability to save time and slow down.  
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Figure 44 Authentic Mode of Existence (Theo) 

Authentic Mode of Existence (Theo) 

 

(Theo, photograph exercise) 

Theo: From urban living context, I like to say it's one of the areas in Edmonton 

that you can truly live without a car. It you know, the five blocks, call it 

seven block radius of everything you need is fulfilled in that space. It's got 

a grocery store, a daycare, it's got schooling, it's got transit, it's got bike 

lanes. And if you think about it from a health perspective, I don't have to, 

but I choose to walk. Also, from a quality-of-life perspective. Every 

evening even to go to the store, I bring my backpack and I go grocery 

shopping two or three times a week…. And I was thinking to myself, what 

if we had more neighborhoods that people could get out and was forced or 

chose to walk once or twice a week. How better it would be from a health 
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perspective, an economic development perspective, and from a 

sustainability perspective. I can say, that has made my quality of life much 

better. … And so, Richie Market is a great example, when the market was 

on 104 Street downtown, you'd see them with, you know, a thing of berries 

and a thing of cookies. But they're there to socialize and have the 

experience. Traditionally markets are places to buy food for less because 

you're purchasing it from the producer. … People do that because they 

know it's better quality, but more importantly, the enjoy the experience. … 

So, at hyperlocal destinational place that becomes a social hub that might 

have been, you know, a cafe or a diner hundred years ago or, you know, 

even a part now is becoming such a social place with dogs and kids. And 

that relative sense of inclusiveness, regardless of who you are, and what 

your background is. So, to me, it's, it's defined by that, that anchor, so 

certainly your restaurant or coffee shop has to be there.  

Mary: My company's studio is downtown. … But generally, it takes 12 minutes 

to walk to work. I can walk to the grocery store. I'm really close retail. So, 

like City Centre Mall, and many of the boutique stores. So, it's like I need 

sneakers, or you know, body wash or whatever, I can just go and walk to 

what I need. Movie theaters are close. I literally just don't even have to 

take the bus or the LRT or anything. I just am on my own two feet, which 

is great. I like the mix of people that are downtown. I'm finding 

increasingly like there's a younger set that's living downtown. … It's 

mostly I would say it's mostly the being able to walk everywhere.  
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Timothy also spoke to his quality of life as being a result of his urban form preferences. 

He lives in a house on the fringe of downtown in an area that has a perception of very high 

crime. While the immediate area of his neighbourhood is in transition, he has access to amenities 

and authentic experiences which he attributes to a better quality of life.  

Timothy: I think I have a way better quality of life. And of course, that's a really 

biased thing. I think I have a much better quality of life because I can 

focus on living; not on taking care of my bloody lawn and trimming my 

hedge. My neighbors are happy with it. and spending time in the car. 

There's no way I would want to spend 45 minutes or a half hour, even in 

Edmonton, that's not unreasonable or convenient. That's wasted time, that's 

wasted life to me. 

Summary: Place as an Expression of Self 

This category of description explored the qualitatively different ways in which 

respondents described their understanding and conception of place as an expression of 

themselves. Four themes emerged from the data: place attachment and place identity; authentic 

experiences; place as an expression of conformism; and quality of place means quality of life. 

This chapter highlights the place-based choices and preferences relate to individual values, 

beliefs, and principles. Because of that, the themes emphasize the distinctions among creative 

workers and their corresponding conceptions and understandings of place.  
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Chapter 12: Category of Description – Place Means People  

This chapter explores the qualitatively different ways creative workers in Edmonton 

described their experience and understanding of place in terms of embracing social interaction as 

well as the built environment. This chapter considers that place means people and social 

interactions, as well as physical buildings. Social interactions in public and other third places are 

based on the need for people to be socially dependent. Positive relationships between built forms 

and experience relate to the ability to have social interactions (Abbas et al., 2013). Place 

attachment often develops because of people’s positive and negative interactions and social 

compatibility in place. 

 This chapter focuses on respondents’ different perceptions of place in relation to the 

presence of people. The presence of people is critical in creative class theory in terms of 

diversity of people interacting and the visible presence of people engaging in activities to 

produce vibrant street life, café culture, arts, and music. Three themes emerged from the 

respondents: connections to people, place defined by amenities, and place is not important to 

maintain connections.  
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Table 11 Place Means People: Summary of Themes 

Place Means People: Summary of Themes 

Theme Defining Characteristics 

Theme 1: Connections to people • Presence of people in public and semi-public places 

provides a sense of comfort and familiarity.  

• Level of comfort sharing space with strangers. 

• Presence of people provides an unconscious 

connection with others. 

• Semi-public places that are familiar are conducive 

to sharing and discussing ideas 

 

Theme 2: Place defined by 

amenities 

• High value on availability of amenities. 

• Strong desire for authentic neighbourhood 

amenities to connect with neighbours. 

• Neighbourhoods defined by amenities. 

• Ability to walk to amenities is a key element. 

• Strong sense of place is cultivated through locally 

run and authentic establishments. 

 

 

Theme 1: Connections to People 

Understandings of place can develop when connections are formed through relationships 

with others. In this theme, respondents described experiences of connecting with other people, 

whether directly or indirectly, where the respondent was alone but preferred to be surrounded by 

people. These types of connections affect the type of individual experience of place. The 

responses were mixed in the sense of where respondents had direct connections with other 

people. Although place is important for these respondents in maintaining connections, they 

described a mix of public, semi-public, and private places. Public places include the public realm 

such as street sidewalks, parks, and plazas. Semi-public places represent the interface between 
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private and public space and include establishments such as restaurants, bars, or cafes. Private 

places are spaces that are more intimate, such as work or someone’s home.  

The following respondents described their experiences of place in terms of people in 

public places. They felt a sense of connection with a place simply by being in the presence of 

people. They felt comfortable sharing space with people they did not know. 

I didn’t see a single motorist (all cars were parked). I saw people, and while we didn’t 

“talk” we were “friendly” in that we exchanged nods. (Gregory, workbook) 

Interviewer: You also mentioned as you approach somebody when you walk that as you 

approach somebody, you might exchange nods.   

Gregory: I have a dog so what dog walkers like dog owners notices other dog 

owners. … I agree with the idea that you are more inclined when you're 

comfortable to enjoy the company of someone in a public place, even if it's 

just a recognition of their existence, and I feel like I do that more often 

where I live now because it seems to be people of similar age. But yeah I 

do like the, just the presence of people. …  I think it's just natural right? I 

certainly feel safe and not rushed, [I don't] feel a ton of traffic going 

around so I'm more comfortable to stop and look around and talk to 

people.  

Meeting fellow neighbours out walking their dogs; a dog friendly neighbourhood I think 

increases interaction from people that would otherwise not interact of find other 

commonalities. (Stacey, workbook) 

Interviewer: How do you think [well designed places] plays a role with individuals 

interacting with each other in these third places? 
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Stacey: I think just makes it a little bit more of like a natural setting. You're more 

inclined to say hi to someone or interact with them if they're out in a like a 

natural setting than if I just walk by them in the mall, right? Like I'm not 

going to make eye contact I'm not going to engage necessarily because I 

don't know them but if it's just your you know, you're out in a natural 

setting and you see someone else, you're inclined to say hello or ask how 

their day is. I don't know why that is but being in a more natural setting 

people tend to have the guard down. 

Figure 45 Place That Makes You Feel Comfortable (Briar) 

Place That Makes You Feel Comfortable (Briar) 

 

Briar described her photograph submission as follows: 

Walking to and from work, I always make sure to pass by the Alex Decoteau Park in 

downtown Edmonton. … you hear different kinds of things: people socializing as their 

dogs play and bark at each in their designated area; car traffic; or a random talent with 

music on the speaker. You see people engaging in a place located in a busy location, but 

provide them a secluded area to escape from a busy life. … I really enjoy this place, and I 

think it provides comfort to me with all its ironies and the senses it brings to life. 
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Briar: So, when I'm in that park, no one is interrupting you or you don't expect 

that through You're there. You're minding your own business, talking, 

reading a book, listening to your own music.… I like that when it's a busy 

street, not busy in terms of lots of people, but everyone is just doing their 

own thing, you feel inspired. Like, in a way that yes, I want to be here, I 

want to try these things. I want to try that. This person is able to do this, I 

should be able to do this as well. Let's try new things, just keep the same 

active mentally in a way and kind of drive some physical activity as well. 

Like many times, I see all kinds of different people. And it takes me a 

moment like I will say I wish I had a camera just to have that mental 

image. Because it's very inspiring in a way because there's my thing going 

on at the same time. Between nature and the people in the morning. I enjoy 

it. …  It's a quality of life thing. (Briar, interview) 
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Figure 46 Built Environment Best Suited for You (Emma) 

Built Environment Best Suited for You (Emma) 

 

Emma described her sketching exercise as follows: 

A built environment best suited to me has people enjoying it – working with friends, their 

dogs, biking, sitting for coffee/meals/doing work/meeting up. The architecture is 

interesting from the outside and the interiors are well designed. There are options for 

places to go and places to sit and people watch. 
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Emma:   That [living in a dense, mixed-use urban setting before moving to 

Edmonton] was made way more desirable than other options. … And it's 

just more vibrant with things going on and also like people my age and 

friends …. I mean, there's activity happening. So, you know, there's people 

walking around. In the summer, there's the lime scooters, and so it's nice to 

see people enjoying themselves. And it also having more people around 

makes me feel safer when I walk through a space as well. … I mean it's a 

completely different place during the day than it is at night. I like it when 

people are around. But like I said, I also like the feeling of walking around 

on a Sunday morning. The feeling is much different. It is a different place. 

… I mean, it's a different vibe. The atmosphere is different. … I chose to 

live downtown because of that. I like the activity. And being close to that. 

For me, I like the place of downtown when it's busy. When there [are] 

people on the streets. … I mean downtown wouldn't be the same if it was 

dead all the time. And I wouldn't live here if that was the case. 

Mary: Downtown or Whyte Avenue, there is so much other stuff going on. Your 

connected to people on the street and have a sense of everything else that 

is going on.  

 The following respondents described their experiences of place in terms of people in 

semi-public places. They described a sense of connection with place due to the presence of 

people within establishments such as restaurants, bars, cafes, and other active and engaging 

environments. They felt a sense of connection knowing that if they entered a particular 

establishment, they would likely bump into someone they recognized.   



CREATIVE WORKERS IN PLACE  250 
 

 

Figure 47 Place Where You Feel at Ease to Share and Discuss Ideas (Lisa) 

Place Where You Feel at Ease to Share and Discuss Ideas (Lisa) 

 

Lisa described her photograph submission as follows: 

A familiar place is conducive to feeling at ease to share and discuss. Although we like to 

try new places, when I meet with friends we tend to gravitate to the same few cafes. The 

place that we meet becomes intertwined with familiarity, comfort and ease of discussion. 

There is no navigating of new menus and tables – we know where the quietest table is or 

the best food on the menu. And we don’t have to cook or clean up the dishes. If I can 

walk there, all the better.  

Beth: I like doing work when you're like surrounded by people when it's not too 

noisy, when there's a little bit of noise, but it feels familiar and comfortable 
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and I can like have food. I always have food when I'm doing creative 

work, I guess or generally.  

Theme 2: Place Defined by Amenities 

The respondents for this theme think of place in terms of amenities that facilitate social 

interaction, such as bars, restaurants, cafes, parks, and other public places. They place high value 

on the availability of such amenities. Respondents who do not live in dense urban areas 

described two types of amenities that they would experience: either within or outside their 

neighbourhood. Most of these respondents would prefer their neighbourhoods to have amenities 

that facilitate active interaction, such as a corner store, café, or restaurant. 

Harry lives in a primarily single-use suburban neighbourhood. For the mapping exercise, 

he was asked to draw a map of his neighbourhood and then label and describe what he believes 

are key characteristics in how he gives meaning and definition to his neighbourhood. He 

identified his cul-de-sac, the outdoor hockey rink and playground, the school, and walking trails.  
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Figure 48 Neighbourhood Map #1 (Harry) 

Neighbourhood Map #1 (Harry) 

 

Harry described his mapping submission as follows: 

Cul-de-sac, Space for kids to ride/play close to home. Rink and Playground, Fun, active, 

socialize. School brings learning and community spirit. Trails - Safe routes and just get us 

out in nature. Tim Hortons. Gas Station.  

Harry: In our last community, we hung out with our neighbours on the front lawns 

often and that was really nice and really good for the kids. That social 

aspect was there. We definitely don't talk to our neighbors as much now, 

as we have front attached and you just kind of driving in your garage. And 

you know, we might see someone in the park or on the trail, but I wouldn't 

talk to them. Maybe nod or say hi. But yeah, it's not really set up very well 
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for that. At the same time, we live in wealthier neighborhood. We have a 

bigger home now. And so, we find very good people in there with good 

values. Similar values, family values. So, yeah, that's kind of a different 

scenario than where we were in our last neighbourhood.  

 Nick lives in a mature neighbourhood bound by natural areas. It is central, close to what 

he needs, and near nature. He described the people who live there as artists and academics; 

however, he does not have the ability to interact with them. During the interview, he said that he 

would prefer if there were amenities that would enable him to comfortably interact with his 

neighbours.  

Figure 49 Neighbourhood Map #1 (Nick) 

Neighbourhood Map #1 (Nick) 

 

Nick described his mapping submission as follows: 
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Neighbourhood Key Characteristics: As it is a somewhat bounded community with many 

dead ends, it feels somewhat confusing and closed off space – in a good way! Historically 

many artists and academics lived here. People more eclectic and interesting. It is 

becoming more expensive and gentrifying though. I love that it is central to much what I 

need and bounded by nature. 

Nick: I need a pub. And I'll go to walk to get milk and I'll walk to get my paper, 

or my wife and I walk and cross the creek and go to the pub over there for 

some wine or, or any of those things are, as I said, we walk. … I can walk 

one way I would always try and search out something that is unique. Just 

in the first instance, yes, [the establishments that I seek out] happen to be 

more eclectic, individual, local, around where at where we live, for 

whatever reason. But that doesn't mean I wouldn't go to those places. If I 

would have an option, I would, I think I would always I would always 

attempt to support local, individual business. I prefer something that is 

opened up a coffee shop, or a pub or something like that, rather than just a 

chain. 

Emmy: Just day to day things like coffee, maybe a neighborhood restaurant. 

Anything people need, hairdresser. We don't have, in the proximity. I'd 

like, say within a 15-minute walking radius. We don't have that, right? We 

certainly have that within 30 minutes. But to me, I've been to places like 

Seattle and Portland where they have these really vibrant, older 

neighborhoods, or even Whyte Ave or just off 124th Street, where you can 

have a residential experience and walk a couple blocks and then it's very 
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urban. Okay, just because the zones have been allowed to be a lot closer to 

each other. 

 The ability to conveniently access local amenities that provide the presence of other 

people is an important element in developing a connection to place for these respondents. They 

described a degree of intimacy in being able to be in places among others. Their sense of 

intimacy came from the authenticity of the establishment and being able to walk to such 

establishments within a public realm defined by unique buildings.    
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Figure 50 Authentic Mode of Existence 1 (Dean) 

Authentic Mode of Existence 1 (Dean) 

 

Dean described his photograph submission as follows: 

These Highlands businesses create a critical mass of activity and mixed uses that bring 

vibrancy to this small section of 112 Avenue.  
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Figure 51 Authentic Mode of Existence 2 (Dean) 

Authentic Mode of Existence 2 (Dean) 

 

Dean also described this submission as follows: 

The 104 Street farmers market is a favourite Saturday morning people watching/meeting 

place. The nicely scaled street defines the place and rolling curbs with the market stalls 

steal all the attention from the shops/businesses on the periphery.  
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Figure 52 Built Environment Best Suited for You (Lisa) 

Built Environment Best Suited for You (Lisa) 

 

Lisa described her sketching exercise as follows: 

Built Environment Best Suited to Me: Heritage and architecture – human scale, identity, 

story, distinctive, urban life – opportunity for cultural activities, social life, community, 

vitality. Greenspace as part of streetscape. 

Interviewer: You chose Whyte Avenue as a place that's best suited for you. …  Would 

you say that you have like a sense of place or a sense of attachment with 

Whyte Avenue? 

Lisa: To a degree, but it's changing as well. But things like I had mentioned that, 

you know, the Princess Theatre, Block 1912 that you felt those little like 

theater, restaurant cafe, kind of parts of that, you know, in the summer just 

to wander around. And the festivals that happen around there. The 
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Strathcona Library. These are wonderful amenities, and they help make it a 

great place to be and share these spaces. So those things, but also because 

it's close to where I live. You know, it's it's easily accessible for me. And 

the heritage and it is a protected heritage place which makes me feel good. 

… I do [have a sense of attachment]. Yes. So, it's always been there ever 

since I've moved to Edmonton. And it, although it has changed a little bit.  

… So, for me, it's more of the day in Old Strathcona and Whyte Avenue 

that I feel attached to and experiences that I've had there over time. Yes. 

And it's those stories and memories behind place, that if a place keeps 

changing, those memories have also, I mean, they're still there, but there's 

no tangible place for them. Like you can't walk into a place and think oh, 

yes, very had my first date with so and so. (Lisa, interview) 
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Figure 53 Place Where You Feel Engaged (Theo) 

Place Where You Feel Engaged (Theo) 

 

Theo described his sketching submission as follows: 

I love the mix of old and new, housing, people, places. Welcome to a really complete 

street – 104 Street. (Theo, sketching exercise) 

Interviewer: You talked about [104 Street being] mixed-use fairly diverse in terms of its 

build form. How does that align with your lifestyle being in that type of 

sub area of the downtown? 

Theo: And so, the reason I chose the area was, like I said, it was close enough to 

downtown that wasn't in the heart of the downtown. … It feels very urban 

and fairy central business district, but it's one ring away from it and that 
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allows it similar to Oliver in some ways or Grandin. It's downtown as far 

as downtown in Edmonton goes, but it is still a residential downtown 

neighbourhood and feel to it. It feels more residential because you feel a 

little bit more sense of community. And certainly after hours, central 

business areas are typically quite quiet. This, where I live actually gets 

busier at around 4:35 to six o'clock because people are at walking dogs or 

pushing kids or going to a patio. 

Summary: Place Means People 

This category of description explored the qualitatively different ways the respondents 

described their understanding and conception of place in relation to other people. Two themes 

emerged from the data: connections to people, and place defined by amenities. In the first theme, 

respondents described experiences of connecting with other people in place. These connections 

were important in terms of how they ascribe meaning to various places in their lives. These 

connections were both direct and indirect. Respondents described a mix of public, semi-public, 

and private places where they would be in the presence of others. Public places include the 

public realm such as street sidewalks, parks, and plazas. Semi-public places represent the 

interface between private and public space and include establishments such as restaurants, bars, 

or cafes. Private places are more intimate spaces, such as work or someone’s home. For the 

second theme, respondents think of place in terms of amenities or third places that make social 

interaction possible, such as bars, restaurants, cafes, parks, and other public places. They place 

high value on the availability of such amenities. Respondents who do not live in dense urban 

areas described two types of amenities that they would experience: either within or outside of 

their neighbourhood. Those living in dense urban areas described amenities solely within short 
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walking distance. When asked to describe their neighbourhood, respondents would typically 

speak in terms of the amenities within their neighbourhood as opposed to street names. Those 

who live outside of dense urban areas described place as the area of their neighbourhood defined 

by parks, mature trees, and natural features, and those in dense urban areas described parks, 

plazas, natural areas, trendy streets, bars, cafes, historic buildings, and other establishments. 

Although those outside the urban core felt comfortable sharing space with other people in these 

neighbourhood amenities and being cordial, they described these places as passive and not 

conducive to comfortable social interaction. They felt the need to leave their neighbourhood to 

go to an establishment that was more conducive to social interaction. Most would prefer their 

neighbourhoods to have amenities that facilitate active interaction, such as a corner store, café, or 

restaurant. 
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Chapter 13 – Category of Description: Place is Irrelevant for Social Connections 

This category of description explored the qualitatively different ways the respondents 

described their understanding and conception of place in relation to social connections. Other 

than their homes and places of work, these respondents did not describe their conceptions and 

understandings of place in terms of social connections. One theme, formal connections and 

confined sense of place, emerged from the data.  

Table 12 Place is Irrelevant for Social Connections 

Place is Irrelevant for Social Connections: Summary of Theme 

Themes Defining Characteristics 

Theme: Formal connections and confined 

sense of place 

• Applied science/technical/practical 

occupations. 

• Very disjointed sense of place. 

• Either no or very little social capital or strong 

ties to social capital. 

• Distinct separation between work and home. 

• Live in single-use, suburban neighbourhoods. 

 

 

Theme: Formal Connections and Confined Sense of Place 

Suburban respondents in the previous chapter described an interconnected sense of place 

within their neighbourhood and key areas outside of their neighbourhood, whereas respondents 

in this category described a disjointed sense of place in their neighbourhood only. They did not 

describe their experiences as exhibiting weak ties to social capital. Most of these respondents 

have strong ties to social capital or very little to no social capital at all. David, for example, is an 

engineer, belongs to the Rotary Club, and engages primarily with people within tight circles, 

such as work or community groups.  
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For the mapping exercise (City Maps 2 & 3),23 respondents were asked to identify places 

that are important to them and places where they go regularly, other than work and home. David 

identified three places: the hockey arena near his home, the location where he attends Rotary 

Club meetings, and another location of a of a different club. On Map 3, David identified the 

university where he meets with professors and students. During the interview, he described his 

experience of place as limited. His typical engagement with colleagues is within the confines of 

the office space. He might engage with others in his profession through virtual meetings.  

Figure 54 City Map #2 (David) 

City Map #2 (David)

 

  

 
23 City Map 2 required respondents to identify places that they feel are important, excluding work and home. They 

were then asked to explain (a) why the place is important, (b) how often they go to this place, (c) their motivation 

for going, and (d) if they feel being at this place aligns with what they want out of life, and why or why not. City 

Map 3 required respondents to identify places where they go on a regular basis. They were then asked to describe (a) 

the place, (b) their motivation for going there, and (c) their experience being there.  
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Figure 55 City Map #3 (David) 

City Map #3 (David) 

 

David: As for a sense of place, I'm not entirely sure. We really felt that in our own 

home; we feel [a sense of place] in our home. My wife and I were more 

close knit. We're not the big socialite and the run around and go to all the 

parties.  … There are people like that and we know people like that and we 

don't go out necessarily a lot. We don't have family in Edmonton area. So, 

we don't even get to go out to different areas. That's just who we are. We 

really try to build that in our own home and then try to build that in our 

neighborhood. We make it into that place.  

 In the mapping exercise, Susan identified places within very close proximity to her home 

and did not identify any places that might be expected from the creative class literature. During 
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the interview, she made a clear distinction between work and home. She did not mix work with 

social engagement; her social life centred on her close ties with her family.  

Figure 56  

City Map #3 (Susan)  

 

Susan described her mapping submission as follows: 

The only places I go outside of work or home on a regular basis is to the sports fields and 

arenas and shopping malls for regular necessities. My motivation [for going to these 

places] is because of basic needs and to participate in my son’s sports games and training.  

Interviewer: Do you ever get the chance to go into Edmonton and have a more urban 

experience?   

Susan: Not so much. Even when we do even when [husband's name] and I go out 

for dinner, I mean, the only place we'll go outside of Sherwood Park are 



CREATIVE WORKERS IN PLACE  267 
 

Tony Roma's. I mean we have it all there. We might go to the Olive 

Garden. We don't do downtown. And I think probably the reason we don't 

do downtown is because that has been my world. I worked … from 101 to 

108th and Jasper, I've been in the core downtown for the last 21 years.  

Janna is a technical specialist working in the health care industry. Her map was more 

extensive; however, the places identified involve few connections that do not include family. 

Those she does interact with socially are work colleagues who do the same or very similar work 

as she does. This takes place at the same establishment within West Edmonton Mall. Other 

places she visits include the homes of family members, dance class, and two dog parks. These 

places are in suburban locations or outside of the city.  

Figure 57 City Map #2 (Janna) 

City Map #2 (Janna) 
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Janna: Yeah, definitely [more comfortable in a suburban setting]. … Um, well, 

hustle and bustle is not the relaxing thing. I think I would identify 

whatever people are torn on whether you're an introvert or an extrovert. 

Yeah, it's putting you in a category, but I would definitely say that we 

recharge by being alone. So, having to interact with people is often taxing. 

So, if you think of your house is your castle is somewhere to go and 

recharge. It's away from people away from busy, far away from our 

families so that they can't just show up one day. So, it's all about how you 

recharge. So, okay, it sort of fits with peace and quiet. 

 Harry is a project manager for a major utility company. Similarly, the third places Harry 

identified serve his or his family’s aspirations. There is no overlap with work and the places he 

visits. Except for Rogers Place, all the places he identified are in suburban settings. The YMCA 

is a large multi-purpose recreation centre, and the two shopping centres are expansive clusters of 

big-box retail stores. Although he did identify Rogers Place, which is in the downtown core, he 

noted he might visit this place only twice a year, if he is lucky. Harry did not offer anything to 

substantiate either weak or strong ties to social capital. Although he does have close ties with his 

church, he does not branch out beyond that community.    
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Figure 58 City Map #2 (Harry) 

City Map #2 (Harry) 

 

Harry included the following text in his mapping submission: 

YMCA: a) My kids learn to swim. I can swim with them and I can work out while they 

play with other kids and are well taken care of. It’s a place to be active inside, especially 

during winter. b) Once or twice a week outside of June and July. d) Same as (a). d) Yes, I 

want to exercise, be healthy and teach my kids to swim and otherwise exercise. 

Kids Playground and School: a) My kids learn and grow here and we enjoy being outside 

together at the playground or ice rink. b) Several times a week during summer. Once or 

twice during winter months. c) Play with kids, build relationships and enjoy the fresh air 

and sunshine. d) Yes, because it brings us happiness to be together outside. Windermere 

Shopping Centre/South Edmonton Common: a) Close shopping, not too busy. b) Once or 
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twice a month. c) Entertainment or shopping needs (tools, hardware). d) Yes, because it’s 

not too busy/stressful to shop at and many of my desired shops are close to each other. 

Blackmud Creek: a) It’s close and I get to bike and be outdoors with my family. b) Once 

a week in summer. c) Exercise, be with family. d) Yes, because I want healthy long 

lasting relationships. Rogers Place: a) It’s fun and usually means one on one time with 

my wife. b) Twice a year if I’m lucky. c) Fun. d) Yes, I want to have fun and spend time 

with those I love. Church of Jesus Christ of Latter-Day Saints Temple and Church: a) The 

temple is a sacred place where I feel near to God; in the temple I made sacred promises to 

God and received and will yet receive special blessings as well. My wife and I scaled 

(married) for time AND all eternity here. I also frequently participate in activities here 

that help my and others’ deceased ancestors make the same promises and receive the 

same blessings. Currently we attend church Beaumont, but I attend church here for many 

years (depends on where you live). I also play basketball in the gym at church. b) I attend 

the temple once a month on average; a play basketball at the church about 12 times a 

year; I also attend meetings and festivals (like Christmas) a few times a year. c) Get 

closer to God, my family (dead or alive), or friends (basketball/activities). d) Yes, the 

temple is specifically dedicated through priesthood authority for its purposes; there is 

only one in Edmonton. Being in the temple aligns with what I want in life because 

temples are the only places on earth where sacred ordinances such as external marriage is 

an on-going, lifelong desire of mine.  

Summary: Place is not Important to Maintain Connections 

This category of description explored the qualitatively different ways in which 

respondents described their understanding and conception of place in relation to social 
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connections. Other than their homes and places of work, these respondents did not describe their 

conceptions and understandings of place in terms of social connections. The respondents in this 

category live in single-detached houses in suburban neighbourhoods. Three of the respondents 

live in the outermost fringe neighbourhoods of the metropolitan Edmonton area and within two 

blocks of farmland. Respondents in this category experienced connections with others in formal 

settings, such as in their home or the homes of friends and family, the workplace, or a purpose-

orientated setting such as a hockey game or a classroom. These creative workers are employed in 

applied sciences/technical occupations such as engineering, health care, or project management. 

Although this category is about connections with people, it is different from the category in the 

previous chapter because place is not considered a means to connect with other people in the 

same manner. One single theme, confined sense of place and formal connections, emerged from 

the respondents in this category. 
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PART V: OUTCOME SPACE AND CONCLUSION 

 

 

 

 

 

 

 

The meaning of places may be routed in the physical setting and objects, but they are not a 

property of them – rather they are a property of human intentions and experiences. (Relph, 1976, 

p. 47) 
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Chapter 14: Outcome Space 

 In this study, I explored creative workers’ understanding of place based on everyday 

experiences within the local context of the Edmonton region. I used a phenomenography 

approach to remove all preconceived notions of what the respondent might say and analyzed 

responses with the aim of finding diverse and interrelated ways of experiencing the phenomena. 

This was achieved and the conceptions found were arranged into eight categories of description 

that denoted the totality of the outcome space. Overall, the results were considered in relation to 

the individuals involved in the study and the context in which they were situated (Marton & 

Booth, 1997). This chapter answers each research question by discussing the conceptions in 

terms of the outcome space, which is the term used in phenomenographic research to denote a 

conceptual framework for analyzing and organizing the results of the study. The outcome space 

is comprised of eight categories of descriptions, which will be discussed more fully below.  

Occupational Groupings that Emerged 

What emerged from this study was that Florida’s creative capital theory, when considered 

in the Edmonton context, lacked any casual mechanism. While Florida’s human capital theory 

rests on the presence and attributes of people, it places those individuals into two generalized 

groupings, super creative core and creative professionals, with the classifications based solely on 

the National Occupational Classification system.24 This does not take into consideration that a 

regional workforce is malleable in terms of its proclivities towards creativity. For that reason, it 

may be the case that certain occupations that fall into the super creative core exhibit proclivities 

than align with creative professionals and vice versa. Moreover, there were cues throughout this 

 
24 See Chapter 3. 
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research suggesting members of the working class exhibit the same proclivities as the creative 

class.  

Two occupational groupings of creative workers emerged from the data gathering and 

analysis phases: pragmatic and ideational. The creative class literature also breaks creative 

workers into two categories: the super creative core and creative professionals (Florida, 2002), 

but these categories were not of relevance to this study. Florida (2002) referred to the super 

creative core cohort as particularly innovative and employed in fields such as education, science, 

engineering, and information technology. In this study, however, I found that many of the 

participants who fall into the super creative cohort had significantly different characteristics to 

those expected in accordance with the literature. Moreover, many of these participants shared the 

same place-based choices, preferences, and tendencies described by the literature (Florida, 2002, 

2012a) as belonging to working class individuals. For this reason and to address the fourth 

research question more accurately, it was necessary to define the creative workers as they 

corresponded to the objectives of this study.  

I defined pragmatic and ideational creative workers based on two considerations. The 

first consideration was the occupation itself. Pragmatic occupations are typically associated with 

technical arts or applied sciences. The work function has direct practical applications such as 

engineering, information technology, medical technicians, or public sector managers. Ideational 

occupations, such as artists, musicians, and designers, are more artistic, theoretical, and 

analytical. This consideration was not necessarily definitive. For example, an engineer may not 

be defined as pragmatic given the occupation’s specific responsibilities. That is, an engineer who 

designs software for the gaming industry may be more ideational than a civil engineer 

responsible for regulatory compliance.  
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The second consideration was related to the individual themselves. The super creative 

core are those in occupations that constitute direct creative activity, and creative professionals 

are those in management positions. However, a manager overseeing a group of employees that 

produce direct creative output would fall into the creative professional category. Moreover, a 

creative professional may possess the same personal qualities and characteristics as a super 

creative. For that matter, somebody in a “working class” occupation might be an artist or a 

musician on the side and therefore also possess the same character traits as a creative worker. 

Some respondents fell into the ideational creative worker category despite being employed in a 

pragmatic occupation. In this respect, I based the second consideration on whether the 

respondent is guided by their ideals or by practical considerations. Theo, for example, is an 

executive director; however, he was classified as ideational because he is visionary in his 

thinking, and his ideational approach is transferred to his professional occupation. Conversely, 

Anthony, Gary, and David are engineers and as such, fall into the super creative core. However, 

they are classified as pragmatic because, based on this study, they exhibited attributes of 

conformity and practicality. When compared to the creative class literature (Florida, 2002; 

2012a), their lifestyle and urban form preferences aligned with those of working-class 

individuals.  

It is important to note that in most cases, I could not fully know whether the respondents 

would be more ideational or pragmatic in terms of their personality traits until after the 

interview. Table 13 lists the respondents who took part in this study and identifies their alias, 

occupation, and category (ideational or pragmatic). 
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Table 13 List of Respondents (Pragmatic or Ideational) 

List of Respondents (Pragmatic or Ideational)  

Alias Occupation Category 

Anthony Civil Engineer Pragmatic 

Barbara Film Maker Ideational 

Beth Education Coordinator Ideational 

Briar Systems Analyst Pragmatic 

David Mechanical Engineer Pragmatic 

Dean Architect Ideational 

Elisa Geomatics Surveyor Pragmatic 

Elizabeth Policy Consultant Pragmatic 

Emma Urban Planner Ideational 

Emmy Landscape Architect Ideational 

Gary Structural Engineer Pragmatic 

Grant Chemical Engineer Pragmatic 

Gregory Radio and Television Ideational 

Harry Utilities Project Manager Pragmatic 

Janice Librarian Ideational 

Janna Medical Technician Pragmatic 

Joselyn Lawyer/Community Advocate Ideational 

Lisa Artist/Historian Ideational 

Mary Marketing Professional Ideational 

Monica School Principal Pragmatic 

Nick Design Professor Ideational 

Rhonda Change Coordinator Pragmatic 

Samuel Architect/Instructor Ideational 

Stacey Landscape Architectural Technologist Pragmatic 

Susan Senior Manager, Government Pragmatic 

Tammy Designer Ideational 

Theo Executive Director Pragmatic 

Timothy Visual Artist Ideational 
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The Outcome Space 

 The outcome space represents both the variation and relationships between the 

conceptions of place formulated in the categories of description. The eight categories of 

description that make up the outcome space are:  

• place as an expression of the natural attitude;  

• place as mutually beneficial;  

• home as an expression of self;  

• connections to and responsibility for place;  

• place as a stimulus for creativity;  

• place as an expression of self;  

• place means people;  

• and, place is irrelevant for social connections.  

Figure 59 shows the relationships between each category of description based on cross-category 

themes and defining characteristics. Conceptions within each category may be related to 

conceptions in other categories because the respondents’ understandings of place are drawn from 

the same context (Marton, 1981). Thus, each conception within each category represents a 

dimension of awareness that may be logically linked (Marton & Booth, 1997).  

 While it is very difficult to illustrate every potential logical relationship between cross-

category themes as shown in Figure 59, the discrete relationships are discussed in greater detail 

within this chapter. From the categories of description discussed in the previous chapter and their 

relationship to the outcome space, I determined how participants constructed meaning and 
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definition of place in relation to each of the research questions. Thus, this chapter discusses the 

conclusions drawn in the context of each of the four research questions.  

 

Figure 59 Categories of Description Relationships 

Categories of Description Relationships 
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The following sections provide analysis of the category of descriptions in relation to each 

research question. Table 14 lists the four research questions and the corresponding categories of 

description. 

Table 14 Categories of Description and Corresponding Research Questions 

Categories of Description and Corresponding Research Questions 

 

 

Research Question 1  

 What meaning and definition do creative workers in Edmonton assign to various urban 

settings? The first research question explores the qualitatively different ways creative workers in 

Edmonton described their understanding and experience of place. To answer this research 

question, I analyzed the variations between these seven categories of description using three 

place-based perspectives:  

• Place as being contextually embedded and socially constructed. This includes aspects of 

the categories specific to the natural theoretical attitude. ‘Contextually embedded’ refers 

to place conceptualization in relation to and influenced by the locale;  

Research Question / Category of 

Description

Place as an 

Expression 

of the 

Natural 

Attitude

Place as 

Mutually 

Beneficial

Home as an 

Expression 

of Self

Connections to 

and 

Responsibility 

for Place

Place as a 

Stimulus for 

Creativity

Place as an 

Expression 

of Self

Place 

Means 

People

Place is 

Irrelevant 

for Social 

Interaction

1.   What meaning and definition do 

creative workers in Edmonton assign to 

various urban settings? ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓

2.   What meaning and definition do 

creative workers in Edmonton assign to 

various urban settings? ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓

3.   Do creative workers who are 

attracted to places defined in the 

creative class literature indicate sense 

of place to be an important component 

of their choices to live, work, and play 

in certain areas? ✓ ✕ ✓ ✓ ✓ ✕ ✓ ✓

4.  In what ways do local attributes 

affect the importance of sense of place 

for the different occupational groupings 

of Edmonton’s creative class? 
✓ ✓ ✓ ✕ ✓ ✓ ✓ ✓
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• Place as a physical construct. This relates specifically to built forms and includes 

concepts from Lynch (1960, 1972, 1981), Cullen (1964), Relph (1976), and Norberg-

Schultz (1981);  

• Place as a psychological construct relates to respondents’ individual and personal 

subjective experiences.  

Each of these perspectives will be discussed more fully in the following sections: 

Place-based Perspective 1: Contextually Embedded and Socially Constructed 

Context signifies the overall social, economic, political, and cultural attitude, in addition 

to the space in which the people/place relationships take place. Context is essential, as it 

influences the construction of meanings (Watzlawick et al., 2011). Understanding and 

conceptualizing place is entrenched in people's attachment to a particular context and how the 

spatial environment reinforces these experiences (Puren et al., 2008). Because of that, it is 

important that city planning recognizes social constructions in relation to the physical, 

ecological, social, economic, cultural, and political milieu.  

The spatial setting serves the purpose of reference to frame and gives spatial form to 

people’s social constructions (Hill et al., 2007). Conceptions and understandings of place are 

then formed as a result of the sociological arrangement of a community; people assign meanings 

to physical space based on their experiences, and because of that, these meanings are 

fundamentally socially constructed (Stedman, 2003; Billig, 2006). The meaning and definition 

most respondents ascribe to place are socially influenced. That is, the meaning and definition of 

place are developed as a result of the sociological arrangement of the city (see Stedman, 2003). 

The degree to which Edmonton’s sociological arrangement influences creative workers varies.  
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The context of Edmonton’s natural theoretical attitude framed much of the research to 

establish the meaning and definition creative workers in Edmonton assign to various urban 

settings. Although such authors as Lynch (1960), Relph (1976), Norberg-Schulz (1980) and 

others have propagated place-based principles, how place is conceived and constructed is 

context-dependent. Every locale is distinct, not just in terms of its appearance, but also in terms 

its social environment, those who occupy the context, and what they consider as important places 

and why.  

Respondents consistently characterized Edmonton’s personality as young, hardy, down-

to-earth, hardworking, unpretentious, welcoming, tolerant, proud, and community-focused. They 

felt these social attributes outweighed the city’s physical attributes – which they described as a 

small city with vast suburbs, car-centric, and generic. The overall architectural rhythms and built 

forms were expressed as unassuming. They described Edmonton’s neighbourhoods as comprised 

of people from different backgrounds, occupations, and income levels, and stated that there was 

a high degree of tolerance and acceptance. Respondents also highlighted places in the city 

considered common ground, ranging from specific sites to the entire region and everything in 

between. For example, when asked if there are examples of where socioeconomic classes 

coexist, Elisa said, “Everywhere. NAIT, the U of A, the river valley, you name it. I can’t think of 

a place where [a mix of socioeconomic groups] don’t coexist.” This contextual attitude that 

Edmonton’s physical places and social constructs are unassuming and unpretentious is consistent 

with the claims of Bannister and Kearns (2013), who posited that tolerance and acceptance could 

be achieved in places perceived as being neutral. While respondents critiqued the city’s built 

environment as assuming and generic, their perception of Edmonton’s neutrality related to the 

sense of common ground, which is not the result of a placeless urban fabric, but rather, is an 
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underlying phenomenon that exists in the city’s collective identities, values, attitudes, and 

behaviours.  

In describing the meaning and definition that they assigned to the various places, a 

significant narrative among respondents was not the physicality of the city, but rather their sense 

of belonging in the community. They assigned greater meaning to the people-based aspects of 

place than to the built form-based aspects of place. That is, they were less likely to highlight 

style, appearance, and design of the built environments when describing experiences and more 

likely to describe places in terms of attributes relating to local society, culture, being accepted, 

and acceptance of others. This narrative can be categorized as sociocultural and personal. 

Regarding the sociocultural, many respondents constructed place based on their experiences and 

relationships with others. They described what makes Edmonton different from other cities as its 

welcoming and accepting nature.   

Place-based Perspective 2: Physical Construct 

Visual environmental attributes play a significant role in the forming of a sense of place. 

Although the literature has underscored various attributes as important physical aspects of place, 

the findings of this study suggest that such physical aspects differ from city to city. Most 

respondents described the physicality of Edmonton’s local character as a place that is young in 

terms of the age of its development patterns and in its maturity. They noted very little presence 

of heritage buildings, newly built suburban houses, wide streets, and contemporary architecture. 

They described Edmonton as a large, small city – or a small city surrounded by vast suburbs. In 

other words, large in terms of its footprint and population relative to other Canadian cities, but 

small in terms of how many respondents conceptualized Edmonton’s places. They described 

small pockets of authentic urban experiences. Many referred to the loss of significant heritage 
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buildings and a history of poor decisions resulting in uninspiring built forms. They felt such 

decisions were made, in part, because of the city’s hard-working and “get-it-done” attitude. Such 

an attitude suggesting character and authenticity should not stand in the way of progress or the 

next big thing.  

Due to this identity of the city’s physicality, there was a general sense among respondents 

of struggling to maintain personal individuality or uniqueness, in terms of how they associated 

themselves with being in the city, because of its overall built form. These respondents can be 

categorized into three groups: those who live within the urban core and two distinct groups of 

respondents living outside the urban core. The first group viewed themselves as outliers in 

relation to the typical Edmontonian. They were confident that they benefit by living in an urban 

landscape, compared to the suburbs’ negative aspects. This urban identity represents a distinctive 

lifestyle combined with a strong positive affect about that lifestyle. As a result, some of these 

respondents described a place-related self-referent to distinguish themselves from others. For 

example, Theo and Elizabeth referred to themselves as “urbanists” and Beth described herself as 

a “city” person. Whereas this self-identification provided some sense of distinctness and 

individuality, that feeling did not necessarily provide the positive valence they would expect in a 

cosmopolitan city. In other words, an urbanist or a city person makes choices aligning with the 

new urbanist movement, and thus prefers human-scale and mixed-use neighbourhoods. 

According to Theo, Elizabeth, and Beth, the idea of being an urbanist or a city person is 

perceived differently in Edmonton than it would be in other cities. Emma, who came to 

Edmonton from Toronto, acknowledged Edmonton’s overall built environment and character 

when she said:  
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Like, if I really cared about the physical things, I wouldn't have stayed in Edmonton more 

than a couple months. Because like, if you think about [other] cities and if [I am] going to 

move to a city for its architecture or for its streets or for its, like, physical things, it's not 

typically going to be Edmonton … no matter how many people live here, it will still feel 

small.  

The second group lived outside the urban core but expressed yearnings for greater 

identity with the community in which they live. Most of these respondents reside in mature 

neighbourhoods close to the urban core. In many ways, they expressed a sense of place 

attachment and place identity for very innate and personal reasons; however, their conception of 

place vis-à-vis their neighbourhood did not proffer personal distinctiveness or individuality. 

They felt deprived of the place experiences that they desired. They preferred not to live in the 

urban core, but they desired a more “urban” experience in their neighbourhood. In this regard, 

Barbara referred to Edmonton as feeling like a small city surrounded by extensive suburbs – that 

is, except for a few pockets, the city’s physicality is consistent and homogenous. Because of that, 

respondents found it difficult to relate to their surroundings. When asked to sketch a place best 

suited to them, many sketched places with characteristics that aligned with their individuality. 

These places were neither in their neighbourhood nor in the region. Moreover, when asked if 

they could choose to live in a different neighbourhood or describe what could change with the 

neighbourhood they live, they identified or described places that offered authentic experiences 

within walking distance. Such amenities are found within a neighbourhood node with unique 

restaurants, shops, cafes, and bars/pubs. When asked why they desired such experiences within 

their neighbourhood, they said it provides an opportunity to be around interesting people and a 

place to run into people they might know.  
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The last group also lived outside the urban core but have succumbed to the lifestyle they 

have chosen. They conceived place much the same as the second group and appreciated the type 

of lifestyle associated with urban settings; however, their choices were based on several trade-

offs that they made for personal reasons. Despite living in suburban neighbourhoods, they too 

sketched places possessing characteristics that aligned with their individuality; however, they did 

not yearn for the same sense of identity with their neighbourhood. These respondents did not 

distinguish themselves based on neighbourhood place references. They did, however, identify 

themselves in the larger place sense, such as Edmonton. Interestingly, when asked to describe 

their neighbourhood, some respondents did not give the neighbourhood name. Rather, they 

referred to a landmark or the side of the city. For example, Rhonda said she lived near NAIT, 

Samuel referred to a golf course, and Stacey referred to a shopping mall.  

Place-based Perspective 3: Psychological Construct 

The way a place is understood and conceived is very much concerned with its 

physicality; however, individuals’ subjective experiences are also relevant. These intangible 

experiences form a psychological sense of place (Pretty et al., 2003) that focuses on personal 

emotional meanings that develop by interacting with a particular place. In this study, specific 

respondents described strong feelings from their own understanding and perceptions of place 

related to their neighbourhoods and other specific built environments considered as third places. 

Generally, most described strong feelings for the city’s river valley, ravine parks, and other 

natural places. Those who lived in mature neighbourhoods or in the urban core identified specific 

places that evoked a unique personal memory. Typically, these places were within a short walk 

of where they live. Whereas these were personal memories, they often involved interaction with 

someone else. More importantly, however, the place itself served as an object that enabled others 
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to have similar experiences. For example, Timothy provided a photo of a café as an example of a 

place where he feels calm. He attributed this feeling to the experiences of listening to readings of 

poetry. That he was sharing this experience with other people, presumably many of whom he 

does not know, enabled him to feel comfortable. Many also attributed a strong community to 

their overall sense of place.  

Those who lived in suburban areas offered different subjective and intangible experiences 

of place. Although they described personal memories of family in their home and 

neighbourhood, it is difficult to describe these experiences as authentic place-based memories of 

place. They conceived the place of the home as their house and not within the broader context of 

the neighbourhood, whereas most respondents in mature neighbourhoods and the urban core 

considered their home to extend into the neighbourhood itself. Thus, they had a stronger identity 

and attachment with their neighbourhood.  

Research Question 2 

To what extent do the meaning and definition assigned to the different urban contexts 

support or conflict with the motivation that draws creative workers to the types of places 

described in the literature?  

In addressing the second research question, I explored the qualitatively different ways 

respondents develop and assign meaning and definition to the different urban contexts based on 

the four place attributes discussed in the creative class literature. These are: rich authentic 

cultural experiences; a range of amenities including arts, recreational, and leisure; and wide-

ranging and abundant third places, and each will be discussed in its own section more fully 

below, following a brief discussion of the question’s connections to the literature. 
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Florida (2002, 2005, 2012a) and others (Currid, 2007, 2009; Landry, 2006; Wojan et al., 

2007) claim that creative workers fuel regional economic growth because they offer new 

innovations and skills to the cities that have the right ingredients to appeal to them. Florida 

argues that these cities are further ahead, in terms of competitiveness, because they possess the 

“qualities of place” emphasized by Florida (2002, 2005, 2012) and others (Clark et al., 2002; 

Landry, 2006; Yigitcanlar, 2011) as vital requirements to attract and retain an inflow of creative 

workers such as pedestrian-oriented development (Yigitcanlar, 2011), high quality amenities 

(Clark et al., 2002; Florida, 2002, 2012a;), attractive built forms (Landry, 2006), and arts and 

culture.  

The literature has suggested that creative workers prefer diverse and tolerant places that 

are accepting of new ideas (Florida, 2002). Florida and others characterized creative workers as 

individualists with non-conformist behaviours and lifestyles that go against the status-quo 

(Florida, 2012; Landry, 2008; Lewis & Donald, 2008). This characterization is particularly true 

for what Florida (2002, 2012) termed as the “super-creative core” (p.69). These individuals are 

more engaged in the creative process and are posited as being attracted to such environments. 

The literature has also described social diversity as heterogeneity related to ethnicity, sexuality, 

and lifestyle, and tolerance as a type of social openness that consists of a willingness to accept 

new people and welcome different ways of thinking – or “low barriers to entry for people” 

(Florida & Tinagli, 2004, p. 12). In particular, Florida (2002) stated that diversity increases the 

likelihood that a place will attract different types of people with varied skillsets and ideas (p. 

249), whereas tolerance is essential for a region to attract and mobilize creative talent (Florida & 

Tinagli, 2004, p. 25). 
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Florida (2012) argued that the locational choices of creative workers are grounded upon 

and coincide with their lifestyle choices, rather than where they are within their life cycle. 

Creative workers are less concerned with the need for more private space than with their desire 

to share space within a high-quality public realm. Regarding the broader factors related to urban 

form decisions, Florida (2012a) contended that places with quality-built forms facilitating 

spontaneous exchanges with acquaintances are ideal for creative people. The literature also 

suggests amenity and urban centric preferences support the generation of weak ties to social 

capital (Florida, 2002; Lawton et al., 2013). Given that there is a greater preference for shared 

public spaces and less priority assigned to private space, the literature has suggested that creative 

workers have more opportunities to generate chances to be exposed to several social circles, a 

characteristic of built environments that cater to creative workers (Florida, 2002, 2012a). 

Therefore, the literature has suggested that creative workers gravitate toward certain urban 

environments, including neighbourhoods in the urban core, near universities, transit hubs, or 

natural amenities. The literature has also suggested that those in working class occupations are 

more likely to live in the suburbs.  

Place Attribute #1: Rich Authentic Cultural Experiences 

Many respondents described experiences in unique and authentic places. They 

highlighted places that offer experiences within authentic establishments, typically within the 

context of a unique larger area; however, they acknowledged that such places are few and far 

between. When asked what makes these places rich and authentic, they referred to the unique 

nature of the establishments, the presence of people, and the place’s aesthetic character. The 

aesthetic character often referred to the establishment itself and less often to the place’s context. 

In instances of the former, respondents referred to locations that retained their historical 
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character. People were present on the street and in the establishments. The specific 

establishments offered unique and local fare, individualism, and a warm and comfortable setting. 

In this regard, respondents described places that had developed organically. They felt that this 

had happened because there was something original about the place in the first place. Such 

places act as areas or nodes in which some elements provide a serendipitous quality.  

The principal departure from the literature is that these places do not serve the same 

purpose as described in the literature. For example, Florida (2012a) states:  

Scenes enable talented people to collaborate and compete with one another – to seek 

inspiration, to look over and learn from each other’s work. Authentic, locally grounded 

scenes help to establish a creative environment and the buzz of a place. (p.296) 

Most respondents felt these places were not essential or even necessary in terms of overall 

creativity. The feeling among respondents was that ideational and pragmatic creative workers 

and the working class have the financial means to participate in such places. Many felt this was 

unique and added to the richness of the experience. For example, Timothy described his 

experience at a locally owned restaurant in the Italian district where he and a colleague (another 

ideational creative worker) were having dinner. He described having a conversation with the 

owner who introduced them to a mechanic and a butcher, also having dinner. Because these 

authentic places are identified to be for a wider middle class, they do not have the same meaning 

or definition as those described in the literature.  

Place Attribute #2: Range of Quality Arts, Recreational and Leisure Amenities 

The literature has referred to the presence of culture, recreation, and leisure to boost the 

quality of place, which attracts highly skilled workers, including those employed in creative 

occupations (Florida, 2002, 2012; Kloosterman, 2013). In terms of culture, this includes the 
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presence of theatres, museums, orchestras, and performing arts, which together contribute to the 

dispersal of the higher arts among the overall population who are not necessarily aware of its 

importance (Kloosterman, 2013). The literature has also suggested that creative workers value 

opportunities for active outdoor recreation. They are drawn to locations where many outdoor 

activities are prevalent because they enjoy these activities, and their presence is seen as a signal 

that the place is amenable to the broader creative lifestyle (Florida, 2002, 2005, 2012). Florida 

(2005) suggested creative workers participate in a variety of active outdoor sports. Lastly, the 

literature has suggested that creative workers prefer active leisure amenities over passive 

institutionalized forms, including local street culture encompassing a mix of cafes, restaurants, 

pubs, small galleries, and street vendors (Florida, 2002, 2005, 2012). They crave places that 

stimulate, such as active streets and live performances, as opposed to places that provide escape, 

such as conventional films. That is, Florida (2002, 2005, 2012) suggested that creative workers 

prefer to utilize their time with quality multidimensional experiences.  

Respondents were very much aligned with the literature, in terms of how they valued 

active outdoor recreation. However, few respondents lined up with what would be expected in 

the literature when it came to place-based experiences in terms of other leisure activities. 

Because of that, I grouped findings of respondents’ descriptions of their place-based experiences 

into two categories: amenities providing recreational activities and amenities providing other 

leisure activities (which includes arts, culture, and leisure including night and street-life 

activities).  

Overwhelmingly, respondents described high-quality and rich experiences within 

Edmonton’s river valley and ravine park system. Respondents highly valued the natural setting 

that the river valley offers. It offers a place to run, hike, ski, and cycle. Whereas many 
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respondents use the river valley system for active recreation, they also described more intense 

experiences creating meaning and definition. I found that their relationship with place went 

beyond just a setting for outdoor recreation. They described it as a place that enhances their 

quality of life and provides opportunities for active and passive recreation, education, and overall 

wellbeing.  

Concerning places that offer amenities of other leisure activities, most respondents 

described a desire for authentic experiences that may or may not include stimulating activities. 

However, they desired more intimate experiences, including dinner at a friend’s house or going 

out to a restaurant. Characteristics of the place experience include authenticity of the place, the 

atmosphere of the establishment, and qualities that facilitate discussion. These qualities were 

considered more important than the urban setting in which the establishment was located. Most 

respondents appreciated the places described in the literature (active leisure activities including 

local street culture encompassing a mix of cafes, restaurants, pubs, galleries, and street vendors – 

places that stimulate as opposed to offer an escape) and described these places as important and 

necessary within a city. However, they did not prefer such places over the other types of place 

experiences that they described. Respondents who described an exclusive preference for the 

places described in the literature were Theo, Tammy, and Mary. These three are young 

professionals, considered as ideational creatives, and living in the urban core. It is worth noting 

they are not the only young ideational creatives living in the urban core who participated in this 

study.  

Like places offering rich authentic experiences, many respondents also felt that places 

offering active leisure amenities, such as a vibrant street culture, are not exclusive to those 

employed in creative occupations. Because of that, creative workers may not be unconsciously 
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drawn to these places for the purpose of interacting with other creative workers. Again, as these 

places, described in the literature as magnets for creative workers, are conceived as acceptable to 

a wider middle class, they do not have the same meaning or definition as what the literature 

might lead us to expect.  

Place Attribute #3: Wide-Ranging and Abundant Semi-Public Third Places 

Florida (2002, 2004, 2010, 2012a) identified, among other things, social interaction as a 

key attribute of place that attracts members of the creative class. Specifically, creative workers’ 

ability to connect with other creative workers may be facilitated and enhanced by the presence of 

third places25, including restaurants, cafes, bars, and other establishments conducive to social 

interaction. According to Spencer (2015), creative workers tend to cluster in relatively dense, 

walkable, mixed-use areas with a high concentration of third places. The literature has suggested 

that creative workers are not content with just being creative, and as such, they must also “play 

the part.” The notion is that those who prefer urban environments encounter substantially greater 

numbers of other like-minded people as part of their day-to-day routine (Fischer, 1975; Putnam, 

2000). This enables them to develop loose social bonds spread over a larger group. According to 

Putnam (2000), this characteristic of city life promotes weak relationships among individuals. 

Because of this, the social lifestyle is not desirable among those accustomed to the slower and 

more predictable social interaction typically found in environments outside of the urban centre.  

It is difficult to conclude that the collective responses in this study support the same 

desire towards wide-ranging and abundant semipublic third places described in the literature. 

Although most respondents would choose the types of third places described in the literature, 

their motivation for participating in such built environments differs. These respondents prefer 

 
25 See chapter 4, Third Places 
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authentic third places to conventional or chain establishments. Most respondents demonstrate 

loose social bonds spread over a large and diverse group of people because they can make 

connections through other means, such as their occupation, ties to the community, and other 

relationships. Only three respondents (Theo, Tammy, and Mary) said they equate place as 

essential to participation in a fast-paced social climate. For the majority, their motivation to be in 

such an environment was not for casting a wide (or wider) social net because they can achieve 

that through other means. Based on variations in the categories of description, this is likely due 

to the city’s natural attitude, as discussed throughout. 

Many respondents described Edmonton as a place of opportunity, and when pressed, in 

terms of social characteristics, they attributed this to the community-mindedness of the city’s 

residents. They described the city as down-to-earth, unpretentious, warm, welcoming, hardy, and 

hardworking. Moreover, respondents felt that they have been able to cast a wide social net 

because of this. Several felt this proffered them opportunities that would likely not be available 

in other cities. The variations in the categories of description also reveal that the type of 

semipublic third places described in the literature attracts a range of socioeconomic classes.  

Respondents described their experiences in the type of semipublic third places depicted in 

the literature as more intimate and exclusive than actively participating within a fast-paced social 

setting. They appreciated the range of people and socioeconomic classes present in such third 

places; however, they generally remain within their social circle.  

Place Attribute #4: Attractive and Varied Urban Living Environments 

Attractive and varied urban living environments refer to the overall aesthetic quality of 

the city. Researchers (Bereitschaft, 2016; Brown & Meczynski, 2009; Florida, 2000, 2002, 2005, 

2012a; Landry, 2000; Trip, 2007) have posited the importance of urban characteristics such as 
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arts and culture, recreation, and the aesthetic quality of the built environment to the residential 

preferences among creative workers. These factors relate to the city’s overall appearance and feel 

and its contextual dimensions, along with the social and cultural framework. As noted earlier, 

these are a unique set of characteristics that define place and make a city both attractive and 

livable. Florida (2002) referred to the importance of authentic urban cores in terms of buildings 

and cultural amenities. He added aesthetics (a city’s aesthetic qualities, which include the built 

and natural environment) as another key factor for cities to appeal to creative individuals 

(Florida, 2005). The built environment includes fine buildings such as heritage and unique 

buildings, and the natural environment refers to proximity to natural beauty such as mountains, 

lakes, forests, and so on. Florida et al. (2006) reported that university graduates cited a city’s 

aesthetic qualities as the most important determining factor in choosing a place to live. Thus, 

Florida et al. (2006) suggested that cities with aesthetic qualities that are tolerant and open to 

cultural and ethnical diversity attract creative people. In considering the extent to which 

respondents assigned meaning and definition to the overall aesthetic quality of the city, I 

analyzed two indicators: urban aesthetics and the natural environment.  

Urban Aesthetics. Participant responses generally align with the literature in that they 

are drawn to and appreciate the physical aesthetic qualities of the overall streetscape and 

buildings. Respondents emphasized places’ visual and emotional aspects. For example, Lisa said:  

One thing that my neighbourhood provides me that makes it special, and that can be 

taken for granted, is the diverse experiences, opportunities, and streetscapes/landscapes 

around me. It is not a cookie-cutter area. It provides me with a feeling of belonging and 

comfort, and visual diversity.  
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Lisa’s statement is representative of how many respondents feel. Many referred to specific places 

in the city that are innately different from the city’s overall and prevalent built form, such as 

Whyte Avenue, 124th Street, 104th Street, and the Ritchie Market. What made these places 

different were the local establishments, authenticity, ambience, and distinct architectural quality.  

Although these areas appeal to most respondents, there is a key difference from the 

literature that stands out. The literature highlights the importance of these areas for two reasons. 

The first is that these places are important because they are places creative workers desire and 

want to be close to. The second is that these places offer a specific type of experience, which, 

according to the literature, is fundamental in the creative process. These places become the 

backdrop for creative workers to get inspiration to update their products and daily working 

practices. However, the places had different meanings and definitions for respondents. They 

enjoyed being in these places because they offer a sense of comfort and align with their 

personality. They craved the authentic and unique experiences these places offered as opposed to 

the more ordinary places. As noted earlier, respondents can generally carry out their creative 

processes through other means. Again, I refer to Emma’s statement:  

Like, if I really cared about the physical things, I wouldn’t have stayed in Edmonton 

more than a couple months. Because like, if you think about [other] cities and if [I am] 

going to move to a city for its architecture or for its streets or for its, like, physical things, 

it’s not typically going to be Edmonton. But I think the thing that you go to Edmonton for 

is the sense of community. That sense of caring and community is much easier to get here 

than it could be in other places. Because Edmontonians are very proud of their 

community. And they have strong connections and help each other out in a way that’s 

really neat. And so, I think that’s a really important part to Edmonton and like more 
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important than, you know, what the buildings will necessarily look like, or how many 

trees are planted on the street. I think those things help and like I feel more comfortable 

and happier in those spaces. But, you know, to me, it’s more important to like be able to 

drive to my friend’s house and see them and hang out with them than to have a place 

where I can sit on my own with a coffee.  

Generally, the places in Edmonton that attract creative workers align with the places 

described in the literature. Respondents described these places as rich, authentic, and holding 

unique meanings and symbols that shape the continuous making of space. However, these places 

do not have the same meaning and definition suggested in the creative class literature. 

Respondents are not attracted to these places because they provide them with access to new 

ideas. They feel they have access to discuss ideas with others through other less ostentatious 

means. That is, the cultural stimulation that they desire is not location specific. They can share 

ideas, build relationships, learn about opportunities, and collaborate through work, friends, 

volunteering, recreation, and so on.  

Natural Environment. Although the creative class literature refers to the importance of 

proximity to the natural environment, it places greater significance on street life and the presence 

of music and art scenes, and a vibrant nightlife (Florida, 2002). These activities revolve around 

proximity to the natural environment, implying that the natural environment is important as a 

support mechanism. Respondents overwhelmingly described Edmonton’s natural environment as 

a key aesthetic characteristic of the city. The proximity to the river valley and ravine parks 

system is an important feature for their overall well-being. I refer to Stacey’s comment: 

With more than 160 km of maintained multi-use trails running through Edmonton’s river 

valley – this to me is most representative of Edmonton with a population of one million; 
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it is incredible that this exists. The river valley and its many linked trails connect 

Edmonton in a way that by human design Edmonton’s many nodes – it gives cohesion to 

a very large area. This resource is slowly starting to be recognized for its immense value. 

Stacey’s comment is representative of most respondents’ thoughts. The meanings and definitions 

that respondents produced for the natural environment align with what would be expected from 

the literature, implying that the natural environment offers secondary and supportive qualities in 

the creative process. However, because respondents produced different meanings and definitions 

of the urban characteristics, the natural environment could provide more than just secondary and 

support qualities.  

Research Question 3 

Do creative workers who are attracted to places defined in the creative class literature 

indicate sense of place to be an important component of their choices to live, work, and play in 

certain areas?   

Twenty-one of the 28 respondents described the types of places referenced in the 

literature as important; however, for 18 of those respondents, the meaning and definition 

ascribed to those places were different. Only three respondents were exclusively drawn to the 

places described in the literature. Their described experiences suggest these places are best suited 

to their desired lifestyle, values, and to carry out their goals and ambitions. Conversely, seven 

respondents were not drawn to these places and, as such, gave very little importance to the 

meaning and definition of such places.  

For the third research question, three cohorts were identified among all respondents: 

Cohort A (those exclusively drawn to the places described in the literature), Cohort B (those who 

feel such places are important but not to the extent expected in the literature), and Cohort C 
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(those who are not drawn to such places). In the following sections, I provide a brief description 

of each cohort and where they live within the region, comparisons relative to the third question, 

and a summary discussion.  

Cohort A 

The creative class literature (see Clark et al., 2002; Florida, 2002, 2005, 2012; Currid, 

2007, 2009; Yigitcanlar, 2011) suggests that creative workers are attracted to more “organic and 

indigenous street-level culture” (Florida, 2002, p. 182). Such a culture clusters along streets and 

within areas offering a variety of entertainment, arts and culture, and small venues including 

street-facing establishments such as shops, cafes, restaurants, and bars. These areas are mixed-

use, walkable, and enables the presence of people and activity. The literature also suggests that it 

provides the ability for creative workers to live, work, and play in a confined area. As a result, it 

offers an environment in which to blend creative workers’ professional, social, and, for some, 

home life. It also enables the ability to bump into and interact with people from a variety of 

social circles. Three respondents (Theo, Tammy, and Mary) genuinely aligned with the 

literature’s description of the creative class in terms of the degree of importance they ascribed to 

the meaning and definition of the places described in the literature. They live in smaller dwelling 

units within the urban core (see Figure 60), they prefer amenity-rich urban environments, and 

they crave rich third places to cast their social net. They are also young, professional, university 

educated, and unmarried—attributes not explicitly stated but implied in the literature. They 

equated place as being necessary and essential for them to participate in a fast-paced social 

climate. Thus, they were confident that they are beneficiaries of the urban choices that they have 

made. Their work life is not distinct and separate from their social life and as such, they can 

mingle within many social circles. Although other respondents grouped in different cohorts also 
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live in the urban core and in smaller dwelling units, they did not assign the same meaning and 

definition to the places described in the literature.  

Mobility is a key characteristic of the creative class discourse, particularly those who are 

young and single (Florida, 2002, 2012a) which are characteristic of this cohort. The literature 

emphasizes their spontaneous and casual relationship with the community due to their desire to 

move from place to place and propensity towards weak ties to social capital. As a result, the 

literature implies that creative workers have little sense of belonging and attachment. While 

cohort A most aligns with Florida’s creative class archetype, they all demonstrated behavioural 

insideness, which, according to Relph (2008) reflects a profound appreciation of the significance 

of not only the neighbourhood in which they live, but several other places within the city. The 

three participants who belonged to this cohort were active in the community, they volunteered, 

and genuinely wanted to make their neighbourhood and city a better place.  
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Figure 60 Cohort A 

Cohort A 

 

Note. From Google Maps, by Google 

Cohort B 

Cohort B comprises most of the respondents (18 of 28). They described the meaning and 

definition that they give to the places described in the literature as important. This cohort is a mix 

of ideational and pragmatic creatives at different stages of their lives. They prefer authentic third 

places within trendy areas to chain establishments and establishments in suburban settings. As 

discussed earlier, their motivation for participating in these places is different to the reasons 

suggested in the literature, which characterizes such places as blending different aspects of life 

into a single confined space. Three respondents reside in apartment units, and the remainder live 

in single-detached dwellings. Thirteen reside within Edmonton’s inner-ring road, meaning they 
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chose to live in older, more mature neighbourhoods and closer to amenities such as the river 

valley park system and mixed-use areas (see Figure 61). Of the five that live outside the inner 

ring, three live outside the outer ring.  

Many of these respondents live in the type of urban environment described in the 

literature; however, they did not choose their place of residence because it offers an engaging 

and stimulating lifestyle with a range of entertainment and cultural experiences. They appreciate 

and seek out places that offer organic and/or authentic experiences and prefer neighbourhoods 

that are unique, interesting, and enable social interaction. They also enjoy having access to these 

opportunities. However, the principal difference with cohort A is that these places are neither 

essential nor necessary in terms of their overall creativity for this cohort. While cohort A will 

mix their home, professional, and social lives together, cohort B is more conscious about keeping 

some distance between the three. For that reason, cohort B is less interested in the places 

described in the literature for casting a wide social net.  

Like cohort A, they also possessed deep place attachment. As noted with the previous 

cohort, the literature emphasizes the creative class’s spontaneous and casual relationship with the 

community and implies that creative workers have little sense of belonging and attachment. Most 

participants within this cohort cared deeply for the community. Also, like cohort A, they 

volunteered and participated in their communities. Their descriptions of place experience are 

congruent with Heidegger (1927/1962) as an authentic attitude to place – direct and genuine 

experience of place, and Relph (1976) with a sense of insideness.  
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Figure 61 Cohort B 

Cohort B 

 

Note. From Google Maps, by Google 

Cohort C 

Seven of the 28 respondents are not drawn to the places described in the literature. All 

these respondents reside in suburban areas and, apart from one, are outside the outer ring (see 

Figure 62). They are employed in pragmatic occupations and, except for Anthony, who described 

himself as close to retirement, are relatively young. The creative class literature suggests that 

some creative workers crave the spectacle of a bustling urban environment combined with the 
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privacy and security of the traditional suburban home at the outer edges of suburbia (Yigitcanlar 

et al., 2007). Although members of this cohort chose to live at the suburb’s outer edges, they do 

not crave the idea of a bustling urban environment.  

This cohort generally indicated an inauthentic attitude toward place and demonstrated 

little or no understanding of the significance of place in terms of the neighbourhood in which 

they live, their place of work, and third places. Five of the seven participants in this cohort 

demonstrated little sense of belonging to the community. As a result, they are existential 

outsiders. In this regard, they also exhibit an inauthentic attitude to place. These participants 

demonstrate an understanding and experience of place that is characteristic of a sense of 

placelessness.   
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Figure 62 Cohort C 

Cohort C 

 

Note. From Google Maps, by Google 

Research Question 4 

In what ways do local attributes affect the importance of sense of place for the different 

occupational groupings of Edmonton’s creative class?  

As noted at the beginning of this Chapter, I grouped Edmonton’s creative workers into 

ideational and pragmatic groupings. While Florida’s human capital theory does not consider that 

a regional workforce is malleable in terms of its proclivities towards creativity. Florida et al. 

(2013) argued that what people do is more important than their highest educational attainment. 
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Florida and Mellander (2012) deliberately applied occupational categories in relation to the idea 

that creative capital speaks to human capital theory’s failure to recognize entrepreneurs who lack 

higher educational attainment. According to Florida (2014), the occupational measure provides 

for a more in-depth regional analysis. Notably, occupations could be tracked and quantified to 

identify the main talent clusters that frame regional strengths (Florida, 2014). Florida’s creative 

class occupational categories include occupations in knowledge-based industries that require the 

production of new ideas or products, or those that engage in imaginative problem solving. This 

includes over 200 categories of occupations that range from occupations that clearly require 

creativity such as artists, musicians, and designers, to occupations that may or may not require 

creative thinking.  

When measuring the degree of creative potential within a city region, it makes sense to 

consider people’s occupations. However, what people do for work might not be the best indicator 

of a city region’s creative potential when considering the place-based factors that influence how 

people interact with each other. For example, many artists are not classified as such because their 

art does not earn them enough income and they resort to other work. Conversely, someone could 

fall into the super creative core category but might not engage in the type of creative activities 

expected from the literature. Those working in science and engineering, for instance, fall into the 

super creative core category; however, engineering is an applied science and can be very much a 

pragmatic discipline. Four professional engineers participated in this study. Three of them 

described their place-based experiences as atypical to the creative class narrative. They live in 

neighbourhoods that are contrary to what would be expected, and they were generally not 

interested in the social scene that facilitates weak ties to social capital.  
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There are several factors at play when considering how creative people interact with one 

another, and those factors vary from city to city. In Edmonton’s case, the findings suggest that 

the makeup of its overall social context influences the way people interact with others, including 

its overall workforce. Edmonton’s regional economy is relatively diverse due to a strong public 

sector presence in government, education, and health care. It also has a robust knowledge cluster 

in construction, transportation, and specialized manufacturing. The original thesis going into this 

study was that Edmonton’s creative workforce has a higher proportion of creatives employed in 

pragmatic occupations and fewer employed in industries that require creativity (see Thomas, 

2016). Although this might be true, it was important to identify participants based on how they 

aligned with the study’s theoretical framework and the occupation they hold.  

The concepts of insideness and outsideness (Relph, 1976) relate to Heidegger’s 

(1927/1962) ideas of authentic and inauthentic attitudes towards place. Relph (1976) described 

authenticity as what is genuine, unadulterated, and without hypocrisy. This mode of existence 

aligns with Heidegger’s Dasein. Particularly, an authentic feeling towards place is conceived to 

be a direct and true experience of place and a sense of place. Because of that, it is also a true 

sense of insideness and belonging (Speed, 2008). Alternatively, an inauthentic attitude towards 

place is typified by no awareness of the significance of place (Relph, 1976).  

The notion of Dasein, or Being-in-the-World, as it relates to creative class theory can, in 

some ways, correspond with ideational and pragmatic creative workers. Florida’s (2002, 2012a) 

narrative of the creative class parallels Heidegger’s (1927/1962) description of authenticity and 

the authentic self. The creative class literature refers to creative workers making a concerted 

choice to immerse themselves in places best suited to carry out their creative ambitions. In terms 

of place and sense of place, the literature implies that creative workers have a greater 
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consciousness because they choose places that enrich their experience. This research, however, 

suggests that that does not apply to all members of the creative class.  

The next sections will analyze and compare sense of place between ideational and 

pragmatic creative workers. 

Sense of Place: Ideational Creative Workers 

Ideational creative workers are more likely than pragmatic creatives to live in places 

where they can access authentic experiences (see Figures 63 and 64). Ideational creatives live in 

mature neighbourhoods, within the urban core, or near natural amenities. This cohort made 

choices that oppose what they believe to be Edmonton’s natural theoretical attitude, which aligns 

with Heidegger’s concept of Being-in-the-World, whereas pragmatic creatives did not. These 

choices go beyond housing preferences to include their experiences of place in general. They 

chose authentic experiences over conventional or ordinary experiences. They avoided the type of 

experiences that would be expected of them based on the overall natural theoretical attitude. 

They also assigned emotions to place based on their positive experiences. These were often 

based on places that offered elements of serendipity. These include things that are not uniform 

and offer an organic and natural sense of things coming together, such as a corner store, diverse 

built forms, public art, and other facets that offer a sense of uniqueness and individuality. Thus, 

ideational creatives consider sense of place an important quality of where they live, in terms of 

both their neighbourhood and where they choose to spend time away from home and work.  
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Figure 63 Ideational Creative Workers  

Ideational Creative Workers 

 

Note. From Google Maps, by Google 

Sense of Place: Pragmatic Creative Workers 

Pragmatic creatives are more likely to live in places that are less convenient in order to 

access authentic experiences (see Figure 63). This cohort was more nuanced in terms of their 

experience of and their emotional bonds with place. Some respondents described their 

experiences as being like their ideational counterparts. However, they were more likely to make 
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choices that oppose Heidegger’s concept of Dasein and Being-in-the-World. This is in part due 

to acknowledgement of their life cycle progression. Most pragmatic respondents did not consider 

the quality-of-place factors described in the literature when considering their residential choices. 

For some respondents, finding the right house was the most essential, whereas neighbourhood 

location and amenities were not determining factors in their choice. Factors that were important 

related to personal space and an overall feeling of a space being a home. Their emotional 

connection to place was related more to home than to the larger of context of place. Home 

provided a sense of comfort and stability. For these respondents, comfort and stability have more 

than a conventional meaning, referring also to the comfort that comes with achieving a high 

standard of living. This is consistent with the work of Massey (1994), who suggested that when 

people consider a sense of place to provide a sense of stability, it is often related to the 

construction of tightly bounded place amenities. This type of identity within a place is territorial 

(Agnew, 1987), and this sense of place creates a spatial and social separation from others and the 

various perceived problems these people bring (Sibley 1999).  

Some pragmatic respondents described their neighbourhood from the perspective of their 

house and the qualities inside the house. Generally, the emotions they assign to place started 

from the place of their home at the centre. Because of this, their sense of place is fragmented. 

One respondent’s sense of place was confined to her home and property and was very much 

separated from her neighbourhood and beyond. For others, their sense of place was more 

fragmented. This is likely because of the homogeneity of their neighbourhood and keeping clear 

separations between home, work, and third places. In spite of this, most pragmatic respondents 

described feelings of gaining a more significant and meaningful role of place in their lives. This 

sentiment exhibits a perception of place that Relph (1976) referred to as placelessness.  
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Figure 64 Pragmatic Creative Workers 

Pragmatic Creative Workers 

 

Note. From Google Maps, by Google 
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Chapter 15: Discussion 

Then it will become a true place, remarkable and unmistakable. (Lynch, 1960, p. 92) 

This study presents insight into creative workers’ understandings of place based on their 

day-to-day experiences. Overall, the findings suggest an important link between the unique 

qualities of the locale and how creative workers conceive place. The locale in which one lives 

can affect the choices one makes and thus how one navigates through life. The neighbourhood 

level is the place that provides context and orientation for the formation of one’s state of being. It 

offers a psychological frame of reference for how individuals construct meaning and definition 

to experience the rest of the world around them.  

 The locale includes both the physical and social context within which social relations 

become known. The physical refers to the landscape of a place - the unique assemblage and 

rhythms of the built environment. The locale also refers to the space as a setting for what 

happens within the physical space, which is much more complex and multifaceted. Two cities 

may appear very similar; however, the day-to-day routines, practices, and social habits make 

each city very distinct. Because of that, people’s sense of place, their perception, and the 

meaning they give to the built environment is different.  

This study explored creative workers’ perception and meaning of the built environment in 

relation to the themes presented in the literature but building on them by adding an analysis of 

the social context, which is a significant influencing factor in cities. The locale matters in terms 

of how creative workers carry out their creative activities in relation to the claims within the 

creative class literature. Such claims are that creative workers crave weak ties to social capital, 

and because of that, they crave a lifestyle that enables mixing of work, social, and home lives. 

Such a lifestyle centres around places that offer intense, high quality and multidisciplinary 

experiences such as indigenous street-level culture including active streets with a mix of cafes, 
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galleries, bars, restaurants, music, and similar activities. They are mobile and can relocate to a 

city they understand as a place to carry out their creative ambitions. They are individualists, and 

desire places that offer atypical experiences. Their residential preferences include historic areas, 

neighbourhoods on the downtown fringe, close to natural environments, near universities, and 

close to transit hubs. 

In this chapter I discuss the research findings. In analyzing the gaps in the literature, my 

analysis focuses on the implied understandings, or meaning and definition of place in the 

literature with my own research. I will then discuss the ways in which Heidegger’s writings align 

with this study’s findings. Last, I discuss the apparent shortcomings of the literature’s application 

of creative capital to define the creative class based on the findings of this study.    

Place Meaning and Definition 

 The creative class literature identifies place, specifically quality of place, as a key factor 

for attracting and retaining creative workers, but there is an absence of substantive empirical 

studies theorizing the link between creative workers and how place is subjectively understood 

and conceived. Florida (2012a, 2012b) refers to quality of place as the unique set of 

characteristics that define a place and make it attractive. These characteristics includes: (a) what 

is there – the mix of the physical and natural environments, an exciting, attractive setting for the 

pursuit of creative lives; (b) who is there – diversity of people (ethnicities, religions, sexual 

orientation, etc...); and (c) what is going on – active street life, nightlife, various scenes (music, 

art, café, etc.…) (Florida, 2012a, pp. 280-281). The literature suggests creative people desire a 

mix of influences and authentic experiences. They want to socialize and meet with a diversity of 

other creative people in authentic places, which is to say, places with unique characters, as 

opposed to chain establishments.  
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Ostensibly, most participants in this study generally aligned with the creative class 

literature’s quality of place claims. Twenty-one of the 28 participants desired a variety of 

influences and preferred authentic experiences in authentic places. They favoured the unique 

nature of unique establishments, the presence of people, and the place’s aesthetic character. This 

is where the findings start to depart from the claims in the research. While most participants 

desire authentic experiences in organic third places, when they referred to the aesthetic character 

of the experience, they referred to the establishment itself, and less so to the place’s context. 

These specific establishments offered unique and local fare, individualism, and a warm and 

comfortable setting. In this regard, respondents described places that had developed organically. 

They felt that this had happened because there was something original about the place in the first 

place. Such places act as areas or nodes in which there are elements of serendipitous quality. 

Thus, it was more about the establishment and less about the street life within which the 

establishment was located. When referring to the larger context of place in general, they 

preferred locations that retained their historical character and had the presence of people; 

however, while such places are important, most respondents felt they are not essential or even 

necessary in terms of their overall creativity.  

The literature posits that creative people associate the perceived uniqueness of rich 

authentic experiences with a degree of “coolness” that is appealing for other creative workers. 

That is, they described places that also appeal to those who have the financial means to explore 

beyond their basic needs. Although not explicitly stated in the literature, Florida (2011) 

recognized that spaces built for those who are able to participate beyond the mundane furthers 

the cultural class divide. In other words, principally, the creative class participates in rich, 

authentic experiences found in areas equipped with funky streets, sidewalk cafes, galleries, and 
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unique shops and restaurants. However, this study suggests that Edmonton’s context does not 

demonstrate aspects of the cultural class divide as clearly as what would be expected based on 

the literature (Florida et al., 2014; Florida, 2017). The participants felt that Edmontonians have 

the financial means to participate in such places regardless of socioeconomic class and that these 

third places were neutral ground that attract working, service, and creative classes (as opposed to 

just the creative class). Respondents felt this was unique to Edmonton and even added to the 

richness of the experience. Amenity-rich urban places seemed just as likely to attract a wider 

middle class that is not exclusive to the creative class. Because of this, the creative worker’s 

sense of place in Edmonton may be different than what is assumed in the literature.  

This is underpinned by Norberg-Schulz (1979), who put forward that a place’s physical, 

social, and cultural characteristics develop and evolve over time and are evoked when a 

particular place is called into mind. The social and cultural characteristics are locale-specific and 

influence the individual and subjective understanding and perception of place (cf. Lynch, 1960). 

This quality contributes to place identity and enables humans to differentiate one place from 

another and to strengthen one’s sense of place. The assumption in creative class literature is that 

place is important because, if it possesses the right urban amenities, it will draw creative people 

and provide an environment for them to mix, exchange ideas, and discuss different points of 

view. What this study suggests, however, is that the creative milieu (creative worker’s social 

environment) in each city may be shaped by the locale’s underlying characteristics. As a result, 

creative workers may be drawn to amenity-rich urban places, but the amount of creativity, 

innovation, and economic output may vary depending on the locale. The participants’ 

understanding and perception of the specific amenity-rich places described in the literature was 

not one that was necessary to carry out their creative ambitions.  
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The literature posits that third places play a critical role in the urban creative process. 

Establishments such as trendy coffee shops, bookstores, and restaurants (among others) make up 

“the heart of the community’s social vitality” (Florida, 2012, p. 291). These are places that 

facilitate social interaction. The literature also refers to these establishments as “fourth places” – 

an establishment that integrates work and community (Ferreira & Beuster, 2019; Florida, 2010, 

2012a; Morisson, 2018). These are places that involve a departure from regular home and work 

routines, inclusivity, and social comfort, and as a result are not unlike third places (Franck & 

Stevens, 2007). However, the activities, people, and design conditions are very different. What 

distinguishes fourth places is the activities that occur within them, and often the space is 

designed to facilitate a sense of publicness, such as by incorporating a broad spectrum of users 

and being socially open (Aelbrecht, 2016).  

Some respondents in this study sought places to integrate both work and social 

interaction; however, most kept their work and social lives separate. When it came to third 

places, most kept within their tight social circles. Strong ties among almost all respondents were 

important, more so than what the creative literature suggests in terms of creative workers’ 

characteristics. As a result, there are few fourth places where creative workers can integrate 

social interaction with other creatives into their work lives. As noted earlier, most respondents 

felt that Edmonton’s third places are not essential or necessary for their overall creativity. That is 

not to suggest that Edmonton’s creative workers do not possess weak ties to social capital. Most 

certainly do; however, they cast a wide social net through other means. While respondents kept 

to their tight social circles while experiencing third places, they maintained looser ties to several 

social circles through activities such as volunteering, being active in the community, maintaining 



CREATIVE WORKERS IN PLACE  316 
 

diverse friendships, among other things. Respondents attributed their agency in casting a wide 

social net to Edmonton’s personality.  

Creative Class Theory and Place as Being-in-the-World 

For Heidegger (1927/1962), the most important element that distinguishes us is our 

ability to become involved in different realms within the world and develop skills to become 

active in those realms. Most follow the rules and blend in, whereas others exercise their ability 

and align themselves in such a way to gain a more meaningful existence. For those individuals, 

going against what is expected and what is ordinary is essential in becoming attuned to a 

particular situation. Gaining a more meaningful existence identifies who we are—it is individual 

and personal. This is what Heidegger describes as Being-in-the-World. 

Creative class theory suggests that creative workers go against what is expected and 

ordinary because they prefer not to live in traditional, single-use, suburban neighbourhoods, 

preferring mixed-use, urban environments. Creative class theory implies that creative workers 

exercise their ability to become involved in a particular realm and have a particular skillset to be 

active in that realm. Doing so separates them from the ordinary, thus enabling them to reveal 

new experiences and new ways of thinking, behaving, and discovering new things about the 

world. Being among, and able to move around with, other creative people who also separate 

themselves from the ordinary is the core of the creative class thesis. Florida (2002, 2012) 

suggested that in order to achieve this, planning policy needs to enable redevelopment of areas 

into mixed-use, walkable areas, rich with culture and recreational opportunities.  

Of the 28 participants, only three genuinely aligned with the principal claims in the 

creative class literature. They immersed themselves in a realm where they can be among others 

like themselves, which occurs within the type of built environment described in the creative class 
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literature. Seven respondents demonstrated no creative class characteristics from the literature. 

They live in typical suburban neighbourhoods and generally have inauthentic third place 

experiences, such as shopping and dining at chain establishments. I describe the remaining 18 as 

representative of Edmonton’s typical creative worker because they have adapted to the world 

around them, Edmonton’s natural attitude, in a way that enables them to effectively carry out 

their creative ambitions. In Heideggerian terms, they have orientated themselves to those 

possibilities that are most their own, given the circumstances. They exercise their ability to be 

involved in different realms and develop specific skills to actively participate in those realms 

given the unique social circumstances that exist. Therefore, the realms in which they are active 

are not necessarily expected from the creative class literature. It is important to note that these 18 

creative workers differ from the three who fit the mold of Florida’s creative worker because they 

have adapted to Edmonton’s natural attitude. From an economic development perspective, 

creative class literature posits that creative workers are attracted to cities that possess the type of 

lifestyle in which only a small proportion of Edmonton’s creative workforce participates.  

Creative Capital 

The creative class literature puts forward that the creative class are those who are paid to 

think, create, and innovate. As a result, cities with higher proportions of the creative class will 

produce more economic output. Florida (2003) defines the creative class based on his creative 

capital perspective. Creative capital refers to individual creative ability or those who “engage in 

work whose function is to create meaningful new forms” (Florida, 2003, p. 8). Florida 

deliberately uses over 200 occupational (opposed to educational) categories to define the creative 

class, because the idea of creative capital speaks to human capital theory’s failure to recognize 

entrepreneurs who lack higher educational attainment (Florida & Mellander, 2012). 
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The literature defines creative class based on the occupations of its members and not on 

their age, educational attainment, income level or, perhaps more importantly, an individual’s 

innate artistic quality. Florida (2002, 2012) justified defining the creative class based on 

occupation because the people that work in these occupations are paid to think. Among the 

creative class, the super-creative core comprises those who are genuinely creative and innovative 

as part of their everyday working life. These people are researchers, information technology 

professionals, artists, entertainers, and designers. The other segment among the creative class are 

creative professionals. These people are creative by routine, and as such, this category is more 

comprehensive.  

Florida’s definition of the creative class has been critiqued (see Malanga, 2004; 

Markusen, 2006; O’Connor, 2007; Peck, 2005); however, what has become significant to 

Florida’s thesis is that the creative class is an essential cohort in society (Florida, 2002, p. ix), 

identified as the main generators of innovation and thus necessary for regional economic 

development. The literature also propounds several individual traits and qualities of creative 

workers which are key to creative class theory. Florida (2002) posits that the emergence of 

creative workers has led to shifts in values, norms, and attitudes (p. 77); that they demonstrate 

strong preferences for individuality and self-statement; have a propensity towards 

nonconformity; value merit instead of status; and welcome diversity and openness (Florida, 

2002, pp. 77-79; Florida, 2014). These personality traits draw them towards diverse, amenity-

rich places, where they can access and maintain dense social circles (Florida, 2002, 2005, 2012a, 

2014).  

The findings of this study generally correspond with Florida’s idea that most creative 

workers possess certain important and common values. Creative workers also align with 
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Heidegger’s Dasein, emphasizing individuality and meritocracy and they resist the traditional 

norms (the anonymous they or das Man) in their quest to align themselves to best carry out their 

creative ambitions. However, this study identified some key differences. Several respondents did 

not possess the creative class traits and qualities described in the literature. Few respondents 

engaged in social circles that exclusively comprised the creative class. Many respondents 

described experiences in authentic third places that included a mix of all socioeconomic groups. 

Respondents considered that the places described in the literature as being magnets for creative 

workers were actually places to which other socioeconomic groups were drawn. This may be 

unique to Edmonton and, if so, supports the notion that the locale and the spirit of place 

influence some of the key tenets of creative class theory, including the composition of the 

creative workforce. 

  The degree to which the locale and the spirit of place influences the creative process 

draws consideration to the notion of a city’s unique personality. If creative class theory is largely 

predicated on a city’s creative capital (the creative ability of its citizenry), the assessment of that 

creative ability should be adapted to the unique qualities and characteristics, or personality, of 

that city, and not just predetermined occupational categories. This study found that Edmonton’s 

creative workers perceive Edmonton as community-minded, welcoming, humble, hard-working, 

and proud. Respondents generally appreciated those qualities and felt they made the city unique. 

Some respondents said these qualities were why they chose to stay, and others said they were 

why they returned from elsewhere. A creative worker with these personality traits and qualities 

will likely not approach the creative process in the same or similar way as described in the 

literature. They may be less inclined to access and maintain dense social circles in the way the 

literature suggests. Most of the creative workers who participated in this study can access and 



CREATIVE WORKERS IN PLACE  320 
 

maintain several social circles. However, amenity-rich places serve less of a role to facilitate 

that. I would suggest that amenity-rich places are very important for other reasons, including 

attracting and retaining skilled workers in all socioeconomic groups. The findings suggest that 

most creative workers want places that are authentic, unique, organic, and which offer identity. 

Because creative workers in Edmonton access and maintain dense social circles through other 

means, it raises two questions: to whom exactly does the city’s creative ability lie, and to what 

extent is Florida’s creative capital theory applicable? 

From a Heideggerian perspective, creativity and innovation should not be exclusive to the 

creative class. The test of a creative class occupation is whether it pays the individual to think 

and solve problems. However, the art and science of ideation are not exclusive to creative class 

occupations. Arguably, there is no creative difference between an artist who creates sculptures 

and a carpenter who creates ornate woodwork. The carpenter exercises her ability to become 

involved in a realm to develop skills for acting in that realm. The root of those skills is not 

intellectual but practical. An architect interacting with a carpenter can generate an idea that can 

be spun into a product that can be marketed and sold. Human beings possess the ability to care 

about things that matter to them and therefore can act accordingly. Although further research 

would need to be done to support such a claim, this study suggests that the creativity derives 

from those who take action, regardless of socioeconomic class.   
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Chapter 16: Conclusion 

There is no logic that can be superimposed on the city; people make it, and it is to them, not 

buildings, that we must fit our plans. (Jacobs, 1958, 160) 

This study reveals a dynamic relationship between the locale and most of the creative 

workers who participated. Although the locale influences how place is conceived and 

understood, the physical and social context in which relationships occur does not necessarily 

remain constant. Despite the perceived qualities of place, not everyone is inclined to imitate the 

predominant natural theoretical attitude. Most of the creative workers described their proclivities 

as those which, they believe, disrupt the predominate attitude. This is important in the sense of 

Being-in-the-World because for Heidegger, Dasein is a first-person perspective of the lived 

experience, not a third-person perspective of objectivity. Despite the locale offering an 

existential sense of grounding, individuals can choose how they wish to orient themselves within 

the world.  

Everything considered, creative workers choose to orientate themselves to those 

possibilities that are most their own in this life. To explain this further, the locale refers to the 

physical and social context in which social relationships unfold. Thus, that context influences 

how those social relationships develop. However, it also offers a spectrum of possibilities to 

facilitate the development of those social relationships. The context determines the breadth and 

depth of that spectrum. According to this study, most creative workers consciously decide to 

orientate themselves within this spectrum to make the most of their opportunities. Others make 

decisions that conform with the anonymous they and the overall natural theoretical attitude. The 

latter group reinforces the prevailing physical and social context, whereas the former disrupts it.  

While creative workers consciously decide to orientate themselves to make the most of 

their opportunities, this could have implications and present considerations for planning policy 
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and creative class theory, discussed later in this chapter. This research shows that creative 

workers seek out effective means to fulfill their ambitions based on the social and physical 

landscape of place. What that means in Edmonton is likely much different from what it means 

somewhere else.  

 I approached this research with the theoretical framework that creativity is a plausible 

paradigm for the contemporary economic development of Edmonton city region. The Edmonton 

region is an economy of agglomeration, recognized for its very high knowledge about 

construction, transportation, and specialized manufacturing (Gabe et al., 2010, p. 11 and 39). 

Edmonton’s regional economy is relatively diverse due to a strong public sector presence in 

government, education, and health care. Because of this, I assumed that the city’s industrial 

influence would affect the applicability of creative class theory. Because the economy of 

agglomeration is tied to a pragmatic knowledge cluster, the region’s creative workforce may 

inherit a more pragmatic mindset, thus effecting how creative workers think about place and 

engage with others. To explore this further, it was important to explore the meaning and 

definition of place among Edmonton’s creative workers instead of the places themselves. As a 

result, I used phenomenography as a research approach for my exploration.  

 This research endeavoured to discover how the meaning and definition of place among 

Edmonton’s creative workers support or compare with the claims made within creative class 

theory. This chapter’s first section provides a summary of conclusions from the following 

research questions:  

1. What meaning and definition do creative workers in Edmonton assign to various urban 

settings? 
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2. To what extent does the meaning and definition assigned to the different urban contexts 

support or conflict with the motivation that draws creative workers to the types of places 

described in the literature? 

3. Do creative workers who are attracted to places defined in the creative class literature 

indicate sense of place to be an important component of their choices to live, work, and 

play in certain areas?  

4. In what ways do local attributes affect the importance of sense of place for the different 

occupational groupings of Edmonton’s creative class?  

The next sections state the implications of the findings for the specific theories and the 

planning practice in general, offer further research ideas, and lastly, present limitations of the 

study focusing on how the assumptions made influenced the findings and what I would have 

done differently.   

Research Questions 

Meaning and Definition of Place 

The first research question explores the qualitatively different ways creative workers in 

Edmonton describe the meaning and definition of Edmonton’s various urban settings. To fully 

appreciate this question, it is important to revisit Tuan’s definition, in which place comes into 

existence when human beings create meaning to part of the larger, undifferentiated space. 

Certain places are given greater meanings and definitions than others, and as a result are said to 

have a strong sense of place. Sense of place can be described as a moment of encounter between 

the social and physical elements of a particular area. It is a subjective interpretation of what 

exists and what is present in the landscape.  
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Humans are active interpreters of the world around them and behave according to those 

interpretations. Through this, humans develop attachment, or strength of connection, to a place. 

This domain includes place dependence (how place serves to achieve goals), and place identity 

(places that one is symbolically attached to).  

The meaning and definition that this study’s participants give to Edmonton’s various 

places are associated with the city’s general and underlying social attitude. In this study, I refer 

to concepts of the natural theoretical attitude, das Man, and personality, to describe the holistic, 

anthropomorphic perception of the city that affects the ways creative workers understand and 

conceive of place. Participants characterized Edmonton’s personality as young, welcoming, 

unpretentious, hard-working, proud, and community focused. They described the physicality of 

Edmonton as car centric, vastly suburban, and generic. While dispersed development, wide 

streets, and freeway systems are synonymous with North American cities, respondents provided 

several cues that differentiate the city, and speak to the factors that define the personality they 

described. These cues reveal the city’s settlement history as a “new frontier”. There was a 

perception among the participants that the city possesses a frontier-like quality and attitude. This 

perception frames the place construct among creative workers.  

Edmonton is North America’s northernmost big city, its historical settlement has centred 

on prosperity and opportunity, the cold climate is challenging, it is relatively isolated from other 

large cities, and it is generally located at the edge of settled land. Respondents felt that its 

citizens chose to live there despite these challenges and, as a result, the city possesses a particular 

personality embodying the characteristics described above.  

Edmonton’s creative workers create meaning and definition of place through the clash of 

elements of the physical and the underlying personality. The dominant narrative among 
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respondents was their sense of belonging in the community. They assigned greater meaning to 

the people-based elements of place than to the built form-based aspects of place. They were less 

likely to emphasize style, appearance, and design of place when describing experiences, and 

more likely to describe qualities relating to local society, culture, tolerance, and acceptance of 

others. Respondents constructed place based on their experiences and relationships with others. 

Emma summarized this when she said: 

I think the relationships are more important when it comes down to it. If I really cared 

about the physical things, I wouldn't have stayed in Edmonton more than a couple 

months. Because like, if you think about cities that exists and if we're going to move to a 

city for its architecture or for its streets or for its like physical things, it's not typically 

going to be Edmonton. But I think the thing that you go to Edmonton for is the sense of 

community. That sense of caring and community is much easier to get here than it could 

be in other places. Because Edmontonians are very proud of their community. And they 

have strong connections and help each other out in a way that's really neat. I think that's a 

really important part to Edmonton and like more important than what the buildings will 

necessarily look like, or how many trees are planted on the street.  

 This narrative of community-mindedness, caring, and pride of place was a common 

theme through most categories of description. While this attitude reflects the underlying sense of 

community, it also affects how creative workers give meaning and define place and, as a result, it 

also affects how creative workers function in place, which is key to the application of creative 

class theory. 
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Extent of Place Meaning and Definition: Comparison with Literature 

The second research question asks to what extent the meaning and definition assigned to 

the different urban contexts support or conflict with the motivation that draws creative workers 

to the types of places described in the literature. This study offers an alternative perspective of 

the factors that drive creative processes to those that appear in creative class theory. In this 

research, quality of place, and quality of life as a consequence of place, are understood 

differently depending on the locale in which one resides. The characteristics of locale influence 

how places are conceived, understood, imagined, and experienced. Creative workers in a small 

city are likely to create meaning differently than creatives in a medium-sized city. However, 

other elements of the city have important influences on creatives’ perceptions of place. Each city 

has a unique personality and temperament that is developed in its own unique and characteristic 

way. Despite the significant amount of urban research in general, and more specifically relating 

to creative class theory, the subject of the validity of the city’s personality and its effect on 

perception and human behaviour remains not fully investigated in social science and urban 

studies. 

Ostensibly, the locational preferences among the participants generally align with the 

locational preferences suggested in the literature. They also desire authentic experiences, prefer 

characterful neighbourhoods, and enjoy recreational opportunities in natural settings. Despite 

their preferences, their motivations for preferring or choosing such locations differ from what the 

literature suggests. The places that they desire, particularly the third places, play a very small 

role, if any, in fulfilling their creative endeavors. Most participants mingle in many social circles; 

however, authentic third places are typically reserved for those social circles in which they have 

strong ties to close friends and family. Participants said they cast a wide social net through 



CREATIVE WORKERS IN PLACE  327 
 

means that are not dependent on place. Thus, the assertion made in the literature that cities ought 

to provide a range of amenities and social scenes to compete for creative workers is less valid in 

Edmonton.  

Because the ways in which participants assign meaning and definition to Edmonton’s 

different urban contexts are influenced by the city’s underlying social attitude, it is difficult to 

conclude that it aligns with motivations that draw creative workers to the types of places 

described in the literature. However, given that any city would have its own unique 

considerations, the findings of this study suggest that the second research question have 

implications that would vary from city to city. If every city has its own unique personality, the 

meaning and definition that creatives assign to the various urban contexts of those cities would 

also be unique. The outcomes specific to this question highlight the importance of understanding 

each city’s qualities and characteristics instead of taking a ubiquitous approach.   

Sense of Place Importance Among Edmonton’s Creative Workers 

The third research question asks whether creative workers who are attracted to places 

defined in the literature indicate sense of place to be an important component of their choices to 

live, work, and play in certain areas? The literature (Clark et al., 2002; Florida, 2002, 2005, 

2012; Currid, 2007, 2009; Landry, 2006) suggests creatives live in older, mature 

neighbourhoods, near universities, natural amenities, and transportation hubs. The literature also 

argues that creatives display enhanced preferences for cultural activities, entertainment, and 

socially engaging amenities, along with quality-of-place attributes such as active street life, 

diversity, and historical and unique buildings. As noted in the previous section, focusing solely 

on residential preferences, most participants demonstrate alignment with the creative class 

literature. However, the creative class thesis is concerned with producing ideas and creativity 
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within the types of places described in the literature. In the outcome space chapter, the analysis 

considers the importance of sense of place among those participants who are attracted to the 

places defined in the literature as well as the importance of specific place characteristics implied 

in the literature.  

Regarding creative workers’ attraction to the types of places defined in the literature, 

sense of place is certainly an important component. For perspective, it is important to consider 

the 25% of all participants who were not attracted to the types of places described in the creative 

class literature. For these participants, it is important to consider theories of place from both 

Relph and Heidegger since Relph’s (1976) notions of insideness and outsideness run parallel to 

Heidegger’s concepts of authentic and inauthentic modes of existence which were used 

throughout this study. Generally, they indicated an inauthentic attitude toward place or “no sense 

of place” (Relph, 1976, p. 82). They were generally confused by being asked to describe 

elements relating to the significance of place, and typically I had to reframe the question in order 

for them to offer a degree of importance to their understanding of place. This lack of a sense of 

place is consistent with Relph’s (1976) notion of placelessness where such a condition of 

inauthenticity is “the prevalent mode of existence in industrialized and mass societies” (p. 81).  

For those participants who are attracted to the types of places defined in the literature, 

place is understood as a direct and genuine experience. Respondents indicated a sense of 

insideness and belonging and expressed authentic attitudes towards place. They provided several 

cues that demonstrated belonging and identity through their intentions, experiences, and actions. 

As a result, they generally exhibited a deepened sense of belonging to such places. More 

importantly, most participants offered cues that expressed the implicit understanding that they 

belong to a particular place. They were active participants in their communities. Many were 
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deeply involved with their community leagues, they volunteered, and they possessed innate 

knowledge of these places. For these reasons, they had a firm grasp of their existential position in 

the world. These forms of insideness provide the basis for engagement with the world, as stated 

by Relph (2008):  

to have roots in place is to have a secure point from which to look out on the world, a 

firm grasp of one’s own position in the order of things, and a significant spiritual and 

psychological attachment to somewhere in particular (p. 38). 

It is difficult to conclude the extent to which creative workers’ sense of place compares to the 

creative class literature because sense of place has not been fully explored as part of the creative 

class thesis. The literature suggests, however, that creative workers have a more casual 

relationship with place, which is to say, a weaker sense of place. Florida (2002, 2003, 2012a) 

suggests that creative workers are mobile and can easily relocate if they choose to do so. They 

also desire weak ties to social capital which means they are less inclined to form deep roots to 

place. This study, however, suggests that creative workers align more with Relph’s concept of 

insideness, and are likely to become attached to the community, plant roots, build connections, 

develop a sense of safety and security, and feel a sense of responsibility. This is contrary to many 

creative class tenets.  

In terms of the importance of the place-based characteristics, these characteristics are 

referred to as quality-of-place attributes in the literature. For only a few participants, the meaning 

and definition they ascribe to place-based characteristics is a lifestyle afforded by cultural and 

entertainment amenities, supplemented with basic services such as grocery stores, pharmacies, 

and retail outlets. Their home, work, and social lives overlap and in many ways are woven 

together. This lifestyle enables them to maintain social ties among various social circles. This 
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meaning and definition of place is essential for maintaining this lifestyle. The importance of 

place among these participants reflects a propensity for self-expression, whereby place plays an 

essential role in establishing personal identities, which is consistent with the creative class 

literature (Florida 2002, 2008; Zukin, 2008). They also identify as urbanists and relish the type of 

lifestyle the urban built environment offers. Despite this, they also have deep connections to the 

community. While there are only three participants in this cohort, like the rest of their 

counterparts, they possess place attachment through behavioural insideness. They actively 

participate in the community, they volunteer, and they have a unique attachment to place.  

The remaining participants drawn to the places in the literature ascribe much different 

meaning and definition to such places than those discussed in the previous paragraph. These 

places are not a prerequisite for creative individuals. Although these places are important to 

them, they prefer separation between their home, work, and social lives. They value the places 

described in the literature and desire more of such places to choose from; however, this could 

simply suggest that unique, pedestrian-orientated places have broad appeal.  

Sense of Place Importance Among Different Occupational Groupings 

The fourth question asked in what ways local attributes affect the importance of sense of 

place for the different occupational groups of Edmonton’s creative workers. What emerged from 

this study is that Edmonton’s creative workers are tied to the region’s economy of agglomeration 

recognized for its very high knowledge about construction, transportation, and specialized 

manufacturing. As a result, I grouped creative workers into ideational and pragmatic creative 

workers.  

The study found that ideational creative workers are more likely to live in places where 

they can access authentic experiences than pragmatic creatives. Ideational creatives live in 
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mature neighbourhoods, within the urban core, or near natural amenities. They chose authentic 

experiences over conventional or ordinary experiences. They try to avoid experiences perceived 

as placeless or inauthentic. More ideational creatives demonstrated a profound appreciation of 

the significance of certain places than pragmatic creatives, particularly the types of places 

described in the creative class literature.  

Pragmatic creatives are more likely to live in less convenient place, to access authentic 

experiences. Pragmatics were more nuanced in terms of their experience of, and their emotional 

bonds with, place. Most pragmatic respondents did not consider the quality-of-place factors 

described in the literature when considering their residential choices. For some respondents, 

finding the right house was the most essential, whereas neighbourhood location and amenities 

were not determining factors in their choice. Important factors were related to personal space and 

an overall feeling of being a home. Their emotional connection to place was related more to 

home than to the larger of context of place. Home provided a sense of comfort and stability 

which referred to a high standard of living. This is consistent with the work of Massey (1994), 

who suggested that, when people consider a sense of place as providing a sense of stability, it is 

often related to the construction of tightly bounded place amenities. The emotions they assigned 

to place started from the place of their home at the centre. In terms of the neighbourhood or the 

larger context of place, pragmatic creatives are more likely to possess an inauthentic attitude to 

place – that is, to have no sense of place. 

The way pragmatic creatives understand and conceive place is an important consideration 

in terms of planning policy. The notion of placelessness or no sense of place is a phenomenon 

that enables housing mobility. If someone has no sense of place, they are more likely to relocate. 

This results from several factors such as private development industry, indirect incentives for 
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suburban development, and the dominant economic and social context. In Edmonton, owning a 

house has historically been viewed as wealth creation and social standing (Lowe, 2018). 

Ideational creatives are less likely to relocate whereas the pragmatic creatives are. This is 

interesting because the creative class literature suggests that creative workers are more likely to 

pick up and relocate at the drop of a hat. The prevailing phenomenon of mobility in western 

societies has become the dominant view of purchasing and occupying houses. As a result, it is 

weakening society’s attachment to place. The findings of this study depict a contrast between 

pragmatic and ideational creative workers in terms of their respective sense of place. The latter 

possess deeper and more multifaceted attachments to place. While this study only examined 

creative workers, the findings suggest that non-creative class socioeconomic groups are more 

likely to possess an inauthentic attitude toward place, similar to pragmatic creative workers.  

Central Research Question 

 The main question of this study was, how does the meaning and definition of place 

among Edmonton’s creative workers support or compare with the claims made within creative 

class theory? To answer this question, it was necessary to understand the qualitative ways in 

which Edmonton’s creative workers understand, experience, and conceive the places that they 

encounter as part of their day-to-day lives. I achieved this understanding through a 

comprehensive, two-stage phenomenographic approach which included four cultural probe 

exercises followed by a semi-structured interview. This produced a substantial amount of data 

which was analyzed and sorted into eight categories of descriptions. The principal objective of 

phenomenographic data analysis is to establish qualitatively different categories representing 

variations in individuals’ experiences of a particular phenomenon. One or more themes were 

identified within each category of description and each theme was described by defining 
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characteristics. Those defining characteristics enabled me to discover variations and relationships 

between the categories of descriptions, which proffered an understanding of my study’s 

participants understand, experience, and conceive the places that they encounter.  

 Though this exploration, I discovered that several factors affected how the participants 

understand, experience, and conceive place. Many of these factors are embedded within 

Edmonton’s personality.26 The claims in the creative class literature are not based upon formal 

conceptualized theories of place. Superficially, several considerations suggest alignment among 

Edmonton’s creative workers and the claims from the literature, such as residential preferences, 

authentic experiences, and proximity to natural environments, to name a few. However, when 

considering the qualitative ways in which they experience the place phenomenon, two important 

differences surfaced. Principally, the creative workers who participated in this study described 

strong attachment to place. Nearly all respondents described a sense of commitment and 

responsibility to the city, and a sense of belonging. While some said they may relocate within the 

city, all respondents, except for one, said they prefer not to leave the city. This is contrary to the 

literature, which suggests creative workers are mobile and possess a casual attitude towards 

place. The next important departure from the literature is how Edmonton’s creatives conceive 

place to carry out their creative ambitions. All but three participants describe the types of places 

identified in the literature as unessential for maintaining loose ties to social capital. They seek 

out and prefer authentic third places; however, their motives for doing so contradict the motives 

described in the literature. Participants seek out these places in order to connect with others 

within their primary social circle, such as close friends or co-workers. Participants possess both 

strong and weak ties to social capital; however, place is not a means to maintain weak ties to 

 
26 Theoretical terms to describe Edmonton’s personality within this study include: natural theoretical attitude, natural 

attitude, genius loci, spirit of place, and das Man. 
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several social circles. A key claim in the literature is that place is essential for creative workers in 

maintaining weak ties to social capital.   

Implications of Findings 

This research makes three main contributions, two theoretical and one practical, each of 

which will be discussed more fully in the following sections. The first two are related to the ways 

in which this study has identified gaps in the literature and, through applied methods, has 

addressed these, thereby advancing existing theories of the creative class.   

Contribution #1: Personality of Place 

Looking at the notion of personality as place, this study reveals the extent to which the 

unique characteristics of a locale influence the effectiveness of municipal policy aimed at 

achieving innovation and economic output. Every city is unique and possesses a type of 

personality. A city, like an individual, behaves a certain way based on its unique characteristics 

and qualities. As a result, urban planners need to understand those unique characteristics and 

qualities before developing policy that seeks to attract and retain creative workers.  

The physicality of the city is a separate realm from the contextual city. Respondents 

described Edmonton as a small urban footprint surrounded by vast suburbs. The built 

environment is where residents carry out their day-to-day routine. It is generally the physical 

realm that planners, policymakers, and developers focus upon. On the other hand, the contextual 

city is the realm that shapes humans’ experience within the physical realm. The contextual city is 

the genius loci, or spirit of place. If the built environment is the city’s body, the genius loci is its 

soul. Of course, it is very difficult to precisely articulate Edmonton’s genius loci and this was not 

the objective of this study. However, this study does suggest that Edmonton’s spirit of place 

influences how creative workers behave, conceptualize, perceive, and experience the city. As a 
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result, the spirit of place affects how creative workers develop social capital to utilize their 

creativity. This study demonstrates that a very small segment of Edmonton’s creative workers 

build and maintain social capital because of the urban forms and experiences put forth in the 

creative class literature. Most creative workers mingle in diverse social networks because of the 

unique qualities and characteristics that they possess, and less because of ‘quality of place’, as 

suggested in the literature. Therefore, the built forms identified in the literature do not serve the 

same purpose for creative workers. To effectively operate in the realm of the physical, planners 

need to first operate in the realm of the contextual city. Thus, they need to genuinely understand 

a community’s genius loci.   

A key tenet of Florida’s (2020, 2012a) thesis is that cities could attract and retain creative 

workers through urban policy by providing high-order amenities that would create the conditions 

necessary to enable a diversity of people to interact, discuss, and share ideas. A key ingredient 

for that to occur is tolerance. He refers to weak ties to social capital and the benefits of mingling 

in a range of social circles. Neighbourhoods with strong social capital provide benefits to those 

inside the social network but exclude outsiders and therefore, according to Florida, are less 

tolerant. Neighbourhoods with weaker ties are considered more tolerant because they are more 

open to newcomers. Thus, strong social capital is also believed to hinder economic growth and 

development because it can impede innovation, as it tends to promote insularity and an aversion 

to new ideas (Hoyman, 2009).  

While Florida’s (2002, 2012a) formula for creativity includes tolerance, this typically 

refers to those employed in specific creative occupations. His narrative espouses individualism 

and mixing of members of the creative class with diverse perspectives who, critics argue, are 

more divisive than they are tolerant (Peck, 2005, 2010; Kratke, 2010). The physical and social 
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separations between individuals and socioeconomic groups lead to the loss of people’s ability to 

cope with the shared use of space (Sennett, 1996). City policy aimed at enabling social 

interaction among a single socioeconomic group (the creative class) and promoting 

individualism may have negative consequences, such as demand of conformity from the 

benefiting socioeconomic group and the perception of inequitable policy among other 

socioeconomic groups (Bannister & Kearns, 2012). Respondents consistently described 

Edmonton as possessing a general and collective attitude of mutual respect and community 

mindedness which engenders increased civility and tolerance among all socioeconomic groups. It 

is difficult to conclude from this study how accurate their perceptions are, or the reasons that 

support them. One reason could be that there are blurred lines between socioeconomic groups 

and geography. That is, Edmonton does not possess the type of class divide that occurs in other 

cities (see Martin Prosperity Institute, 2016; Thomas, 2016). This study suggests that it is not just 

creative workers that have the means to participate in active urban places and live in trendy 

neighbourhoods. This study also suggests that creative workers believe that the city’s personality 

enables a culture of tolerance and acceptance regardless of socioeconomic status.  

Planners and policymakers need to take a deeper dive and go beyond the Floridian 

approach to economic growth and development. Thus, it is worthy of conducting a type of 

creativity assessment to analytically reflect on the city’s personality and creative identity to 

advance its own personalized narrative and processes. Such an assessment can more 

appropriately understand where creativity exists, who possesses it, and how it is perceived. The 

findings can be used to inform effective policy. Urban policies need to be structured upon an 

understanding of the diverse nature of tolerance, the underlying natural attitude, and its context 

dependency. Translated into planning policy could mean using shared public spaces to show 
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acknowledgement, identification, and respect towards less visible and less recognized groups 

(not just socioeconomic). This requires enhanced engagement and facilitation to gain a fulsome 

understanding of the citizenry, which will inform the design, branding, and character of place. 

Such an approach can establish a basis for advancing context-specific strategies built upon an 

understanding of people and how they conceive place.  

Contribution #2: Defining the Creative Class 

The second contribution of this research is to challenge existing definitions of the 

creative class and establish its own new definition. This study demonstrated that certain groups 

within the creative class, such as pragmatic creatives, possess very similar built form 

preferences27 as other socioeconomic groups. These may vary from city to city as a result of the 

previous implication; however, this finding draws attention to the applicability and effectiveness 

of how the creative class thesis applies its creative capital methodology to establish the creative 

class.  

Florida (2002, 2012a) defines creative workers using census occupational codes and is he 

justifies his use of occupational codes with his creative capital theory. While occupational codes 

may vary from country to country, the classification of the creative class is relatively ubiquitous. 

The application of such codes involves indiscriminate acceptance of all the occupations that fall 

within that code. For example, engineers include surveyors, engineering technicians, and drafting 

technicians (among others). While these occupations, or the people who work in these 

occupations, may be creative, it is arguably just as likely that a welder or dressmaker may be 

equally creative. This study finds that creative workers employed in more technical occupations 

express preferences and behaviours very similar to those described in the literature as belonging 

 
27 As described in creative class literature. 
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to the working class. Moreover, the non-pragmatic creatives in the study exhibited different 

behaviours than what the literature suggests. While their urban form preferences generally 

aligned, their perception of the types of built forms described in the literature differed.  

Two categories of creative workers emerged from the data gathering and analysis phases: 

pragmatic and ideational. Several participants who fall into the literature’s classification of the 

‘super creative core’ had characteristics different to what the literature describes. Moreover, their 

place-based choices, preferences, and tendencies mimicked the literature’s depiction of working-

class individuals. For this reason, I based my definition of pragmatic and ideational creative 

workers on locale-specific considerations. The first consideration was the occupation itself. 

Pragmatic occupations are typically associated with technical arts or applied sciences. The work 

function has direct practical applications such as in the fields of engineering, information 

technology, medical technology, or public sector management. Ideational occupations, such as 

artists, musicians, and designers, are more artistic, theoretical, and analytical, and thus more 

likely to form ideas or concepts. Unlike Florida’s creative capital methodology, classifying 

creative workers as pragmatic or ideational is not definitive or absolute. For example, an 

engineer may not be defined as pragmatic given the occupation’s specific responsibilities. That 

is, an engineer who designs software for the gaming industry may be more ideational than a civil 

engineer responsible for regulatory compliance. Moreover, consideration was also given to the 

individual. I based the second consideration on whether the respondent is guided by their ideals 

or by practical considerations. Theo, for example, is an executive director; however, he was 

classified as ideational because he is visionary in his thinking, and his ideational approach is 

transferred to his professional occupation.  
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While this may be a consistent narrative in these final chapters, the unique characteristics 

of the locale influence who qualifies as members of the creative class or, to phrase it another 

way, who contributes to the city’s production of ideas and economic output. This study has made 

several references to what makes Edmonton unique as a city. In particular, the Edmonton region 

is an economy of agglomeration recognized for its very high knowledge in construction, 

transportation, and specialized manufacturing (Gabe et al., 2010). The city’s industrial influence 

and diverse public sector presence effects the composition of Edmonton’s creative workforce. 

Because the economy of agglomeration is tied to a pragmatic knowledge cluster, it appears the 

region’s creative workforce possesses a more pragmatic mindset, thus affecting how creative 

workers think about place and engage with others. Respondents consistently attributed a 

pragmatic mindset to how they perceive the overall character and physicality of the city. They 

felt that authentic third places, the type of places described in the literature, were supported by all 

socioeconomic groups. The findings in this study also reveal that those who participated 

exhibited a strong sense of place, and therefore are less likely to be mobile. This is contrary to 

the literature because mobility is a key characteristic of the creative class. 

These findings highlight important departures from the literature. The results warrant 

further investigation; however, they do suggest that developing urban policy aimed at harboring 

high levels of talent to promote economic growth may not be as effective in Edmonton as it may 

be in other cities. Edmonton’s economy of agglomeration, and its other characteristics, suggest 

either that creative capital theory is less applicable, or that the creative worker ought to be 

redefined based on the unique qualities and characteristics of the locale. The findings also have 

significant policy implications. Developing policy to create an atmosphere of tolerance and 

social interaction for creative workers with the aim to retain and attract such individuals may not 
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be successful. This research suggests that creative workers are not universally attracted to places 

and urban amenities described in the literature to carry out a particular lifestyle which includes 

maintaining weak ties to social capital.       

Contribution #3: Planning Practice and Phenomenography 

Lastly, this thesis demonstrates the value and applicability of phenomenography as a tool 

for effective public engagement in planning practice. Phenomenography proffers a method for 

investigating a phenomenon from a different perspective because it explores the phenomenon 

through the lens of the individual as opposed to just studying the phenomenon. In this study, I 

used phenomenography to investigate how creative workers understand and conceive the 

phenomenon of place. This was valuable because I was able to gain an understanding of place 

through the interpretations of creative workers in Edmonton and not just the creative class as a 

ubiquitous socioeconomic group, which is the case in the creative class literature. 

Phenomenography was shown to be effective in discovering a deep understanding of how one 

perceives their neighbourhood, city, and other specific places in their life. That same approach 

can be adapted to developing relevant land use policy in the planning practice.  

Concepts of a place’s character and sense of place have commonly been used in recent 

planning policy. Arguably, however, the locale’s character is neither truly understood nor 

realized after the public engagement and consultation process has concluded. Interpretations and 

applications of the concept of spirit of place in planning policy are typically generic, with few 

demonstrating the conceptual richness of Norberg-Schulz’s approach (Jiven & Larkham, 2003). 

Norberg-Schulz argued that concepts of genius loci are diverse and occur at different levels. 

Planning policy fails when it attempts to create a built environment that does not align with a 

community’s genius loci. This can be challenging for planners because they advance policies 
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with their best intentions in mind. Such policies are intended to achieve sustainable outcomes 

and serve the overall greater public interest. Spirit of place and character emerge from human 

perceptions, values, and experience. This occurs incrementally and organically. Therefore, 

planning policy ought to build upon the community’s spirit of place as it builds organically. 

Truly understanding the spirit of place can inform policy in meaningful ways. However, to 

achieve sustainability outcomes, the implementation of planning documents needs to be 

calculated and strategic.  

Phenomenography is a research approach used to widely to investigate lived experiences 

in educational sciences. While it has been used in other domains, this research is one of the few 

to apply a phenomenographical methodology. Conducting the study demanded a flexible and 

creative research method as I endeavored to test existing theories of place in relation to the 

creative class thesis. I adapted the methods used in phenomenography to best understand how the 

participants understand and conceive certain places as part of their daily lives. The application of 

phenomenography in an urban studies context is an important contribution of this thesis. In this 

regard, phenomenography can be an effective approach for urban studies research.   

This study demonstrates the strengths of the planning profession in relation to a focused 

and localized approach. Placemaking situates local community members at the forefront of 

creating places that they experience daily (Wight, 2011). This practice requires a comprehensive 

and qualitative approach to effectively understand place. This process aims to focus on place and 

“the people-in-place as the basic unit - the frame through which any intervention occurs” 

(Schneekloth & Shibley, 1995, p.5).  

This study demonstrates that phenomenography can be an effective approach to 

understand a locale’s spirit of place. This is because phenomenography seeks to understand the 
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perception and meaning of a phenomenon. Because the spirit of place emerges from individual 

perceptions, values, and experience, such an approach can effectively realize a true 

understanding of the local spirit of place. As a data collection technique, cultural probes are 

practical for eliciting rich descriptions of how residents understand the place in which they live. 

Participants can respond on their own terms, and the exercises are meant to consider the topic 

more holistically. The exercises provoke novel thinking and stimulate much deeper responses 

than answers to superficial questions (such as a questionnaire or survey). They are instrumental 

in informing the interview process when researching potentially sensitive issues because they 

enable respondents to reflect on what matters to them before the interview. The creative probe 

exercises are fun and allow respondents to be creative with their responses. This simultaneously 

enables both informality and distance between the researcher and participant, which are 

beneficial when discussing sensitive topics.   

Limitations of the Study 

 There are universal limitations to using a phenomenographic research approach 

(Entwistle, 1997; Richardson, 1999; Svensson, 1997; Walsh, 2000; Webb, 1997). These include 

issues of bias, objectivity, quality, and reliability. This section discusses limitations specific to 

this study (see Chapter 5 for a discussion of the universal limitations).  

Regarding my own biases and filters, as noted in the first paragraph of this thesis, through 

my experiences in over two decades as a municipal planner, several years as a researcher of 

creative class theory, a geographically diverse childhood, and a lifetime of travel, I came to 

appreciate that people’s relationship with place is mediated by a combination of social, cultural, 

and physical factors. I have been fascinated with how cultures are ingrained in the built forms 

and architectural rhythms that exist within different cities and have long held that built forms 



CREATIVE WORKERS IN PLACE  343 
 

affect human behaviour and human behaviour affects built forms. A natural progression was to 

explore the understandings and conceptions that creative workers possess in relation to their 

place. I am also a Gen Xer and identify as a white male. My interviewing style and perceiving 

and framing orientations invariably affected the lens through which the research process was 

viewed, carried out, and understood.  

Despite best attempts to set aside or “bracket” my own biases, experiences, and 

understandings as described in Chapter 5,28 such attempts were very difficult. However, as 

Halling et al. (2006) and Finlay (2008) have noted, the researcher must bring a critical self-

awareness to their own established beliefs, to separate out what perceptions and understandings 

belong to the researcher and what belongs to the participants. Being aware of my own embodied 

subjectivity, the research process enabled me to examine and question my own “vested interests, 

predilections and assumptions, and to be conscious of how these might impact on the research 

process and findings” (Finlay, 2008, p. 17).  

 In some cases, a limiting factor was the conceptual limitation posed by what some 

respondents perceived as investigating abstract themes. For example, one respondent provided 

very short responses in the cultural probes exercise. During the interview, there was some back 

and forth to attempt to flush out an appropriate response. In phenomenographic research, the 

researcher cannot make assumptions and should avoid provoking the respondent to describe their 

experiences and understandings. The fact that this respondent perceived the exercise as being 

abstract was in and of itself important information; however, the richness of the data vis-à-vis 

 
28 Following Ihde’s five steps: 1) The researcher orientates him/herself to the phenomenon as and how it appears 

throught the research process. 2) The researcher is orientated toward describing what constitutes the experience. 3) 

Researcher treating all aspects of the experience as equally important. 4) Researcher searches for structural features, 

or the fundamental meaning structure of the experience. 5) Using intentionality as a correlation rule to further assist 

in explicating the variation in the conceptions identified. 
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understanding, experience, and perception of place was diminished. The fact that they struggled 

with providing responses related to how they understand and conceive place suggested that they 

could not perceptively decipher different place types. This respondent was the exception among 

the sample.  

  The last limitation specific to my study relates to the number of participants and the 

quantity of data generated by each one. Due to the nature of the study and different types of 

creative workers participating, to obtain saturation, it was important to carefully document the 

participants’ characteristics. Establishing a range of characteristics was intended to maximize 

conceptual variations in the data. However, the quantity of data was immense. Data collection, 

organization, and analysis were time and resource-intensive. While this is typical of 

phenomenographic research, large amounts of data could lead to superficial analysis or data 

management problems. Therefore, it was critical to sort and discard data based on relevance to 

the research questions, quality of the data, and the intended application of the findings.  

Further Research 

It is important to recognize specific challenges related to place-based future research. 

Every community and research context are unique and carries its own set of challenges. Planners 

and policymakers need to appreciate the qualities that make the context unique. Thus, it is 

important to be adaptable because the development of recommendations is dependent on the 

objectives and needs of the community being studied. This study suggests there is some 

disagreement between creative class theory and theories of place.  

Florida (2002, 2012a) argued that city regions must develop, attract, and retain a 

specifically defined cohort of individuals to be successful and to compete economically with 

other city regions. He also argued that this cohort craves a particular lifestyle that facilitates 
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weak ties to social capital. Such a lifestyle enables a mixing of work, social, and home lives. 

Thus, according to Florida, municipal governments ought to invest in lifestyle amenities, and 

planners should develop policies that enable the development of such amenities and built 

environments. However, place-based theories suggest that individuals who possess an authentic 

mode of existence, which this study’s findings suggest most creative workers would, are more 

prone to developing a sense of attachment to place. This is counter to many of the claims in the 

creative class literature because having an attachment to place and the community, developing a 

sense of safety and security, and feeling a sense of care and responsibility for place, is, according 

to the findings of this study, synonymous with being a member of the Edmonton’s creative class. 

Place-based literature in relation to Heidegger’s writings on place suggests that being authentic 

means adapting to the situation. Applied to creative workers, they can find a way to carry out 

their creative ambitions based on their situation. In this case, the situation is the locale and the 

genius loci that exists within the locale. Very few respondents truly adhered to Florida’s 

characterization of the creative class in terms of lifestyle predilections. The question then is, 

should the creative class be more narrowly defined, or should the claims in the creative class 

discourse be more malleable based on the genius loci? Further research is needed to determine 

the extent to which creative workers adapt to the locale’s genius loci and whether this adaptation 

hampers creativity and innovation or if they are finding more meaningful ways to carry out 

creative processes. 

Recommendations 

 The recommendations are broken into two sections. The first is related to strategies for 

retaining creative workers. These are specific to Edmonton and are grounded in the findings of 
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this study. The second is related to Edmonton’s spirit of place and planning considerations 

recognizing the unique qualities of place, including phenomenography as a planning tool.  

Retaining Creative Workers 

Because the findings of this study suggest that several qualities of the creative class are 

different from some of the literature’s claims, it is difficult to suggest specific policy 

recommendations aimed at attracting and retaining creative workers. As noted in the previous 

section, it is not known what the contributing factor for this difference is and therefore more 

work is required. As a result, I am reluctant to make specific policy recommendations since its 

applicability is unknown. Moreover, as a planner, I believe the urban policy suggested in the 

literature is also principled planning and achieves several important land use planning and urban 

design objectives. However, it may not achieve the desired results in retaining creative workers. 

This section does not specifically make recommendations to attract creative workers. This study 

highlights the subjectivity pertaining to the composition of the creative class and as a result, it is 

unclear who the policy should be targeting. The following recommendations relate to factors that 

contribute to or may further enhance creative workers’ sense of place and were aspects that they 

described as factors as to why they chose to either stay in Edmonton or returned after they left. 

Sense of community. It is important to emphasize that respondents valued the 

community over the ability to engage with many diverse people in busy trendy areas of the city. 

This is important for several reasons. Valuing the community enables creative workers to engage 

in several diverse social circles without having to engage in the type of lifestyle described in the 

literature. Moreover, instead of relying on the types of places described in the literature to 

maintain weak ties to social capital, the findings of this research suggest participants value such 
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places to maintain close relationships. Thus, this recommendation is aimed building upon their 

connection with place and the community. 

Community leagues in Edmonton are defined by a geographic area and in most cases, a 

community league covers a single neighbourhood. Each league is a registered non-for-profit and 

consists of a board. Typical physical assets include a community hall (gathering space, kitchen, 

change rooms, storage), skating/hockey rink, and play equipment. 

Respondents emphasized elements within their neighbourhood that contributed to their 

sense of attachment and belonging. A common denominator was often the neighbourhood 

community league. Several respondents were actively engaged with the community league or 

recognized the direct or indirect benefits. They felt the community league enabled them to 

connect with others in their neighbourhood, develop a sense of care and responsibility for place, 

and help others. While Edmonton generally consists of many single use neighbourhoods, which 

can be a contributing factor for social isolation and diminished sense of community, respondents 

felt that community leagues are a means to encourage social engagement and a sense of 

belonging. Thus, the first recommendation is policy that formally utilizes and values community 

leagues to facilitate community-based planning.  

Respondents described authentic experiences being those that are local, secluded, and 

organic. They desired the ability to spontaneously engage with people during the normal course 

of their day, such as greeting someone who may be on their front porch, at the local grocery 

store, or at the park. While they preferred places along a popular pedestrian-oriented street over 

chain establishments, they desired hidden gem establishments over popular establishments along 

a busy street. They also desired such places within walking distance of where they live. The land 

use planning framework must enable such places to develop organically. Because planning 
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departments are not equipped to consider the unique neighbourhood level considerations, the 

same ‘top-down’ Euclidean approach is applied to all neighbourhoods.29 As a result, it is difficult 

for land use policy and regulation to consider the place-based attributes that exist in each 

neighbourhood. Therefore, community leagues can provide a more important role in both the 

land use planning process and decisions.  

Policy that formalizes the role of community leagues can better facilitate community 

involvement in land use processes and decision making. Such involvement can be used to create 

neighbourhood-level plans and regulations, determine the most appropriate regulatory 

approach,30 design programs, and guide city investments. Formalizing community involvement 

disrupts the current ‘top-down’ approach and enables better understanding of the neighbourhood 

values, needs, and perspectives; capitalizes on local knowledge and community expertise; 

facilitates better understanding of trade-offs in the land use decision making process; and 

enhances the sense of place among residents which increases their likelihood to remain in the 

community. Such a planning processes would involve the planning department partnering with 

community leagues to develop neighbourhood plans or neighbourhood-specific land use 

regulation, develop implementation plans, and facilitate other planning and development issues.  

Respondents highlighted the lack of neighbourhood identity and lack of definition of 

Edmonton’s neighbourhoods. Community leagues can support the development of cultural 

spaces, such as coffeehouses, pubs, art spaces, skateboard parks, and bookstores which can 

define the social character and identity of the neighbourhood. Creative placemaking at the 

 
29 City of Edmonton has additional land use regulations that apply to mature neighbourhoods. The City consists of 

approximately 375 neighbourhoods. Twenty-one percent are considered mature neighbourhoods.  
30 Examples of land use regulatory approaches include Euclidean, form-based, performance-based, incentive-based, 

context-based (among others).  
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community level uses arts and culture to increase the vibrancy of place and strengthen identity. 

This can serve to not only retain residents, but also attract diverse people together.  

Urban design. Respondents generally criticized the city’s lack of physical character and 

identity. Thoughtful urban design can assist in enhancing aspects of its physical environment that 

make it so appealing to residents. The development of policy ought to consider broad choices 

concerning where and how to develop. Respondents consistently highlighted Edmonton’s natural 

systems. Therefore, urban design policy should encourage the preservation, protection, and 

restoration of Edmonton’s distinctive natural features. Public spaces should emphasize physical 

and visual connections to the river valley and ravine systems. Other policies to enhance the city’s 

physical character and identity include: 

• Reinforce a consistent and unique identity that celebrates the city’s culture, heritage, and 

diversity.  

• Built upon the city’s the sense of community through well designed physical and social 

environments. 

• Seek opportunities for community-based public improvements that would create a sense of 

identity, establish pride of place, and enhance the city’s overall image. 

Understanding Edmonton’s Spirit of Place 

This study demonstrates the strengths of the planning profession in relation to a focused 

and localized approach. Placemaking situates local community members at the forefront of 

creating places they experience daily (Wight, 2011). This practice requires a comprehensive and 

qualitative approach to effectively understand place. This process aims to focus on place and 

“the people-in-place as the basic unit - the frame through which any intervention occurs” 

(Schneekloth & Shibley, 1995, p.5).  
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This study demonstrates that phenomenography can be an effective approach to 

understand a locale’s spirit of place. This is because phenomenography seeks to understand the 

perception and meaning of a phenomenon. Because the spirit of place emerges from individual 

perceptions, values, and experience, such an approach can effectively realize a true 

understanding of the local spirit of place. Cultural probes, as a data collection technique, are 

practical for eliciting rich descriptions of how residents understand the place in which they live. 

Participants can respond on their own terms, and the exercises are meant to consider the topic 

more holistically. The exercises provoke novel thinking and stimulate much deeper responses 

than answers to superficial questions (such as a questionnaire or survey). They are particularly 

useful in informing the interview process when researching potentially sensitive issues because 

they enable respondents to reflect on what matters to them before the interview. The creative 

probe exercises are fun and allow respondents to be creative with their responses. This 

simultaneously enables both informality and distance between the researcher and participant, 

which are beneficial when discussing sensitive topics.  

Final Thoughts 

The recognition of creative class theory has spread throughout urban planning circles and 

geographic contexts, motivating planners and municipal councils to develop policy aimed at 

transforming their cities into places that attract creative workers. In doing so, they have 

consented to the theory that the creative class is a homogenous group that shares the same 

values, goals, and ambitions. Acceptance of this could result in distorted and inappropriate 

planning and urban design policy. In this dissertation, I conducted a phenomenographic study to 

explore how creative workers conceive and understand place, using the Edmonton region as a 

case study. Most respondents demonstrated a strong attachment to community and a sense of 
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place. Even those who exemplified creative class character traits from the literature in terms of 

locational preferences had strong social values and attachment to place. The findings showed that 

most respondents possessed both weak and strong ties to social capital.  

This study also highlights the importance and significance of the locale in terms of 

applying broad policy goals and objectives. The findings demonstrate that the personality of a 

city influences how its residents, and, in the case of this study, socioeconomic groups conceive 

and understand the world around them. These findings bring attention to the generalizability of 

creative class theory.  

 To be human is to be curious, to care, and to develop meaningful connections with the 

world around us. In a deeper sense, human beings have the unique ability to be involved in 

different worlds and develop skills to act within those contexts. To be authentic means being able 

to adapt to the situation. The results of this study suggest that human connection is fundamental 

for those who possess an authentic mode of existence. It is important for planning policy to give 

due consideration to the spirit of place and creating the mechanisms that encourage and promote 

a local identity that facilitates individual authenticity.  
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APPENDIX A 

Full List of Creative Occupations 

(Source: Adapted from Statistics Canada and Human Resources and Skills Development Canada, 

2016) 

0011 Legislators 

0012 Senior government managers and officials 

0013 Senior managers - Financial, communications and other business services 

0014 Senior managers - Health, education, social and community services and membership 

organizations 

0015 Senior managers - Trade, broadcasting and other services, n.e.c. 

0016 Senior managers - Goods production, utilities, transportation and construction 

0111 Financial managers 

0112 Human resources managers 

0113 Purchasing managers 

0114 Other administrative services managers 

0211 Engineering managers 

0213 Computer and information systems managers 

0212 Architecture and science managers 

0611 Sales, marketing and advertising managers 

0712 Facility operation and maintenance managers 

0621 Retail trade managers 

0121 Insurance, real estate and financial brokerage managers 

0122 Banking, credit and other investment managers 

0123 Other business services managers 

0131 Telecommunication carriers managers 

0311 Managers in health care 

0312 Administrators, post-secondary education and vocational training 

0313 School principals and administrators of elementary and secondary education 
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0314 Managers in social, community and correctional services 

0411 Government managers, health and social policy development and program administration 

0412 Government managers, economic analysis, policy development and program administration 

0413 Government managers, education policy development and program administration 

0414 Other managers in public administration 

0511 Library, archive, museum and art gallery managers 

0512 Managers, publishing, motion pictures, broadcasting and performing arts 

0513 Recreation and sports program and service directors 

1111 Financial auditors and accountants 

1112 Financial and investment analysts 

1113 Securities agents, investment dealers and brokers 

1114 Other financial officers 

1121 Specialists in human resources 

1122 Professional occupations in business services to management 

1231 Bookkeepers 

1232 Loan officers 

1233 Insurance adjusters and claims examiners 

1234 Insurance underwriters 

1235 Assessors, valuators and appraisers 

1236 Customs, ship and other brokers 

* 2111 Physicists and astronomers 

* 2112 Chemists 

* 2113 Geologists, geochemists and geophysicists 

* 2114 Meteorologists 

* 2115 Other professional occupations in physical sciences 

* 2121 Biologists and related scientists 

* 2122 Forestry professionals 

* 2123 Agricultural representatives, consultants and specialists 

* 2131 Civil engineers 

* 2132 Mechanical engineers 
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* 2133 Electrical and electronics engineers 

* 2134 Chemical engineers 

* 2141 Industrial and manufacturing engineers 

* 2142 Metallurgical and materials engineers 

* 2143 Mining engineers 

* 2144 Geological engineers 

* 2145 Petroleum engineers 

* 2146 Aerospace engineers 

* 2147 Computer engineers (except software engineers) 

* 2148 Other professional engineers, n.e.c. 

* 2151 Architects 

* 2152 Landscape architects 

* 2153 Urban and land use planners 

* 2154 Land surveyors 

* 2161 Mathematicians, statisticians and actuaries 

* 2171 Information systems analysts and consultants 

* 2172 Database analysts and data administrators 

* 2173 Software engineers 

* 2174 Computer programmers and interactive media developers 

* 2175 Web designers and developers 

* 2211 Chemical technologists and technicians 

* 2212 Geological and mineral technologists and technicians 

* 2213 Meteorological technicians 

* 2221 Biological technologists and technicians 

* 2222 Agricultural and fish products inspectors 

* 2223 Forestry technologists and technicians 

* 2224 Conservation and fishery officers 

* 2225 Landscape and horticultural technicians and specialists 

* 2231 Civil engineering technologists and technicians 

* 2232 Mechanical engineering technologists and technicians 
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* 2233 Industrial engineering and manufacturing technologists and technicians 

* 2234 Construction estimators 

* 2241 Electrical and electronics engineering technologists and technicians 

* 2242 Electronic service technicians (household and business equipment) 

* 2243 Industrial instrument technicians and mechanics 

* 2244 Aircraft instrument, electrical and avionics mechanics, technicians and inspectors 

* 2251 Architectural technologists and technicians 

* 2252 Industrial designers 

* 2253 Drafting technologists and technicians 

* 2254 Land survey technologists and technicians 

* 2255 Mapping and related technologists and technicians 

* 2261 Non-destructive testers and inspectors 

* 2262 Engineering inspectors and regulatory officers 

* 2263 Inspectors in public and environmental health and occupational health and safety 

* 2264 Construction inspectors 

* 2271 Air pilots, flight engineers and flying instructors 

* 2272 Air traffic control and related occupations 

* 2273 Deck officers, water transport 

* 2274 Engineer officers, water transport 

* 2275 Railway traffic controllers and marine traffic regulators 

* 2281 Computer and network operators and web technicians 

* 2282 User support technicians 

* 2283 Systems testing technicians 

3111 Specialist physicians 

3112 General practitioners and family physicians 

3113 Dentists 

3114 Veterinarians 

3121 Optometrists 

3122 Chiropractors 

3123 Other professional occupations in health diagnosing and treating 
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3131 Pharmacists 

3132 Dietitians and nutritionists 

3141 Audiologists and speech-language pathologists 

3142 Physiotherapists 

3143 Occupational therapists 

3144 Other professional occupations in therapy and assessment 

3151 Head nurses and supervisors 

3152 Registered nurses 

3211 Medical laboratory technologists and pathologists' assistants 

3212 Medical laboratory technicians 

3213 Veterinary and animal health technologists and technicians 

3214 Respiratory therapists, clinical perfusionists and cardio-pulmonary technologists 

3215 Medical radiation technologists 

3216 Medical sonographers 

3217 Cardiology technologists 

3218 Electroencephalographic and other diagnostic technologists, n.e.c. 

3219 Other medical technologists and technicians (except dental health) 

3221 Denturists 

3222 Dental hygienists and dental therapists 

3223 Dental technologists, technicians and laboratory bench workers 

3231 Opticians 

3232 Midwives and practitioners of natural healing 

3233 Licensed practical nurses 

3234 Ambulance attendants and other paramedical occupations 

3235 Other technical occupations in therapy and assessment 

* 4111 Judges 

* 4112 Lawyers and Quebec notaries 

* 4151 Psychologists 

* 4152 Social workers 

* 4153 Family, marriage and other related counselors 
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* 4154 Ministers of religion 

* 4155 Probation and parole officers and related occupations 

* 4161 Natural and applied science policy researchers, consultants and program officers 

* 4162 Economists and economic policy researchers and analysts 

* 4163 Business development officers and marketing researchers and consultants 

* 4164 Social policy researchers, consultants and program officers 

* 4166 Education policy researchers, consultants and program officers 

* 4167 Recreation, sports and fitness program supervisors and consultants 

* 4168 Program officers unique to government 

* 4169 Other professional occupations in social science, n.e.c. 

* 4165 Health policy researchers, consultants and program officers 

* 4121 University professors 

* 4122 Post-secondary teaching and research assistants 

* 4131 College and other vocational instructors 

* 4141 Secondary school teachers 

* 4142 Elementary school and kindergarten teachers 

* 4143 Educational counsellors 

* 5111 Librarians 

* 5112 Conservators and curators 

* 5113 Archivists 

* 5121 Authors and writers 

* 5122 Editors 

* 5123 Journalists 

* 5124 Professional occupations in public relations and communications 

* 5125 Translators, terminologists and interpreters 

* 5131 Producers, directors, choreographers and related occupations 

* 5132 Conductors, composers and arrangers 

* 5133 Musicians and singers 

* 5134 Dancers 

* 5135 Actors and comedians 
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* 5136 Painters, sculptors and other visual artists 

* 5211 Library and archive technicians and assistants 

* 5212 Technical occupations related to museums and art galleries 

* 5221 Photographers 

* 5222 Film and video camera operators 

* 5223 Graphic arts technicians 

* 5224 Broadcast technicians 

* 5225 Audio and video recording technicians 

* 5226 Other technical and co-ordinating occupations in motion pictures, broadcasting and the 

performing arts 

* 5227 Support occupations in motion pictures, broadcasting and the performing arts 

* 5231 Announcers and other broadcasters 

* 5232 Other performers 

* 5241 Graphic designers and illustrators 

* 5242 Interior designers 

* 5243 Theatre, fashion, exhibit and other creative designers 

* 5244 Artisans and craftspersons 

* 5245 Patternmakers, textile, leather and fur products 

* 5251 Athletes 

* 5252 Coaches 

* 5253 Sports officials and referees 

* 5254 Program leaders and instructors in recreation and sport 
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APPENDIX B 

Coding Structure for Each Category of Description 

Category of Description: Place as an Expression of Natural Attitude 
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Category of Description: Place as Mutually Beneficial 
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Category of Description: Home as an Expression of Self 
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Category of Description: Connection to and Responsibility for Place 
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Category of Description: Place as a Stimulus for Creativity 
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Category of Description: Place as an Expression of Self 
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Category of Description: Place Means People 
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Category of Description: Place is Irrelevant for Social Connections 

 

 


